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Rate Comparison Presentment Research
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4. Influencer Campaign



ME&O Tracking Survey: 
Wave 2 Results

May 2017



4

Overall, customer awareness of changes is increasing  while 
customer confusion is gradually declining

• In sum, significantly more customers understand the benefits of 
lowering/shifting their energy use (Metric 4) vs a year ago, although 
there has been some slippage in both awareness of rate plans to 
manage price increases (Metric 1) and the high level of awareness of 
PG&E’s assistance (Metric 5). 

• Moreover, more customers  

– are aware of rate changes in general, 

– are aware of the High Usage Surcharge

– are aware of tier reduction

– are interested in TOU

And fewer customers are unsure of their current rate plan

ME&O Tracking Survey: Wave 2 April/May 2017
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While more 
customers 
understand 
benefits of 

saving/shifting 
energy, other 
metrics are 

unchanged or 
slipped slightly

*Percent rating 8-10

Key Metrics
Baseline 

April 2016
Sig. 

Change

Wave 2 
May 2017

1
Rate plans are available that may help 
you better manage any price increases 34% 29%

2
Know where to get info about assistance 
offered by PG&E 63% - 63%

3
How to manage your electric bill using 
the rate plan that you are currently on 

36%*
5.79 (mean) -

37%*,
5.89 (mean) 

3

How changes to current rate plans mean 
you could be paying more unless you 
can adjust your electricity use 

34%*
5.56 (mean) -

33%*,
5.65 (mean)

4

Lowering or shifting electricity use will: 
save money, reduce bill, improve 
reliability, help environment, manage 
price increases 

41% to 51%*
6.26 to 6.89 

(mean)

45% to 54%*
6.57 to 7.18 

(mean)

5
Aware PG&E provides rebates, energy 
efficiency programs & tips 72% 68%

6 Information was useful 

44%*
6.67 (mean) -

47%*
6.85 (mean)

- Aware of TOU 55% - 56%

-

Aware a choice of rate plans is available 
so you can decide which rate plan best 
suits your needs 38% - 39%

-
Satisfied with product and services 
offered by PG&E N/A

53%*
7.29 (mean)

ME&O Tracking Survey Results
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Tiered

Time-of-Use (TOU) 

Electric Vehicle (EV) 

Net Energy Metering (NEM) 

Not Sure

Tiered

Time-of-Use (TOU) 

Electric Vehicle (EV) 

Net Energy Metering (NEM) 

Familiarity with rates is inching up…

Awareness of the tiered rate rose to 65%, while awareness of TOU is unchanged at 56%.    

• Knowledge of their current rate plan type increased, with fewer (42%, down from 49%) 
saying they’re “not sure” of their rate

Rate Plans: Have

Rate Plans: Heard Of
Baseline
General Population
(n=1,000)

60%

55%

41%

38%

39%

11%

2%

8%

49%

Indicate a significant difference 
at the 95% confidence level

Wave 2
General Population
(n=1,000)

41%

11%

2%

10%

42%

65%

56%

39%

39%

The vast majority of 

High users (77%) 

have now heard of a 

tiered rate, and 51% 

claim to be on a tiered 

rate

Care customers are 

less aware of rate 

plan types and are 

more unsure of their 

current rate

ME&O Tracking Survey Results
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Very Interested (8-10)

Somewhat Interested (4-7)

Not Interested (1-3)

Not Sure

Mean 3.89 4.23

14%

34%

38%

14%

14%

30%

46%

10%

And there is more interest in TOU…

Customers who don’t think they have a TOU rate plan were asked their interest in it.  

• 14% are very interested (no change), and another 34% are somewhat interested, up from 30%.  

• Those not interested (1-3) dropped from 46% to 38% 

More customers now say they “actively manage” energy to lower their electric bill 

Interest in Lower Electric Bill

Interest in Switching to TOU
Baseline General Population
Do Not Think They Have TOU
(n=894)

53%

27%

17%

3%

Actively Manage as Many Ways as Possible

Look to Manage Energy Use but Make Trade Offs

Not Concerned

Not Sure

Baseline 
General Population
(n=1,000)

Wave 2 General Population
Do Not Think They Have TOU
(n=889)

59%

29%

11%

1%

Wave 2
General Population
(n=1,000)

Indicate a significant difference 
at the 95% confidence level

High users are more 
likely to be “very 
interested” in TOU 
(19%)

CARE customers are 
less interested in 
TOU than non-CARE, 
but have more 
interest in lowering 
bill

ME&O Tracking Survey Results
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Some changes to rate plans are breaking through, particularly 
among high users

One in three (31%) of the general population of residential customers said have heard 
about upcoming rate plan changes, up from 27% in the baseline. 

• Tier reduction (13% to 22%)
• High User Surcharge (34% to 43%)

• Choice of rate (39%)
• Rate comparisons (28%)
• Alerts (25%)

• Rates are available to help you 
manage price increases 
(34% to 29%, metric 1)

49% high users 

have heard about 

rate changes 

64% high users 

aware of HUS and 

35% aware of 

Alerts

Awareness 

ME&O Tracking Survey Results
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METRIC 4

More customers understand the benefits of lowering energy use

Agreement for statements representing the benefits of lowering or shifting electricity use increased, 
ranging from 54% for “allow you to save money” to 45% for “help keep any price increase 
manageable.”  

Mean scores also increased over the baseline.   

Lowering your electricity use or 
shifting the time you use it will …
(% 8-10)

Baseline
General Population
(n=1,000)  

Allow you to save money

Reduce negative impacts 

on the environment

Improve reliability of the electric grid to reduce 
the possibility of frequent outages

Help keep any price increase manageable

51%

45%

43%

41%

Mean: 6.89 7.18 

Mean: 6.56 6.96 

Mean: 6.44 6.95 

Mean: 6.26 6.57 

Wave 2
General Population
(n=1,000)  

54%

51%

50%

45%

Indicate a significant difference 
at the 95% confidence level

ME&O Tracking Survey Results – Metric 4
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21%

75%

3%

The context for rate reform has not yet been communicated….the WHY is 
scattered and unclear with  only about one in five (21%) aware of reasons 
for rate changes. 

Reasons

Aware of Reasons for Rate Changes
Baseline
General Population
(n=1,000)

Encourage energy savings

Increase revenue for PG&E 

Encourage customers to use renewable energy when it is plentiful

Reduce neg. impacts on the environ. to meet CA’s GHG reductn. goals

Make it easier to see how energy use impacts monthly energy costs

Make rate plans simpler to understand

Help customers save money or reduce their electric bills

Directed by the California Public Utility Commission or CPUC

Make it more fair and equitable for all customers

More closely align electricity prices with the true costs of service

22%

76%

2%

81%

70%

75%

70%

69%

69%

61%

62%

61%

Aware of Reasons
(n=216)

10 • INTERNAL

Wave 2
General Population
(n=1,000)

76%

73%

71%

67%

67%

64%

64%

61%

60%

56%

Aware of Reasons
(n=214)

n/a

Indicate a significant difference 
at the 95% confidence level

Yes

No 

Not sure

Top reasons that 
customers identified 
are: 
(1) encourage energy 

savings, 
(2) increase revenue 

for PG&E, and 
(3) encourage 

customers to use 
cleaner, 
renewable energy 
when it is plentiful

ME&O Tracking Survey Results



Rate Comparison Presentment 
Qualitative

June 2017
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Rate Comparison Presentment Qualitative



13

None of the customers  previously aware 
that PG&E offered rate plan options, and 
welcome having choices.

Most recognize from the Presentments 
that there are three available plan options 
from which to choose.

Customers appreciate the spotlighting of 
their best alternative.

Of 3 Presentments (annual, seasonal; and 
monthly), no single Presentment was 
identified as being clearest or most useful.

Customers appreciate choices and “best” rate, divided on Presentment type

Overall

Rate Comparison Presentment Qualitative
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We are asking a lot from the customer in terms of comprehension.  
Simplification is key to ensure key messages are clearly communicated. 

• No time to internalize

• Complex

• Communication 

challenges

“I just glance and go to the bill.”  

“Went over five times and still confused.” 

“I can’t wrap my head around this” 

“For someone without a high school diploma, 

this would be hard to understand.” 

Rate Comparison Presentment Qualitative



Summer Heat Campaign
June – September 2017
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Summer Heat Campaign - Overview

Goals Help residential customers better manage their energy use and costs in the face of 
higher seasonal energy bills

Audience General – customers in hotter areas of the service territory who are likely to 
experience higher seasonal bills
High Impact – subset of the general customer audience, defined as those who would 
see an increase of at least $10/10% for CARE and at least $20/10% for non-CARE 

Channels* General - Radio, Digital (display and SEM), Print Ads, Bill Inserts
High Impact - All above plus email (123K) and/or direct mail (123K)  and/or telephone 
outreach (43K)

Content Acknowledge higher summer bills; emphasize bill and energy management solutions 
(Budget Billing, Bill Forecast Alert, Home Energy Checkup, Savings tips); Drive to the 
pge.com summer landing pages for more information.

Metrics • Measure reach and engagement with the media 
• Monitor clicks to the landing page and engagement with content
• Track engagement with the promoted solutions

*Note, different combinations of outreach are being tested in the various DMA’s to determine which mix is most effective
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Summer Heat Campaign – Creative 

Digital Banner Ad 
English (pictured)/Spanish

Postcard 
(front and back panel)
Sent to customers in English only or in English/Spanish (pictured) 

Summer Campaign Landing Page 
English/Spanish (Pictured)

Email 
English w/ Spanish Option
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Summer Heat Campaign 

Test  Market Digital Media E-Mail Radio Direct Mail* Telephone

Chico-Redding X X

Sac-Stock-
Modesto

X X X

Bakersfield X X X X

Fresno-Tulare X X X X

Summary of learnings:
• Target different combinations of tactics to key geographies/customers as part of 

the larger Summer Heat Campaign 
Desired Outcome:
• Learn which channel mixes provides the best customer engagement (i.e. visits to 

web, program sign-up, customer satisfaction, reduced calls to the call center) and 
are most cost efficient to inform the channel strategy for future seasonal outreach 

Timing for Report: December 2017



Influencer Campaign
April 2017



Influencer Marketing

Objective:  
Leverage bloggers in the PG&E territory to 
increase customer  awareness of ways to 
manage their bill/home energy use with 
PG&E’s Rate Comparison Tool and Home 
Energy Checkup. 

Influencer assignment: 
Engage with PG&Es Rate Comparison Tool and 
Home Energy Checkup and write blog 
posts/social content about what they learned 
by interacting with these tools. 

Results: 
• 25 pieces of content created and shared 

across 5 social platforms
• Audience reach: 746k
• 24.67% blog engagement rate (clicks, 

shares, comments, likes); avg blog 
engagement rate is 20%



Appendix 



TOU Enrollments 

E-TOU-A 52,410 68,006 15,596

E-TOU-B 20,048 28,175 8,127

E-6(a) 106,295 104,185 -2,110

EV-A 34,619 36,717 2,098

EV-B 381 578 197

Total 213,753 237,661 23,908

(a) PG&E’s TOU rate website can be found at www.pge.com/timeofday

(b) The E-6 rate is closed to new customers, so enrollment can only decrease.

Change Since Last 

PRRR    

(March 2017)(a)

TOU Rate Options
Number of TOU Customers 

as of March 31, 2017

Number of TOU 

Customers as of June 

30, 2017



Expenditures

2015 (Aug-Dec) 2016 Total 2017 Q1 Total 2017 Q2 Total 2015-2017 Total

IT 57,641$                  904,880$            111,510$            17,822$              1,091,853$              

ME&O 356,275$                1,309,419$         110,994$            231,599$            2,008,288$              

Contact Center -$                        44,940$              5,531$                14,014$              64,485$                   

Billing Ops -$                        17,740$              9,728$                12,689$              40,158$                   

Operations 42,888$                  1,525,975$         624,017$            (135,142)$           2,057,738$              

Consultant 209,328$                774,837$            560$                   17,342$              1,002,067$              

Incentive -$                        2,382,850$         23,850$              366,975$            2,773,675$              

Opt-in Total 666,132$                6,960,641$         886,191$            525,299$            9,038,263$              

IT -$                        1,967$                50,937$              336,875$            389,779$                 

ME&O -$                        158,195$            185,164$            57,717$              401,075$                 

Contact Center -$                        -$                    -$                    -$                    -$                         

Billing Ops -$                        -$                    5,742$                15,855$              21,596$                   

Operations -$                        152,851$            177,952$            382,159$            712,963$                 

Consultant -$                        59,658$              (59,658)$             -$                    -$                         

Default Total -$                        372,671$            360,136$            792,606$            1,525,413$              

Operations 1,108$                1,108$                     

-$                        -$                    -$                    1,108$                1,108$                     

IT 901,664$                3,059,017$         877,410$            483,699$            5,321,791$              

ME&O 114,895$                5,531,125$         327,697$            359,225$            6,332,941$              

Contact Center 911$                       519,181$            485,604$            477,575$            1,483,271$              

Billing Ops -$                        107,757$            188,615$            270,770$            567,142$                 

Operations -$                        2,299,871$         704,871$            596,807$            3,601,549$              

Consultant 147,084$            -$                    -$                    147,084$                 

Outreach Total 1,017,470$             11,664,034$       2,584,197$         2,188,077$         17,453,779$            

Total 2015-2017 

Expenditures 

(RRRMA) 1,683,602$             18,997,346$       3,830,524$         3,507,090$         28,018,563$            

Outreach

Opt-in Pilot

Default Pilot

Default 

Implementation

RATE REFORM COSTS AUGUST 2015 – JUNE 2017



TOU Acquisition Summary
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Project Encourage residential electric customers to switch to a new time-of-use rate plan in June 2017.

Business 
Objective

• Identify most cost-effective acquisition tactics; 
• Refine target audience profiles; 
• Provide positive customer experience, esp. for Central Valley and CARE
• Test the impacts of acquiring customers in the summer season;
• Track Balanced Billing adds and impact on acquisition and “churn”
• Evaluate Customer Satisfaction implications of this campaign

Regulatory 
Requirements

Was filed and approved as an “alternative” to sending rate comparison mailers in Spring 2017. It
will help reduce the operational burden for Default and will provide helpful intelligence.

Target 
Audience

A selected population of ~200,000 TOU “winners” (save > $120 annually, > $60 for CARE).  Most 
those customers have higher energy bills and benefit  from switching to ETOU-B. Emphasize 
Central Valley and CARE Benefiters.

Marketing
Tactics

• Focus on direct channels – Direct Mail and Email
• Incorporate best practices from Rate Mailer Test & Learn 
• Test “gamification” as part of larger MEO approach
• Deliver rate support cadence to new and existing TOU-A and TOU-B customers, to possibly 

include: Welcome Kit; summer seasonal support; rate performance feedback; winter 
seasonal support

Results 
Pending

• Results will be available in October and will include data on what marketing tactics proved 
most cost effective to acquire customers on as well as survey-based customer feedback.



TOU Acquisition Creative Examples

Direct Mail Email 



Integrated Outreach 

Time of Use Acquisition Integration 
• Influencer Marketing (April): Five online bloggers with large followings helped promote rate 

plan options and Home Energy Checkup to their followers. 
• Residential Digital Newsletter (April/May/June):  Inform the 1.7 million recipients of the digital 

newsletter about rate plan options.

High Usage Communication: In June, PG&E communicated with those customers that were newly 
identified as “at risk”  (23,000) based on usage data from March 1, 2016, through February 28, 
2017. 

Time of Use Welcome Kits:  11,000 customers who selected one of the available TOU rates 
received a welcome kit emphasizing ways to save energy on TOU rate plans, including conservation 
tips, energy management tools and rebates.

Opt-In PIlot Communications 
• Summer Seasonal Support:  Customers received communications highlighting ways to shift 

energy usage and information on Balanced Payment Plan (now Budget Billing), Air Conditioning 
Quality Care, and energy savings tips online. 

• End of Bill Protection:  Opt-in Pilot customers received an end of bill protection notice mailing 
that featured Budget Billing. 

Start Transfer Initiative :  In Q2 2017, CSRs began piloting the decision tree and script.    The pilot is 
currently scheduled to run from June to August 2017.  PG&E expects to analyze results in Q3 2017.



TOU Welcome Kit

Development
• Creative developed in Fall 2016
• Based on content and research 

from TOD Pilot

Next Steps
• Content being refreshed in 

Summer 2017 with updated 
rate language, simplified 
content, and stickers

• New content will deploy for 
those who switch rates based 
on Acquisition campaign 
starting in August 2017
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High Usage Surcharge results

Visits to Website 
(www.pge.com/highusage)

Calls to Call Center High Usage Alerts

13,200 13,000 45,850

HUS campaign impact Q2

HUS campaign outreach Q2

Channel Quantity* Deployment
date

Unique Open 
Rate

Unique CTR

Email 10K 6/26 38% 6.52%

Direct mail 23K 6/22

*If valid email address and billing address are available, customers  receive both DM and EM communications
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High Usage Campaign Creative

CARE

NON-CARE
EmailDirect mail

CARE

NON-CARE


