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OPINION REGARDING THE BUDGET OF THE JOINT CUSTOMER EDUCATION
PROGRAM AND MODIFICATION OF D.97-03-069 AND D.97-05-040

Summary _
Today's decision addresses the proposed joint, statewide customer education

program (CEP) which was first addressed by the Commission in Decision

(D.) 97-03-069. In that decision, the Commission authorized the theee la rgest investor-

owned electrical corporations in California to devise and implement a statewide, joint

CEP. Southern California Water Company (SCWC) was also granted permission to join

in this effort in an Administrative Law Judge’s (AL)) ruling dated June 3,1997.

| Public Utilities (PU) Code Section 392, which was enacted by the California
Legislature'é electric restructuring bill, Assembly Bill (AB) 1890 (Sfats. 1996, ch. 854),

requires the investor-owned electrical corporations to devise and implement a CEP in
conjunction with the Coninission. The CEP is to inform ¢ustomers of the changes to

~ the electric¢ industry, so that customers have the information necessary to help them
make appropriate choices with respect to their electric service options. The CEP is
subject to the Comniission’s approval.

The importance of the joint CEP is that it is the means by which niost residential
and small commercial ¢ustomers will learn about the regulatory changes to the electric
industry, and how those changes will impact consumers. The CEP that we authorize
today will be the source of unbiased information about these changes. In approving the
CEP, we set the groundwork for the education of all customers. It is through this
educational effort that consumers will learmn about choice in the new competitive
market. This choice will foster the development of increased participation in direct
access.

In the coming months, this comprehensive and integrated educational effort will

cover virtually the entire state with messages about electric restructuring, how it affects

' Unless othenwise noted, all “section” references are to the PU Code.
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consumers, and what choices are available to consumers under this new competitive
structure. Through mass media, a toll-free call center number, the mail, and outreach to
various communities in this state, consumers will become educated about electric
restructuring issues and how it affects them.

We authorize a total budget of $89.3 miltion for all of the electric restructuring
education activities. This is $1.2 million less than originally proposed. This includes
funding for: the advertising effort to inform consumers in the amount of $73.84 million
as compared to the requested budget of $85.3 million; the Commission’s educational
outreach efforts in the amount of $2.45 million; and community-based education and
outreach in the amount of $13 million. We have reoriented this electric restructuring
effort toward a greater focus on the use of community-based organizations by fund ing -
the Electric Education Trust (EET) with $10 million. This amount is designated
specifically for these EOninxunit)'-based outreach and education efforts. The EET was
previously authorized $3 million to promote ¢onsumer education about the changes to
the electric industry. We believe that the various approaches that make up the total CEP
effort fulfill the Legislature’s intent to inform consumers of the upcoming changes by
providing sufficient and reliable iﬁformalion.

As we move forward to implement the CEP before direct access begins, we
believe that it is important that the utilities take over the direct management of the
statewide advertising efforts, rather than have the Electric Restructuring Education
Groéup (EREG) continue to oversce and manage the joint CEP on behalf of the utilities.
This is of special concern in light of our adoption of the 60% aided awareness target that
the CEPis to acl;ie\'e, and the potential disallowance mechanism if the CEP fails to
. achieve the iarget.

Today's decision also makes some clarifying modifications to D.97-03-069 and to
D.97-05-040.

Background ,

In order to fulfill the legislative mandate expressed in Section 392(d), Pacific Gas
and Electric Company (PG&B), San Diego Gas & Electric Company (SDG&E), and
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Southern California Edison Company (Edison) filed a joint proposal on November 26,
1996 to implement a CEP.! In D.97-03-069, the Commission adopted the joint proposal of
the IOUs to devise and implement a joint CEP. The IOUs had also recommended that a
body of stakcholders be established to provide oversight for the development and
implementation of the CEP, and that a consultant be retained by this body to develop
and implement the CEP nmessages. The Commission approved the utilities’ plan to form
this stakeholder group, which has come to be known as the EREG. Th'e. purpose of the
EREG is to effectuate the joint CEP on behalf of the three utilities.

The EREG members were subsequently appointed by PG&E, SDG&E, and -
Edison. The members of EREG undertook the task of organizing the g’roﬁp and retained
DDB Needham of Los Angeles as a consultant to assist the EREG in the development of

a proposed work scope, budget, and funding request for a statewide, joint C EP on

behalf of the three utilities.

In cori‘\pliaﬁée with Ordering Paragraph 3.1, of D.97-03-069, the three utilities, on
behalf of the EREG, filed a motion on ]uﬁe 2, 1997 for the Comniission to approve the
proposed CEP work scope, budget, and funding request (hereinafter, “proposed CEP”).
The EREG held an informational meeting on June 3, 1997 to presenl and explain its
proposed CEP to the Commission and to the public. Commissioners P. Gregory Conlon,
Jessie J. Knight, Jr.; and Josiah L. Néeper attended this briefing.

On June 6, 1997, an Assigned Commissioners’ Ruling (ACR) was issued which
asked interested parties to respond to some questions that Commissioners Knight and
Necper had about the proposed CEP. The ACR also informied the parties that

Commissioner Knight had requested various marketing and media trade associations to

! We sometimes refer to all of the utilities participating in the joint CEP as the investor-owned
utilities or IOUs.

* According to the proposed CEP, DDB Necdham i is the largest adv ertising agency in the United
States, and the fifth largest advertising agency worldwide.
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comment on the proposed CEP. Interested persons were given the opporiunity to file
comments on the questions raised in the ruling, and to the comments of the ma rketing
and media teade associations. In addition, the ruling granted the EREG and other

interested persons permission to file reply comments to the motion to adopt the

proposed CED. :
In accorda nce w rth Ordering Paragraph 3.f. of D. 97-03- 069 comments by other

parties were filed in respOnse to the June 2, 1997 mohon to adopt the EREG’s proposed
CEP, as well as to the ]une6 1997 ruling. COmments ranged from full support ofthe
proposed CEP to opposmon to the proposed CEP.

The three utilities, on behalf of the EREG, filed its reply to the other parties’
comments on June ‘2'3, 1997 The EREG’s response addressed some of the comments of
the other partie’s on the proposed CEP, and proviried additional clarification with
respect to some of the CEP activities discussed in the proposed CEP. 7

The comments of the marketing and media trade associations were summarized
in a June 24, 1997 ACR In accordance with thé June 6, 1997 ACR, reply comments by
the other partiés to the EREG’s reply comments and to the issues raised in the June 6
and June 247A_C Rs were filed by interested persons.

Several other persons and organizations submitted letters to the Commissioners
about the proposed CEP. Those letters were never formally filed with the Docket Office.
To the extent that those letters raise issues that were not addressed in the filed
pleadings, we have strived to address those other issues in this decision as well.

~ Small and rrlulli-jurisd.ictional investor-owned electrical corporations in
California ha\'e'taken different approaches to fulfilling their responsibility under
AB 1890 to devise and implement a CEP. As previously stated, SCWC, which operates
an electrical corporation in the commuriit)- surrounding Big Bear Lake in San
Bernardino Count)' filed a motion on May 12, 1997 for permission to participate in the
joint CEP. That motion was granted in an ALJ ruling dated Junie 6, 1997.

Klrkwood Gas & Electric Company (Kitkwood) filed a motion on May 7, 1997 for ‘
leave to file an apphcahon to comply with the provisions of AB 1890 in a consolrdated_
fashion. In a Coordinating Commissioner’s Ruling dated June 3, 1997, Kirkwood was .

-5-
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granted permission to file a separate application regarding its compliance with AB 1890.
Kirkwood's application was filed on July 3, 1997 as Application (A.) 97-07-005.

On May 30, 1997, PacifiCorp, which does business in California as Pacific
Power & Light Company, filed a motion to request Commission authorization for it to
establish its own CEP. Sierra Pacific;Posver‘ Company (Sierra Pacific) also filed a motion

on May 39, 1997 for permission to imp]émeht a separate customer education program.

In addition, SDG&E filed a motion on May 30, 1997 requesting permission to devise and
implément a utility-specific CEP. PG&E also filed a pleading on May 30, 1997 w hich _
provides “notification of its intent to engage in some consumer education efforts about
electric restructuring that are specific to PG&E and mdependcnt of the statewide
Consumer Education Program.” All four of these plea.diﬁgs regarding their proposed
utility-specific CEPs are addressed ina s"epar‘-il'e Conymission doc_ision, D.97-03-063.

In D.97-03-069, the Commission authorized the Comniission staff to develop

outreach plans as part of a coordinated CEP effort. The Energy Division and Consumer

Services Division filed a staff report on May 12, 1997 describing the kinds of outreach
activities the staff could undertake. A revised staﬂ report, which incorporated the
comments of others to the May 12, 1997 staff teport, was filed on July 14, 1997.

Integral to the process of the dev eloPment of the proposed CEP is the Consumer
Education Advisory Panel (CEAP). The CEAP was authorized in D. 97-03-069 to assist
the Commission in the evaluation of the joint CEP, and to provide input into the
development of the Commission’s own outreach plan. The CEAP met seven times in
]uneiof 1997 to discuss and evaluate the proposed CEP. The CEAP also sought the input
of Professor Brenda Dervin of Ohio State University, who had reviewed the Caller
Identification (C:iller lD) Customer Notification and Education Plan (CNEP) for the
Commission in 1995. The CEAP submitted its “Report to the Commission on the
Proposed Consumer Education Plan” (CEAP Report) on June 30, 1997. The CEAP met
with members of the Commission on July 14, 1997 and ]uly 16, 1997, to summarize the

CEAP Report, and to address the Commission’s outreach activities.
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Description of the Joint Proposed CEP
The EREG's proposed CEP was submitted for the Commission’s consideration as

an attachment to the June 2, 1997 motion filed by PG&E, SDG&E, and Edison.' The
following dcscnphon of the proposed CEP comes from the attachment.

The EREG recommends that the Commission authorize a total budget of $87.5
million for the proposed CEP.* Included within the recommended budget is $2 million
for the Commission’s outreach efforts. The total budget wvas arrived at as a result of an
assessment by DDB Needham, its subcontractors, and the EREG board. A copy of the
proposed CEP's budget is attached hereto as Appendix A.

The proposed budget is made up of 13 categories. Public relations is allOcated
$5.23 million. About two-thirds of this amount ($3.487 million) represents compensation
to the pliblic ‘ré!ations agcﬁcies The remainder represents material costs and
reimbursable expenses such as travel.

* The second categor)' is mass media, for which $28 645 niillion has been a!located
This amount tepresents the total cost of payment to the media conipanies only.

The third category is rroduction in thé amount of $4.895 million. This is for
paying the various vendors : - J acting and musical talent that will be involved in |
producing the different advertising messages. It also includes the cost of duplicating the
commercials and ads, and shipping them to the various media vendors for airing or

publication.

f

! The attachment is entitled “Electric Restructuring Education Group (EREG), Customer
Education Program (CEP), Proposed Marketing Plan” and is dated May 30, 1997. This
altachment was developed by the EREG in collaboration with DDB Needham and its
subconteactor agencies.

* According to the proposed CEP at page 30, the proposed budget includes meeting the
educational nceds of all California customers, including those customers in the franchise areas
of the mumc:pa!ly owned utilities. EREG recognizes that in the event it is determined that
certain consumers will not be the recipients of CEP materials, some of the budget items will be
reduced based on the lower volumes of materials that are requlred The $3 million authorized
in D.97-03-069 for the Electri¢ Education Trust was not included in the $87.5 million.
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The fourth category is direct mail in the amount of $12 million. This includes the
cost of lettershop, mailing lists, personalization, production, printing, and postage for
roughly 24 million multilinguat direct mail pieces, which would consist of two drops of
12 million pieces to 100% of households and small businesses.

The fifth category is consumer telephone response for which $4 million has been
allocated. This amount represents the cost to staff, train, and monitor multilingual

operators who will handle calls at a toll-free information call center, as well as the cost

of the equipment for this effort. _
The sixth category is collateral /fulfiliment which is budgeted at $10.5 miltion.

This is for the cost of producing, printing, dtt'pliEating, and mailing of about 3 million
multilingual informational videotapes and 6 million multilingual information booklets,
as well as the cost of pr.oduci'n'g and printing brochure holders and displays. These
pieces are to be'sent to customers who call the fol!-free number or who réquest
information through the web site. They will also be distributed to various retail venues
for customer use, and be provided in quahtilies to community-based organizations
(CBOs) who will deliver them to customeérs.

The seventh category is the web site, which is bud geted at $100,000. This
represents the cost of developing, implémenting, maintaining and updating the site.

The eighth category is for grass roots communily comniunications and
promotions budgeted at $5 million. This would pay the fees of various organizations
and CBOs for their services and out-of-pocket costs to distribute the proposed CEP
materials to their constituencies. This amount also includes about $1 miillion to cover the
costs to develop and produce materials for localized events or retailer tie-ins to support
the efforts of the CBOs.

The ninth category is research in the amount of $1.1 million. This represents the
fees paid to various research suppliers to develop and conduct research among the
various constituency groups for nessage development and performance tracking.

The tenth category is agency Compensa'tiron and reimbursable expenses in the

amount of $12.960 million. This amount is to pay the advertising and promotions
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agencies for development and implementation of the jeint CEP, and to reimburse them
for expenses such as travel and postage.

The eleventh category is $2 million for the Commission-authorized staff outreach
efforts.

The twelfth category is for EREG administration and operations in the amount of
$850,000. This covers the administrative and operations costs incurred by members of
the EREG board.

The final category is for CEAP administrative support in the amount of $200,000.
This ¢covers the per diem compensation, travel, and other anticipated costs that the
CEAP may encounter. : :

EREG states that the proposed CEP budget of $87.5 million is su pporied by the
following points. EREG asserts that the message to be conveyed is more complex than
other public education programs. As a result, the information must be delivered in
phases, a \wwide range of communications tools are needed, the EREG’s ciedentials need
to be established, and conflicting clainis in the martketplace will réquire substantial
communications efforts. EREG also points out that there is a very short time frame in
which to deliver the message. EREG also contends that electri¢ restructuring issues are a
low-interest, low-involvement category. EREG also states that California’s restructuring
effort is the largest and most prominent effort in the United States, and that the CEP
must be implemented in a way that has an impact.

According to the proposed CEP, implementation of the CEP marketing plan will
be managed by the EREG, and its lead advertising agency, DDB Needham. DDB
Needham will be responsible for the planning, creative development, and delivery of all
communications materials, mass media communications, toll-free call information
center management and information fulfillment, public and media relations, grass roots
and community outreach identification, and martagement and customer research
required for the successful fulfillment of the EREG program. DDB Needham has
subcontracted with the following entities for the following purposes'
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Rogers & Associates
l.os Angeles

Purazo Communications
Los Angeles

Imada Wong Conmunications Group
San Francisco and Los Angeles

Young Communications Group

Lead Public¢ Relations

Hispanic Public Relations

Asian Public Relations/
Asian Advertising

African American/

Los Angeles Low-Income Public Relations

Carol H. Williamis Advertising
Oakland

African American Advertising

Anita Santiago Adi'crlising, Inc.
Los Angeles

Hispanic Advertising
g;ﬁ}ifgglténicalions Agency, In¢. - promotions/Direct Marketing

The ERFG plans to hold blmonthly meetings lhroughout the course of the EREG
program for oversight of DDB Needham's work, and to ensure that there is successful
coordination with other Commission restructuring efforts.

As part of the EREG’s program strategies, the EREG proposes to assure
consumers that the CEP is a credible, neutral, govcmn‘tent-supcrwsed source that
provldes high-quality information. The EREG piroposes to provxde information in a
manner that will simplify the mcssage, and generate greater interest in electri¢
restructuring while at the same time alleviating custoner concerns. Consumers will be
able to take charge of the learning process by deciding how much they want to leatn.

The EREG’s marketing strategy sets the tone and direction of the campaign. The
markeling strategy specifies to whom the message is directed, the general thrust of the
message, the communications tools that are to be used for delivering the messages, and
how the effort will be measured. The proposed CEP’s markelirng strategy consists of
four elements: (1) the target audience strategy; (2) the overall creative strategy; (3) the

media delivery strategy; and (4) the customer research plan.
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The EREG's target audience strategy consists of prioritizing small residential and
commercial users, specials needs audiences such as low-income, rural, multilingual, and
physically challenged customers, and opinion leaders, as the target audiences. These
audiences have been largeted by the EREG due to thelr perceived level of knowledge
and ability to access information, their vulnierability to potential marketing abuses, or
the roles they play in the cdémmunity. Large commercial and industri |1 users, and

government and ulility employees are not priority targets because of their higher level

of knowledge and information access, and because they will be reached by the mass

media portion of the CEP.

The sécond element of EREG’s'marketihg strategy is the overall crea!i\‘é stratégy.
The creative strategy sets the overall tone and approach to the development of the
messages. EREG proposes o finalize the CEP messages after there has been message
development research anIOng' the target audiences. In communicating the
Commission’s themes, the messages will be simplified to eliminate confusion and
complexity. The EREG proposes to use a toll-free iumber that customers can call for
additional information.

The third element of the EREG’s markeling strategy is its media delivery
strategy. The EREG believes that no single conymunications tool can be used to |
disseminate the proposed CEP messages. Instead, a four-tiered integrated marketing
approach must be utilized. The EREG proposes to use mass media as the base of the
communications plan. Television, the primary mass media vehicle, would be used to.
reach millions of “mass” and “special-needs"” customers in a timely and cost-éfficient -
manner. The second level of the EREG’s integrated marketing approach is to use public
relations to build credibility for the EREG messages prior to the start of the mass media
campaign, and to leverage that awareness by using mass media to provide in-depth
information to a broad range of audiences. The EREG also plans to use the public
relations effort to identify relevant neighborhood organizations, and to train, provide
resources, and disseminate relevant information through joint efforts with these

grassroots organizations.
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The third level of the EREG's integrated marketing approach is to use direct
marketing. EREG plans to use direct marketing to deliver in-depth information to every
California household and small business. Direct marketing allows information to be
customized by language or other specific needs, and by the level of information needed.

The fourth level of the EREG’s marketing approach is to use events and
grassroots activities to deliver information to where people work, live and play.

In order to communicate the CEP messages, EREG proposes to divide its
communications program into five phases. The first phase is the use of public relations.
The objectives of the public relations effort are to introduce and build credibility for the
EREG message “as the trusted, unbiased resource for electric restructuring information
prior to the start of the niedia campaign .~ (Proposed CEP, p. 14.) Publi¢ relations will
also be used to leverage natural media opportunities from the tinte when new electric
service providers (ESPs) can first régister until the formal start of the EREG campaign.
In aadition, public relations will be used as a foundation for mass media, and to
continue to build and coordinate activities with other electric restructuring activities.

Phase 11 consists of introducing the CEP campaign and the toll-free information
call center in September of 1997. The objectives of this phase are to introdu¢e and build -
c¢redibility for the EREG as the trusted and unbiased resource for electric restructuring
information, to generate atiention and build awareness among the public about the
changes taking place in the industry, }o introduce the toll-free information call center as
the place where customers can call to obtain niore information, to utilize EREG board
members on an as-needed basis, and continue to build and coordinate activities with
other electric restructuring activities. ,

Phase HI consists of distributing base level information during the October to
December time frame. The objectives in this phase are to distribute base level
information on restructuring to every household and small business in Califoria; build

awareness among Californians for the mailings they will receive; focus attention on the

changes in the electri¢ industry, which includes the choice of ESPs; continue to build

awareness about electri¢ restructuring and of the toll-free inforntation call center;

continue to use community outreach efforts, speakers bureau, and promotionat

-12-




R.94-04-031, 1.94-04-032 ALJ/JSW/wav

aclivities; and continue to buitd and coordinate aclivities with other electric
restructuring activities.

Phase IV consists of information dissemination and functional education during
the late December to February 1998 timeframe. The objectives of this phase are to
continue to build awareness of the changes, and elaborate on the more functional
changes such as the addition of the competitive transition charge (CTC) on customers’
bills; continue to build awareness of all the information tools, particularly the toll-free
informational call center; and continue to build and coordinate activities with other
electric restructuring activities. o

Phase V consists of final information and help from March through May of 1998.
The objectives of this phase are to continue to build general and functional awareness
and disseminate tools to help custoniers learn about change and choice; to do a final
evaluation of the CEP to determine if awareness goals were achieved and to providea
baseline of information for the Electri¢ Education Trust (EET); to ¢ontinue to build ana
coordinate activities with other electri¢ restructuring activilicé; and to build an
infrastructure to hand off essential elements of the CEP to the EET to ensure continuity
of customer education.

The fourth element of the EREG’s marketing strategy is the customer research
componenf. This component would be made up of four types of research activity. The
first is message development research to ensure that the CEP messages are ¢lear and
have an impact. The second research activity is to do copytesting research to ensure that
the creative materials are clear, interesting, appealing, and capture the audience’s
attention. The thitd research activity is to do monitoring and adjustment research
among the target audiences to measure progress toward the awareness goal, and to
make program adjustments if needed. The fourth research activity is to do nionitOring
and adjustnient research among the CBOs to measure progress toward the information
distribution goal and to make program adjustments if needed.

 The EREG proposes to set communications objectives for information

availability, aided awareness, and media reach and ftequency. For information
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availability, EREG’s goal is to reach every electric utility household and small business
with basic information, and to make additional information available to them.

EREG states that aided awareness is a funclion of reach, frequency, actual
recall/menory, and consumer cooperation in reporling tecall. EREG contends that
awareness will always be lower than reach. Based on past awareness studies, EREG
proposes to set a goal of 60% aided awareness for cach target audience.

For EREG’s media reach and frequency, EREG states that those goals will be set

as part of the final media plan which utilizes audience measurement data.

The CEP would wind down beginning in March of 1998, and would terminate on
May 31, 1998. The EREG envisions that the EET \nll carry on with these initiatives, and
build upon the work of the EREG.

EREG’s Résponsé to the Comments on the Proposed CEP

OnJuneé 23, 1997, the three utilities filed, on behalf of the EREG, its reply to the |
comitients of others on the ]une 2,1997 motion to adopt the proposed CEP. The uhhl:es
also filed a response, on behalf of the EREG, to the ACR of June 6, 1997. The c‘omments
of the EREG are discussed below in the various issue areas.

CEAP’s Réviéw of the Proposed CEP

The CEAP Report concluded that “the proposed CEP manifests serious
conceptual flaws that must compel the Commission to rqect it unless 51gn1hca nlly
modified.” Among the findings that the CEAP Report makes is that the proposed CEP
is fundamentally incomplete. The CEAP states that there are so many unexplained or
unsubstantiated elements of the proposed plan that it is impossible to render judgment
as to whether the CEP will be effective, and whether it is a wise use of ratepayer money.
The CEAP recognizes that the legislative requirement that electric rcstfucturing_begin
on January 1, 1998 may prevent the Commission from ordering the utilities and the
EREG to revise the proposed CEP and resubmit it. The CEAP believes that education
efforts can begin immediately, bul the proposed CEP musl be modified in a number of

different areas.
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The CEAP asserts that the proposed CEP fails to address a number of key points,
expressed as finditigs in the CEAP Report. First, CEAP contends that the proposed CEP
fails to target small businesses and local governments. Small businesses have a greater
need for information because they do not have employees or consultants to advise them
about their electricity options, and can least afford to make costly mistakes. Small
businesses need immediate information so that they ¢an make wise purchasing
decisions and protect themselves from abusive marketing practices.

 Instead of using other kinds of resources to reach small businesses, the proposed
CEP focuses heavily upon mass media. In research that was commissioned by the
United States Small Business Administration (SBA), it was found that for information to
be effective, it should be relevant to small business owners and managers. Relevant
information comes from trade associations and other sources, such as community
colleges and CBOs, that owners and hianagers know and are faniiliar with. Television
and radio advertising are considered by small business owners and managers to be the
worst way of obtaining information.

CEAD believes that the proposed CEP fails to address the educational needs of
local governments. Employees of the local governments who aré in a position to affect
electricity put_chaéing decisions need to be educated as well.

The second finding is that the prdposed CEP has overlooked the underserved,
vulnerable, and hard-to-reach communities. CEAP points out that low-income
communities, monolingual seniors, and immigrani families tend to rely heavily on
CBOs and small community organizations for information.

According to the CEAP Report, the EREG states that the subcontractors are not
well suited for CBO outreach because they are not geographically diverse, and none of
them specialize in the social education that is necessary for the CEP. CEAP contends
that very few of these subcontractors appear to have existing relationships with CBOs.
CEAP does not believe that the subcontractors “can effectively and credibly connect
witﬁ the CBO and small busiﬁess communities at the grassroots Iével."’

The CEAP Répﬁtt also states that the CBO autreach effort is underfunded and

underutilized. Not only should the funding for the CBO outreach effort be increased,
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but the CBOs should be utilized to develop appropriate educational materials, media
niessagt-s, brochures and pamphlets, sp'ecial outreach programs, and ways to continue
with these programs beyond May 1998.

The third finding is that the proposed CEP’s focus for vulnerable, hard- to~reach
and small business customers needs to change from a mass media approach to
educating the targét audiences where they live, work, and socialize. This fiecessitates
the use of community groups to assist in the education process. The CEAP recommends
that the proposed CEP be required to prowde the followmg (1) the number of hard-to-
reach households, ca!egonzed by ethnlc:t) Ian guages spoken at home, geography, and
lmkages to their commumty) (2) the commumly groups to be contacted as potenhal
partners; 3) specific outreach efforts for different specnal populations; (4) schedu!es and
timelines for contacting these community grouPs, (5) the use of ethnic medta, collateral
matenals, direct mail and le!emarkehng to reach and sustain educational progra ms for
these commumtles beyond May 1998; (6) trammg and onentatton for CBOs and other
’ commumty orgamzahons, and (7) the means of connecting to the 106 c0mmumty
_ colleges in Cahfomla
The fourth key fmdmg is that the proposed CEP fails to refer to existing, trusted
 institutions as the source of mformahon Instead of refemng to the Comnission asa’
reliable source of mformat_lon, the EREG will be promoted as the unblased resource for
elec’tricrr‘éstru_cm‘ring information. CEAP also contends that the Commission fnust be
the prinﬁq} liaison with the legislature, local public agencies, and opinion leaders,
instead of tlle ERE’G.-C.E'A'P asserts that an effective message depends upon information
sanctioned by the Commission and disiributcd by trusted, local institutions.

Anolher‘frioding of the CEAP Report is that the proposed CEP fails to be
responsive to the directives of the Commiission. In D.97-03—069, the Commission stated
the funding Ie\'e}s should é'pproxiﬁmte the $58 million spent for the Caller ID CNEP.

Yet, the budget requested in the proposed CEP exceeds that amount by more than $25
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million. The EREG failed to develop a CEP for $58 miillion so that a comparison could
be made to what is received for $85.5 million*

The CEAP asserts that certain elements of the proposed CEP may be extravagant
and wasteful. CEAP asserts that the agency compensation and reimbursements pool is
calculated on a “cost plus” basis. Thus, the larger the budget, the bigger the agency
compensation. CEAP recommends that the Commission should reject the cost-plus
arrangement and direct the EREG to develop a compensation plan based on the lead
agency’s performance with respect to reaching the targeted audience.

CEAP also urges the Com.missi(m to evaluate whether monies in excess of $58
million should be authorized. The Commission should consider the extent to which the
marketplace is focusing educational effoits on small customers, the extent to which
there is confusion in the marketplace, and the results of the initial measurenient and
evaluation. _ '

The sixth finding is that the proposed CEP improperly allocates resources by
placing too much emphasis on mass media. The proposed CEP appears to be premised
on the erroneous assumptions that consumer education should be done by mass media,
and that the message is 1ot a simple one. CEAP points out that the mass media
campaign of the proposed CEP would take place during a very expensive media market
period. In addition, the EREG underestimates the amount of independent mass media
marketing that will be done by the ESPs. CEAP further asserts that a simple message
can be created and conveyed by less expensive means. Also, the proposed CEP
underestimates the value of targeted public education of opinion leaders, and
undervatues the amount of free education time that is available through public service
announcements and news prograniming. The CEAP also questions the cost of the

proposed Internet web site.

¢ Appar’ently, the $85.5 million excludes the $2 million for the Comimission’s staff outreach
efforts.
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The seventh finding is that the proposed CEP fails to set reasonable targets for
success. The aided awareness target of 60% is too low. CEAP believes that objectives
should be more stringent, and include other factors such as the numbers of persons
reached, and the degree of customer confusion.

CEAP also points out that the proposed CEP calls for a final evaluation of the
C EP, but fails to address what critéria will be used or how it will be used. CEAP also
states that a separate entity should be delegated the responsibility of implementing a
nieasurement and evaluation prograny, and that this should begin as soon as the CEP
begins. Since the EET will take over the educational effort in the future, CEAP proposes
that the EET oversee the e\'al_nétions..

The last finding is that the proposed CEP fails to address in its themes and
messages the ideas of the role of alternative power sources and energy conservation.

Based on the CEAP Report’s findings, the CEAP makes the following

recommendations:
. (1) The EET and the Commission should be closely involved in the design and

operation of the call center. The call certter, CBO and small business outreach
functions should be incorporated into the activities of the Commission and
the EET.

Effective August 1, 1997, all call center, CBO and small business outreach
activities be assigned to the EET, and that the budget for these functions be
comparable to what is approved for the mass media efforts.

The EET effort should begin at once, and the first order of business should be
to design a call center and to begin educating CBOs and small business
stakeholders. CEAP further recommends that the Commission staff begin the
process of identifying contractors to interact with the CBOs and the small
business communities, and that staff begin to design the request for proposal
(RFP) for the EET.

EREG and DDB Needhan should ¢oncentrate on mass advertising and
message developnient.

In order to address the needs of the main target audiences, the budget
allocation for CBO outreach and small business activities must be increased.

The timing of the CEP should be revised to begm imniediately, and extend
~ more évenly thiough the scheduled ending of the EET public education

efforts in June of 1999, or beyond, depending on the publi¢ awateness of

electric restructuring. Since customers are not faced with a deadline of
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The seventh finding is that the proposed CEP fails to set reasonable targets for
success. The aided awareness target of 60% is too low. CEAP believes that objectives
should be more stringent, and include other factors such as the numbers of persons
reached, and the degree of customer confusion.

CEAP also points out that the proposed CEP calls for a final evaluation of the
CEP, but fails to address what criteria will be used or how it will be used. CEAP also
states thata sepamté entity should be delegated the responsibility of implementing a
measurement and evaluation program, and that this should begin as soon as the CEP
begins. Since the EET will take over the educational effort in the future, CEAP proposes

that the EET oversee the evaluations.
The last finding is that the proposed CEP fails to address in its themes and
messages the ideas of the role of alternative power sources and energy conservation.
Based on the CEAP Report’s findings, the CEADP makes the following
recommendations: &
(1) The EET and the Commission should be closely involved in the design and
operation of the call center. The call center, CBO and small busiiess ouireach
~ functions should be incorporated into the activities of lhe Commission and
the EET.
Effective August 1, 1997, all call center, CBO and small business outreach

activities be as&gned to the EET, and that the budget for these functions be
comparable to what is approved for the mass media efforts.

The EET effort should begin at once, and the first order of business should be
to design a call cénter and to begin educaling CBOs and small business
stakeholders. CEAP further recommends that the Commission staff begin the
process of identifying contractors to interact with the CBOs and the small
business communities, and that staff begin to design the request for proposal
(RFP) for the EET.

EREG and DDB Needham should ¢oncentrate on mass advertising and
message development.

In order to address the needs of the main target audiences, the budget
allocation for CBO outreach and small business activities must be increased.

The timing of the CEP should be revised to begin immediately, and extend
more evenly lhrough the scheduled ending of the EET public education
efforts in June of 1999, or beyond, depending on the public awateness of
electric restructuring. Since customers are not faced with a deadline of
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having to switch providers, there is no need for a heavy media campaignin
the Fall of 1997. Instead, the monthly expenditures should be more
equalized.

The EET should be the lead entity for CBO outreach. CEAP recommends that
the outreach representatives not be employees of any of the lead agency’s
subcontractors.

The CEP needs to provide messages about aggregation, so as to ensure that
small commercial and residential customers will have the opportunity to

parlicipate and benefit from consumer choice by COmbmmg their purchasing
power.

O\chIght of the EREG should be enhanced and made more efficient by
forming a commiittee to coordinate and oversce the work of all the relevant
electric restructuring groups. The commitiee would be made up of one
representative each from the Energy Division, the EREG, and the CEAP. The
CEAP representative could be replaced with someone from the EET, or an
additional representative from the EET could be added. It is envisioned that
this group would work closely with the assigned Commissioners and their
advisors. Such a structure would assure ongoing day-to-day accountability,
and that the messages are being developed in a consistent, complementary,
and appropnalc manner.

(10) There is a need for an 1mmed1ate, seam!ess flow of authoritative information
about electric restructuring which needs to be sustainable and coordinated
with the EET. To assure continuity of this educational effort, a close liaison
needs to be established between the Comnuasmn, EREG’s lead agent, and

the EET.

{11) Greater coordination bet{veen thé EREG, the Commission and the CEAP or
EET for the education function is needed. Due to the deficient and
incomplete CEP, there will be a need for ongoing staff work and input from
the CEAP and the EET. Reaction from the lead agency to the crilique from
these groups must be gauged. Due to the overlapping efforts, there is a need
for oversight and coordination between the various groups who face similar
budgeting issues, oversight of contractors, and development and delivery of
messages. Due to the compressed time line, there is a need for an efficient
and streanilined coordination and oversight function.

(12) The role of the EET should be enhanced rather than reduced. The EET
should play a larger role in reaching and influencing residential and small
businesses. CEAP believes that the funding levels for the CEP, parhcularl)'
for the Fall of 1997, should be substantially reduced, and the savings applied

~ to fund the EET’s outreach efforts. Such a shift will result in a more cost-
effective way of infoiming the public, particularly residential consumers and
small businesses.
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(13) The toll-free call center should be used for two-way communications. The
' CEAP agrees that the call center is an important element for educating the
public aboul electric restructuring. However, this multilingual call center
should be expanded to collect information about potential problems in this
developing market. For example, it could collect infermation about
misleading advertising, unacceptable business practices, or other market
abuses. [t could also be used as a source for customers to learn about
potential marketers who serve their conimunity, In addition, the CEAP
believes the ¢all center should be linked with the Commission’s market
monitoring functions, that it should be staffed and designed for a minimum
of 5 years, that it should serve as an informational clearinghouse and public
education center, and that it should begin prior to September 1997.

The CEAP believes that the call center operators should be trained by
the Commiission since it possesses the expertise and the resources.
Training sessions should include outside representatives so that a
broad range of questions can be fielded. The operators tvill also need
back up froni designated experts from the Commission or other
designated contractors. Calls should also be monitored for accuracy
and consistency by contractors with expertise in this area.
Prerecorded messages about frequently asked questions would be
helpful, but the caller must have the opportunity to go directly toa

live operator. Waiting times for a live operator should be minimized
to less than one minute.

(14) Procedures must be put in place to ensure the accuracy and relevancy of the
content of all EREG-sponsored materials. A procedure to sign off on the CEP
information must be adopted to assure that niessages are not contradictory
or misleading. The Commission should designate an appropriate lead staff
person to review all materials before they are released.

(15) The CEP should educate the public about alternative power and energy
efficiency. CEAP believes that consumers should be given an education on
power distribution, transmission, and generation, including natural gas and
fossil fuels.

(16) The CEP should educate the public and not merely provide information. The
first phase of the CEP should be very simple, and should direct consumers
on how to obtain information about electrie restructuring. This phase ¢ould
be done without buying large anounts of expensive airtime. News coverage
and pubhc service announcement time should be adequate substitutes for an
expensive mass media campaign.

(17) The CEP should provide information about the continuation of low-incone
programs in the restructured market. The Low-Incomé Governing Board
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(LIGB) should provide lhé Commission and the EREG with input regarding
this kind of information.

(18) The CEP needs to respond to the changing market, and the CEP should not
try to shape the market.

(19) The CEP should begin early by mformmg opinion leaders, stakeholder
groups, and elected officials about electric restructuring so that they have the
information they need to respond to their constituencies. Close cooperation
between the Commission and DDB Needham is needed to coordmate the

contacts with opinion leaders.

(20) The call center must be implemented before September 1997. Thls is
necessary because ESPs are already advertising and approachmg potential
customers.

(21) The Commmission should requ:re more extensn e use of bill inserts rather than
direct mail. Bill inserts are more cost-effective, and they reach bill payers at a
time when they are most sensitive to the cost of electricity and more
interested in potential savings.

Evaluation of the 'Propésed CEP

In Genéral

In addition to the CEAP’s critique of the proposed CEP, a number of
differentindividuals and orgamzahons filed written comments or wrote letters to the
Commissioners about the proposed CEP. In the sections which follow, we address the
issues raised by the various parties. Since many of the same issues were raised by
several different parties, we have tried to aveid listing the position of each party, and
mslead list the issues and their respective arguments.

We first address some of the broader issues raised by the parties. Some of
the parties commented that the proposed CEP lacks the kind of detail that is necessary
to approve an education program of this ma gnitude. They believe the Commission
should reject the proposed CEP outright, and that the EREG and the IOUs should be
- directed to come back with a more detailed plan. Some of the parties suggest that this
should be done even if it means delaying the implementation of direct access.

The EREG acknowledges that there is a lack of detail in the proposed CEP.

The EREG states that the proposed CEP:
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“is a program of methods, directions and resources which will be
allocated toward achieving the stated objectives of the CEP. Itis not
amedia plan nor a creative plan nor a research report. It is a
marketing plan. While several detailed executional elements have
been developed, they have not yet all been reviewed and approved
by EREG for public consumption.” (Response On Behalf Of the
EREG, June 23, 1997 --2)

In reviewing the proposed CEP, we had some reservation about the lack
of detail in the proposed CEP, especially in light of the size of the proposed CEP
budget. However, given the short time frame for the IOUs to appoint the EREG
members and organize the EREG, for EREG toselecta consultant, and for the
consultant to develop a plan, it is somewhat understandable that only a marketing plan
was presented, rather than a thorough presentation of all aspects of the proposed CEP.

We have carefully weighed and considered whether the proposed CEP
should be rejected, reworked, and retumed for another evaluation. We have decided
against that option. | |

AB 1890 dirécted the Commission to authorize direct transactions between 7
electricity suppliers and end-use customers. Direct transactions are to commence
simultancously with the start of the I;’idéﬁéndent System Operator (ISO) and the Power
Exchange (PX). The start of those two entities is to begin as soon as practicable, but no
later than January 1, 1998. (Stats. 1996, ch. 854, Section 10, p. 29; Public Utilities (PU)
Code § 365(b).) Although AB 1890 perniitted a phaseé-in schedule to be adopted, we
concluded in D.97-05-040 that there were no operational or other technological
considerations which necessitate that a phase-in schedule for direct access be adopted.
{D.97-05-040, p. 26.) Instead, dir_’ecl access is to be made available to all on January 1,
1998 for those who want that option. In order to provide a timely customer education
program in advance of the implementation of the CTC, the IOUs and the Commiission

need to forge ahead to devise and implement the CEP. The CEAP Report recognizes

this dilemma, and recommends that the proposed CEP be extensively modified if aCEP

is to proceed.
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We were able to solicit a number of comments on the proposed CEP as a
result of the comment process that we established in D.97-03-069. These various
comments provide constructive input on what others believe the CEP should contain.
We believe that with the framework of the pioposed CEP, the comments that we have
received, sufficient safeguards, and fu rther Commission direction, there s sufficient
information before us to go ahead with the joiht CEP as detailed below.

Some of the parties a_')mr‘nent_éd that the pace at which the testructuring of

the clectricity market is occurring should be slowed down to accommodate the CEP. In

addition, some have questioned why the EREG structure was put into place, the boa rd ‘

- composition of the EREG, and the method in which the adverlising agency was selected
to devise and implement the C EP on behalf of the IOUs. Those types of issues should
have been raised when the Corﬁmissidn set forth those mechanisms in its decisions
authorizing the IOUs to devnse and implement a joint CEP, and authorizing direct
access. We point out that patties have had numerous opportumtles tofile c0mments on
the draft decisions whlch resulted in D.97-03-069 and D.97-05-040. In addmom parties
had the opportunity to raise legal challenges to these mechanisms by filing for -
rehearing of the two decisions. No one has done s0. We decline in this decision to

address issues that should have been raised beforchand.

Scrutiny of the CEP
Some of the parties ¢ontend that the proposed CEP should undergo the same

scrutiny that was given to the original Caller ID CNEP. That i is, there should be careful
review by the Commission staff, and neutral outside experts.

In approving the offering of Caller 1D service, the Commission i:: .92-06-065 (44
CPUC2d 694) required that the utilities first submit a revised CNEP plan to be reviewed
by the_CommiSSion’staff, and if necessary, an independerit consultant. (Id. at pp. 716,
731.) The original CNEP was found to be inadequate. In rejecting the original CNEP,
and r‘équiring the submission of a revised CNEP, the Commission stated that:

we choose to outlme} the principles, goals, central messages, and -
methods of the kind of utility customer education plan we believe is
esseatial to fully inform California citizens about the implications of these
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new services and enable them to protect their rights. We then direct the
apphcanls to file and serve revised plans fashioned consistent with this
opinion to the Commission. CACD shall review each plan, in consultation
with the Public Advisor, and, if necessary an independent consultant, and
shall not reccommend approval to the Comimission unless it finds that the
plan will likely result in the applicant’s notifying all Californians of the
nature of the setvice, and the means by which they can protect their
privacy.” (44 CPUC2d at p. 716, fn. omltted )

We are faced with a similar situation w 1lh the CEP for direct access. Unlike the
Caller 1D situation, we previously gave the_uhhhes some direction on what the CEP
should contain in D.97-03-069. The proposed CEP attémﬁted to fesponcl to those
guidelines. Although the proposed CEP iaéks‘ detéii a framework for accomplishing the
CEP is in place. Together with the critiques of the proposed CEP by other partics, we
plan to go ahead with a joint CEP, but accordmg to the terms and conditions expiessed
in this decision. Like the Caller ID CNEP, ive elaborate further in this decision on the
priliciples, goals, central nless_ﬁgéé, and methods that the CEP must adhere to in light of
the comments that we have received. Before any CEP messages are disseminated to the
public, they shall be reviewed and approved by the Commission as required by
Section 392(d). ‘ i

Justification for the Funding Réquest

The EREG, acting as an advisory body on behalf of PG&E, SDG&E, and Edisbn,
requests that the proposed CEP be funded at $87.5 niillion. Of the four utilities, only |
SDG&E expressed concern over the proposed level of funding. SDG&E states that it will
be working with the EREG to find ways to achieve the Commission’s objectives for the
CEP al a cost that is closer to the range of funding expressed in D.97-03-069. Several
other commenting parties have also questioned the efficacy of funding the joint:
proposed CEP at $87.5 million given the lack of suppért and detail in the proposed CEP.

Others believe that the proposed budget amount is appropriate because of the
large target audience, and the segmented and diverse audiences that need to be

educated. In addition, the concept of the right to choose an electric provider is a new




R94-04-031, 1.94-04-032 ALJ/JSW/wav

and complicated message to convey. The time franie in which te educate consumers is
extremely short, and the category is of low-interéét to consumers.

Proponents of the proposed CEP budget argue that the requested budget is
comparable to the Partnership for a btllg Free Anerica and the Caller 1D carmpaigns. If
the proposed CEP is not funded at the $87.5 million levél, some believe that consumers
may be harmed or become confused if a comprehensive edinbatioﬁ'pic’:gréﬁi is not put in
place. They assert that the cost peér hdﬁs’efiold of $5.47 for each of the 16 million
households in California is cost-efficient, and does not seem unreasonable given the
importance of this issue. - | '

Opponents of the $87.5 niiltion budget request ¢ontend that the éanul_i_t is -
excessive, or that there is no empirical basis or other iuslifidéti‘bﬁ for the $87.5 million
budget. 'Ihéy point out that the entire California reelection campaign for the Governor’s .
office cost only $27.8 m'illion‘.ihey do not believe that $87.5 million is needed becausé
the market participants themselves will ehgége in their oWwn advertising as well. Since
market participants are willing to pay to educate the public about élecirié réstructuring,
there is no need to spend ratepayer money on such'a laige scale. Instead, the CEP effort
should focus its attention on providing materials and information to spécific markets,
and ensuring that the toll-free call centers are fully staffed by informed and helpful
staff. |

The oppon-=ts of the proposed CEP request also contend that the EREG rust
first specify thee - “ational messages to be developed before the slrate‘gieé, tactics, and
budget for conve ;g these messages are finalized. Also, an array of program plans
utilizing different levels of funding should be considered. They also point out that it
was not surprising that the mzirketing associations, in r'espdnse to the questions asked
of them in the ACR of June 6, 1997, endorsed the proposed CEP, since those entities
have an interest in generating and sustaining a large marketing effort. The opponents
assert that the comments of the marketing associations are not based on aﬁy particular

knowledge of the issues, nor do those comments consider that other education efforts

are being and will be conducted by others.
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Discusslion
Our primary concem with the amount of requested funding is that

ratepayers will bear the cost of the CEP. We concluded in D.97-03-069 at page 33 that
the costs of the utilities’ expenditures related to the joint CEP efforts are recoverable
from their customers pursuant to Section 376 because those costs are being incurred to
implement direct access.” Since ratepayer money is involved, we must ensure that the
requested budget is juslified. _

Some of the parties argue> that the proposed CEP should be rejected
because the EREG has failed to include sufficient detail to justify the $87.5 million. As
we noted above, and as the EREG itself has conceded, the propos',ed CEP lacks the kind
of aperational details one would expect to see. However, the EREG has provided
sufficient detail as to the resources that the EREG and DDB Needham have arranged to
carry out the CEP on behalf of the utilities. The proposed CEP also identifies to whom
the CEP messages will be directed, the general topics to be covered by the messages,
and how the CEP effort will be measured. In addition, the proposed CEP discusses the
types of communications tools it will use to convey the messages, and provides an

overall budget for the CEP effort. Al of this information, together with the comments of

the various parties, provides us with the information necessary to decide what the

utilities’ joint CEP effort should consist of.

? Section 376 provides: “To the extent that the costs of programs to accomniodate
implementation of direct access, the Power Exchange, and the Independent System Operator,
that have been funded by an electri¢al corporation and have been found by the commission or
the Federal Energy Regulatory Commission to be recoverable from the utility’s customers,
reduce an electrical corporation’s opportunity to recover its utility generation-related plant and
regulatory assets by the end of the year 2001, the electrical corporation may recover :
unrecovered utility generation-related plant and regulatory assets after December 31, 2001, in
an amount equal to the utility’s cost of commission-approved or Federal Energy Regulatory
Commission approved restructuring-related implementation programs. An electrical &
corporation’s ability to coltect the amounts from retail customers after the year 2001 shall be
reduced to the extent the Independent System Operator 6r the Power Exchange reimburses the -
electrical corporation for the costs of any of these programs.” '
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We stated in D.97-03-069 that the overall budget for the joint CEP effort
should be in the neighborhood of what was spent on the Caller ID CNED.
Approximately $58 niillion was spent statewide for that effort. A numbet of the
commenting patties are of the belief that the joint CEP can be done for $58 million or
less. They point out as examples the other educational Campaigns and other ad
campaigns in this state which have cost less than what is being requested here.

There are two important differences between the proposed CEP and the
other advertising campaigus. First, the most important concept is that the purpose of
direct access is to offer all customers a choice in selecting their electric provider. This
concept should control the direction that the joint CEP should take.

Direct access will only be successful if sufficient numbers of electric
customers participate in this new market structure. As we noted in D.97-03-069,
industrial and large commercial customers are more likely to understand the
ramifications of what electric restructuring means to their companies’ bottom line. They
have the time and resources to understand what is going on. As 4 result, these kinds of
customers are likely to be the first to sign up for direct access so that they can strive to
lower their energy costs. As evidenced by recent ads in the Wall Street Journal and
other newspapers, new entrants are already seeking to capture a share of this market.

In order for residential and small to medium commercial customers to
 benefit, these customers need to be informed about what electric restructuring means to
them. Once customers understand what the restructured electricity market means to
them and their pocketbooks, these customers must overcome the existing “share of
mind” of the incunibent utilities. We refer to share of mind as the ingrained obstacle
that people must overcome in order to entertain the notion of switching from the
existing monopoly provider of electricity to another providef. Due to the previous
electric monopoly structure, most consumers are used to and comfortable with the idea
of receiving electricity from the incumbent utility. It is difficult to break out from that
mold as we have previously experienced in the long distance telephbné market. When
the longrdistan'ce' market was opened to competition, it took many years before

competitors could capture a significant share of the long distance telecommunications
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markel. We are likely to face that same hurdle with electric restructuring unless we do

something about it.
In order for residential and smaller businesses to overcome this share of

mind, the CEP must educate these customers about what restructuring means to them,

and what choices are available to them. Only through highly visible messages and
constant reinforcement will consumers have the opportunity to enhance their
awareness of the CEP and to obtain the information they need to understand the
implications of direct access. Once customers are educated, the power of this
information will.allow these customers to overcome their ir"xéumbent utility share of
mind and make an inforied choice among all competing suppherb.

If we fail to adequately educate customers, that will not bode w ell forthe
future of a compelitive rmarket. The lower the number of customers who part_lcnpate in
direct access, the weaker the competitive generation market is likely to be. This is
contrary to what we are trying to achieve. We agrece with EREG that we should consider
the cost of failure versus the cost of the CEP. When viewed in the context of what direct
access meas in terms of lower electric rates and customer choice, we need to ensure
that the CEP is successful from the outset. 7

The second important difference between the CEP and the other cited
advertising campaigns is that the CEP must pfovide custoniers with some
understanding of the reasons why they might want to switch electric providers, and
what their options are. The campaigns against drug use, teenage pregnancy, and |
smoking are simple nessages to get across to audiences. The target audience does not
have to understand the underlying reasons behind the ads since the ads show the
viewer the consequences resulting from that kind of behavior.

The Caller 1D CNEP is similar to what we are trymg to do here as far as -
providing consumers with background inforniation. However, the Caller ID effort
differs significantly from the CEP. Electric restructuring represents a change in how
electricity is regulated, and how the utilities and their compehtors will do busmess
Caller ID, on the other hand, was a preexnstmg enhanced telephone service offered in

other states. Caller ID encountered resistance in California because of caller pnvacy
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concerns. Unlike Caller 1D, the CEP nwust inform consumers aboul what direct access is,
explain the role of the new market entrants and of the utility, and clearly state what
choices are available to consumers. Development and dissémination of éducational
materials will be needed so that the public can be informed of these changes.

The CEP also involves different target audiences. The concerns affecting
residential customers are different from those of small business and small agricultural
customers. Differenf kinds of educational materials will be needed depending on the
customer. In Caller 1D, the issue of whether customers wanted their numbers blocked -
affected everyone in the state in the same manner.

The CEP also has the challenge of motivating ﬁeople to learn about
electric restructuring, educating the public about what it needs to know, and
overmmihg incumbent utility inertia.

- Turning nowv to the requested budget amount, we have exaniined the
various compohe’nts which make up the budget request. As discussed later, we believe
that some of the budget allocations need to be reduced, while the altocation for outreach
by the CBOs should be increased. Given the importance of direct access, and the effort
needed to cause consumers to take notice of the fact that they can select the provider of
their choice, the overall sum of $89,294,580 is approved for the joint CEP effort as
detailed below.

Longevity of the CEP

According to D.97-03-069, the CEP is to begin no later than September 1, 1997,
and is to =ad on May 31, 1998.

Some of the commenting parties have suggested that the life of the CEP may be
too short to adequately reach and educate low-income households. They contend that
the competitive market is unlikély to develop overnight, and thus there is no need for
an immediate, all-out education effort such as the one the proposed CEP envisions. |
Under the current timeline, the bulk of the campaign will be over by January 1998, just
when direct access is scheduled to begin. They believe that the educational effort will be

more beneficial when the market is'actively developing antd marketers are soliciting
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customers. Instead of anintensive campaign at the outset, the resources allocated for
the CEP should be spread over a longer period of time. Some have suggested that the
CEP be combined with other resources, such as the LIGB, or incorporated into the
activities of the EET. The LIGB’s outreach and education aclivities are designed to
identify and communicate with the same hard-to-reach groups that the CEP is
targeting. The parties believe that combining the resources of the EREG and the LIGB
will help both groups to achieve their respective objectives.
Others believe that it is prematu re for the Commission to decide whether the
'CEP should be extended. In the event the EREG is extended, the proposed budget
should be reduced to reflect any proposed extension.
EREG proposes that the Conumission extend the life of the EREG and the CEAP

from May 31, 1998 to August 31, 1998, and that the current timeline for the creation of

the EET be put on hold: EREG proposes to adjust the timeline of its plan to
accommodate this schedule, and would do so within the proposed $87.5 million budget.
By doing so, EREG states that the CEP can take advantage of the sensitivity to high
summer cooling bills to émphﬁsizé its mes’sé'ges about customer choice, cost, and
competition.

'EREG proposes to conduct research during the second quarter of 1998 to
evaluate the response and effectiveness of the CEP, and to determine what needs tobe
done in the short term and long term yvith respect to consumer education and
protection. EREG also recommends that a public symposium be held in April 1998 to
present the results of its research, and recommendations for EREG’s education plan
through August 31, 1998. It could also provide a forum to discuss the ongoing role of
the Commission’s Consumer Scrvices Division, to discuss the transition issues of
handing over the educational effort from EREG to the EET, and to discuss the role,

funding, and duration of the EET.

Discussion |
We do not favor lengthening the life of the CEP so that there is a gradual -

release of information over time. AB 1890 contemplates that a CEP be implemented by
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the utilities before the CTC is implemented. Already, we are beginning to sce and heara
number of different ads about ESPs and metering companies. It is likely that this
advettising will increase during the fall of 1997 and continue into the first quarter of
1998. In order to ensure that customers have the information necessary to help them
make appropriate choices regarding their electric service, the joint CEP needs to be
implementcd right away. Therefore, we will abide by our directive in D.97-03-069 that
the utilities participating in the joint CEP shall begin to implement the CEP no later than
Septembér‘ 1, 1997, and that it will continue until May 31, 1998. The joint CEP schedule
and budgét will nee. 1o reflect this.

EREG contends that by extending the life of the joint CEP, some of the
CEP messages can take advantage of the high summer cooling bills to emiphasize the
electric restructuring thei_nés and messages. We believe that this is an issue that can be
included as an éxample of what kind of impact direct access can have, and that it can be
incorporated as part of the CEP materials at the outset. However, there is no need to
extend the CEP so that the CEP niessages about lower electric rates appear at the same
time customers experience higher cooling bills during the summer. In marketing, there
is usually sonte lag before customers react to the message. If necessary, the continuing
educational efforts, as discussed below, could address the high summer cooiing bills as
well.

We recognize the continuing need for education about electric
r_structuring. As we stated in D.97-03-069, there are likely to be many residential ancl
small business customers who will need some form of continuing education after direct
access begins. Customers may prefer 10 wait on the sidelines before deciding to seek out
adifferent electric provider. Although it is our plan to terminate the utilities’ joint CEP
effort as of May 31, 1998, educational efforts will continue through the EET and the
Comniission’s outreach efforts.

_ We had originally thought that the EET should supplement the CEP

efforts by starting up and taking over the educational efforts after the CEP activities had

tapered off. After reading and listening to the comments of the parties, we believe that

there is merit to starting the EET up carlier to take charge and to design and manage a
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CBO-based educational outreach effort at the outset. We also believe that the EREG
should cease its oversight function of devising and implementing a CEP on behalf of the
utilities. Our reasoning for these changes is discussed later in this decision.

We shall direct the utilities to coordinate their joint CEP efforts with those
of the LIGB.

EREG'’s proposal for a public symposium should not be adopted.
Transition and administrative issues, such as whether the educational effort should -
continue, deciding who should take over what responsibilities, and what the ongoing
role of the Consumer Services Division and lhre CEAP should be, are issues that the
Commissio_ﬁ should decide. These are also the kinds of issues that parties could fite
comments on if the Commission decides that additional ir‘ﬁaut is nceded. Should the
Commission decide that a public hearing is needed, the Commission could arrange it.

The CEP should be revised consistent with the above determinations.

Underlying Assumptions |
Before discussing some of the individual components which make up a large

part of the proposed CEP budget, we first address some of the assumptions upon which
the proposed C EP is based. These assumptions are that the electricity restructuring
issue is a low-interest and low involvement item, that the aided awareness goal for the
proposed CEP should be set at 60%, and that the messages to be conveyed are complex
and intimidating. These assuh\thioxis comprise some of the reasons why a budget of
$87.5 million is being requested.

Low-Interest, Low-Involvement Assertion

The EREG asserts that the issue of electric restructuring is a low-interest,
low-involvemeit category. Its conclusion is based on research studies showing that
there is apathy and indecision arﬁong users in pilot programs, and that electricity
deregulation is obscure, confusing, and not particularly interesting to consumers. EREG
believes that motivating customers to understand more about the industry willbea
significant challenge. The budget needs to reflect the challenge of attenpting to reach

those customers.
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Some of the commenting parties contend that the proposed CEP provides
no justification for its assumption that electricity resteucturing is a low-interest, low-
involvement category. Instead, one’s electricity bill may be an item of high interest
especially if customers learn that their lower nionthly costs may be reduced as a result
of clectric restructuring. This will also motivate consumers to learn more about electric
restructuring. Contrary to the proposed CEP’s assertion, they believe that many
~consumers care about public policy and consumer education and protection issues.

Discussion

The proposed CEP seems to assume that since electricity is a low-
interest, low-involvement issue, that more money is needed in order to get people to
pay attention to electric restructuring. We are not entirely convinced by this rationale.

The debate over whether electricity is a high-interest or low-interest

topic is a function of the past, present and future. In the past, electricily was provided

by the monopoly provider. Consumers only had one provider. Generally speaking, in
that regulatory ém'ironment, customers became interested in electric issues only when
it came time to pay the electricity bill, or if an outage occurred. At the present time,
consumers are being exposed to more stories about electric restructuring, and are

- starting to see the first wave of advertising by other providers. Undoubtedly, this will
heighten the interest of consumers. As for the future, the CEP and other narketing
efforts may change the habits of consumers to view electricity issues as a high-interest,
high-involvement issue. Or consumers may simply absorb the information, and decide
to remain with the incumbent provider.

The CEP’s purpose is not to make the subject matter of electricity
more appealing to consumers. Rather, the goals of the CEP are to educate consumers
about what electricity restructuring means to them, and what choices and options they
have in the new regulatory envifonment. These are the goals that V\ve‘are trying to
meet. In order to make people aware of these goals, we need to authorizé sufficient

monies so that this educational effort can take place.
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Alded Awareneéss Objective
The proposed CEP would establish a goal of 60% aided awarencss for

cach target group. As we understand it, aided awareness represents the ability of
customers to recall certain pieces of information that they were exposed to when
prompted or coached by an interviewer. (See D.96-04-043, fn. 10.) The higher the

percentage means that more people were able to remember the messages being

commuiicated. . _
The proposed CEP incorporates ongoing monitoring and adjustnient in its

research budget. It is proposed that the mﬁnitoring and adjustment research be done by
the lead agency or one of its subcontractors |

Some of the commenting parties assert that fOr a proposed budgel of this
size, the alded awareness is much too low. If this aided awareness target was adopled
it would mean that at least four out of e\'ery ten consumers lack even a minimal amount
‘of awareness. They argue that the 60% aided awareness translates to an unaided
awareniess of 40% to 50%. They also contend that in the Caller 1D education program,
the Commission established an aided awareness goal of 70%, and 60% for volunteered
understanding, and that a similar goal should be adopted here.! They argue that
spending $87.5 million to educate only 60% of the population is ot very cost-effective,
especially when the CEP is intended to inform everyone of the changes taking place.

The Commission’s Office of Rateﬁéyer’ Advocatés (ORA) agrees that the
monitoring and evaluation should be performed, but it should not be done by the entity
conducting the marketing efforts. ORA recommends that the CEAP be designated as
the entity which will oversce the monitoring and evahation of the CEP. The CEAP
should be allowed to determine the vendor and the necessary funding required. ORA
contends that allowing CEAP to conduct this function is consistent with the CEAP's

responsibility to evaluate and advise the Commission on the CEP. ORA also

* Voluntecred understanding or awareness is the ab:ht) of the customer to recall mformatlon
withéut any coaching by the interviewer. (D.96-04-043, fn. 10.)
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recommends that the funding of the CEP be done in instaliments, rather than
authorizing all the monies in one massive Budget-. Additional funding should not be
authorized until the CEP’s performance has been measured and evaluated by this
independent third party.

With respect to the criticism that the aided awareness goal is only 60%,
EREG asserts that the awareness that is réported in surveys is lower than the actual

audience that is reached. Some audiences may be expected to exceed these levels

because they may have a higher level of interest, preexisting knowledge, or other

advantages. EREG believes that the responsible approach is to set an equal goal for each

audience.

| Although EREG states "Handing off the monitoring to a third party
would not allow EREG the time and ﬂefwibility required to make criticat adjustments to
the plan,” EREG plans to retain an independent third party research subcontractor to
set up, conduct and tabulate the tracking research, and then report the results to EREG,
. DDB Needham, and its subcontractors. EREG believes that this approach assures that
EREG \wvill receive the quality, expertise, anid timeliness needed to make any

adjustments to the CEP based on the tracking results.

Discussion .
Some of the parties contend that the Commission should adopt an

aided awareness goal of 70% for the CEP instead of the 60% that is contained in the
proposed CEP. A 70% goal would be the same percentage that was adopted for the
Caller ID educational efforts of Pacific Bell and the other tocal exchange carriers.
Opponenis of the 60% aided awareness goal make the argument that because more
money is being spent on the CEP effort, the aided awareness goal should be as high as
the aided awareness gdal for Caller ID. We do not accept that argunient. As we stated
above, we believe that there are significant differences between the Caller ID education
effort and the C EP. Instead of attempting to educate the public on one discrete issue, as
_wés the situation in Céllér 1D, here we need to educate 'abc’nit the what the new indusfry

structure means to customers and what consumers need to know in order to make
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informed choices. One would expect, given the differences between the twao efforts, and
the amount of information that needs to be absorbed, aided awareness for the CEP is

likely to be less.

We agree with EREG’s response that aided awareness is a function

of reach, frequency, actual recall and memory, and consumer cooperation in reporting
recall/memory to the researcher. In order for aided awareness to occur, sufficient
monies need to be allocated so that the messages can reach, be heard, and remembered
by all the target audiences. However, given the differences in the subject matter being
communicated, spending more on the CEP than on Caller 1D does not necessarily mean
that the aided awareness target should goupasa resull.

The EREG points out that the aided awareness goal is a minimum
target. Judging from the comments of the other parties, a 60% aided awareness goal is
somewhat conservative, especially when viewed in light of the total budget. We will
adopt the 60% aided awareness goal, although we believe that the utilities and DDB
Needham should strive for a nutch higher goal. Some of the ';Sarti’es s’ilggésl the
Commission should tie DDB Needham'’s compensation to achievenient of the goal.
‘Although we will not require that, we do expect the utilities to ensure that the CEP
meets, at a minimum, the 60% goal for the total of all target audiences. This expectation
is reasonable gii"en the Legislature’s intent that “electricity consumers be provided with
sufficient and reliable informa tion to be able to compare and select among products and
services provided in the electricity market.” (PU Code Section 392(b).)

Failure to achieve this minimum and niodest gOai could cause us to
disallow recovery of a portion of the monies that are being tracked in the memorandum
accounts for the CEP. If the aggregate aided awareness number for all target audiences
is below 60%, we propose for every percentage point below the target of 60%, a three
percentage point disallowance of the total CEP expenditures for the “Utilities’
Customer Education Program” shown in the Revised Budget Summary in the

conclusion portion of this deciston, be made. Thus, for example, if the aggregate aided
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awareness result was only 58%, a 6% disallowance of the total spent in the “Utilities’
Customer Education Program” amount would apply.* The use of the term “larget
audiences” for the purpose of this niechanism shall mean the total of all residential
customers, all small business customers, all special-needs customers, and all opinion
leaders, as described at pages 10 and 11 of the proposed CEP.

This potential disallowance is justified because (1) the utilities are
obligated to provide their electricity customers with sufficient and reliable information
pursuant to Section 392(b) and (d): (2) since réteﬁ’ayer monies are being used to fund the
CEP, the utilities should be held accountable for how effectively the money is being
used, and the potential disallowance should cause the utilities, and in turn, the lead
agency, to ensure that the CEP is a success; and (3) the aided awareness goal of only
60%.

We believe that there should be two separate monitoring studies
done as part of the CEP. The first is what is proposed by the EREG in the proposed
CEP. The utilities, through the lead agency or one of its subconiractors, would conduct
the monitoring and adjustment research among the target audiences to measure
progress toward the awareness goal, and to make program adjustments, if needed, asa
result of the research. This would also be done at the conclusion of the CEP. The
funding for these rescarch activities are already included in the “Research” budget
category of Appendix A.

The second rnoniiOring study that we will require is similar to the
first monitoring slud)'.‘ The second study ensures that there is an independent and
objective verification of whether the aided awareness goal of the CEP is met at the
conclusion of the CEP. Instead of having the CEAP manage the monitoring study as

recommended by ORA, the Commission’s Consumer Services Division shall be directed

* For example, if the total spent in the Utilities’ Customer Education Program was $65 mitli a,
and the aided awareness result for all target audienc¢es was only 58%, a $3.9 miillion
- disallowance should apply. ' '




R.94-04-031, 1.94-04-032 ALJ/JSW/wav ¥

to manage and oversee this nlonilori|1g study. We will include $250,000 in the total C FP
budget for this purpose.” The Consumer Services Division should ¢oordinate their
monitoring study with the IOUs and DDB Needham to ensure that both studies are
based on the sante type of criteria and methods so that the sﬁudy by DDB Needham éan
be evaluated and analyzed on an equal footing with the study to be overseen by the
Consumer Services Division. The Consumer Services Division is authorized to retain a
research firn to conduct this separate r_‘nonitdriﬁg study, which should be conducted no
earlier than the final stages of the CEP. The monies designated for this separate -
monitoring study shall be designated for the use of the Consumer Services Division
only. | -
We do not adopt ORA’s recommendation that the monies for the
CEP effort be distributed in increnmients based on the research results.- Ir’ist'ea'd; we shall
leave it to the discretion and management of the utilities to decide what needs to be
doie if the CEP effort falls below the aided awareness goal during the iﬁiplénlentatiOn
of the CED. | | |

The monitoring research results of the post-CEP aided awareness
that the lead agency orits subcontractors conduct shall be filed by the IOUs at the
Docket Office within 60 days of the completion of the joinl CEP éff()rts, and served on
the service list to this proceeding. Similarly, the research results from the Consumeér
Services Division’s mc’mitoring of the post-CEP aided awareness shall be filed and -
served within 60 days of the completion of the C EP efforts. Both research studies shall
include a detailed explanation of the methodology used in their research. Should either
or both of the research results regarding the aided awareness goal at the conclusion of -
the CEP fall below the aided awareness goal of 60% for all target audiences, an assigned
Commissioners’ ruling or ALJ ruling will issue detailing the procedures to address this

shortfall.

® This is identified in the Revised Budget Summary as “CSD Research.”
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Complex Messages
The proposed CEP asserts that electric restructuring is a complex message

to communicate, and that it can be intimidating for consumers to understand. Some of
the commenting parties contend that the EREG has provided no justification for this
assertion. |
EREG contends that its conclusion is based on: (1) a review of consumer

research from restructuring pitot programs conducted throughout the United States
which consistently demonstrated consumer confusion and frustration, and which
underscored the need for sufficient user education; and (2) the experience of DbB
Needham. ‘

Discussion

We are not persuaded that the CEP messages willbe a _éomplex |

message to communicate. The idea that the CEP must condense the direct access

decision into a few simple and easy to understand messages, pamphlets, and other

educational materials, appears to be quite a challenge. However, we are persuaded by
some of the commenting parties that consumers need oniy to understand the answers to
the two following questions: what direct access means to them; and what choices are
available to them." There is no need to create CEP materials which provide lengthy and
complicated answers to these two questions. Instead, simplified answers to these
questions can be developed.

We do not agree with the argument that more money is needed for
the CEP because the messages are so complex. The question is not whether the
complexity of the messages requires such a large budget, but rather what kind of effort
is needed to educalte the public and to overcome the share of mind of the incumbent
utility. As mentioned earlier, we need to acclimatize consumers to the idea that they can

now choose their own electric provider. Not only must the CEP get people involved in

" One of the topics that needs to be included within the answer to the question of what direct
actess means to consumers is an explanation of the CTC charge.
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thinking and reading up on this subject, but the incumbent utility’s share of mind must

be overcome as well.

Research
The proposed CEP plans to conduct four key types of research activity. Message

development research would be used to ensure that the CEP messages are clear and
have an impact. Copytesting research is to ensure that the creative materials are clear,
interesting, and appealing to the audience. The proposed CEP also calls for monitoring -
and adjustment research. This would bc done in two parts. First, research would be
done among the targel audnenccs to measure progress toward the awareness goal and
to make program ad Justments as needed. The seéond partistodo momtonng and
adjustment research among the C BOs torneasure progress toward the proposed CEP’s

information distribution goal, and to make any necessary adjustments

Some of the commenting parties stated that the me'"\sage development research

contained in the proposed CEP will play an mport:mt role in developing the messages
for television commetcials and for the various target audiences. The copytesting
research will be needed for creating direct mail and ’public relations releases, and for
developing the collateral and material. The monitoring and adjustnient research will
help ensure the CEP’s success.

Other partics criticize the proposed CEP as lacking citations or references to any
marketing research conducted in preparing the CEP. Some feel that if the CEP is going
to be spending money on research for the public education effort, the results of such
research should be made available to the public. In addition, interested parties should
be permitted to observe the research activities, such as focus groups.

EREG responded that several sources of research were used to develop the plan,
and that additional research is i)lanﬁed aswell. As noted in the proposed CEP, the
starting poiiit came from several small scale pilot programs of electric¢ restructuring that
took place in New Hampshlre, Massachusetts, and Ilinois. Based on this information,
the proposed CEP concluded that: most smail customers do not fully understand the

concept of retail access so relevant customer education is needed; customer education
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efforts must be of sufficient duration and possess enough depthi so as to allow
customers every opportunity to learn; it is harder to stimulate residential
understanding, and poor customer education fails to generate significant residential
customer participation; and customers need to know that it is acceptable nol to do
anything,.

Dis¢ussion

We agtee with the critics of the proposed CEP that specific California
research was not included as part of the proposed CEP. Instead, the research that EREG

was relying on appears to have come from those states which have ¢onducted pilot

- programs into electric restructuring. ‘
We are disappointed that the EREG did ot include some of its

preliminary research in the proposed CEP. We previously authorized up to $20 million
so that the IOUs and the EREG could expedite the schedute by doing some of the |
preliminary work such as the résearch. Although we appréciate the reluctance on the
part of EREG and DDB Needham to forge ahead before the Commission gives its final
authorization, our expectation is that the CEP shall start beginning in September of
1997, which means that the research needs to be well on its way to completion.

Before the CEP is launched in California, we fully expect the utilities and
DDB Needham to aggressively conduct the customer research necessary to develop and
implement the messages."” As we stated in D.97-03-069 at page 22:

“The CEP should be designed at the outset to target those classes of

customers who are the least knowledgeable about the changes in

the electric industry. By recognizing where the efforts need to be

focused, targeting and educating these customer classes at the

outset will provide them with the necessary information to help
them make choices as to their electri¢ needs.”

* According to the June 10 to ]uly 10, 1997 EREG Monthly Report, it appears that focus group
research for message development started on July 14, 1997.




R.94-04-031, 1.94-04-032 ALY/JS\W/wav

The focused and targeted educational effort can only come about if the
necessary research is done beforehand. As the EREG acknowledges in the proposed
CEP, the purpose of the message development research is to help shape and refine the
most appropriate campaign theme, and to gauge consumer reaction to a wide variety of
NICSSAZCS.

With regard to access to the research data, we shall permit other interested
patties to obtain any non-proprictary research information generated by DDB 7
Needham or any of its subcontractors for the CEP, which DDB Needham transmits to
the IOUs. Our reasoning for permitting this is that the utilities may receive research
information from DDB Ncedham as part of the development of the joint CED. If the
utilitics have access to this kind of research data, potential competitors of the utilities
should have access to the same kind of information as well. If proprietafy research data
is released by DDB Needham to the IOUs in connection with the CEP, othet interested
partiés should be entitled to that information as well under the same terms and
conditions of use that DDB Needham may have imposed on the I0Us. With rés’pe«:t to
allowing others to observe the rescarch focus groups, we shall permit that to occur only
if any utility representative is allowed to observe.

Any post-measurcnient study contemplated as part of the proposed CEP
should be minimized. In D.97-03-069 at page 22, we stated:

“The EREG should not place much emphasis on an after-the-fact
analysns Although a measurement study may be useful for
assessing whether the CEP accomplished its goals, and for laying
the groundwork for the work to be done in the education trust, a
repeat of an education program for electric industry restructuring
is unlikely. An evaluation mechanism that balances lhese concems
should be part of the CEP design.”

We continue to adhere to that belief. A post-measurement study should be
done to assess how successful the CEP was. It should measure, among other things, the

aided awareness target, consumers’ understanding of the available choices, how to go
B i 5 g
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about selecting an electricity provider, and how to recognize potential marketing
abuses.” In developing such a study, the utilities should keep in mind that the results
may be of benefit for the development of the EET. The utilities, however, should not
spend significant sums to conduct an exhaustive post-measurement study of the entire

CEP since a repeat of such a program will not be needed.
The CEP Messages and Themes

The proposed CEP plans to provide consumers with enough reliable information
to enable each consumer to compare and select among products and services. The
messages and themes that the EREG plans to use are the nine listed at page 27 of
D.97-03-069, as well as the theme that the CEP effort must be free of bias. In addition,
the EREG plans to maximize customer outreach by constructing the proposed CEP as a
multilingﬁal effort.

In commenting on the niessages and theies to be conveyed, some of the parties

emphasized the need to provide one clear and simplé, relevant niessage. Others

emphasize the importance of keeping the messages as accurate and balanced as
possible, and frée of bias. Also, care must be taken not to overemphasize certain points,
such as the consumer is free to remain with the existing electric provider, or that your
énergy rate may drop if you have a real time meter and you are buying power based on
“the PX price. In the latter situation, some contend that unless your actual usage is
reduced as a result of information ftom the meter, any benefits during the transition
period from nicre load shifting in response to the PX price will be negated by the
increase in the CTC. By crafting the messages in an accurate, balanced, and unbiased
manner, consumers will have the ability to inake intelligent choices that are free of any
bias.

Other parties commented on the proposed CEP's failure t inctude as part of its

messages and themes the topics of aggregation, how to evaluate the markeling of a

" This post-measurement study includes the IOUs’ monitoring study of the alded awareness
goal, as discussed earlier. 7
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claim of “green power” or a discussion about renewable resources, and information
about energy cfficiency.

Some of the commenting parties argue that the EREG coniposition makes it
impossible for the messages to be unbiased. They contend that it appears the
Commission has delegated consumer protection to the IOUs and to the EREG. They
argue that half the members of EREG represent special interests, and lack any
repiesentatives from small businesses, seniors, farms, or consumer coopetatives. In
addition, they assert that only two members of the EREG, other than the IOU
tepresentatives, have any marketing-related experience.

Others commented that some members of the EREG may have an advantage
over other ESP’s because of their participation on the EREG. This advantage arises
because of the advance access to the market research and nvarketing materials prepared
for the EREG, and because of the use of EREG board members in the publicity
campaign for the CEP. Some have suggested that all market research and marketing
materials be withheld from the marketers on the EREG in advance of their availability

to the public. In the alternative, if such material is first presented to the EREG board

members al the public EREG meetings with sufficient advance notice to the p:ublic,. they -

would have no concern.

Some of the parties are of the opinion that the proposed CEP should not build
excitement for or try to sell consumers on the idea that der’égulation is good‘.for
consumers. They do not believe that is an appropriate message for the CED. Instead of a
propaganda blitz that tries to encourage consumers to embrace the new marketplace,
they believe that consumers should be supplied with the information they need.

EREG agrees that the CEP materials, or in events where EREG participates,
should not favar or showcase any service provider. EREG is commiitted to providing an
unbiased message. _

EREG responded that its nie’elings are open to the public, and its fepo:ts to the
board are available to attendees. EREG will ensuie that it fully discloses the matters

beiﬁg discussed and the reports being presented.
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EREG agrees that the messages must be carefully crafted, and that the
composition of the EREG was formulated to assure representation of broad stakeholder
interests. Although some of the parties commented that they would like to provide their
input before the CEP messages are implemented, EREG responded that given the
deadlines for implenentation, it will be impossible to circulate and invite patties to
comment on all of the EREG products.

The EREG acknowledges the importance of educating customers about
renéwable‘gener&tion resources and énergy efficiency. EREG plans to integrate these
subjects into the CEP effort by having the California Energy Commission (CEC) staff
- brief the full EREG board on these issues at one of its July 1997 meelings; participate in
discussions of message content at the EREG meetings; consult with DDB Needham staff

and the EREG members to provide background information and to assist in niessage

development; and review CEP materials on these subjects before they are finalized.

Discusslon

We disagree with the critics of the proposed CEP who assert that the
Commission has delegated its responsibility to approve the CEP to the EREG and the
I0Us. Itis the utilities’ responsibilit)' under D.97-03-069 to devise and -implemenl a joint
CEP. 'D.97-03-069 allowed the utilities to form the EREG, if they were so inclined, to
assist them in ensuring that the CEP messages are neutral and unbiased. The utilities
opted to do so. Whatever messages and advertisements that the EREG and DDB
Needhanm develop for the benefit of the utilities, those messages and advertisements
must still be approved by the Commission. Thus, contrary to the assertions of others,
the Commission has not delegated its responsibility to approve the CEP.

| Regarding the contention that the EREG lacks input from small business

and co'operati'ves, the EREG has at least one member that owns its own business, and
another member who is involved in ¢consumer cooperatives. With respect to some of the
other criticisms i‘egarding the composition of the EREG and the pré«:ess of establishing
the EREG, those types of complaints should have been raised earlief, as noted above.
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As for the concern that some members of the EREG may gainan
advantage over a compelitor because of their position on the EREG, we have two
responses. First, the meetings of the EREG are open to the public so any marketer can
observe what the EREG is doing. Second, we propose that the management of the CEP
revert back to the IOUs. That should eliminate potential marketing ad\"anlages.

Many of the concerns expressed in this section about the content and
neutrality of the messages have already been addressed through the broad cross section
of representatives who serve on the EREG. In addition, the research and testing that
goes into the development of the CEP messages will help ensure that the concerns
expressed by the parties do not find their way int6 the message itself. Also, the review
process of the Commission, as explained beloﬁ', will assist in catching inaccurate or
biased messages. |

 We agree with the comments that suggest the messages must remain as
neutral and unbiased as possible. For example, in c’rafliﬁg' the messa ge_'l:h‘al a consumet
does not have to'do anj'thilig, and is frée to remain with the t-xi's.l’ing electric provider,
special care must be taken to ensure that this choice is not presented in such a way that
discourages consumers from seléecting a provider other than the incumbent. That is,
consumers nust be made aware of all the choices that they have, that they are free to
select from any of these options, and that they are not under any time pressure to make
any of these choices. |

The research can also be used to refine and simplify the key themes that
customers need to understand. From a customer point of view, customers need only to
understand what direct access means to them, and what choices are available to them.
In designing the CEP messages, the I0Us and DDB Needhan must recognize the
importanCe of this statement. Time and money should not be spent on developing
materials about electric restructuring that are difficult for consumers to understand.
Instead, some refined and easy to understand messages need to be developed so that

consumers are infornied as to what direct access means to them, and what choices are

available to them.
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We agree with the parties who suggest that the CEP messages include the
topic of aggregation. EREG appears to believe that aggregation is an important message
as well, and plans to test this message during the consumer research phase to determine
the level of interest. The topic of aggregation is of particular importance to residential
and small commertcial customers, the groups that ntake up the target audiences for the
CEP. As we noted in D.97-05-040:

“Access to aggregation may be the only feasible way in
which small customers can participate in, and benefit from,
direct access. ... Through aggregation, the transaction costs
of direct access ¢an be reduced. In addition, aggregation may
allow individual customers to increase their market leverage
by aggregating their total demand.”

The IOUs and DDB Needham need to ensure that the messages and

themes include a discussion about how aggtegation is expected to work, and the

importance of aggregatlon to these kmds of customers | _
'AB 1890 also emphasized a preference for renewable energy. In its report

to the Legis!alure regarding AB 1890's renewable mandates, the CEC recommended
that $5.4 million be made available over the next four years to develop and disseminate
information to consumers about renewable energy. The CEC views consumer education
as the key to developmg demand for energy-efficient products and services, and
believes that it is important to coordin: ' with the EREG to ensure that the CEP is
coniplete, comprehensive, and consistent with the activities of the other entities that
have respensibilities for educating the public about renewable energy and energy
efficiency. The IOUs and the CEC should work closely to help draft the messages that
are to be included in EREG’s overall consumer education effort. Once the CEP ends, the
continuing educational efforts of t7.¢ EET should be coordinated with the CEC as well.
Some view the propused CEP as a huge marketing campaign to sell
consumers on electricity eieregulation. That should not be the CEP’s intent. Rather, the
CEP should be desi gned in a manner that inform consumers about their choices and
0ptic';ns. The design of sucha plan must help ¢consumers overcome their thinking that
the incumbent IOU is the only provider of electri¢ity. Consumers must understand that

-47-
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there are other providers in the markelplace, and that they are free to choose from those
providers. Consumers must be placed in a position to understand how they can
participate in the markel. If consumers are not made aware of their options, direct
access will be of litile benefit to residential and smalt commercial customers. In order to
stimulate direct access activity by these kinds of customers, an extensive and thorough
campaign is necessary to provide consumets with information so that they are made

aware about the choices that they have.

Approval of the Messages
Section 392(d) states: “The education program shall be subject to approval by the

commission.”

Sonie of the parties express concern about who will review and approve the
\'eﬁdor-prOJLICcd CEP materials before they are distributed to the general public. They
contend that not Only must the EREG and the Commission be given an opportunity to
review this material, but that there should be input from the stakeholder groups to
further ensure quality and accuracy of the public education materials.

With respect to review by the Commission, one suggeslion is to have Someoﬁé
from the Consumer Services Division or the Energy Division review the EREG -
materials. Some parties believe that such a review procedure would not cause undue

delay or other disruptions.

Discussion

In order to address this issue as to who should approve the CEP messages

and themes, we first need to state what our interprelation of Section 392(d}) is. Does the
“education program” mean that all of the educational messages and themes need to be
approved by the Conunission? We bcheve that it does.

In Section 392(b), the Legislature stated its intent lhat “electricity
consumers be provided with sufficient and reliable information to be able to compare
and select among products and services provided m the electricity market.” How can
we ensure that the messages and themes are reliab‘e? When‘Set.tién »392([))‘ is read in
context with Section 392(d), the inescapable cohclusi(‘m is that the Commission needs to
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approve all aspects of the education program before the messages are disseminated to
the public so as to ensure that customers have “the information necessary to help them
make appropriate cholces.”

We do not believe that the review of the pr’descd CEP materials should
involve other parties. The time for getting the CEP materials into the houscholds and
hands of consumers is now. A review process involving other parties is likely to delay
the timely dissemination of materials. Also, the potential for gaming the content of the
messages to advantage one party over another is reduced. For those reasons, we reject
the suggestion that the review and approval of the proposed CEP materials involve

other parties.

We will, however, use the Commission staff for the review and approval

process. The staff is ina position to evaluate whether the pto;;osed CEP matertals are
technically accurate, and whether the materials are unbiased and neutral in tone. The
staff s}_iould not be’r'e\_'i'ewingv the pfomsed materials for creative content. Before the:
printed materials, print, radio, television and other media advertisements, script
training materialsr for the call cehtets, and all other infofm’alidn that is used or
incorporated in of forms the basis for any CEP educational effort, are utilized and
ﬁnaliied:, the IOUs shall forward prototypes or proposed samples of those materials to
the Commission’s Energy Division for the review process. This means that all of the
materials that the IOUs plan to jointly disseminate or to incorporate in the CEP’s
printed and spoken materials to reach their customers, the general public, or the media,
must be submitted for review and abprox'al. Those materials may be provided in stages
as the materials are dei’elopéd. A cover letter shall accompany the materials. The letter
shall explain how the materials express the themes and messages contained in AB 1890
and D.97-03-069 and other relevant Commission decisions and statutes of this state, the
purpose of each of the materials, and how the materials will be used.
Therefore, we will delegate to the assigned Commissioners, in
coordination Wiﬁ\_ the Dlrector of the Enér’gy Division, his designees, and thé Publi¢ ‘
Advisor, the ;eSpol_lsiBili;:ty:fér reviewing the submitted materials for s'l'r‘ictl):' technical

accuracy, and to ensure that the 'pr0p05cd_ma'terials are neutral and unbiased in tone.
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The various offices shall coordinate this review to ensure that the review objectives are
met, and so that the matetials can be reviewed in a timely fashion. The Energy Division
shall have 3 business days from the date of receipt to consult with the assigned
Commissioners, to teview the proposed CEP materials and to notify the IOUs if the
submitted materials are technically inaccurate or biased. if no such notification occurs
within this time frame, the materials submitted shall be deemed approved for use in the
joint CEP. It the event that this review process is not working as intended, the
Commission will entertain a motion, with a shortened response period, to reconsider
this review process. The assigned Commissioners are delegated the responsibility to

consider such a motion and to implement an alternate review process should one

become necessary. , |
As explained below, we shall also require that all approved CEP printed

materials contain a written legend stating something like: “This [advertisement,
booklet, brochure, or paniphlet] has been reviewed and approved by the California
Public Utilities Commission,” or “This [advertisement, booklet, brochure, or pamphlet] -
is authorized by the California Public Utilities Commission.” We shall leave it up to the
I0Us and DDB Needham to develop suggestions for such legends. The assigned
Commissioners will select the legend to be used when the first batch of materials are
presented for the review process. We shall also require that all television spots contain
the same discemible written legend or voiceover of the legend. Similarly, radio spots
shall be required to have the same voiceover legend. Other media, such as an Internet
web site, shall contain similar legends as well. The call center operation would not be
required to make this announcement. However, the call center operators answering the

incoming calls shall refer to it as the Electric Education Call Center.

Management of thé CEP Effort

With respect to the management of the CEP effort; some of the parties suggest
that the EREG board empower a committee of three to five people to work with the
agency to'dévelﬁp the CEP and ¢reate the advertising concepts. This committee should

be made up of persons with the greatest understanding of consumer advertising and
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the mosl experience in working with agencies. Others feel that regardless of the EREG's
governing structure in relationship to the ad agency and the CEP’s implementation,
consumer, low-income, and nwltilanguage representatives must remain as active
managers of the CEP and the ad agency.
Others assert that the proposed CEP fails to include a clear and coherent
“management and decisionmaking process. The proposed C EP did not identify the
management and creative teams to be assigncd to the project, and fails to describe how
the campaign will be managed, and how the decisions will be made.
EREG states that to ensure efficient operations ‘ahd timely decision making, the
EREG has organized itself into various committees. The Operations Committee is
responsible for board administration, which includes such things as developing board
agendas, fiscal oversight of board expenses, and coordination and drafting of the
monthly Commission reports. ,
~ Atthe June 19, 1997 meeting, the EREG established two additional committees to
assure timely review of the agency and public relations’ work products. These
committees are the DDB Needham Lead Agency Committee (Lead Agency Commitiee),

and the Rogers & Associates Lead Public Relations Agency Committee (Public Relations

Agency Committee). The Lead Agency Committee will be responsible for the review of
all products produced by DDB Needham, including, but not limited to, television, radio
and print advertising, brochures, and pther collateral materials. This committee would
be made up of a cross section of EREG board members representing various interests.
The Public Relations Agency Committee will be responsible for overseeing the work of
the public relations agency and its partners. Also, interested board members will
provide advice and counsel to the lead public refations agency and its partners in the
area of community outreach, CBOs and regional representalioﬁ.'The full EREG boa rd
remains responsible for setting CEP objectives, approving core CEP messages,
establishing pe‘rfézrmance measurement criteria, and approving the monthly CEP
budget and workplan, and aihy chéﬁges in these qréas. BREG also proposes that the
Cominission authorize oné petson from the Energy _Di»\"isi(m staff to serve on these two

agency committees. EREG contends that having a single point of contact for approval
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and review by the Commission will assist the EREG and DDB Needham in tinely

executing the CED.

Discussion

The assigned Commissioners have been observing the CEP process, and
the role that the EREG has had in developing the CEP on behalf of the wtilities. The
EREG has done an admirable job in the time that it has had. The members of the EREG
have provided valuable insight and input into the proposed CEP. Together with the
lead agency’s input, the EREG has created a firm foundation for the framework of the
joint CEP.

Although we envisioned in D.97-03-069, as did PG&E, SDG&E, and
Edison, that the EREG would provide oversight for the development and
iniplementation of the CEP until May 31, 1998, we now believe that the utilities should
dissolve the EREG. In the coming Vmont‘hs, as the CEP is execuled, we believe that it is
imperative that the utilitics take a more proactive role so that the legislative obj&ti\'e of

having the electrical corporations, in conjunction with the Commission, “devise and

implemént a customer education progeram informing customers of the cﬁanges to the
electric industry” can be fulfilled. (PU Section 392(d).)

We have carefully considered whether the utilities should retain the

EREG to manage and oversee the CEP during its implementation stage, or if the
utilities should beconie more involved in the day-to-day operations of the CEP. We
believe there are several reasons why the utilities should dissolve the EREG at this time.
First, we believe that streamlined efficiencies will result. Instead of having
19 members and various committees to manage and make decisions, the four IOUs
could appoint or retain an experienced lead agency manager to interact with and
oversee the operations of the lead agency and its subcontractors. An example of how
this new structure can improve the efficiency of the CEP process can be found in the
EREG'’s monthly report for June 10 - July 10, 1997. The nonthly report describes the
EREG’s Lead Agency Committee as Being made up of seven members. This committee
oversees the day-to-day relationship with DDB Needham. The EREG also fontemplétes
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that in the near future, a Contract Manager will be retained “to ensure that all aspects of
the lead agency contract are faithfully and fairly executed in the best interest of the
EREG.” In addition, the EREG has a six-member Public Relations Agency Commiittee to
manage the relationship with the lead public relations agency. The new structure will
reduce the unwieldy decision making process of the EREG so that quick turnaround
decisions can be made by the utilitics. Also, the utilities’ appointitent or retention of a
lead agency manager will result in more direct control over the lead agency:.

This Commission has expe'rime‘rﬂed with various new ways of utilizing
stakeholders in the regulatory process. One such effort was the proposal of thé utilities

to create a stakeholder group to develop, on behalf of lheulilitiés;, a CEP. We were

relying upon the EREG to develop a plan that would receive broad industry and
stakeholder support. The EREG’s proposed CEP plan, for whatever reason, did not
gamer the type of c‘onschsus that we had hoped to achieve by involving a stakeholder

group in the development of the proposed CEP.

As we moved forward with this process, it became apﬁérént"that
Commission oversight of the CEP was not in anyway lessened By the utilization of the
EREG. The Commission would still need to review the proposed CEP, as well as the
specific messages contained in the various materials. In a sense the EREG was
duplicative of the Commission’s CEP review process. Given the difficult task ahead of
us, duplicate levels of management and oversight need to be eliminated.

Second, as we examine the level of effort required by the members of
EREG, it became apparent that the development and management of the CEP was
increasingly a full time job. We had not expected that membership on the EREG would
be as time consuming as it has turned out to be. The level of involvement required of
the EREG niembers is more than we can expect from part-time board members. In
addition, overseeing the CEP using a committee process compliéales matters. As we
move forward to implement the CEP, the structure of the EREG ¢ould hinder, rather
than facilitate the process. -

A third reason for dissolving the EREG is that it will eliminate any

possible consumer confusion over the CEP messages. Instead of having people wonder
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what the EREG is or what it does, the CEP messages will be clearly idemtified with the
CPucC.

Fourth, the development of the messages will be improved by having the
utilities more closely involved in the day-to-day operations. The utilities have extensive
subject matter expertise that the lead agency should utilize. Should the lead ageﬁcy
have questions on particutar electricity topics, or on the CEP, the utilities have the
resources to quickly find the answers to those types of questions.

Our fifth reason for dissolving the EREG is to improve the accountability
of the utilities for the CEP. Instead of having three voices out of 19 on the EREG, the
utilities have direct control over the management and de&ision$ of the lead agency and
its subcontractors. This direct control will ensure that deliverables are on time and
within budget, and that the CEP will surpass its conservative aided awareness goal. In
light of the disallowance procedure we have established for failure to meet the aided
awareness goal, it is imperative that we give the utilities more direct control over the
product result. 7

Our final reason for dissolving the EREG was that the ability of the
“ Commission to effectively oversee the CEP was hampered by the very nature of the -
EREG. Unlike the ulilities, over whom our autho'rit')" is clear, this Commission’s ability
to oversee the activities of the EREG were tenuous at best. Although the EREG was
created to develop and implemient the CEP on behalf of the utilities, the Commission
lacked effective oversight and control of the EREG framework. The solution to this is to
require the utilities to dissolve the EREG. By dissolving the EREG, the IOU's will

assume direct responsibility for the CEP and for the decisions made inits

implementation. Most importantly, the Commission can hold the utilities accountable

for the efficacy and cost-effectiveness of the CEP.

Dissolving the EREG docs not mean that the utilities should consider
retaining a different advertising agency and different subcontractors to work on the |
CEP. The IOUs and the EREG have already gone through the process of 'screen_.ing"and ’
hiring a lead agency for the CEP. Those efforts should not be :{bahdbrié_d, especially in .
light of the time franie to implement the CEP, the work that has been done to date by
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the EREG, the lead agency and its subcontractors, and the monies that have been spent
on the lead agency. The utilities should investigate from a contractual point of view
how the services of the lead agency and its subcontractors can best be retained. It is also
foreseeable that some transitional adjustments will be needed belween the lead agency,
its subcontractors, the utilities, and the EREG. It is our desire that the EREG work
closely with the utilities and the lead agenicy to resolve these issues as quickly as
possible, and to conclude the EREG’s activities in a timely manner. Notwithstanding the
wind down activities of the EREG, the utilities shall immediately assume the day-to-day
management of the lead agency effort. The activities to conclude the EREG’s affairs

shall occur no later than 30 days from today’s date. In the revised budget summary in

the conclusion section of this décision, we have reduced the EREG line item to a total of -

$350,000 for the EREG expenses. As of July 10, 1997, EREG operational expenses totaled
$149,791.
We also realize that there may be other contractual arrangements in place,

such as the fiscal arrangement with the East Bay Community Foundation (EBCF)," as

well as other details such as office space, office help, equipment, and operational issues
that need to be tesolved. The utilities and the EET should work closely with the EREG
to determine what operational matters could be taken over by the EET, if any.

The I0Us shall forward a letter to the assigned Commissioners and the
ALJ which reports on the status to resolve the various contractual arrangements that
EREG, on behalf of the utilities, had previously entered into or which were pending as
of the effective date of this decision. The letter shall also indicate what actions have been
taken to substitute the appropriate entities in the place of the EREG, and what financial
transaction arrangenients have been put in place. This letter shall be forwarded no later

than 30 days from the effective date of this decision.

" According to the EREG monthly report for April 18 to May 14, 1997, EBCF was selected by the
EREG to serve as the fiscal agent for EREG.
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[tis not our intent to l‘imil stakeholder interest in the CEP process by
dissolving the EREG. The EREG had the difficult task of designing the framework for
the CEP. This was accomplished through the input of all the different EREG members.
We value their past contributions and input, and invite them to provide future input.

' The EREG members, should they desire to do so, are invited to possibly serve on the
EET. If they are intetested in doing so, they shall write a letter to the assigned
Commissioners expressing their interest. Such a letter shall be mailed to the
Commissioners within 15 days from the mailing date of this decision, with a copy to the
Executive Director and the assigned ALJ. Upon receipt of the lelters, the Commission
shall consider the current composition of the EET to determine if an overlap of interests
would occur from adding additional members, and if the EET would benefit from
having additional members. D.97-03-069 may need to be modified in a subsequent
decision in the event additional members are to be appointed to the EET.

- As the implementation of the CEP draws near, it should be left to the
IOUs to implement and execute the CEP. We recognize that some parties may oppose
the idea of disso]ving. the EREG for fear that the development of the messages will be
skewed by the utilities’ input. With the Commission review and approval process in

place, we believe that this fear is unfounded. As stated earlier, the Commission intends

to take a direct, “hands-on” approach to the messages and themes of the CEP to ensure

that they remain neutral and unbiased. The Commission will be the final arbiter of all
CEP information that is disseminated to the public. We also expect the utilities and the
lead agency to adhere to the target audience strategy contained in the proposed CEP,
especially with respect to the special-needs audiences.

The Commission expresses its gratitude to all of those who participated
on the EREG. Thrc’mgh their cooperation and dedicated assistance, the EREG members
have created the framework for an educational effort that everyone in the nation will be
looking toward. We will direct the Executive Director to prepare for the Commission’s
approval, reselutions thanking and commending each of the EREG members for their

invaluable contributions to this important endeavor.
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Whom the CEP Should Focus on
We noted in D.97-03-069 that Section 392(d) appears to require that all customers

be informed of the changes to the electric industry. However, that does not preclude the
EREG from focusing its CEP efforts on cettain groups of customers. The Commission
recognized that there is a particular need to éducate small consumers. We noted in
D.97-03-069 that in the Preferred Policy Decision, the Commission stated that special
attention toward ensuring that customers, especially those with limited English-
speaking ability or other disadvantages, be provided with “correct, reliable and easily
understood information to help them make informed niarket choices.” The Commission
went on to say that multilingual outreach efforts need to be considered, as well as the
use of traditional and non-traditionat forms of communication media. (.97-03-069, pp.
20,28.)

The proposed CEP has four priority targets: small residential custorners, small

commercial users, special-needs audiences such as low-income, geographically isolated,

multilingual, and physically challenged customers, and opinion leaders.

Three main issues of contention arose with respect to the target audiences. The
issues are whether the custbmcrs of the municipal utilities are covered by the C FP, how
residential and special-necds customers are nmost effectively reached, and how much

effort should be spent on reaching small businesses.

The CEP Meés‘age and Customers of Municipal Utilities
The proposed CEP is based on meeting the educational needs of all

Californians, including those customers in the franchise areas of the municipally owned
utilities.

Edison seeks clarification about the role of the municipalities in the CEP
effort. Edison’s view has been that the EREG should target its efforts toward consumers
in the service areas of those ulilities funding the CEP. By having municipal utility
representation on the EREG, Edison believes that the educational messages will be
sensitive t¢ the difference between the 10Us and the municipal utilities. The proposed

CEP, on the other hand, suggests targeting direct mailing marketing efforts to all
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California consumers. Edison points out that this would include sending out
cducational materials to consuniers seived by municipal wtilities that have chosen not
to fund the CEP. This will result in non-municipality ratepayers subsidizing the
education of municipal utitity customers.

SDG&E suggested that one way of reducing the proposed level of funding
is to limit the scope of the CEP to only the customers of the IOUs.

Others commented that the customers of the municipal utilities may not

have the choice of direct access available to them, yet they will be in the same target

among the custoniers of these niunicipally owned utilities, this difference needs to be
clarified in the CEP messages. .

In response, the EREG requests guidance from the Commission with
regard to how the CEP should address customers of the municipal utilities. EREG states
that the proposed CEP in¢ludes efforts to educate customers of the IOUs and mtmicipal
utilities. However, because AB 1890 allows the municipalities to chart their own future,
the customers of cach munifipal utility will iikely face different circumstances in the

restructured electric industry. If the municipalities are included in the CEP, EREG
believes that educational materials would have to be created for each municipal service
area.
Discussion -
In deciding whether the customers of municipally owned utilities
should be included as part of the joint CEP, we need to refer to Sections 392(b) and
392(d). In Section 392(b), the intent of the Legislature seems to be that all electricity

consumers be provided with information.” Section 392(d) suggests that the electric

corporations subject to the Commission’s jurisdiction should devise and implement a

* Section 392(b) provides in pertinent part: “Itis the intent of the Legislature that (1) electricity
consumers be provided with sufficient and reliable information to be able to compare and select
among products and services provided in the electricity market....”
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CEP informing their customers of the upcoming changes to the electric industey.”
.97-03-069 recognized this difference, and left it up to the nllnt{icipal utilities to decide
if they wanted to participate in the joint CEP.

The broad policy implicated in AB 1890 is that eventually all of
California’s electricity market should be opened‘to competition, including the service
territories of the municipal utilities. (See Stats. 1996, ch. 854, Section 1(a), PP- 2?3; and
Section 12, pp. 61-66.) With that in mind; we read Section 392(b) to suggest that the
Legislature intended for some general kinds of information about electric restructu ring
to reach all electri¢ consumers in California. Newspapers, television advertising, and
radio advertising are three prime examples of niedia which ¢asily spill over from the
 service territory of an IOU into the service territory of an adjaceat municipal utility. We
sce no problem with disseminating information about electric restructuring in this
fashion. However, care must be exercised so that these kinds of boundary-crossing
materials do not mislead customers of municipal utilities into believing that direct
access may be available to them.

Wé do not belie\'e, however, that the IOUs’ CEP éffon needs to
design specific materials for municipal utility customers, or that the CEP effort should
include direct mail drops to customers of the municipal utilities. Although the direct
mail budget includes an allowance for municipal customers, we do not believe the
overall direct mail budget should be réduced. The savings could be applied to an
additional drop to certain customers or for other related efforts, such as additional bill

inserts as described below.

" Section 392(d) provides in pertinent part: “Prior to the implementation of the competition
transition charge, electric corporations, in conjunction with the commission, shall devise and
implement a customer education program informing customers of the changes to the electric

industry.”
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The CEP Message And The Use of CBOs
The proposed CEP contains $5 million for grassroots community

communications and promotions. Of the $5 million, $1 m‘i'llion is allocated for local
events and retailer tic-ins. The proposed CEP plans to use the grassroots organizations
and CBOs to distribute information, and to inforn and educate key target audiences.

Some of the parties commented that the Commission should ensure that
the CEP reaches the hard-to-reach segments of the general population. They contend
that the proposed CEP lacks an aggressive strategy for reaching groups with special
needs because traditional advertising methods are proposed. Critics of the proposed
CEP point out that 21.4% of Califorﬁia’s residents are at or below the low-incoriie .
standard as ésléblished for the utility oompa{nics. However, less than 6% of the total
education budget is allocated to reach and educate this group.

Others commented that despite the emphasis in D.97-03-069 that
traditional and non-traditional forms of communication media be used to target low-
income, limited and non-English speaking, elderly, and other hard-to-reach conétlmers,
73% of the proposed CEP’s budget represents traditional forms of media outreach.
Critics contend that this traditional type of outreach may be successful in reaching the
generél market, but is insufficient to target vulnerable and hard-to-reach communities.
They assert that these types of communities require direct, hands-on consumer
education. They recommend that the proposed CEP be revised to target at the outset
those classes of customers who are the least knowledgeable about the changes occurring
in the electric industry. The commenting parties recomimend that a minimun of $10
million or $15 niillion be allocated for outreach by the CBOs and grassroots efforts. The
parties also assert that in the Caller ID education effort, the same ¢consultant who
assisted the CEAP in its crilique of the proposed CEP had recommended that 50% of
that budget be allocated to CBO outreach. That consultant had also concluded that

media-based campaigns rarely have sizable impacts for educational efforts.

Some of the comments to the proposed CEP question whether DDB

Needham and its selec’ted.public relations and adverlising agencies are experienced in

working with CBOs at the grassroots level. The commenting parties doubt whether

-60-
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these agencies can work effectively With C BOs and other grassroots agencies
throughot the state since many of the selected agencies are located in Southern
California. They aSsert that the proposed CEP's grassroots efforts appear wasteful and
inefficient because the proposed CEP fails to rely on the exisﬁng network of CBOs to
educate low-income and special-needs customers. A suggestion was made that the
EREG retain a ¢ommunity foundation with extensive experience and ties to the
community to coordinate the function of workmg with C BOs

EREG states that thé hard- to-reach special -needs consumers will be
' targeted usmg a range of non'tradmonal communications tools, and messages wilt be
delivered where people live, work, and p]ay CBOs that serve specific larget l
populatlons, and C BOb where pe0ple congregate, such as public libraries, schools,
churches, and senior crtrzens centers, will be utilized to deliver the electri¢ restructuring
meesage Stories about electnc reqlructurmg will be offered to smaller publications
which are carculated in hard-to-reach target COmmumhes Examples of these include
language-specific COmmumt) ‘newspapers and newsletters to members of various
assocnatlons : _
EREG also statés that the direct mail effort will reach cach and every
household and small business in California. The direct mait will also be dev eloped in a
minimum of 8 languages. Direct mall that is targeted to small busmesses will also be
mu]hlmgual In addmon, the toll- free call center is expected to be able to handle non-
English speaking calls, and language-a ppropnate information czn be sent out to callers,

With réspect to the budget allocation for CBOs and constimer groups,
EREG responded that approxrmately 14% of Pacific Bell’s $35 million Caller ID CNEP
was dedicated to community outréach efforts, while only 6% of GTEC’s $18 million
Caller ID CNEP was used for c:ommumtg,l outreach efforts.

Regarding the funding for CBO and grassroots activities, EREG states that
very specnﬁc criteria will be structured to ensure that ratepayer dollars are used wisely.
For example, hREG plar\s to requu'e the CBOs to produce predetermmed dehverables to‘
help achieve prOgram goals Momtormg and timed c‘ompensat:on will be used as part |

of a strategy to ensure accountabnllty EREG also plans to usé the public relations

61-
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agencies and ficld representatives to provide direct support to CBOs on a statewide
basis. These efforts will include the dissemination of informational materials and
participation in community events. EREG believes that by utilizing this approach, the
proposed funding levels for grassroots activities will be adequate for an effort of this |
scope and duration. EREG also points out that community publications will also assist
in commwunicating the CEP messa gos.

EREG contends that DDB Needham and its subcontractor partners have
extensive experience working with CBOs at the grassroots level. EREG devotes
approximately three pages to explain the qualiﬁ(‘atioﬁs of the consultants to the EREG
in working with CBOs at the grassroots level. EREG also plans to convene a “Task Force
Work Group of Board members” to help advise the public relations firms on CBO and

community outreach efforts.

Discussion _ ,
The proposed CEP’s priority targets are residential customers,

small commercial custoners, special-needs customers, and ﬁpiniéh leaders. Special-
needs customers include low-income customers, geographically isofated customers,
multilingual, and physically challenged customers. Large commercial and industrial
customers are not priority audienices becatise those types of custorers generally have
more resources and knowledge about electricity services. These large customers will
also be reached by the mass media portionof the CEP. =~

Many of California‘s elect_ric customers are considered low-income
houscholds, and therefore qualify for energy discounts under the California Alternate
Rates For Energy (CARE) program, formerly known as the Low-Income Ratepayer
Assistance Prograni. In addition, many of the utility service customers in this state
speak a primary language other than English. Under the proposed CEP’s media
delivery strategy, 33% of the total requested budget would be spent on niass media
efforts to reach all target audiences. Another 6% of the total budget would be used on

public relations efforts, which includes identifying neighbérhood organizatioﬁé and
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grassroots organizations. Yet, less than 6% of the total budget is actually allocated for
educational outreach efforts by grassroots organizations and CBOs.

We agree with those commenting parties who suggest that the
proposed CEP needs to refocus sonie of its media delivery strategy for reaching
residential, small commiercial, and special-needs custoniers. Instead of relying on so
much mass media to reach these target audiences, the strategy should shift to
incorporate a larger percentage of outreach by grassroots organizations and CBOs. This
 kind of non-traditional method of outreach may be a more effective way of educating
target audiences, éspecially those who are: on fixed or.low,-inconies; limited English
speaking; physically challenged; or geographically isolated. These same kinds of
customers are also vulnérable to unfair‘ or abusive markéting practices, a topic which
can often be communicated better in person, rather than in print.

The problem that we face in cra!’tmg appropriate methods of -
reachi-ng out to educate consumers is that the limited life of the CEP limits the
effectiveness of CBO-based educational outreach effort. For that reason, we adopt a
two-pronged approach for educating the target audiences.

The first prong is the integrated community and grassroots
activities that are described within the proposed CEP. DDB Needham and its
subcontractors would ma.nage this effort with the oversight and guidance of the IQUs.
This effort entails delivery of information about the CEP to places where people live,
work, and play. These include such things as community eveats, meetings regarding
electric restructuring, and distribution of CEP materialis through a variety of different
organizations. These activities are to take place throughout the state, and reach all the
target audiences. Since we plan to expand our CBO educational outreach effort, we will
fund this aspect of this grassroots efforts at $4 million, instead of the $5 million

requested in the proposed CEP. (Sece Appendix A.)" This grassroots and commimity

¥ See the pubhc relations d:stsnon regﬁrdmg the monies in that budget category for oversight
‘and management of these grassroots activities.
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education and outreach effort would terminate at the end of the CEP effort on May 31,
1998.

We strongly encourage the I0Us, and DDB Needham and its
subcontractors, to develop a process to involve conmmunity groups and leaders in the
final development of these community and grassroots activities. Involvement could
take the form of focus or feedback groups, or letters of suggestions, or other means.
Through this kind of advance participation, the kinds of community and grassroots
actlivities contemplated as part of this effort can be enhanced.

The second prong of this approach is a much more robust and
focused CBO effort. As we ndted in D.97-03-069 at page 36, a trqnsitio_h period is likely
to occur after direct access becomes available. This transition period is the time when

“some customers may still be uninformed about direct access, and theit choices in this -
new, compelitive niarket. Others may decide to wait to see how things develop before
deciding to opt for direct access. The outlook of this second prong i$ to conlinue to
educate the pﬁ_blic during this transitional phase. Thcréféfé, the second prong is to have

 the EET develop and implement a CBO-based educational outreach effort. We will fund
this effort by authorizing $10 million for the EET’s CBO-based educational outreach

effort. These designated monies will ensure that this CBO effort will be sustained for a

sufficient period of time so as to have an impact upon the communities that these CBOs
serve.

The EET’s role in developing this second prong is consistent with
the role that we envisioned for the EET. In the Preferred Policy Decision, the
Commission stated that the purpose of such a trust “is to ensure independent,
multicultural education, advocacy, and research for small business and residential
customers. (D.95-12-063, as modified by D.96-01-009, p. 229.) We further clarified that |
role in stating “that the role of the EETis to promote consumet education in helping
customers to understand the changes to the electric i‘nduslry during the transition
period to direct access.” (D.97-03-069, p. 38.)

Due to the nature of the EET’s role as an advisory body to the

Commission, there will be someiwhat of a lag before this CBO educational effort is up
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and running. The EET is required to abide by certain state contracting and procurement
requirements, as well as the open meeting laws of this state.” In order to develop a well
thought, detailed, and coniplete C BO-based ediicational cffort, the EET will need some
time to reflect upon such a plan, and to possibly retain a consultant to assist in this
planning process, and a consultant to manage and c¢oordinate this effort once the
approved plan is in place. The Commission will then review the plans for the CBO
effort to ensure that a comprehensive and detailed pla'n-are in place before the CBO
efforts begin. As a result of these constraints, this effort nay not be implemented by the
CBO:s until four to six months from today:.

The first prong of our commumly effort as well as the rest of the -
CEP effort, addresses this time Iag by educating all target audlences lmmednately By
the ume the joint CEP efforts start to taper off, the CBO effort will begm in earnest,
leveraging and building upon the eaﬂier CEP efforts. Other kinds of EET related
activities, once they have been approved by the Commission, will occur during this
time period as well. -

As a result of this two-pronged approach, we retain the community
and grassroots efforts that are pattof the CEP, as well as a more ﬁgorous, longer
duration CBO-based education effort. The combination of these two approaches will
ensure that the benefits of this community-based education approach are maximized,
and that there is a comprehensive effort to timely deliver information about electric
restructuring to all communities.

The EET’s role is further explained in the EET Effort section of this

decision.

"Asan ad\'lsmy body to the Commission, the EET members are subject to the Potitical Reform
Act, which requires them to adhere to certain guidelines regardmg conflicts of intetest. This
could prevent an EET member’s employer, or a company in which the member has an interest,
from participating in the CBO educational outreach effort.
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The CEP Message And Education of Small Businesses
The June 6, 1997 ACR invited comment on the topic of whether the

amount of money allocated to educating small businesses is adequate. The total
proposed CEP budget which targets small businesses amounts to about $3.7 million.”
Some of the commenting parties believe that the money allocated to target
the small business market is insufficient. They contend that this particular market
segnient stands to benefit the most from restructuring because the cost of electricity is a
large part of the operating expense of a business. Surveys show that more people work |
for small businesses than for major companics. Owners of small businesses are least
likely to be in a position to hire consultants to inforni lhemvofhm\'- they can save on
their encigy costs. Consequently, these kinds of bisinesses will welcome the materials
supplied by the CEP because such information will inform them of how to save money

and what new services will be offered.

Others believe that since small business ewners will be exposed to the

CEP as individuals, the budget allocation for this target audience appears sufficient.
They contend that business owners, regardless of size, are generally well informed
about the issues which affect their day-to-day operations and their profit margins.

EREG'’s response defends the use of mass media to reach small businesses.
EREG references research by two companies which they assert shows that small -
business owners and proprietors are reached by all forms of mass media, and that the
smaller the business, the more its media habits mirror the popukla‘lion at large. The
dollars budgeted for small business should therefore be viewed in conjunction with tte
budget line item for Mass Media-General.

EREG's response also recognizes the needs of small businesses, and
addresses those needs through its public relations and community outreach approach.

EREG plans to develop information which responds to the specific needs and questions

* This figure includes the separate line items for small business, as well as a percentage of the
direct mail budget. : g
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of small businesses. The public relations effort will also reach out to small businesses
through CBOs such as chambers of commerce, professional and trade associations, and
agricultural cooperatives. EREG also plans to use field representatives to identify
regional and local business groups and events for use as outlets for distributing
information. Small businesses will also be targeted as part of the media outreach, by
encouraging the placement of articles in trade and industry magazines, newspapers,

and newsletters.

Discussion
Small businesses make up a large segment of the state’s electric

customers. Their electric load is usually greater than residential customers, but smaller

than the loads of industrial and mediun to large comntercial customers. Generally

speaking, because the loads of these small businesses tend to be smaller, the larger

cnergy providers tend to overlook this customer segment as a source of potential
revenue. Since the owners of the small businesses lack the resources to actively
investigate how they can reduce their energy costs, niuch of the inforniation that they
will learn about electric festructuring will come from what they are éxposed to.

Although the proposed CEP effort plans to address this market
segnmient through the use of mass media, public relations, and community outreach, we
believe that additional efforts should occur. For examp!e, more specific kinds of
collateral materials could be developed for srecific kinds of small businesses, such as
restaurants, grocery stores, or laundromats - .:d dry cleaners. These kinds of small
businesses tend to use more electricity than other small businesses. Expanded media
outreach efforts in the business press and trade journals could also occur. Targeting
small businesses and making them aware of direct access will enable these business
owners to gain better control over their electricity expenses. |

We believe that the budget for small businesses should be increased
by $1 million. This increase should find its way into the budget line items for small

business public relations, production, and oollaleral
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Allocation of Budget

Mass Media

The proposed CEP recommends a nass media budget of $28.645 miltion.
Of this amount, $13.745 million is budgeted for general media, and $11.968 miiltion is
budgeted for ethnic/multilingual media. The $28.645 million represents close to one-
third of the entire budget request of $37.5 million.

EREG’s reasoning for using television is that it is the only medium ¢apable
of reaching millions of nass and special-niceds customers in a tiniely and cost-efficient
manner, it adds legitimacy to the mecsage‘, itincreases the impact and relevance of other
communications tools, and it has the power to break the low-interest barrier.

Supporters of the proposed CEP contend that the proposed media mix of
television, out -of-home, and radio and print seems reasonable. In addition, the other
budget allocations for CEP-related materials appears appropnate Soriie believe that the
direct mail effort may be underfunded given the message complexity and the need to
customize the message for different target audiences.

Some of the parties commented that the development of an effective
media budget requires an evaluation of each plan on a case-by-case basis. Careful
attention needs to be paid to the plan’s objectives and avaitable audience deli\'ef)'
projections. Effective message frequency goals should be established based on a number
of media planning criteria, with specia) consideration to the message and complexity of
the information. They point out that the proposed CEP lacks specifics regarding the
actual market strategy, crealive approach, key messages, media vehicles, and media
plan.

Some challenge the proposed CEP's label as an integrated marketing plan.
They assert that most of the budget is for a mass audience, mass media effort. These
critics argue that an extensive television campaign is not necessary. They do not see the

CEP as selling a product. Instead, they view the CEP’s purpose as informing consumers

about a complicated and vital issue. In order to communicate this, other ways of
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reaching the target audiences should be used instead of television, such as the use of
CBO:s.

Others point out that the mass media plan may overlap with some of the
efforts regarding target audiences. For example, the audiences targeted by the
ethnic/ multifihgual mass media may overlap substantially with the general mass media
component. The proposed CEP does not indicate how muuch various ethnic groups rely
on ethnic/multilingual mass media in comparison to mainstream radio and television
as an information sourc¢e. Without this information, some of this proposed spending
might be unnecessary.

EREG contends that the proposed CEP is an integrated marketing plan of
which 33% of the proposed budget is allocated to mass media. Instead of relyingona
single communications too}, the CEP will use multiple communications channels with
specifically defined roles to achieve its objectives. The proposed CEP begins with a
broad message that will be communicated by mass média. It then transitions to more
specific issues that are directed at more discrete target audiences.

EREG contends that the use of mass media is necessary to reach 34 million
people ina relatively short period of time, and to overcome the inertia of this low-
interest, low-involvement category. EREG states that a typical month of television will
reach virtually all Californians with the EREG méssage approximately 9 to 10 times.
The next two waves of mass media, which will be primarily broadcast, will be used to
- build awareness for the toll-free information call center, and to make people aware of
the important brochure that will be coming in their mail.

In response to criticisms that a media-based campaign will not have an

impact, EREG states that it is well documented and researched that mass media

campaigns are successful. Public education campaigns such as the Partnership For A
Drug Free America and the California Department of Health Services’ Tobacco Contro),
have also published results which show the effectiveness of their media campaigns.
EREG also contends that if mass media advertising was not sué¢cessful, companies

would not invest their marketing dollars.
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Discussion
We are somewhat persuaded by the argument that less mass media

may be needed inan educational campaign of this sort. A 30- or 60-second radio or
television spot can only convey the simplest of messages, and cannot communicate a lot
of information about electric restructuring in such a short tinte period. One must
remember that the CEP is not selling a prodglctr_'or a candidate. Rather, the CEP is
designed to educate and inform customers. For that reason, radio and television are not
cost-effective for education and information purposes. Newspapers and magazines, on
‘the other hand, offer the advantage of presenting memorable, in-depth, written

messages.

We agree that mass media is an effective method of reaching

millions of households in a short period of time. Alth"dugh ‘rédio and television spots
are not a very cost-effective educahonal tool, they can be used as tools to shmulate
consumet interest in learning more about electric restructurmg Repeatmg the message
through these kinds of media will assist consumers in wanting to learn more about
electric restructuring. |

Since the spots are going to be used to enc‘bﬁrage and spur
consumers to take action, such as calling the call center for more information, it is our
belicf that these kinds of media spots could be shorter. Also, other ESPs, as we are
seeing already, will advertise theit bbmpéﬁ_ies' service offerings. The ¢a mpaigns by
these companies will complement the CEP’s mass media spots, which should be less
frequent as a result of the related marketing campaigns of others.

For the reasons stated above, we will trim back the mass media
expenditures by $8 million. The mass media line items should be reduced
proportionately so as to maintain the percentage allocations shown in the right hand
colunmn of the EREG Budget Summary shown in Appéndix A.

In order to determine where the monies for mass media will be
going, the IOUs shall submll the media plan to the ass:gned Commissioners and Al
 within 20 days of this decision. Since the media plans ma)' contain confidential
information, the IOUs should consider submitting the media plan under Section 583.
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Public Relatlons Efforts
Six percent of the EREG’s proposed budget is allocated to the $5.23 million

public relations efforts. Two-thirds of the $5.23 million would be allocated for agency
compensation of the public relations éntities. According to the proposed CED, these
efforts are to build the EREG’s credibility with the public as a neutral and unbiased
source of information.

Some of the commenting parties point out that the proposed CEP does not
explain how the publi¢ relations budget was arrived at, or what the tasks and activities
will consist of.

Others commented that the proposed CEP places too much emphasis
upon the EREG as a “brand name,” which in tum distracts from the content of the
message. Since the life of the EREG is limited, the focus should be on the education

outreach effort itself, rather than on promc")ting the name and nature of EREG. One

suggestion is to include a statement on all the CEP materials which states that the

materials or message has beena pproved by the Commission. Some parties contend that
the Commiission should be the one which is identified in the news media as the entity
rcsponsibie for electric restructuring, and as the place to get clarification and detail
about the new Coinpelili\'e environment. They recommend that the Commiission, in
coordination with the EREG, should install the necessary mechanisms to respond to
customer inquiries.

EREG responded that the objective of the publi¢ relations strategy is to
establish the campaign’s credibility as a provider of objective information on electric
restructuring. EREG plans to achieve this objective by aggressively pursuing media
relations, by implementing grassroots CBO programs, and through comnuinity
outreach.

EREG asserts that the budget proportion of advertising to public relations
is in line with other statewide education efforts, such as the Department of Health
Services’ Tobacco Education Program. EREG also points out that two-thirds of the
public relations budget is allocated to fees, and that this ratio is typical of the public
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relations ficld. Public relations includes such things as media relations, which involves
wriling press materials, and working with reporters to place stories.
In EREG's response to the June 6, 1997 ACR, EREG states that based on
the outcome of consumer research, EREG proposes that the Commission be emphasized
‘ as the neutral and reliable source of information conceming the restructuring of the
clectric services industry. The EREG states that it never intended to brand itself as the

neutral reliable source of information.

Dis¢usslon

The proposed CEP originally proposed that the public relations
effortinclude activities to “build crédibi]it}' for the EREG message as the trusted, -
unbiased resource for electric restrucluring information prior to the start of the media
¢ampaign.” Phase 1 and II of the CEP’s communications program include activities to
promote and build credibility for the EREG. Since we plan to terminate the EREG's
existence and its involvement in implementing the CEP, there is no longer a need for
this kind of activity. As we discussed earlier, in order for people to recognize that the
Commission has authorized the CEP messages, the CEP messages need to include an
approval announcement on the print and media material distributed or disseminated to
the public. In any media or public relations contact, it should also be siressed that the
Commission is responsible for oversight of the CEP messages and themes.

The public relations effort also proposes to provide in-depth
information to the media, government and opinion leaders. The public relations effort -
should not be involved in any governmental relations. That is an arca where the
Commission, as the responsible agency for implementing electric restructuring, needs
to take the lead in. Public relations efforts in the areas of contact with media and
opinion leaders need to be coordinated with the staff’s outreach so that there is no
overlap.

The public relations effort also needs to recognize the widespread

media interest generated by the restructuring of the electric industry. When the direct

access decision was announced in May 1997, it was front page news in the state’s major
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newspapers. As January 1, 1998 approaches, and more companies start advertising, the
interest in electric restructuring issues will increase. The public relations effort can take
advantage of that growing interest while reducing efforts in the area of media contact

and relations.

Based on the reduction of efforts in the area of building credibility, |

governmental relations, and media contact and relations, the public relations budget
should be reduced by $1 million. The proposed CEP budget for public relations
included costs associated with the managenient of the community/grassroots outreach
efforts. The public relations budget should be further teduced because of the smaller
scale of the community /grassroots outreach and ed ucation component of the CEP.
Because the size of the érassfoots efforts has been scaled back, an additional reduction
of the total public relations budget by $250,000 is reasonable. The total revised public
relations budget willbe a tofal of $3,980,000.

Proposeéd Budget for Collateral/Fulfillment

Twelve percent of the entire budget is allocated to collateral/fulfillment.
This amounts to $10,500,000. Collat_era][ fulfillment is described in the proposed CEP as
the actual cost of producing, printing. duplicating, and mailing of about 3 million
multitingual informational video tapes, and 6 million multitingual information
booklets.

Some of the parties belicve that expenses in this budget item can be
reduced. For example, the number of videotapes could be curtailed. Instead of targeting
individuals to receive this item, tapes could be distributed to organizations to
distribute. Given the EREG’s assertion that electricity is a low-interest category, these
parties doubt that consumers will request so mﬁch information. In addition, it is unclear
how aggressively ESPs will seek out small customers at the outset of direct access.
There also appears to be some overlap under this budget item with the activitiés that
are planned for the CBOs. Others believe that the best approach for ensuring that
¢0nS11f1‘iérs have the information tﬁey need to make informed choices is to use CBOs to

disseminate this kind of information.
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EREG agrees that the proposed CEP lacks details regarding the monies
allocated for colateral/fulfiliment. EREG states that detailed quantities for cach
clement are still being developed, and that only preliminary and gross numbers are
available.

EREG responded that several communications tools will be used for the
educational component of the proposed CEP. EREG contends that the brochures will be
distributed through the mail, through CBOs, at community events, and in response to
information requested through the toll-free information call center. Other materials, |
such as videos, will be developed for specifié audience information consumption needs.
The EREG is also proposing that small businesses may obtain an immediate request for
information by a “fax-on-denand” information systen.

EREG states that print runs of materials will be large enough to yield
economies of scale, butwill be small enough so that needed éhéhges can be
accommodated. EREG also plans to provide materials for the Commission’s outreach
efforts.

The subject and c¢ontent of the collateral pieces will be guided by the
EREG’s planned focus groups, and by knowledge gained in studies that were

conducted in other states, such as in New Hampshire.

Discussion

Videotapes, as a method of disseminating information to the
general public, have the advéntage of making it easier for consumers to leam about
electric restructuring. Rather than reading, consumers are exposed to an in-depth
explanalion.regarding electric r‘eslﬁlcturirig. Although videotapes have been around for
awhile, they have not been used as a way of disseminating information on a |
widespfead basis. As we previously noted, the Commission should consider the use of

non-traditional methods of communicating to consumers. We believe that this is one

such method.

Allhbugh the tapes could be used or distributed by the CBOs and

grassroots organizations as part of the CBO-based educational outreach effort managed

~74 -
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by the EET, we believe the CBO and grassroots efforts should develop more creative
approaches to educating their constituencies, rather than just showing or distributing
the videotape.

With respect to the other collateral, we believe thatit is important
to have on hand the information necessary to further educate consumers. Once
consumers are motivated to learn more about electric restructuring, the collateral will

be needed.

Direct Mall and Use of Bill Inserts
The EREG proposes to produce and send out 24 million direct mail pieces.

The proposed CEP allocates $12 miillion for this direct mail effort, which represents 14%
of the total budget.

Many of the parties suggested that the EREG take advantage of the space
in the utility’s monthly bill to distribute the CEP messages. Proponents of bill inserts
belicve that it is cheaper and more effective than more expensive t(_‘lévis'ion ads and
direct mailings. The use of bill inserts also gives more credibility to the bill insert, and
thus would be more effective in delivering the message. They contend that one or two
bill inserts could effectively r‘éplace one direct mailing and save approximately $6
million. Any such biil insert should include the toll-free number where additional
information can be requested. Even if one accepts EREG’s argument that bill inserts are
ineffective for audiences in general, proponents contend that bill inserts are likely to be
very effective and inexpensive for ¢ustomers who are coricemed about their electric
bills. If the insert materials cause the weight of the billing envelope to incur additional
postage, EREG could simply pay the cost of the additional postage.

A suggestion was niade to require the utilities to include on their bills a
toll-free number to call for a brochure about changes in the electric¢ industry. This would
be basically cost free, and would give exposure to the toll-free call center number.

PG&E commented that its experience with bill inserts as a means of

_ effedively communicating complex information is mixed, and tends to support DDB .

Needham’s observation that bill inserts are not a particularly effective form of - .
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communication. PG&E states that its customer research indicates that inserts which
address changes in rates and announcements of the initiation of proceedings have very
low customer interest and readership. Inserts which offer energy efficiency rebates or
literature through a toll-free number gcnérate a greater positive response.

PG&E believes that depending on the content-neutral nature and forn: of
such notices, and their relationship to the consumer education mandates set forth in
Section 392(d), such notices could qualify for insertion in the utility bill envelope. PG&E
points out that the loglsllcs, llmmg, space availability, and size of any such bill inserts

would need to be closely worked out with EREG and DDB Needham. PG&E also states
that should the weight of the insert cause an increase in the postage for the bill, the
overage would be ch‘trged to the CEP bud get

If bill inserts were used; EREG agrees that the costs would be reduced for
mailing lists, postage, and lettershop. EREG does not be_heve that bill inserts ¢an be the
only delivery vehicle or even the primary delivery vehicle because of the size and
weight limitations of the bill insetts, and because of the varied readership of bill inserts.

EREG cites a report from the Direct Marketing Association that states, “Respondents

were most likely to read, find useful, and respond to third-class mail from the

government sector.”

EREG favors the use of strategic and low-cost use of bill insetts to
complement and extend the CEP. An example of such an inisert ¢ould be a list of
informational booklets that are available from the toll-free call center. EREG wants to
work with the utilities on its direct mail efforts, so that the EREG can eliminate the cost
of having to rent mailing lists.

Discusslon

We agree with those who suggest that bill inserts be used to help
disseminate the CEP messages. Bill inserts are likely to get more notice from a customer
than CEP materials arriving asa separate p'icc’e of mail. Bill inserts are also cheapei' than -
the cost of ditect mail. Bill inserts h_aife the added advantage of being addressed directly
to the customer of record, rather than to the 6ccupant of the tesidence.

-76 -
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The IOUs and DDB Needham need to think in terms of what kinds
of cost-effective CEP materials can be used as a bill insert. An item which briefly
describes the upcoming changes, the number of the toll-free call center, and the
availability of further information, is an example of one type of item that could be
included as a bill insert.™ Such an item ¢could be produced quickly, disseminated o the
target audiences by way of bill inserts, and could assist tremendously in stimulating the
demand for more detailed information. Othet items that could be mailed as bill insetts
are amonthly series of selected topics of interest regarding electric restructuring. These
could include such things as: what évery customer needs to know about electric
restructuring; the most frequently asked questions about electric restructu ririg; and
consumer protection guidel{nes. | ‘

The reach into the target houscholds through the use of bill inserts
would be 100%. The cost to produce and include these items in a bill insert would be
very modest in comparison to the cost of mass media. Such items could also improve
the aided awareness goal for the CEP. If the alded awareness as measured by the l
ongoing research goes up as a result of the bill inserts, the mass media bud get could be
reduced significantly, and more bill inserts can be utilized. Needless to say, the affected
I0Us and DDB Needham will need to closely coordinate the lead times needed to
produce, review and approve the inseris, and include the inserts in the monthly bill. We
will direct the IOUs to meet with DDB Needham to develop ways in which these kinds
of short and to-the-point CEP messages can be included in the monthly bill as part of a
series, or on a stand alone basis. Since the bill insérts are modest in cost, and because
they niay reduce the need for mass media spending, we have not changed the budget
amounts to allocate more for bill inserts. In addition, the IOUs shall be required to

insert these materials in their monthly billing cycles over the course of the CEP effort.

® This brochure could also contain a multilingual notice that additional information is available
in a particular language. -
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Although some of the commenting parties suggest we reduce the
direct mail budget as a result of using bill inserts, we refrain from domg $0. Depending
on the success of the bill inserts, as monitored by the ongoing rescarch, the [OUs may
want to increase or decrease the number of bill inserts, or the number of direct mail
drops. By retaining this budg;et amount, the flexibility to respond to changing |
conditions is enhanced. |

Toll-Free Customér Call Cénter
The proposed CEP calls for the estabhshment of a toll-free call center ta
answer questions from consumers about cléct;nc‘ restructuring, or to r‘espond to requests

for some of the CEP materials.

Some of the comimenting parties state that the ¢all center must be

adequately wired, staffed, and trained, and that it have thc'ablil-it'y to handle calls fror
no’n-Enélish speaking customers. Others bél‘ie\‘"‘e.that' the proposed CEP’s call center
should be the same as what the Commission’s outreach plan is proposing.

Other suggestions include cutting back the hoirs of operation of the call
center. Instead of a 24-hour staffed center, a 14-hour operation should suffice. A 24-hour
service could be maintained for touch tone, menu-driven functions, so long as callers
are able to leave messages that can be responded to when theze is staff on drut‘y. Parties
also favor the ACR's suggestion that there be prerecorded and preselected electric
restructuring topics. Another suggestion is for a two-level ¢ustomer center where
operators are trained to answer general questions, and other operators are ablé to help
answver more complex questions or to refer the caller elsewhere for more detailed
assistance.

In its comments to the June 6, 1997 ACR, PG&E stated that it does not
intend to become involved in the training of the elc_fcttic restructuring toll-free
opetators. PG&E believes that its involvement would contradict the premise of
developing and implementing a neutral, unbiased educational program. In addition,

PG&E states that it lacks the staffing to undertake this work.
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Inits comments to the June 6, 1997 ACR, EREG clarified what the

information center will be doing. EREG states that the wtilities will not be involved in

the training of the call center operators. Instead, EREG proposes that the Commiission
staff and independent industry experts be wtilized to help develop training materials,
and be involved in the training sessions for the information center representatives. All
training material would be approved by the EREG prior to its use. Updated materials
would be provided on an on- going basis as situations ¢change and information becomes
available.

The mforma!lon center would be staffed b)' two levels of operators The
ﬂrst level would be trained to capture the name and address for mail followup. If the -
caller’s questions are nore complex, the call would be transferred to a help desk. The
help desk operators would be trained to answer more complex questions from a series
of expected questions. EREG states that the information’ gl\'en will be “tightly scripted”
and operators will not have the authonty to discuss any issues outside of the guidelines.
If the questions go beyond the scope of the expected queslions, EREG proposes that the
callers be referred to their local utility, the Ehetgy Cominission, or other entities as
appropriate,

EREG also clarified that the information center will have a voice response
unit at the front end of the system. The options available will be to listeh to recorded
messages which will have varied topics of interest to residential and business callers, to
receive a fax back, to receive a brochure, or to speak with a live operator.

EREG also agrees with the comment of others that the EREG and
Commission information ¢enters be one and the same. EREG hopes to work with the
Consumer Services Division to collaborate on the design, staffing, and operation of the
information centér to meet their shared goals. EREG also believes that a transition plan
should be developed in conjunction with the Consumer Services Division and
implemented during the last few months of the EREG, which would include the transfer
of responsibility to the Commission and pbsSible expansion of its capabi-l'ities toserve

customers of all other utility industries.
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Discusston _
The proposed CEP calls for DDB Needham to manage the toll-free

calt center, and to fulfill the requests of the customers who want additional information.
Some of the parties have suggested that the Commission staff or the EET take on this
responsibility. We decline to accept this suggestion. The Commission staff and the EET
do not have the time and resources 1o secure the necessary equipnient and office space,
hire and train operators, and manage this kind of operation. All of these thi‘ﬁg's must be
completed in the next month or 50. Accordingly, we approve the use of DDB Needham -

or its subcontractors to manage the call center on behalf of the IOUs. -

With respect to the training of the call center _o'pér‘ato'r's, DDB

Needham should be responsible for those efforts by using indépend'ent experts to
develop the training materials. The training materials are to be reviewed by the Energy
Division prior to their use. The IOUs and the Commission staff should make themselves
available as a resource during the training sessions in case questions arise. The IOUs
should ensure that DDB Needham monitors the quality of the call center operators’
responses to ensure that it is in accordance with the training that the operators will
receive. » ‘

The IOUs and DDB Needhan need to ensure that the call center is
capable of handling questions in different languages. Having two levels of operators
also makes sense given the possible complexity of the questions. However, the more
complex questions should be referred to the utilities or to the Commission. The
Consumer Services Division and the Energy Division should coordinate with the
ulilities to determine responsibility for answering more complex questions. As for the
hours of operation, there is no need for the call center to operate on a 24-hour basis.
Instead a 13- or 15-hour schedule should be adoﬁt‘ed. Depending on the time slots that
are purchased for television spots, there could be a need to rearrange the hours of
operation of the call center. Use of prerecorded messages on selected topics should also
be used, however, care must be taken to ensure that callers are able to access é live

operator. The delay in answering an incoming call needs to be minimized as well.
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We shall also require the IOUs to ensure that the toll-free call center
maintain a daily log of incoming calls. This log will form the basis of a monthly report
to the Commission. The iog shall report the following: (1) total iumber of calls received;
(2) number of calls answered by a call center operator; (3) number of calls wtilizing the
pretecorded messages on electric r’estructuring; (4) if available, the type of prerecorded
topics accessed by callers; and (5) number of questions received in each particular
subject category. This nionthly log information shall be detivered to the Directors of the
Consumer Services Division and the Energy Division bei;'im;ing on the 15> day of the
month following the startup of the call center’s operation, and on the 15" day of each
month thereafter. This monthly report shall réport on the preceding calendar month’s
log activities. |
| . Toward the end of the CEP's life, the Commission will need to
decide whether the call centeér needs to be continued. We will explore this further in the
first quarter of 1998 by requiring the Consumer Services Division to file its
recomimendations ¢oncerning the continuation of the call center activities at the Docket -
Office on or before January 39, 1998. Parties will have an opportunity to respond to
such a ﬁling. We agree with the comments that suggest the Commission’s toll-free
number, which allows consumers to access information regarding the registration status
of an ESP, should be linked to the call center so that consumers need to know only one
telephone number. This would avoid unnecessary public confusion.

The call center shall be referred to as the “Electric Education Call
Center” by the call center operators. Any CEP materials sent out to the public in
response to an incoming call shall also be identified as originating from the Electric

Education Call Center, and ¢arry the approval legend of the Commission.

Agency Compensation
The proposed CEP budgets $12,960,000 for agency compensation and

reimbursable expenses (agency compensation). This amount is 14.81% (15%) of the
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proposed CEP budget of $587,500,000." (Sce Appendix A.) However, if the following
four budget items are subtracted from the proposed CEP budget of $87,500,000 so as to
calculate the proposed agency compensation as a percentage of the items that DDB
Needham is directly involved in, excluding agency compensation, then the agency
compensation represetits 18.13% of $71,490,000: CPUC outreach of $2 million; EREG
expenses of $850,000; CEAP ad ministrative suppart of $200,000; and the agency
compensation of $12,960,000.” (See Appendix A.)

Since the discussion in this decision reduces the averall CEP amount from
what was requested in the proposed CEP, lhelagency compensation budget should ~
reflect the overall change as well since agency compensation is ;ela'ted to the size of
budget that it is handling. For that reason, we have calculated the agenc:)"oompensation
at 18.13% of the total authorized budget excluding the four aforementioned budget
items. Thus, agency compensation is budgeted at $11,279,580 (562,215.000 x .1813).
According to the latest EREG monthly report to the Comniission, the agency ”
contract” was still being negotiated. We expect that the final master contract with DDB

master

Needham to approximate the agency compensation ﬁerc'cntage reflected in the
proposed CEP as discussed above. That does not mean, however, that DDB Needham'’s
agency compensation should be $11,279,580, it could be negotiated lower.

Relationship to Other Education Programs
Proposed CEP Schédule
In the proposed CEP, the implementation of the Phase I mass media
effort is to begin in September. That effort will d;scuss lhc'changes taking place in the

industry, while distribution of the base level information does not begin until Phase 111,

* The proposed CEP budget of $87.5 niillion did not include the $3 million that was authorized
in D.97-03-069 for the EET. Had the $3 million been added to the $87.5 million, agency
compensation would represent 14.3% of the total CEP effort including the EET.

It is our understanding that the standard margm for adv crtising agency compensahon is
approximately 17.65% of the totat advertising budget.
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which is scheduled to begin at different times in October depending on the target
audience.

Some of the prospective energy providers would like to sce the CEP
schedule moved up. They point out that the advertising campaigas of some of the ESPs
has already begun, or will precede the CEP effort. They fear that if the informalion from
the ESPs precedes the CEP materials, customers may become confused.

One of the commenting parties recommends Itha_t the Commiission
establish basic guidelines to ensure that alternative or utility-specific education
programs provide only permissible m’os‘;ges and materials, and that such programs be
preciuded from denigrating other ESPs.

We decline to revise the current CEP schedule. The schédule cannot be
advanced given the time constraints needed to review and approve the CEP messages
beforehand.

Any potentially confusing or misleading advertisements are likely to be
responded to by other conipetilc)rs’ advertisements, or resolved by consumers once
they are educated by the CEP. We do not believe that there is a need to regulate the
adverlisements of potential market competitors.

Coordination with Commlission’s Consumer Outreach Plan Effort

In D.97-03-069, the Commission directed the Energy Division and the
Consumer Services Division to prepare a staff report detailing the types of outreach
activities that the staff can undertake, and which ¢an be coordinated with the efforts of
the utilities’ joint CEP. The Commission designated $2 million for this outreach effort.
On May 12, 1997, the staff filed a joint report entitled “Staff Report On The
Commission’s Consumer Outreach Plan” (staff report).

The staff feport points out that the various units of the Commission have

already contributed to the ongoing public education and information effqr( about

electric festructuring through written materials, a video, speeches, phone and peisonal

contacts with the press, legislators, and outside stakeholders, and the electri¢
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restructuring category on the Commission’s Internet web site. In addition to those
ongoing efforts, the staff plans to do the following:

¢ Continue ta communicate about the Commission’s decisions so as to provide
further guidance and standards for implementing electric restructuring.

Provide the public with access to the Commission’s database of registered
ESPs over the Commission’s web site, and through a toll-free number.

Provide advance information regarding electric restructuring to the media,
elected officials, other commuaity decision makers, and consumers before the
September roll-out of the CEP so that people are aware of the issues.

Obtain external consumer/community outreach and education resources to
enable the staff, in consultation with the CEAP, to develop and deploy an
effective consumer outreach effort to complemient the joint CEP.

Pocabl)' utilize the following consumer outreach techniques: distribute a
Commission consumer information packct make electric re structuring
materials available at all public meetings attended by the Comniissioners or
Commission staff; include materials in appropriate Commission mailings or
outreach activities; develop a bill inscit to prepare customers for the upcoming
CEP; expand the Conimission’s electric restructuring web site; provide a toll-
ftee number for electric restructuring consumer information and education;
operate and promote a Commission electric restructuring consumer
information speaker’s bureau; distribute and promote a Commission electric
restructuring consumer information press kit; and author and promote an
eleclric restructuring consumer information column series for print and
electronic media.

Interested persons were provided with the opportunily to comment on
the staff report. The only filed comments to the staff report were from The Greenlining
Institute (Greenlining) and the Latino Issues Forum (LIF). The EREG did not file formal
comments to the staff report, but individual members of the EREG did provide
comments. Those individual comments were transmitted to the assigned
Commissioners in a letter dated May 22, 1997. The CEAP also commented on the staff
report in a July 3, 1997 letter to the Executive Director.

Greenlining and LIF favor the proactive approach of the staff’s Consumer

Outreach Plan, but commented that the plan must be strengthened with respect to low-

income, limited or non-English speaking, and unsophisticated consumers. They also feel
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that the plan should be integrated with the EET, which should be funded at a minimum
of $50 million.

Greenlining and LIF suggest that the ¢consumer information packet
include detailed information on consumer protection, such as who to contact regarding
questions or complaints, and on the public purpose programs, such as the low-income
rate and energy efficiency assistance programs. The information provided in the packet,
as well as in the press kits, must be available in multiple languages in order to reach the
target audiences. To distribute these information packets, Greenlining and LIF
recommend that the Commission work closely with}C BOs. The use of bilt inserts is also
a good idea, provided that the information be provided in multiple languages With |
information on how to obtain additional information from language-appropriate
operators. | _
" Greenlining and LlF point out that the Internet is a good vehicle to reach
more affluent éonsunieré, but will not be utilized by customers with lower incomes who
do not have access to the Internet.

With respect to the toll-free number proposed by the Commission,
Greenlining and LIF state that this is an excellent way to meet the demand for reliable’
and unbiased inforination. However, they recommend that the Commission plan to
ensure that this operation have the capacity for fielding calls, training staff, and
handling calls from nOn-Eninsh speaking consumers.

| Greenlining and LIF favor the use of a speaker’s bureau to help educate
the public. They state that the speaker’s bureau should provide training in multiple
languages, and that the speaker‘s bureau be directed to reach vulnerable groups.
Similarly, the plan for an electric restructuring column should appear in non-English
print media, aﬁd include a queétion and answer section. _

As a result of the filed comments and the infornial comments of others,
the staff filed a revised staff report on the Commission’s Consumer Outreach Plan
(re’i'isecf staff report) on July 14, 1997. Some of the changes in the revised staff report are

as follows:
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(1) Staff agrees with the comments that it is in a position to prepare education
sltategies and materials in response to the upcoming consumer protection
decision, and other significant electric restructuring issues. The staft’s
outreach plan will include educaling consumers about relevant ¢consumer
protection measures and other policies adopted by the Commission or by
statute. The staff also plans to consider the input from the CEAP, and will
coordinate the Commission’s outreach efforts with the CEP and the EET.

The CEAP noted in its comments that the Commission has certain unique
clements. These elements should be used to narrowly focus the stalf’s
outreach éfforts. The staff plans to focus its outreach efforts on enhancing the
Commission’s ability to communicate with various groups and
organizations, including the following:

The Governor's Office

The Califomnia Legislature

Other offices of the state and federal government

Governmental advocacy groups

Local government offices

CBOs in conjunction with the EET or EREG

The media, academics, and think tanks

Professional trade and business associations

Foreign government representatives.

Public outreach techniques will us¢ a variety of communications tools which
can be used at various Commission-related events and activities. Since many
consumers do not have computers, a toll-free, multilingual felephone service
should be established so that consumers can inquire about the regislr‘ation .
status of non-utility ESPs. This toll-free registration status service should be
incorporated into the call center functions that are proposed as part of the
CEP. . , |

The staf f’s outreach efforts should proceed in accordance with the schedule
set forth in the initial staff report because of the need to be responsive to
inquiries from consumers.

The Commission’s outreach Project Manager will ensure coordination
between the Commission’s outreach activities with the activities of the CEP
and the EET so as to minimize unnecessary duplication.

The CEAP has proposed that the EET’s activities comimence prior to March
1998 so that the EET can focus on outteach to CBOs and small businesses.
Regardless of whether the EET or the EREG leads the community outreach
effort, the Commission should be prepared to assist in that effort, and
assume the lead role in community outreach when the EET or EREG has
expired.

L4
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(7) The primary activitics of the staff’s outreach plan should be implemented for
a minimum of one year.

(8) External tesources will be needed to dev elop and deploy an cffective
consumer oulreach effort. These resources will be paid for out of the $2
million allocated for the Comniission’s outreach plan.

Discussion
We find merit in the staff’s suggestion that consumers be provided

with ad\'ance information about electnc restructurmg dlrectl)' fron the Commission.
The most logical method to accomplnsh this is by way of a bill insert. This bill insert
should describe that the Legislature and the Commission have authorized direct access
to occur beginning onjanu:‘ir’y 1, 1998, and that many changes will occur as a result of
restructuring. The insert should also state that the Legislature has authorized the
utilities to developa C EP in conjunction with the Commission, and that the CEP is
sub;ect to the approval of the Commiission. The insert should also advise ¢consumers
“that they will see or hear Commission- approved CEP n1e<sages as part of the CEP. We
shall delegate the task of | prepanng this bill insert to the Fnerg)' Division, in
consultation with thc Commissioners and lhe_Pubhc Advisor’s office. Given the tinte
constraints, this bill -i'ns'er't shall be prepared and approved by way of ruling 10 later
than 30 days from the effective date of this decision. All investor-owned electrical
corporatioiis, including the small and ﬁllliti~jllrisdicli0na| utilities with the exception of
Kirkwood, shall be reqm:‘éd to include this bill insert in their respective monthly billing
cycles as soon as practicable.

The staff proposes to conduct outreach efforts with the CBOs in
conjunction with the EET. As discussed earlier, the EET should lead the CBO and
grassroots efforts. Should the EET require assistance, the staff could assist the EET inits
outreach efforts with the CBOs.

The staff should continue to coordinate with the utilities in

-implementing the CEP, especially with respect to coordinating the call éenter and the

toll-free ESP status number. With respect to the staff’s outreach with professional trade

and business associations, some of those contacts may be more in the nature of public
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relations efforts which the lead public relations agency can handle. The staff should
coordinate possible overlapping outreach activities with the lead public relations
agency.

We approve the activitics contained in the staff report and the
revised staff report, with the clarifications as noted above. The staff is authorized to
begin these activities imniediately. The staff should ensure that its activities are
coordinated with the efforts of others.

~ Relationship to the Utilities’ Education Efforts
In tHeJu ne 6, 1997 Assigned Commissioners’ Ruling, the following

question was posed:

“1. In the proposed CEP, what will the role of the utilities be?

a. .. _
b. How will the utilities’ CEPs differ from the EREG’s CEP
efforts?”
PG&E states in its comments that there will be little direct involvement by
PG&E in the CEP. PG&E plans to undertake limited activities that are independent of,
but complenentary to, the CEP activities. PG&E's activities will reinforce and support
the CEP messages. PG&E states that it has already implemented three sharchotder-
funded efforts which will precede the CEP efforts.
| PG&E also plans to provide some ulil_ity-sPec'ific‘dirécl access information
which PG&E believes is outside the definition of a CEP. PG&E ﬁlans to include the cost
of these activities for tracking and review as authorized in Or‘dering Paragraphs8and 9
of D.97-05-040. Of its planned direct access mmmunifations, PG&E may provide
customers with general information about the basic change in electric utility bills with
an emphasis on explaining the CTC. PG&E also anticipates a need to provide
customers with nore detailed, $pecific information about changes to the monthiy bill,
and about issues such as pfocgdur‘cs for releasing information and signing up to

- become a direct access customer.
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With respect to educational efforts by the utilities, whether paid for by
ratepayers or by sharcholders, sone of the parties assert that the Commission must
ensure that the utilities’ CEPs are neutrdl, objective and clear so as to guard against an
abuse of the wtilities’ market power. :

Discussion

If sha reholders are separately fundmg markehng materials
pertaining to electric restructurmg, and that matenal is not contrar)' to any Comnmslon
decision, order, or rulmg, the utilities are free to engage in this kind of marketing.
Educational efforts whlch amount to a utility-specifi¢c CEP require prior Commission

_'approval
EET Effort | o
~ Asmentioned above, some of the corimenting parties believe that there is

a need for continuing education well beyond the termination date for the EREG effort.
In order to meet this need these parties believe that a larger percentage of the bud get
should be allocated for the EET effort, and that an expensive up-front effort is not

entirely needed.

Dlscusslon
We reCogmzed in D.97-03- 069 that there is'a need for some form of

conlmumg educahon even after direct access begms on January 1, 1998. We also stated

that the EET “will overlap somewhat With the CEP, and build upon what the CEP has

* done.” (D.97-03-069, p. 8.)

As discussed earlier, we believe that the EET should manage lhe

im piementation of an expanded CBO-based education and outreach effort designed to
educate customers about electric restructuring. Thisis entirely separate from the scope
of work that DDB Needham plans for its grassroots and community efforts. We have set
the funding for this CBO—baéed effort at $10 million dollars. The EF.T shall dev ‘elop
plans for a CBO-based outreach effort almed at edUCatmg lhe publlc about electnc _

| restructurmg overa sustamed penod of time. Such an effort should lake advantage of,
and follow closely on the heels of the conisumer education efforts of the joint CEP. Tlus
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effectuates a change in the balance between the use of mass media and the usc of CBOs
and other comnunily and grassroots organizations. We authorize funding for a
separate, stand-alone CBO effort of $10 million while reducing the funding for the mass
media aspects of the CEP by $8 miiltion. We also maintain the short-teem grassroots and
community efforts of the IOUs at a reduced budget level of $4 million.

This enhanced CBO educational outreach plan is consistent with
the EET’s charge “to promote consumer educalion about the changes to the electric
industry,” and to “target those customer groups and conimunities wheie direct access
participation renains low.” (D.97-03-069, p. 50.) Since the EET has been given new and
immediate duties, we authorize 'ihe.EET to bégin all necessary work to take on the
responsibilities of designing and managing this expanded CBO educational outreach
effort. The EET is also authorized to retain an e’niity or entities to desi'gn; develop and
administer this program. The EET, as an a'd\"i_sory body:io the Cor‘umissioh, should use
the procurement and contracting rules requifed by state lai.

We will authorize the EET to expend funds of no more than

© $500,000 from the $10 million that we have designated for this CBO educational

outreach effort, for expenditures related to the cost of retaining a consultant, and to

design and develop such a plan. However, before the expenditure of any CBO
program-related funds, i.c. funds for the actual CBO effort , the Commission must
approve by way of decision, the proposal by the EET fora CBO-based educational
outreach plan. '

We direct the EET to begin this effort as soon as poésible. We
expect the EET to develop a comprehensive and well conceived proposal for a CBO
educational outreach effort as soon as possible. The EET will file with the Commission a
detailed proposal for a CBO educational outreach plan prior to the funéling of any CBO
or other grassroots organization. The filing of such a plan shall occur no later than
October 15, 1997. Since this scope of work was not originally contemplated when
D.97-03-064 created the EET, the plan should be submitted along with a revised work
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plan, and revised budget.” Interested parties may file comments on the proposal,
revised work plan and budget as provided for in this order.

Our goal is to have this CBO outreach plan in place 1o later than
March 31, 1998. As stated earlier, this delay is necessitated by the state’s procurement
rules which affect advisory bodies, such as the EET. During this lag, communities and
other hard-to-reach audiences will not go unnoticed. In addition to the mass media,
direct mail, bill inserts, the call center number, and other activities, hard-to-reach
audiences will also be targeted by the $4 million community and grassroots effort of the
joint CEP. | |

Since the CBO educational outceach effort is two and a half times
the size of the community and grassroots compo;iel‘\l of the CEP, the CBO effort will be
well positioned to focus its efforts on those constituencies and communities that are

harder to reach ihrO'ugh traditional methods. We envision this effort as a means of

allowing the CBOs to play a more active role in the education process of its constituents.

Certainly, the role of the CBO in this educational outreach effort goes beyond what was
contemplated by EREG for these kinds of organizations. Since we have the
resp{msibi'lit)r to approve all of the CEP materials, all of the materials developed by the
EET or the CBOs will be subjéct to our approval before they are disseminated. The
Commission in its review of such materials, plans to review the materials to ensure that
.the message is accurate, unbiased, neutrat and does not advocate the policy position of
the CBO. To the extent that previously approved CEP materials are utilized, no
additional approval is required.
The Director of the Consumer Services Division will be directed to

appoint a staff liaison person to work with the EET regarding the CBO educational
outreach effort. To the extent possible, the EET should rely on the resources of the -

® Ordering Paragraph 10h. of D.97-03-069 requlres the EET to file a propased, delailed work
plan and budget no later than August 1, 1997.
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Commission in planning and carrying oul the activities of this educational outreach
plan. 7

The EET is budgeted $10 million dollars for the CBO-based aspects
of this project. In addilion the EET retains its original $3 million doltar funding level
that we authorized in D.97-03-069, and as shown in the Revised Budgei Summary in the
conclusion section of this decision. This $3 million dollar funding level should be used
to fund the administrative and general overhead expenses of the EET and may be used
to fund specific customer education efforts that do not employ the usé of a CBO or other
grassrobts organization. (Sce D.97-03-069, pp. 38-39.) The decision whether the EET
should take over and continue sonme of the éducational efforts currently be'ilig
undertaken by the joint CEP beyond May 1998, or to develop other efforts, will be left to
a future Commission decision deciding the scope of work and the budget of the EET.

The merbers of the EET, the organizations they represent, and any
entity they have a financial interest in, may not bid for a contract to manage or
administer any portion of the EET’s efforts, nor may the 6'rganizalions lhej' belong or
have a financial interest in, be the recipients of any funding through the EET. This is

necessary to avoid conflicts of interests and to ensure that the EET management of the

CBO educational effort maximizes consumer education rather than furthering one’s

pecuniary interest.

Dissolution of the CEAP ,
The CEAP was created for the purposes of assisting “the Commission in the

evaluation of the joint CEP, and to provide input into the developnient of the
Commission’s own outreach plan.” (D.97-03-069, p. 24.) As discussed carlier, the CEAP
has completed both of those tasks.™ Many of the CEAP’s comments and ideas have been

incorporated into this decision.

* To the extent that the Commission may neod further inputinto the Commns-On stalf’s
outreach effort, the mput of the EET could be solicited for this purpose.
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Having completed its mission, we believe that the CEAP can now be dissolved.
The contributions and input of the CEAP members have been an invaluable part of our
evaluation process of the proposed CEP. We wish to acknowledge their efforts, and to
thank them for their service. We will direct the Executive Director to prepare
resolutions lhanking cach of the CEAP members for their work. We also welcome their
further input and participation should they decide to do so. Those C EAP members who
have not already been appointed to the EET, may \write a letter to the assigned

Commissioners, with a copy to the Executive Director and the assigned ALJ, expressing

their interest in serving on the EET. Such a letter shall be mailed to the assigned

Commissionerss within 15 days from the mailing date of this decision. As noted carlier,
the Commission will decide whether the EET should be enlarged. -

Since the proposed CEP included $200,000 as part of the administrative support
for the CEAP, we will approve that b(!dget item with the understanding that this
amount is to be used to pay off any oiltstanding claims by the CEAP members for per
diem, and travel and lodging reimbursement. Should there be money left over after
these expenses are paid, it is our intention to make the remaining portion of the

$200,000 available to the EET should it be needed.
EREG Administrative Details

Compensation Plan
In response to the June 6, 1997 ACR requesting information about

approval of a compensation plan for EREG members, the EREG replied as follows to the

question of how EREG now defines a meeting:

“Given the complexity and the magnitude of EREG's challenge,
extraordinary efforts have been and will be undertaken by EREG
board members to achieve a successful Consumer Education Plan.
For example, EREG members were personally involved in
developing and ntanaging the process of selecting the lead agency
and developing the draft CEP. EREG niembers are also engaged in
: negohatmg and drafting contracts, as well as cm:dlnatlng the
activities of the participating utilities, other CPUC groups, the lead
agency and the fiscal agent with regard to soliciting input or
information, preparing and presenting it to the EREG board or
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CPUC for consideration, then implementing decisions in a timely
manner. Were it not for the individual efforts of several key EREG
members, it is doubtful that the EREG could have met the CPUC’s

established timelines.

“In order to compensate eligible EREG members for their
extraordinary contribution to this effort, time they spent away from
other income-producing activities, a compensation formula was
developed which recognizes time spent attending meetings and
time spent on authorized EREG activities between meetings.
‘Mecting’ is defined in the EREG's fiscal policies and procedures as
any scheduled meeting by the body which the EREG member is
required to attend, whether in person or by phone. Eligible
members who attend meetings are compencated $300 per meeting,
regardless of how many hours the actual meetings takes. (A typical
EREG board meeting extends from 9:30 a.m. to 4:30 p.m.) All other
EREG authorized activities are recorded in no less than quarter-
hour increments, with every four hours constituting a ‘meeting’.
Employees of the state, utilities and energy providers are not
compensated for meetings.

“This definition of ‘mecting’ has been made by the EREG in
recognition of the fact that EREG members, eligible for
compensation, need to be adequately compensated for the time and
expertise they devote to EREG matters. Consequenlly, ‘other EREG
authorized activities’ shall be defined as those activities assigned or
required by the full EREG or EREG committees to complete their

tasks such as contract negotiations, pre/post meeting preparation
and follow-up action items such as preparing the nionthly report to
the CPUC.

“It is important to recognize that most of the EREG members
cligible for compensation are senior management of Executive
Directors of the diverse stakeholder organizations they represent,
or self-employed as independent consultants. If they were hired as
consultants, they would charge $150-$250 per hour.
Acknowledging the skills and experttise of the Board members
through reasonable compensation has been essential to the success
of the CEDP.”

The ACR also requested information about how EREG members are tobe
compensated, and who keeps track of who is being compensated and the number of
. hours or meetings that the EREG members spend on EREG-related work. The EREG

. responded that no EREG board member is compensated for time or reimbursed for
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expenses without proper docunentation and approval of an EREG officer. Eligible

EREG members are compensated for time spent in meetings at the rate of $300 per
meeting, and $75 per hour for cther EREG-authorized activities. EREG members nust
first submit an official EREG timesheet, and obtain approval from an EREG officer,
EREG’s board Manager keeps individual records of hours worked and compensation
sought by the board members. The entire EREG board reviews the monthly financial
report to make sure that compensation continues to be reasonable and appropriate. In
the monthly report to the Commission, information regarding the pe'r diem
compensation and the expenditures of the EREG are provided. _

One of the parties commented that there should be reimbursement for
individuals and organizations that gi\;e their time and efforts to'serve the public.
However, due to the increasing demand for Section 376 ¢ost recovery, the party urges a
careful and cautious examination of apprdpriate activities for reimbursement. -

Discussion

We raised the question of the per diem compensation plan because
of our concern that the level of per diem could quickly increase and get out of contro,
especially in light of the number of EREG members eligible for per diem. After
reviewing the monthly reports of the EREG, attending the EREG presentations, and
receiving feedback from the Energy Division liaison to the EREG, we are satisfied with
the EREG's response that the EREG members should receive per diem for those hours
that they had worked on EREG-related meetings.

A similar issue is likely to come up with the EET. The EET should
draft up clear per diem and reimbursement policies, and include it as part of its revised
budget and funding request for the Commission’s review. However, no per diem

beyond what was discussed in D.97-03-069 is authorized at this time.

Financial Arrangements
The June 6, 1997ACR also requested the EREG to provide information

about the fiscal agent that EREG retained, and the financia} audits mentioned in the
proposed CEP. EREG provided the following information. The EBCF is the fiscal agent

-95.
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for the EREG. The contract between the EREG and EBCF provides that the EREG funds
are to be held in a separate account, and is subject to audit by the EREG and/or the
Commission at their discretion. The EBCF is also audited annually. This annual audit
reviews and tests EBCF's financial statemeints. The EREG fund will be included as part
of this annual audit.

EREG plans to retain the same EBCF auditor, or another accountant to be
agreed upon by the EREG and/or the Commission, to conduct a separate audit of the
EREG fund at the end of the project. EREG’s proposed budget anticipates retaining the
EBCF auditor to conduct this audit. If another independent auditor is chosen, EREG
estimates that the cost would probably be higher.

EBCF provides monthly reports of the revenue and expenses on behalf of
the EREG to the EREG’s board Manager. These reports are compared with the EREG
records, discrepancies reconciled, and a full report is'appfO\'cd by the EREG board. This |
report is included in the monthly report to the Commission. S ,

EREG also mentions that the contracts between EBCF and DDB Needham
require that DDB Needham manage the EREG funds in a separate account. These funds
are subject to an independent audit by the EREG or the Commission. EREG also plans
to require monthly financial statements and cash flow reports fronm the DDB Needham,
since DDB Needham is the entity which will make disbursenients to subcontractors and
vendors. EREG proposes to include the statements and teports from DDB Needham in

the monthly report to the Commission.

Discussion
In organizing the EREG, the EREG evaluated whether it should

incorporate as an independent entity or use the services of a fiscal agent. The EREG
decided to use the services of a fiscal agent, and retained the EBCE for that purpose. The
IOUs and the EREG, consistent with our earlier discussion, need to assess whether the
contractual arrangement with EBCF should remain in place.

Since the utilities are now dirécl‘lf responsible for the oversight and

managemen( of the CEP effort, except for oversight of the CBO-based educational
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outreach effort, the IOUs shall adhere to the monthly reporting requirement contained
in Ordering Paragraph 3.h. of D.97-03-069. In addition, we shall require the IOUs to
have DDB Needham Submit'mOf\lhiy financial statements and cash flow reports with
respect to all CEP-related activities. These statements and reports shall be submitted as
part of the IOUs' monthly report to the Commlssmn

With respect to an mdependent financial audit of the CEP-related

funds, we shall defer that decision to a later time when the fmancnal fow of the CEP

monies has been worked out.

CEP COncIuslon
As discussed i in the seclions aboVe, we have made several changes with respcct

to the proposed CEP budget request We find that the proposed work scope of the CEP,
as contamed in the proposed CEP and as discussed and clarifiéd in this decnsmn,)ushfy _
the total CEP budget of $89,294,580 as shown in the two following revised budget

summaries. The first budgd summary shows the subtotal for the utilities’ CEP efforts.
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‘Revised Budgel Summary
Utilities’ Customer Education Program
(Specific Line Item Allocation Not Included)
Public Relations $ 3,980,000
Mass Media 20,645,000
Production - 4,895,000
Direct Mail 12,000,000
Informational Call Center 4,000,600
Collateral/ Fulfill:_’iimt 10,500,000

Small 'Blisiness'-additi()nal 1,000,000

Website = ’ 75,000™

‘ Crass_rools Comm./Prom. 4,000,000

~Resecarch 1,120,000
Agency Cémﬁensétioh 11,279

Subtotal | $73,494,580

The I0Us shali file a detailed Revised Budget Summary at the Docket Office
within 20 days froni today’s date. The detailed summary shall include the budget line
items within each budget category, as shown in the EREG Budget Summary

5 In the detailed Revised Budget Su mmary, this additional amount should be apportioned to
the relevant budget line items.

® We have reduced the web site expeﬁse by $25 000. We agree with the coniments of the CEAP
that the overall cost of creating and maintaining the site chould be less than the requested
amounl
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(Appendix A), and reflect the budget changes shown in the above Revised Budget
Summary, and as discussed in this decision.

In the June 2, 1997 motion to adopt the proposed CEP, the EREG requested the
flexibility to be able to nove funds belween the budget categories as necessary. We find
that there is sonie merit in allowing some limited discretion. We have carefully
considered the entire budget of the CEP, and the relationship of the individual pieces to
our overall goals. We recognize the importance of being able to change individual
components of the CEP in response to the ongoing monitoring results of the program.
For that reason, the IOUs shall have limited discretion to move monies between the
budget categories listed in the above Revised Budget Summary. However, the shift in
menies cannot alter the budget category from which the monies are being taken by

more than 3%. With respect to movement of the budget line items that are contained

 within each budget category (See Appendix A), a shift of not more than 5% will be

~ permitted within each budget category. Should the IOUs require greater flexibility in
shifting monies from one budget category to another, the IOUs shall be permiitted to use
the advice letter process to request such authority. ,

In authorizing the budget for the CEP, we remind the IOUs, DDB Needham and
its subcontractors, that expendiiures of monies in excess of this budget are not
authorized. Even though the subtotal for the utilities’ CEP is a"ulh'Orized at $?3_,49-1,530,
that does not mean that they should come as close to this budget level as possible. .
Instead, the IOUs, DDB Needham, and its subcontractors should strive to reduce the
CEP costs as much as possible.

- The second part of the revised budget summary shows the subtotal for the efforts
~ of the Commission and the community-based educational outreach efforts in the

amount of $15.8 million.
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Revised Budget Summary
Commission and Community-Based Education and Outreach

CPUC Outreach $ 2,000,000
EREG Admin./Operations 350,000
CEAP Admin. Support. 200,000
CSD Research ' 250,000

EET 3,000,000

EET-CBO Effort 10,000,000

Subtotal $15,800,000
TOTAL CEP BUDGET $89,201,550

We will grant the June 2, 1997 motion to approve the CEP as modified by our
discussion in this decision. The total amount authorized for the jdint CEP effort is
$89,294,580. Twenty-three million dollars of this $89,294,550 was previously authorized
in D.97-03-069.7 We will authorize the remaining $66,294,580 (69,294,580 - 23,000,000) to
be tracked in the memorandum accounts of PG&E, SDG&E, and Edison that were
established pursuant to D.97-03-069, and will permit SCWC to establish similar
memorandum accounts as well, and to track those amounts. Subject to our potential
disallowance mechanism for failing to meet the aided awareness target of 60%, the costs
allocated to these utilities shall be recoverable from their respective customers pursuant

to Section 376.

¥ In D.97-03-069, the following amounts were authorized as parl of the total educational effort:
(1) $20 million for the CEP of which $2 miltion is for the Commission’s sutreach efforts; and (2)
$3 million for the EET.
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Reasonableness of the Additional Budget Amounts

Edison requests that in approving the proposed CEP, the Commission also
extend its finding on the reasonableness of the additional fundi'ng amounts that are
approved. Edison contends that because interested pariies have been afforded the
opportunity to comment on the proposed CEP and to challenge the proposed
expeliditures in advance of any sigﬁifiCant expenditure of funds, the opportunity to
challenge the CEP e‘xperi'ditures after the fact should be substantially limited. Edison
also points out that because it is only one member of the 19-member EREG, it does not
have control over the actions of the EREG. The regulated ‘utility must not be held
individually résponsib!e for the actions of the 19-meinber EREG board. |

ORA is opposed to EdisOn_*s request that the finding of reasonableness be
~ extended to any additional amounts that are approved. ORA c¢ontends that anyone
should be able to Quéstidn the reasonableness of lh.e expenditures b)? the EREG on
behalf of the utilities.

Discussion
We agrée with ORA that the Commniission should not make a finding that

the additional amounts authorized by ‘lioday's decision are reasonable. Itis premature to
do so. As discussed carlier, we have established a procedure to nieés;ire the success of
the CEP effort. If the aided awareness goal of 60% is not met, we will initiate a
proceeding to address the‘pt‘)ssib]e shertcomings of the CEP effort. To ensure that the
aided awareness goal is met, we should refrain from making a finding of
reasonableness with respect to the total CEP budget amount until after the overall aided

awareness level has been reviewed.

Modification of D.97-03-069
The Commission authorized the formation of the EET in D.97-03-069, and

directed the Executive Director to appoint the niembers to the administrative committee
of the EET. The intent 6{1)»97-03—_069\%5 to create the EET as an advisory body to the
Commission. (See D97~03—l369, pp 36;39; AC»R, July 3, 1997, p. 2) However, in Ordering
Paragraph 103. of D.97-03-069, the following was stated: '

-101 -
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“The funding level for the EET is initially authorized at $3 million. Any
request for monies in excess of the initial authorization of §3 miltion shall
Le filed as a motion by the investor-owned utitities on behalf of the EET
with the Commission, and served on all the parties to this proceeding,

wha shall have 14 days from the date of service to file written comments.”

Since the EET is an advisory body to the Commission, the provision in the above-
quoted passage that refers to a motion being filed by the investor-owned utilitics on
behalf of the EET is not required. Instead, the EET should be permitted to file itsown
motion if it nceds to request additional funding in excess of the previously authorized
level. Accordinglj', the second sentence of Ordering Paragraph 10]. should be medified
by deleting the words “investor-owned wtilities on behalf of the EET” and replacing it
with “EET.” Thus, the second sentence, as modified, would read: “Any rc"ql‘lt‘sf for
monies in excess of the initial authorization of $3 miltion shall be filed as a motion by

the EET with the Commission, and served on all the parties to this proceeding, who

shal) have 14 days from the date of service to file wrilten comments.”

In a letter from the California P\itnhicipal'Uti]itiés Association'(CMUA), the

CMUA recommends a slight language change be made to page 8 of the proposed CEP.
CMUA reconniends that in the line labeled “27, the phrase “multiple companies selling
eiectricity" should be changed to “multiple providérs seliing eleclticity" to reflect the
faél that sonie of the a ggregators and some of the utilities are likely to be public
agencies or non-profit organizations, and not “companies.” Since l_lie EREG pulled this
desired 'message from page 27 of D.97-03-069, that decision should be modified to nake

this recommended change.

Modification of D.97-05-040

In D.97-05-040, we adopted a registration process for ESPs who plan to offer .
electric service to residential or small commerctal customers. Appendix B of that
decision was adopted as the registration form. When we were designing the registration
form, we overlooked the fact that municipally owned clectrical corporations or
irrigation distriéts might register as ESPs. Accordingly, Appéndix B of D.97-05-040

should be modified to include in the “Type of Ownership” section, a category entitled
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“Government Entity” lo capture this type of ESP. The Commiission staff is directed to
make this change on the registration form. A sample of the revised form is attached

hereto as Appendix B,

Findings of Fact
1. D.97-03-069 adopted the joint proposal of PG&E, SDG&E, and Edison to devise

and implement a joint CED.

2. D.97-03-069 approved the plan of the three utilities that they appoint the EREG
to provide oversight for the development and implementation of the CEP on behalf of
the I0Us, and that the EREG retain a consultant to develop and implement the CEP
messages.

3. The three utilities, on behalf of the EREG, flled a motion on June 2, 1997 for the
Commission to approve the proposed CEP. |

4. SCWC'’s motion o participate in the joint CEP was granted in an AL] ruling of
june6,1997. |

5. PacifiCorp, Sierra Pacific, SDG&E, and PG&E filed 'separate pleadings regarding
the implementation of separate customer education programs, which have been
addtessed in a separate Commission decision. |

6. D.97-03-069 authorized the Conmmission staff to de\'elop outreach plans as part of
a coordinated CEP effort.

7. The Energy Division and the Consumer Sc}\'ic_es Division filed a staff teport on
May 12, 1997 which describes the kinds 6f outreach activities the staff could undertake.

8. A revised staff report was filed on July 14, 1997.

9. The CEAP was authorized in D.97-03-069 to assist the Commission in the
evaluation of the joint CEP, and to provide inputinto the development of the
Commission’s outreach efforts.

10. The CEAP submitted its report to the Commission on July 14, 1997, and met with
members of the Commission in public meetings on July 14, 1997 and ]uly 16, 1997, to
discuss the CEAP report.

‘11. The proposed CEP recommends a total budget of $87.5 million.
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12. The CEAP Report concludes that education efforts can begin immediately, but
the proposed CEP must be modified in a number of different areas.
13. AB 1890 directed the Commission to authorize direct transactions between
electricity suppliers and end-use customers.
14. Direct access is to be made available to all on January 1, 1998.
15. The various comments that we received provide constructive input on what
others believe the CEP should contain.
16. The proposed CEP contains sufficient detail as to the resources that have been
arranged to carry out the CEP.
17. The proposed CEP provides direction as to who the target audiences are, the
general topics to be covered by the messages, and how the CEP effort will be measured.
18. The proposed CEP discusses t_hé types of communications tools it will use to
convey the messages, and provides an overall bud get for the CEP effort.
19. The purpose of direct access is to offer all customers a choice in selecting their
electric provider. |
" . 20. Direct access will be successful only if sufficient numbers of electric customers
parlifipate in this new market structure.

21. Industrial and large commercial custOmeré are more likely to understand the
ramifications of what electric res;lructuring‘ means to their companies.

22. New entrants are already seeking to capture a share of the market as evidenced
by recent newspaper ads.

23. In order for residential and small to medium commercial customers to benefit
from direct access, these customers need to be infornied about what electric
restructuring means to them.

24. Customers must overcome the share of mind of the incumbent utilities so that
they can entertain the idea of switching from the existing monopoly provider to another
provider.

- 25. Due to the previous eleélr_ic monopoly structure, most consumers are used to and

comfortable with the idea of receiving electricity from the incumbent utility.
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26. In order to overcome this share of mind, the CEP must educate customers about
what resteucturing means to them, and what choices are available to them.

27. Only through highly visible messages and constant reinforcement will
consumers have the opportunity to enhance their awareness of the CEP, and to obtain
the information they need to understand the implications of direct access.

28. Once customers are educated, the power of this information will allow customers
to overcome their incumbent utility share of mind. |

29. In determining how large the CEP should be, a consideration should be the cost
of failing to adequately educate customers, versus the cost of the CEP.

30. The CEP is different from the othicr cited adverlising campaigns because

customers need to understand why a customer might want to switch, and what their

options are. ,
31. The CEP represents a change in the overall regulatory structure and how the

utilities and their competitors will do business, whereas Caller 1D was a preexisting
telephone service offered in other states, which encountered resistance in California
because of privacy concerns. ' » _

32. The CEP involves different concerns for different target audiences, whereasin
Caller ID the issue of whether customers wanted their numbers blocked affected
everyone in the state in the same manner.

33. To ensure that customers have the information necessary to help them make
appropriate choices regarding their electric service, the joint CEP needs to be
implemented as soon as possible.

34. The CEP shall be implemented no later than September 1, 1997, and will continue
until May 31, 1998.

35. EREG's proposal for a public symposium should not be adopted.

36. The CEP’s purpose is not to make the subject matter of é!ectr‘i'city more appealing
to consumers, but rather to educate consumers about what electricity restructuring
means to them, and what choices and options they have in the new regulatory -

environment.
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37. In order to make people aware of the goals, the Commission needs to authorize
sufficient monies so that this educational effort can take place.

38. Aided awareness tepresents the ability of customers to recall certain picces of
informalion that they were exposed to when prompted or coached by an interviewer.

39. Instead of attempting to educate the public on one discrete issue, as was the case
in Caller ID, the CEP needs to educate the public on what the new industry structure
means to customers, and what customers need to know in order to make informed
choices.

40. Given the différences in the type and amount of information to be absorbed in
Caller 1D and in the C EP, aided awareness for the CEP is likely to be less.

41. Aided awareness is a function of reach, frequency, actual recall and memory, and
consumer cooperalion in reporting recall/nemory to the researcher.

42. For aided awareness to occur, sufficient monies need to be allocated so that the
messages ¢an reach, be heard, and be remembered by all the target audiences.

43. Given the differences in the subject matter being communicated, spending more
on the CEP than in Caller ID does not necessarily mean that the aided awareness target
should go up as a result.

44. The proposed CEP’s aided awareness goal of 60% is adopted. -

45. The utilities shall ensure that the CEP meets, at a mininwni, the 60% goal for the
total of all of the target audiences.

46. The use of the term “target audiences” for the purpose of the disallowance
mechanism shall nmiean the total of all tosideﬁtial custoniers, all small business
customers, all special-needs customers, and all opinion leaders, as described at pages 10
and 11 of the proposed CEP.

47. The IOUs, through DDB Needham or its sxlbcontréctbrs, should conduct a

monitoring study to measure the aided awareness goat of the CEP.

48. Anindependent monitoring study to measure the aided awareness goal of the
CEP should be conducted under the direction of the Consumer Services Division.
49. The utilities and DDB Needham must aggressively conduct the customer

research needed to develop and implement the messages.
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50. A post-CEP measurement study should be done by the 1QUs, or through DDB
Needham or its subcontractors to assess how successful the CEP was.

51. Whatever inessages and advertisements that are developed for the benefit of the
utilities, those messages and adverlisements must still be approved by the Commiission.
52. Concerns about the content and neutrality of the messages have already been

addressed through the broad cross section of representatives who serve on the EREG.

53. The review process of the Commission will assist in catching inaccurate or biased

messages. _
54. The CEP messages must remain as neutral and unbiased as possible.

55. To stimulate direct access by residential and small commerciat customers, an
extensive and thorough campaign is necessary to provide consumers with information
so that they are made aware about the choices that they have.

56. Given the timely need to get the CEDP materials into the hands of consumers, the
review process for the CEP materials should involve only the Commission.

57. All approved CEP materials shall contain the approved legend.

58. Itis imperative that the utilities take a more proactive role in the development
and implementation of the joint CEP.

59. Disbanding the EREG at this time will result in efficiencies by reducing the
unuwieldy decision making process of the EREG so that quick tumaround decisions ¢an
be made by the utilitics, and will give the utilities more direct management control over
the lead agency.

60. The structure of the EREG could hinder, rather than facilitate the process.

61. Disbanding the EREG will eliminate any possible consumer confusion over the
sponsarship of the CEP messages, and improve the development process for the CEP
message.

62. Disbanding the EREG will improve the accountability of the utilities for the CEP.

63. The Commission lacked effective oversight and control of the EREG framework.

64. In light of the time, the process of screening and hiring the lead agency, and the
work done to date, the utilities should retain the same lead agency and its B

subcontractors to complete the development and implementation of the CEP.
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65. The proposed CEP includes in its proposed budget the costs of educating those
customers who are in the franchise arcas of the municipally owned utilities.

66. Care must be exercised in the development and dissemination of CEP materials
in the service territories of the municipal utilities so that municipal customers are not
misled about the availability of direct access in their area.

67. The proposed CEP’s priority target audienées are residential customers, small
commercial customers, special needs customers, and opinion leaders.

68. Special needs customers include low inconie customers, geographically isolated
customers, multilingual customers, and physically challenged customers.

69. Many of California’s elecrtric customers are considered low-income households,
and therefore qualify for energy discounts under- the CARE progran. ’

70. Many of the utility service customers in this state speak a primary language

other than_English. ,
71. Less than 6% of the proposed CEP budget is allocated for CBOs and grassroots

educational outreach efforts.

72. The limited life of the CEP limits the effectiveness of CBO-based educational
outreach efforts.

73. Since the CBO educational outreach effort will be expanded, the grassroots
efforts should only be funded at $4 million.

74. A transition period is likely to occur after direct access becomes available.

75. The EET should develop and implement a CBO-based educational outreach
effort.

76. The CBO-based educational outreach effort managc& by the EET should be
funded at $10 million.

77. The EET’s role in developing the CBO educational outreach effort is consistent
with its role to help customers understand the changes in the electric industry during
the transition period to direct access. »

78. The mass media portion of the proposed CEP should be reduced, and the EET
should be authorized to design a CBO-based educational outreach effort ,for the

Commission’s approval.
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79. Non-traditional methods of outreach may be a more cost-effective way of
reaching and educating the target audiences.

80. The total proposed CEP budget which targets small businesses amounts to about
$3.7 million.

81. Small businesses make up a large segnient of the state’s electric customers.

82. Owners of small businesses lack the resources to actively investigate how they
can teduce their énergy costs.

83. More specific collateral materials could be developed for specific kinds of small
businesses.

81. The budget for small businesses should be increased by $1 million.

85. The proposed C EP recommends a mass media budget of $28.645 million.

86. Mass media is an effective niethod of reaching a large number of consumers ina
short period of time. |

87. Radio and television can be used as tools to stimulate consumer intetest in
learning more about electric restructuring,

88. The marketing campaigns of other companies will reduce the need for the CEP’s
mass media spots.

89. The mass media expenditures should be reduced by $8 million.

90. The proposed CEP recomménds a public relations budget of $5.23 million.

91. There is no need to build credibility for the EREG since the EREG is being
disbanded.

92. In any media or public relations ¢ontact, it should be stressed that the
Commission is responsible for oversight of the CEP messages and themes.

93. The Comniission should take the lead with respect to any governmental
relations.

94. The public relations effort needs to recognize the widespread media interest in
electric restructuring. 7

95. The public relations budget should be reduced by an additional $1 million in

recognition of a reduced scope of work.
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96. Because the size of the grassrools efforts has been scaled back, an additional
reduction of the total public relations budget by $250,000 is reasonable.

97. The proposed CEP budget for collateral/ fulfilliment amounts to $10,500,000.

98. Videotapes are a user-friendly, non-traditional method of disseminating
information.

99. The proposed CEP budget for direct mail is $12 million.

100.Bill inserts should be used to help disseminate the CEP messages by stimulatin g
the demand for more detailed infomiétidn, and by providing information on selected
eleclric restructuring topics.

101.The proposed CEP Calls for the estabhshment of a toll-free call centu- to answer |
qucsuons from consumers about electric restruclurmg » 01 to fulfill consuniers’ requests

for more information.
102. The toll-free call center shou!d be managed by the IOUs" lcacl agency or its

subcontractors, on behalf of the IOUs. | _
103.The toll-free call center should be capable of responding to incoming calls in

different languages ’
104. The IOUs should be requarcd to ensure that the call center maintains a dally log

of i mcommg calls.
105. The 10Us should be required to submit a monthly report concerning thecall -~ -
center activity. '
| 106.The call ¢enter and the toll-free registration status number should be linked so
that consumers need to know only one telephone number.

107. The call center should be identified as the “Electric Education Call Center and
any materials sent to the publlc should be identified as originating from the Electric
Education Call Center, and should carry the approved legend. |

108.The current CEP schedule will not be revised given the lime constraints needed
to review and approve the CEP messages bef_o:ehand.

109.The Energy Division, it consultatién with the Commissioners’ and Public |
Advisbr‘s 6ffices, Vshould déi'é[bp a bill insert to advise consumers fha;’fhe Commiission

has approved a statewide CEP to educate the public about electric restructuring, and
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that consumers will see or hear the CEP messages that have been reviewed and
approved by the Commission. '

110. The Commission staff should begin those outreach activities authorized by this
decision.

111. The CBO educational outreach effort should take advantage of, and overlap with
or follow closely on the heels of the joint CED.

112.The EET should be authorized to begin all necessary work and expenditures of
designing and managing the CBO cducational outreach effort.

113. All the materials developed by the EET or the CBOs will be subject to the
Commission’s approval before the materials are disseminated.

114. The EET should draft up clear per diem and reimbursement policies and include
them as part of their revised budget and funding requéSl.

115. The CEAP has evaluated the Iprdpo'sed CEP and provided input on the
Commission staff’s outreach plan.

116.The CEAP should be dissolved

117.The proposed budget for the CEP, as modified by the budget changes discussed
in this decision, is justified.

“118.The IOUs and DDB Needham shall have limited discretion to move monies

between the budget categories and between budget line items. |

119. The IOUs, DDB Needham and its subcontractors should strive to rediice the CEP
costs as much as possibfe.

120. The total amount authorized for the joint CEP effort, Commission otutreach, and

the CBO-based educational outreach effort managed by the EET, is $89,294,580.

Conclusions of Law
1. In order to provide a timely customer education program in advance of the

implementation of the CTC, the IOUs and the Commission need to forge ahead to
devise and implement the CEP. .
2. With the framework of the proposed CEP, the comments that we received,

sufficient safeguards, and further Commission direction, we believe there is sufficient
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information before us to approve the joint CEP on the terms and conditions as

expressed in this decision.
3. The issues raised concerning the formation of the EREG and hiring of the tead

agency are issues which should have been raised before, or in an application for
rehearing of D.97-03-069 or of D.97-05-040, and we therefore decline to address those

issues in this decision.

4. The Commission must ensure that the requested budget amount is justified.

5. Section 392(d) directs that the CEP be implemented by the utilities before the
CTC takes effect.

6. The expectation that the utilities participating in the joint CEP shall ensure that
the aided awareness target is met is reasonable given the Legislature’s intent that
electricity consumers be provided with sufficient and reliable information to be able to
compare and select among products and services provided in the e!ccl'r"icity market.

7. The failure of the utilities participating in the joint CEP to achieve the aided
awareness target of 60% could cause us to disallow recovery of a porlion of the monies
that are in the memorandum ac‘c’éunts for the CEP.

8. The po‘te'nlial disallowance is justified because the utilities are obligated to
provide their electricity customers with sufficient and reliable information, and since
ratepayer monies are being used to fund the CEP, the utilities should be held
accountable for how effectively the maney is being used.

9. Access to any non-proprietary research conducted by DDB Needham or its
subcontractors for the CEP shall be made available by the IOUs to any interested party.
10. It is the utilities’ responsibility under D.97-03-069 and AB 1890 to devise and

implement a joint CEP.

11. When Section 392(b) is read in context with Section 392(d), the conclusion we
draw is that the Commission needs to approve all aspects of the CEP before the
messages are disseminated to the public.

12. The utilities should be given more direct control over the CEP, especiallyr in light
of the disallowance procedure that we have established for the I0Us if they fail to meet

their aided awareness goal.
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13. Dissolution of the EREG does not mean that the I0Us should consider retaining
a different advertising agency and different subcontractors to work on the joint CEP.

14. The utilitics should investigate from a contractual point of view how the services
of the lead agency and its subcontractors can be retained.

15. D.97-03-069 may be modified in the future as a result of adding additional
members to the EET.

16. AB 1890's broad policy implication is that eventually all of California’s electricity
market should be opened to competition, including the service territories of the
municipal utilities. _

17. The Legislatur'e in enacting Section 392(b) appears to have intended that some
general kinds of information about electric restructuring reach all electric consumers in’
California. ‘

© 18.The EBTis an a&vismy body to the Commission, and therefore must adhere to
certain gtlidélihes. _ _ |

19. The IOUs are free to engage in shareholder-funded marketing efforts pertaining
to electric restructuring so long as the material is not conlrary to any Conimission
décisi()n, order, or fuling.; ‘

20. The Commission must approve the EET’s proposal for a CBO educational
outreach plan befoie any expenditures are made for the actual CBO cffort.

21. The inembers of the EET must avoid possible conflicts of interest with respect to
the CBO educational outreach effort.

22. The Commission is refraining from making a finding of reasonableness with
respect to the total CEP budget amount until after the overall aided awareness levels
have been reviewed.

23. Since the EET is an advisory body to the Commission, Ordéring paragraph 10. of
D.97-03-069 should be modified to delete the reference to the motion being filed by the
I0Us.

24. Page 27 of D.97-03-069 should be modified to reflect the fact that providers of

electricity could encompass public agencies or non-profit organizations.
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25. Appendix B of D2.97-05-040 should be modified to include a category for the

registration of a government entity.

IT 1S ORDERED that: _

1. The niotion of Pacific Gas and Electric Company, San Diego Gas & Electric
Company, and Southern California Edison Company, as well as Southern California
Water Company (SCWC) b)' \'Il’llIC of the Jurie 6, 1997 Admlmstmm‘e Law Judge’s
(AL)) rulmg granting SCWC’s motion to participate in the joint education effort
(collectively referred to as “investor-owned utilities” or [OUs) on behalf of the Electric
Restructuring Education Group (EREG) to approve the Customer Education Plan (CEP),
is granted to the extent set forth and clarified in this decision and in the Ordering
Paragtaphs below.

~ 2. Effective lmmednatel)' the IOUs parhcnpalmg in the ]omt CEP shall do or adhere
to the follmvmg ‘

a. The I0OUs are directed to work with the EREG to resolve and terminate
the affairs of the EREG in a tintely manner, and to complete such activitics and dissolve
the EREG within 30 days from today’s date.

b. The IOUs shall ensure that effective immediately, the EREG shall no

longer oversee the development and imﬁlenientalion of the joint CEP on behalf of the

I0Us.

c. The IOUs are directed to assume immediate and direct control and
responsibility for the development and implementation of the joint CEP effort as
discussed in this decision, and shall work with DDB Needham and its subcontractors to
return the oversight responsibilities for the joint CEP to the [OUs.

d. The [OUs shall take the -necessary steps to replace the EREG with the
IOUs with respect to all pertinent contracts or negotiations for the development and |

implementation of the joint CEP.
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e. Consistent with the discussion in the text of this decision, the [OUs shall
forward a letter to the assigned Commissioners and ALJ within 30 days from the
cffective date of this decision to inform the Conmission as to the status of their efforts
to resolve the various contractual and financial arrangements that EREG had previously
entered into, or which were pending as of the date of this decision.

f. The [OUs shall require the lead agency for the joint CEP effort to submit
monthly financial statements and cash flow repbrts‘ with respect to all CEP-related
activities, which shall be included by the IOUs in their monthly report to the
Conunission as described in Ordering Paragraph 3.h. of Decision (D.) 97-03-069.

g The IOUs ate directed to file the monthly report as c’onter‘npiatecl in
Ordering Paragtaph 3.h. of D.97-03-069. ‘

- h. The IOUs shall obtain a copy of the media plan for the joint CEP effort,
and deliver that to the assigned Commissioners and to the assigned ALJ within 20 dé‘ys
of today’s date. If the media plan contains confidential information, it should be
submitted pursuant to Publi¢ Utilities (PU) Code Section 583. Should the media plan be
revised during the course of the CEP efforts, a copy of the revised media planshall be
forwarded as described within 20 days of the revised plan’s availability.

i. The IOUs shall ensure that the entity operating the toll-free call center
on behalf of the IOUs maintains a daily log of incoming calls as described in this
decision.

j. The IOUs shall be required to submit a m(‘)nthly report containing a
summary of the daily log information as discussed in this decision. The monthly report
shall be submitted to the Directors of the Consumer Services Division and the Energy
Division beginning on the 15™ day of the month following the startup of the call ¢enter’s
operation, and on the 15™ day of each month thereafter. This monthly report shall report
on the preceding calendar month’s daily log activitics.

k. The IOUs shall work with the lead agency for the joint CEP effort to
de#eloP bill insert materiais, and all of the IQUs shall be required to insert those
materials in their respective monthly bills. The bill insert materials are subject to the

review process as set forth in Ordering Paragraph 5 below.
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I. The IOUs shall ensure that the joint CEP messages include the messages
and themes described in the text of this decision.

m. The 10Us shall coordinate the joint CEP effort with the efforts of the
Low-Income Governing Board and the California Energy Commiission.

3. The Executive Director shall prepare for the Commission’s approval
resolutions thanking and comniending each of the EREG members for their invaluable
contributions to the development of the joint CEP on behalf of the IOUs.

a. The EREG members may express their interest in serving in an advisory
capacity to the Comimission by joining the Electric Education Trust (EET). If they elect to
do so, they shall write a letter to the assigned Commissioners, with a copy to the

Executive Director and the assigned AL]J, within 15 days from the mailing date of this

decision, stating their interest in serving on the EET.

b. Upon the receipt of the aforementioned letters, the Commission, by way

of a decision, shall consider whether an overlap of interests would occur froni adding
additional members, and if the boards would benefit from h;wiﬁg additional members.
¢. The Executive Director is directed to ensure that a copy of this decision
is served on all the members of EREG.
4.The tqtél budget for the joint CEP, Commission outréach activities, and
community-based education and outreach activities shall be $89,291,580 as shown in the
Revised Budget Summaries, and as explained in the text of this decision. D.97—03-069
previously authorized $23 million 6f the $89,294,580.
a. Within 20 days from today’s date, the IOUs shall file at the Docket
Office and serve on the service list a detailed Revised Budget Summary, in the format
discusscci in this decision. _
. b. The IOUs’ budget for its joint CEP efforts shall not éxceed the total
authorized subtotal of $73,494,580. |
c. The IOUs shall ensure that the specfﬁc budget allocations in each
budget category and the specific budget line itens shall not change, except for the

limited discretion provided for in the text of this decision.
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(1) Should greater spending discretion be necessary, the IOUs shall

file an advice letter specifying the proposed change.

d.SCWC is authorized to establish memorandum accounts to track its
expenditures related to the joint CEP effort that were incurred on or after June 6, 1997,
SCWC shall file an advice letter, if it has not done so already, establishing such accounts
within 30 days from today’s date. »

e. The I0Us are authorized to track their expenditures related to the joint
CEP efforts consistent with D.97-03-069 and this decision. |

f. Subject to the disallowance formula and procedure for failure to achieve
the aided awareness target of 60%, as discussed in this decision, the costs allocated to
these [OUs shall be recoverable from their customers pursuant to PU Code Section 376.

5. We shall delegate to the assigned Commissioners, in coordination with the

Director of the Commission’s Energy Division, and his designees, and the Public
Advisor, the responsibility for réviewing all of the proposed CEP materials in
accordance with the text of this decision and the following:

a. The IOUs participating in the joint CEP shall submit all of the propbsed
CEP matetials to the Commisston’s Energy Division for review.

(l) The materials to be submitted for review include all of the
materials that the IOUs are planning to usé or incorporate in their printed and spoken
materials for the joint CEP effort, as well as all materials which form the basis for
answering questions as part of a CEP-related activity. The submitted materials shall be -
as close to the finished version and format as possible.

b. The IOUs may submit the proposed materials to the Energy Division
in stages as the materials are developed.

c. A cover letter shall accompany each submission of proposed
materials and contain the information discussed in this decision.

d. The Energy Division shall review the submitted materials only to

ensure technical accuracy, and to ensure that the materials are neutral and unbiased in -

tone.
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¢. The Energy Division shall have 3 business days from the date of
receipt to consult with the assigned Commissioners, to consult with the Publ_ic Advisor,
to review the submitted CEP materials, and to no'tify the IOUs if the submitted
materials are techmcall)' inaccurate or blascd 1£ no such notification oocurs within this
time, the materials submltled shall be deemed approved for use in the joint € CEP.

6. In the event the review process for the CEP materials is not w orking as
intended, the assigned Commissioners are delegated the authority to entertain a motion
to reconsider the review process, and to impléfh_eﬂt an alternate review process should
they concur that one is necessary. ' ’

a. Should such a motion be flled, mterested parttes must file and sérve the
response within 7 days of the date such a mot|0n was ser\'ed '

7. The assigned Commlsswners are delegated the responsnblllty to deade on the
specific language of the legend for all CEI’ materials when the mmal set of CEP
materials is submitted for review.

8. All CEP materials that are dwsemmated to the general pubhc shall contain the _
following: ' R 7 ’ o
a. Allof the approved CEP prihféd matérié»l'siéh"a'll contain ‘ai\\"ritten B
legend consistent with the discusSion in t}iis"déc‘ision; and in the s_[')’tésr:iﬁ‘c format to be
decided by the assigned Comimissioners as set forth in O'rc_iering Paragraph 7 above.In -
addition, the source of the printed material shall bé identified as the Electri¢ Education -
Call Center. : _ 7 ‘
b. Allapproved CEP le]evisiOﬂ_sﬁdts’ shall ¢ontain a discernible written
legend or voiceover identical to the legend adopted purSuant to the preceding

paragraph.

¢. All appfoved CEP radio spots shall contain a voiceover identical to the

legend adopted pursuant to the above paragraphs. 4
d. All other media disseminating CEP matenals shall contain the legend

discussed above. ‘
e. The call center operators answenng the mcommg calls shall refer toit -

as the Electric Education Call Center.
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f. Allapproved CEDP materials delivered or mailed out to the general
public shall list the sender’s name as the “Electric Education Call Center.”

9. An aided awareness target of 60% is adopted for all the target audiences for
the joint CEP effort. »

a. The 10Us participating in the joint CEP shall be held responsible for
ensuring that the CEP meetls or exceeds the adépted aided awareness target of 60% for
the total of all target audiences. |

b. If the aggregated aided awareness number for the total of all taiget
audicnces is below the 60% aided awareness target, for every percentage point below
the 60% target, there shall be a three ‘percentage point disallowance of the IOUs’ total
joint CEP e:\pendilm‘es

€. The failure to achieve the aided awareness largel discussed in this
Ordering Paragraph shall result in a dlsallowance of the monies tracked in the
nemorandum account for the joint CEP costs. _

d. The IOUs shall ensure that the lead agency conducts a monitoring and
adjustment research study during the joint CEP effort, and a monitoring study at the
conclusion of the joint CEP effort.

(1) One of the purposes of the joint CEP effort shall be to monitor
the aided awareness goal for all target audiences as discussed in the text of this decision
and in this ordering paragraph. , ,

(2) The monitoring study that is performed at the conclusion of the
joint CED effort shall be filed at the Docket Office within 60 days of the conclusion of the
joint CEP, and served on the service list.

e. The Consumer Services Division is directed to arrange for an
independent and objective monitoring study of the CEP effort to determine the aided

awareness results for all target audiences as discussed in the text of this decision and in

this _Ordering Paragraph.
' (1) 'lhe Consumer Services Dmsnon is authorized tospend up to’

$250,000 to retain the services of a consultant to perform the aided awareness

monitoring study.
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(2) The monitoring study performed on behalf of the Consumer
Services Division shall be filed at the Docket Office within 60 days of the conclusion of
the joint CEP, and served on the service list.

f. Should cither of the studies demonstrate that the post-CEP aided
awareness for the aggregate of all of the target audiences was less than 60%, an
assigned Commissioners’ ruling or AL} ruling will issue which will explain the
procedures to be followed to address this shortfall. -

10. The EET is authorized to'dels}gn a c‘o’fhﬁiunity’-based education and outreach
effort, to submit such a proposal to the Commission, and to manage such an effort after
Commission review and approval of such a proposal.

a. The EET is authorized to retain the ser“vicé_s of a consultant to assist in
the design of this comniuxiity-baéed organization (CBO) educational outreach effort,
should one be needed. The design and implementation of such an effort shall be
consistent with the purpose and goals of such an effort as stated in the text of this

decision.

b. The EET is authorized to retain the services of a consultant to manage

this effort should oné be needed, on the behalf of and at the direction of the EET once
the Commission has approved the proposal for such an effort.

_ c. The EET shall file its proposal at the Docket Office no later than
October 15, 1997, and serve it on the service list. The proposal shall also contain the
EET's revised work plan and revised budget, including the EET’s per diem and
reimbursement policiés. Interested persons may file comments on the pfoposal, revised
work plan, and revised budget within 15 days of the service of the EETs filing.

d. The Director of the Consumer Services Division shall appoint a staff
person to act as a liaison with the EET regarding the CBO educational outreach effort so
as to facilitate the use of Commission resources in this endeavor.

¢. The administration costs for the EET’s design, implementation and
nianagement of the CBO educational outreach effoft shall come from the $3 million that
was previously authorized for the EET in D.97-03-069.
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f. The $10 million authorized in this decision shall be designated for the
efforts of the organizations and entities patticipating in the Commission-npprm'cd CBO
educational outreach effort as described above.

g- The EET members shall avoid a conflict of interest as discussed in this
decision.

11. The Energy Division, in consultation with the Commissioners and the Public
Advisor, is delegated the responsibility t6 prepare a bill insert notifying all ¢customers of
the IOUs, as well as the customets of PacifiCorp and Sierra Pacific Power Company, of
the statewide CEP effort. . _ | '

a. A ruling by the assigned Commissioners or the assf gned ALJ will set
forth the approved bill insert to be used. Such a ruling shall issue within 30 days from
the effective date of this decision.

b. All of the investor-owned electrical corporations that are authorized to
participate in the joint CEP, or authorized to design and implement their own utility-
specific CEPs, are directed to include this bill insert in their respective monthly bills as
soon as practicable after it becomes available.

12. The Consumer Services Division shall file its recciamendations as to whether
the toll-free call center should be continued, and what entity should take over the call
center, if any.

a. The recommendations shall be filed at the Docket Office on or before
January 30, 1998, and served on the service list. Interested persons may file their
comments to such filing within 15 days from the date of service.

13. The Commiission staff is authorized to carry out the outreach activities

contained in the May 12, 1997 and July 14, 1997 staff reports, as clarified in this decision.

a. The Commission staff shall continue its coordination with the I0Us to
implement the joint CEP, especially with respect to: (a) the toll-free call center and the
Commission’s registration status toll-free number; (b) coordinating contacts with-
opinion leaders and the media; and (¢) ¢oordinating the answering of the more complex

questions at the call center.
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14. Effective immediately, the Consumer Education Advisory Panel (CEAP) shall
be dissolved.
a. The Exccutive Director shall prepare for the Commission’s approval
resolutions thanking and commending each of the CEAP members for their invaluable

conlributions and input into the development of the joint CEP.

b. Those CEAP members who are not on the EET may express their
interest in serving on the EET. If they elect to do so, they shall write a letter to the
assigned Commissioners, with a copy to the Executive Director and the assigned ALJ,
within 15 days from the mailing date of this decision. The Commission shall act upon
those letters in accordance with Ordering Paragraph 3.b.

¢. The Executive Director is directed to ensure that a copy of this decision
is served on all the members of the CEAP. ‘

d. To the extent that the C EAP members have any outstandmg per diem
or travel and ]odgmg reimbursenent claims, those claims shall be paid for oul of the

$200,000 authorized for CEAP administrative support.

(1) Should there be any rﬁOnéy left over after the above claims are paid,
the remaining portion of the monies shall be made available to the EET should the need

arise.

15. D;97-03—069’shal| be modified as follows: _
a. At page 27, in the second paragraph at the line numbered “(2)", the

words “multiple companies” shall be replaced with the words “multiple providers.”

b. The second sentence of Ordering Paragraph 10j. shall be modified by
deleting the words “investor-owned utilities on behalf of the EET” and replacing it with

“EET.” Thus, the second sentence, as modified, shall read as follows:

“Any request for monies in excess of the initial
authorization of $3 million shall be filed as a motion by
the EET with the Commission, and served on all the -
parties to this proceeding, who shall have 14 days from
the date of service to file written comments.”

- 122 -
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16. The registration form which appears as Appendix B of D.97-05-010 shall be
modified in the “Type of Ownership” poriioﬂ of the form to include a category entitled
“Government Entity.” That change is reflected in the amended registration form
attached hereto as Appendii B. The Commission staff is directed to make that change

~ on the registration forms that are available to the public.

This order is effective today. _
Dated August 1, 1997, at San Francisco, California.

"P.GREGORY CONLON : -~
. President
'JESSIEJ. KNIGHT, JR.
HENRY M. DUQUE
JOSIAH L. NEEPER
- RICHARD A.BILAS
Commissioners
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CEP PROPOSED PLAN

EREG BUDGET SUMMARY (Net Dollars)
% of Total

Public Relations
General
Ethni¢/Multi-lingual
Small Business
Low Income
Geographically Challenged
Physically Challenged

Mass Media-
General .
Ethnic/Multi-lingual
Small Business
Low Income . -
Geographically Challenged
Physically Challenged

Production
Genetal
Ethai¢/Multi-lingual
© Small Business
Low Income .
Geographically Challenged
Physically Challenged

Direct Maii (A1} Targets)
Informational Cal'l Center (All Taigets)
Collatezal/Fulfillment {Video)
General =
Ethnic/Multi-lingual
Small Business
© . Low lncome :
Geographically Challenged
Physically Challenged
Website
Grassrools Communications/Promotions
Research
Budget Pool fof Ag,e'nc} Compensation
and Reimbursable Expenses
(i.¢. Travel & Postage)
CPUC Qutreach
EREG Admin]Operalfons

C»EAP Administrative Suppoﬂ

$5,230,000

$1.126,000°

$2,030.000
$618,000
$684,000
$618,000
$154,000

$28,645,000
$13,745,000
$11,968,000
$1,003,000
$525,000

$574.000

$330,000

$4.895,000
$1,992,000
$2,049,000

$196,000

$342,0600
$120,000
$96,000

$12.600,000
$4,000,000

$10,500,000
$5,535,000
$2,730,000
$450,000
$840,000
$525,000
$420,000

$100,000
$5,000.000
$1,120,000
$12,560,000

$2,000,000

$850,000

$200.000

lTOTAL

~$87,500.000)

 (END OF APPENDIX A)
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REGISTRATION APPLICATION FOR
NON-UTILITY SERVICE PROVIDERS

PLEASE PRINT OR TYPE#**
ESP No.
Exact Legal Namec of Registrant:

Date Granted

Doing Business As (DBA):

Current Address:

Street Address

City State Zip Code

Current Telephoné Number:

Type of Ownership:
Individual Partnership ___ Corporation
, Limited Liability Company . Government Entity

a. If registrant is a corporation, the state in which the re.giSIfant is incorporated:

(State of Incorporation)

b. List names and titles of corporate officers. (Attach additional page it necessary):

6. a. Ifasole proprietorship or artqershir_, the county in which the fictitious business
name statement has been filed, if applicable.

along with $100.00 certified chéck FOR CPUC USE ONLY

(write 0462-800 on front of check) to:
o State of California INCOMPLETE _
Public Utilities Commission APPLICATIONS -
Enérgy Division - ESP CANNOT BE
Registration PROCESSED
505 Van Ness Avénue _ .
San Francisco, CA 94102.-3298 L
: , Pagelof3

Application Processed
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b. If a partnership list all general partners, (Attach additional page if ne¢essary.)

7. 1falimited liability cdmrany list all managers and/or officers and their titles.
(Attach additional’'page if necessary.)

8. The address and telephone number of the registrant’s prir_lrcilgal place of business if
glrfﬁfgsh'r from currént address telephone number listéd in fine numbers
and 3: :

Street Address

City ' ~—State Zip Code

Telefxlibnﬂr;ur?\ber -

- 9. The name, title, addréss and telephone number of the pérson to whom correspondence or
communication regarding customer complaints are té6 be addressed:

Name : ‘ . Title

Strect Address

City State Zip Code

AN Number E-Mail Addréss

Telephone Number F
_ _ (If Available) (If Available) _
10. Are you a certified rencwable resor: e provider pursuant to Public Utilities Code Sec. 383?

Yes Certification Number _No

11, Name and Addr‘e's;s of Agent for Scyvice of Process:
‘ (Must Be Located In California)

Name:

Street Address:

S Cit)?:aﬁd State:. - - : __ Zip Code:

Page 2 0f3
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12. Cuiminal Recoyd Clearance: Has the registrant or a'g‘?- of the general partners or corporate
' officers or limited company liability managers or o

cers ever been convicted of any felony?

No e Yes If yes, please explain on additional page.

DECLARATION

declare

1, (grinf name and title) - : .
under the penalty of perjury that the above statements are true and correct.

day of),

' Daiedlhis . : 19 - at - - .
] (day) (month) - Gear) {place of execution)

Signature:

Page 3of3




