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Introduction  

Pursuant to Decision (“D.”) 15-07-001, “Decision on Residential Rate Reform for Pacific 

Gas and Electric Company, Southern California Edison Company, and San Diego Gas & Electric 

Company and Transition to Time-of-Use Rates” (“Decision”), that the California Public Utilities 

Commission (“Commission” or “CPUC”) issued on July 13, 2015, San Diego Gas & Electric 

Company (“SDG&E”) hereby files this quarterly report. 

The Decision provides for the implementation of Residential Rate Reform during the 

years of 2015 to 2020 and a transition to Time-of-Use (“TOU”) rates for residential customers.  

The Decision also requires the Investor-Owned Utilities (“IOUs”) to provide the Commission 

and interested parties with regular updates on the progress of understanding TOU rates and 

other rate reform impacts.  These updates, or Progress on Residential Rate Reform (“PRRR”), 

are reported on a quarterly basis. 

This PRRR report is the twentieth progress update SDG&E has submitted, with previous 

reports having been submitted on the following dates:  

2015:  November 2 

2016:  February 2, May 2, August 1, November 1 

2017:  February 1, May 1, August 1, November 1 

2018:  February 1, May 1, August 1, November 1 

2019:  February 1, May 1, August 1, November 1 

2020: February 3, May 1 
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Marketing, Education & Outreach (“ME&O”) 

A. ME&O Plan  

On February 8, 2018, the Commission adopted Resolution E-4910 approving, with 

modifications, SDG&E’s ME&O Plan filed by Advice Letter (“AL”) 2992-E submitted on 

November 1, 2016 and supplemental AL 2992-E-A submitted on March 15, 2017.  On March 30, 

2018, SDG&E filed AL 3207-E with updated information related to its ME&O plan in compliance 

with Ordering Paragraph 2 of the Resolution.  Subsequently, SDG&E filed supplemental AL 

3207-E-A on August 16, 2018, outlining slight revisions to its ME&O plan after learning more 

about the developing Statewide campaign.  

On June 25, 2020, the Commission approved AL 3352-E filed by SDG&E on April 17, 

2019, requesting to update its ME&O budget to reflect an additional $5.53 million for ME&O 

activities.  Key drivers for the budget update included communications development, general 

and digital media, direct marketing and labor activities.   

B. Community Outreach and Engagement 

SDG&E’s Energy Solutions Partner Network (Community Based 
Organizations)  

SDG&E’s Energy Solutions Partner Network is a key resource in communicating with its 

underserved and hard-to-reach customers.  The network of nearly 190 grassroots, diverse, 

community-based organizations throughout SDG&E’s service area helps to engage customers 

with energy-saving solutions, including enrollment in applicable programs, services, tools and 

pricing plan options.  As part of Rate Reform outreach and education efforts throughout 2019 

and 2020, this network helped educate its constituents about SDG&E’s TOU pricing plans, as 

well as energy management tools such as My Account, My Energy, the My Energy survey and 
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the benefits of enrolling to receive goals and alerts. 

In Q2 2020, the Outreach team, under COVID-19 restrictions, focused on reaching 

customers for TOU education through online presentations. Although assistance programs were 

the main concern for customers during this quarter, Outreach did push TOU messaging 

wherever possible.  SDG&E’s outreach staff connected customers with a variety of energy 

saving solutions, including TOU plans, home upgrade programs like energy savings assistance 

(“ESA”), energy management tools, goals, alerts, and programmable thermostats. While COVID-

19 impacted the volume and format of Outreach activities in Q2, the team was still able to 

execute the following activities:  

• 2 events reaching 230 people; 

• 6 presentations reaching more than 170 people; and 

• 56 online activities (social media posts, e-blasts, website posts) reaching more than 

190,000 people. 

Below are a couple Outreach event examples from the quarter. 

Family Assistance Ministries 

On July 12, SDG&E’s Outreach team assisted with a food distribution event for Family 

Assistance Ministries. The Family Assistance Ministries is a faith-based charitable non-profit 

organization assisting those in need in Orange County. It connects this community with 

resources for food, shelter, personalized support counsel and aid to help bridge the gap 

bewteen dependency and self-sufficiency. During this drive-through event, SDG&E was able to 

connect with 200 low income customers in the San Clemente area, providing them with 

information on TOU pricing plans and customer assistance programs.  
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Critical Customer Groups Outreach  

San Ysidro Health Center 

On May 22, the San Ysidro Heath Centers (SYHC), an 

Energy Solutions Partner, transitioned 30 seniors to 

permanent low-income housing. The SDG&E Outreach team 

worked with SYHC to provide information on the various 

low-income programs and TOU pricing plans available to 

them. SDG&E also provided bags with night lights, medical 

baseline applications and other information on TOU and 

CARE programs for residents on their move-in date. 

C. Annual Bill Comparisons 

Defined in CPUC code 745(c)(5), each of the IOUs are required to provide residential 

customers with a summary of their pricing plan options with estimated annual costs at least 

once per year. In Q1 2020, SDG&E completed communications and operational plans to meet 

this requirement beginning in April 2020.  These plans were later revised in Q2 due to COVID-19 

and other regulatory decisions resulting in rate impacts for SDG&E’s default plan - TOU-DR1. 

Due to the public health crisis and to incorporate these pricing changes, the project launch was 

revised with a July 2020 start date. 

Beginning in July, the first wave of customers will receive their plan comparison via 

direct mail or email, and in-language, English or Spanish. Customers with multiple service 

Dropping Off Move-in-Day 
Assistance Bags 
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contracts on their account will receive their communications in a grouped, multiple-meter 

layout to help improve the customer experience and reduce potential confusion. 

Communications will pause in August and September to assess and adjust the communications 

as necessary based on potential Customer Care Center impacts and customer responses before 

continuing in October, November and December. Target group sizes and timing may be shifted, 

if needed, to support the most positive customer experience.  SDG&E will report additional 

updates on customer communications, operational plans and timing in future PRRR reports.  

D. Earned Media 

In Q2 2020, SDG&E was focused on educating reporters on seasonal TOU best practices 

for customers. TOU pricing plans and the larger TOU transition were discussed in media stories 

and interviews several times in 2019 to support the initial waves of the TOU transition, and 

SDG&E plans to continue to communicate and educate customers through this channel as news 

stories and subjects call for it.  SDG&E is also continuing to coordinate with the statewide TOU 

education campaign, and plans to utilize earned media to further educate customers about 

TOU in this space moving forward. 

E. TOU Advertising and Paid Media 

SDG&E’s advertising and paid media strategy evolved throughout the larger TOU 

transition period. Throughout 2019, SDG&E focused predominantly on providing general 

awareness and understanding of TOU while introducing Whendell, SDG&E’s TOU smartwatch 

spokesperson. The focus in Q2 shifted to emphasize customer choice and control, and to 

reinforce understanding of TOU time periods, particularly the on-peak period between 4 p.m. 

and 9 p.m. Q3 focused on behavioral tips to help TOU customers be successful on their new 
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plans, especially during the summer months. This messaging continued in Q4 with the addition 

of new, seasonally appropriate tips for success. In Q4, SDG&E communicated its TOU messages 

across a host of tactics. The campaign leveraged all mass media tactics deployed in the prior 

quarters such as: media activities including TV spots, radio spots and DJ endorsements, print 

ads, out-of-home advertising, and digital advertising (paid search, paid social, display), and also 

continued tactics specifically targeting critical customer groups, including Asian-language digital 

and Spanish-language print, radio, and digital advertising. 

Q1 2020 marked the start of the COVID-19 pandemic in our region and SDG&E paused 

TOU advertising during mid-March and April to properly respond to impacted customers. In Q2 

2020, SDG&E launched the last part of the paid TOU advertising campaign with the intent to 

prepare customers for the upcoming summer. This final phase of the campaign included a TV 

spot called “Breeze” where Whendell, SDG&E’s smart watch spokesperson, shared ideas on 

how to save energy as well as a print advertisement providing more detailed saving tips. Q1 

paid search advertising continued in Q2 as customers actively seeking information regarding 

TOU could still benefit from being directed to relevant information on sdge.com/whenmatters 

as efficiently as possible. In addition, an update was made on the sdge.com/whenmatters 

landing page focusing attention on the dedicated summer campaign landing page, 

sdge.com/summer, which contained valuable information for customers who have now 

transitioned to TOU.  Below are some examples of SDG&E’s Q2 advertisements. 
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At the end of the quarter, a total of 12.1M impressions (8M from digital advertising; and 

just under 4.1M impressions with traditional mass media tactics) were achieved via SDG&E’s 

multi-channel marketing efforts.  Collectively, 512M total impressions have been generated 

from SDG&E’s 2019 and 2020 campaigns (148M from digital advertising; 364M from traditional 

mass media tactics). 

F. TOU Landing Page 

Throughout 2019 and 2020, SDG&E enhanced content on its TOU landing page, 

sdge.com/whenmatters, in response to customer feedback regarding the TOU transition and 

to provide timely, seasonal information. The page is continuously monitored and updated to 

improve the overall customer experience, where appropriate.  

In Q2 2020, updates to the TOU landing page included a new header focused on TOU 

rather than COVID-19, as resources related to the pandemic were represented in multiple, 

other locations on sdge.com, including a dedicated assistance page. Additional information on 

preparing for summer was later added to create attention and drive traffic to the summer 

TV Spot – General Market Print Ad – English Print Ad – Spanish 
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landing page.  Online visits to the dedicated TOU webpage declined from Q1 to Q2, reflecting 

the focus on COVID-19 as well as the decrease in TOU advertising. The page received nearly 

124,700 visits with just over 107,000 unique visitors; visitors spent approximately 2 minutes 

and 28 seconds on the page. 

High Usage Charge (“HUC”)  

On November 1, 2017, SDG&E implemented the High Usage Charge (HUC), which 

applies to customers who use more than four times their baseline allowance.  The table below 

represents the number of customers who incurred this charge by month in Q2 2020. 

High Usage Charge 
Impacted Customers Q2 2020 

April 3,824 
May 3,127 
June 2,850 

At the end of Q2 2020, there were nearly 220,000 total subscriptions for HUC alerts.  

These HUC notifications include tips and resources for customers who approach and reach the 

HUC thresholds (350% and 400% of their baseline allowance).  The following table outlines the 

distribution of SDG&E’s Q2 2020 HUC alert notifications. 

 

High Usage Charge Notifications 
Distributed between April and June 2020 

 350% of Baseline 
Allowance

400%+ of Baseline 
Allowance 

Total 
Notifications 

Direct Mail 1,530 889 2,419 
Email 4,088 2,188 6,276 

Text (SMS) 337 184 521 
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Additionally, in June 2020, SDG&E sent an educational communication to 71 new 

customers who moved during Q2 into a home or apartment that had a history of exceeding the 

350% of baseline allowance. The objective of this piece was to educate customers moving into 

new homes on the HUC and how it may apply to them at their new residence. The 

communication provided tips, tools and resources to help customers avoid the HUC and 

suggested TOU pricing plans as a potential solution since they are not subject to this charge. 

Larger samples of all the HUC communications sent to customers in Q2 can be found in 

Appendix B.  

SDG&E’s HUC webpage, 

sdge.com/highusage, also provides 

education about baseline allowance and 

solutions to help customers avoid the 

charge, and better manage their energy 

use. The page was updated throughout sdge.com/highusage 

General High Usage Education Letter 
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2019 and 2020 as needed to provide additional clarifying information and answer frequently 

asked questions. Most recently, in Q2 2020, the page was updated with information on the 

temporary reduction in pricing as directed by the Commission in response to COVID-19. In Q2 

2020, the page received 10,375 views with 8,427 unique page views. Viewers spent an average 

of 2 minutes and 72 seconds on the page during the quarter. 

Summer Preparedness  

Beginning in May, with a bill insert including summer savings tips and solutions, SDG&E 

started a large summer preparedness campaign, including targeted direct mail and email 

notifications for residential customers, a redesigned summer webpage, and mass media, 

organic and paid social activities. The campaign’s objective was to help customers plan and 

prepare for increased energy usage and bills due to higher temps as well as promote assistance 

programs, particularly payment assistance during the COVID-19 pandemic. 

With the timing of rate and seasonality related regulatory decisions, SDG&E took 

additional care to segment customers based on their pricing plan and what impacts they could 

expect over the summer and beyond when sending targeted communications. Initial 

segmentation divided customers into three groups: (1) those on a TOU pricing plan, (2) those 

on a TOU plan as part of the Mass TOU Transition, and (3) those not on a TOU plan. 

Those on TOU pricing plans as part of the Mass TOU Transition (TOU-DR1 and TOU-DR2) 

received both an email and direct mail communication with removeable summer saving stickers 

to help them remember the 4 p.m. to 9 p.m. on-peak period. These additional touchpoints 

were consistent with their customer journey and were sent in English and Spanish based on 

their language preference.  Customers in the two other segments received their 
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communications in English or Spanish and in direct mail or email. Among the tailored summer 

preparedness tips included in each communication, TOU pricing plans were suggested to non-

TOU plan customers as a potential solution to avoid the High Usage Charge and help customers 

manage summer bills.  

Prior to June 1, SDG&E sent: 

• 237,006 direct mails with 4 p.m. to 9 p.m. pm reminder stickers and 154,121 emails to 

TOU-DR1 and TOU-DR2 Mass Transition customers who had not previously received a 

summer communication as part of the TOU Transition journey; 

• 57,253 emails to other TOU customers; and 

• 102,193 direct mails and 221,769 emails to non-TOU customers to notify them of the 

elimination of seasonal pricing.  

In late June, a final customer segment was identified and communicated with, including 

TOU-DR1 customers who would be impacted by a July 1 rate change resulting in an 

approximate 5% reduction in summer energy costs, with a similar increase in the winter 

months. SDG&E acted in the interest of the customer and proactively notified them of changes 

coming to their bill. These communications provided them with education about upcoming 

changes to their plan, summer tips and solutions, and included a note about SDG&E’s 

assistance page for any customers who may have been struggling to pay their bills during 

COVID-19. SDG&E sent 711,169 emails to this group. 

Based on positive feedback from last summer’s high bill caller campaign, SDG&E 

identified those who reached out about a high bill in 2019 and sent them a postcard in June 

with summer tips and directed them online to SDG&E’s updated summer webpage to learn 
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more. Larger samples of the Summer Campaign communications are available for reference in 

Appendix B.  

Referenced in all Summer Campaign communications, SDG&E’s redesigned its summer 

webpage, sdge.com/summer, in May. It was a hub of summer preparedness tips, tools and 

information to support customers. 

Webpage updates included a more 

user-friendly interface with linked 

categories at the top of the page, 

relevant summer safety tips and 

resources, pricing for some of 

SDG&E’s most popular residential plans, summer FAQs and more. The page received 10,394 

total page views and 8,365 unique page views, and visitors spent an average of 2 minutes and 7 

seconds on the page between May and June. 

 In Q2, SDG&E began its mass media campaign starting with digital ads to promote Level 

Pay as a solution to reduce spikes in summer bills with the sdge.com/summer page as the call 

to action to learn more about the program and other summer savings tips.  Also in Q2, summer 

savings tips and solutions were promoted in 43 different print ads with a focus on reaching 

SDG&E’s diverse, geo-isolated and low-income customers. Ads were developed in English, 

Spanish, Vietnamese and Chinese.  

 

 

Updated navigation menu on sdge.com/summer 
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2019|2020 Residential Mass Default to TOU (“IDTM”) 

A. Mass Default Rollout Update 

Throughout 2019 and 2020, SDG&E transitioned nearly 797,000 residential customers 

on a rolling monthly cadence to a TOU pricing plan (TOU-DR1).  Pre-transition communications 

for the first target group began in December 2018 to kick off more than 6 million 

communications to transition customers throughout the rollout. The final target group, 

including about 20,000 accounts that opened in February 2019 and just over 60,000 accounts 

that did not have 12 consecutive months of data available until January 2020. These groups 

transitioned in May 2020. 

 

In Q2 2020, SDG&E completed its transition of the final groups and sent 107,000 30-day 

reminder letters and emails; and 205,000 welcome letters and emails. Referenced earlier in this 

report, as part of SDG&E’s larger summer campaign, Mass Default customers also received 

summer direct mail and email communications. 

Mass Default (IDTM) Rollout Schedule 
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Email open and click through rates remained strong for the Mass Default transition 

communications. During Q2, the overall open rate for transition communications was 59.94% 

with a click through rate of 3.47%, and 59.15% for welcome communication as shown in the 

following table.  

 

From December 2018 to the end of June 2020, just over 6,076,000 total Mass Default 

communications have been sent. These communications were sent to a total of nearly 797,000 

customers, approximately 499,000 of whom were active on TOU-DR1 by the end of Q2 2020. 

The table below shows the status of all customers who have received the 90-day notification 

letter as part of this transition and some information on their pricing plan selection. 
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Outlined in the chart below, 61% of customers opting-in to TOU-DR1 during Q2 were 

customers categorized as Neutral Benefiters and 33% were Non-Benefiters 

 

Below are charts illustrating customers’ plan selections by channel. During Q2 2020, 

34% of customers used the reply cards included with their 60-day pre-transition 

communications to opt-out while 49% used MyAccount online.  16% of customers called the 

Customer Care Center and 1% used interactive voice response (“IVR”). The reply card was also 

the most used channel by customers who selected to opt-in.  44% of customers used the reply 

card to opt-in, and 39% of customers used My Account. 14% of opt-ins were through the 

Customer Care Center, and 3% were through IVR. 
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Feedback from customers who chose to opt-out remains consistent with prior quarters.  

About 46% of customers opting out simply preferred to keep their current plan. 18% of 

customers shared that they could not shift their energy use away from the 4 p.m. to 9 p.m. on-

peak period, and another 16% indicated that they would not see enough savings to justify 

change. 

B. Customer Engagement 

In Q2 2020, there were just over 900 TOU-related calls to the Customer Care Center.  

About 51% of these calls were customers asking for clarification, while 18% were calling to opt-

out of TOU. Also in this time, SDG&E’s dedicated TOU webpage, sdge.com/whenmatters, 

received nearly 124,700 visits with just over 107,000 unique visitors. Use of the online bill 

comparison tool decreased 33% in Q2 with 1,816 visits and 1,570 unique visitors.  
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C. Residential Customers on TOU Pricing Plans  

Since March 1, 2019, new SDG&E accounts begin electric service on TOU-DR1 if the 

customer does not choose another plan.  By the end of Q2, SDG&E had just over 960,000 

residential customers on one of nine TOU pricing plans. 

 

As it did with the Default TOU Pilot, SDG&E compares forecasted bills to actual bills for 

IDTM customers. The table below shows that in Q2 2020, about the same number of customers 

benefitted on TOU as originally projected. 
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SDG&E also continues to monitor whether TOU impacts the number of customers in 

arrears. The chart below compares customers in the Mass Default population (TOU-DR1 and 

TOU-DR2) compared to customers enrolled on the standard tiered plan (DR/DRLI). With the 

customer protections in place, there were no disconnections in Q2. The percentage of accounts 

in arrears remained similar arrears in previous quarters. 

 

By the end of Q2 2020, approximately 61,430 Mass Default transition customers 

reached the anniversary of their 1-Year No Risk Pricing and were issued a collective $1,302,360 

in bill credits - an average credit of $21.20 per customer. During the quarter, $32,960 in bill 

protection credits were issued to 4,189 customers who closed accounts, and another $22,984 
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issued to 1,435 customers who elected to switch from their TOU transition plan back to their 

former, tiered plan. The average credit for customers who closed their account was $7.87, and 

the average for opt outs was $16.02 per customer. 

 

Customer Research and Insights 

A. TOU Default Customer Experience Survey: “Pulse” Survey 

SDG&E continues to survey customsers who recently transitioned to a TOU pricing plan. 

Each survey group (two-month groupings) is surveyed twice until the TOU transition period is 

completed in 2020. The first survey occurs shortly after transition and the second occurs six to 

seven months afterwards. Like the Default TOU Pilot research, the surveys are conducted by 

Hiner & Partners using a mixed-mode methodology (~100 phone, ~200 online). The first survey 

measures awareness of the transition, understanding of plan choices, knowledge of peak hours, 

awareness of 1-year no-risk pricing, recall of specific communications and awareness of where 

customers can get more information from SDG&E. The second survey addresses customer’ 

satisfaction on TOU, engagement in shifting energy usage and impressions of their bill.  

By the end of June, all seven survey groups completed the first “awareness” survey.  The 

first four groups of Transition customers have also completed their second “satisfaction” 

follow-up survey. Overall, SDG&E continues to see higher scores in comparison to the 2018 

Default Pilot, particularly awareness of TOU pricing, awareness of advertising, and 

understanding of TOU plan details and impacts to a customer’s bill. The last group of customers 

to transition reported the highest levels to date regarding awareness of TOU, awareness that 
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they have a choice of plans, understanding that they may be able to save money by shifting 

electricity use to other lower-priced times of day, and knowledge of where to get information about 

assistance from SDG&E.  However, customers who transitioned in late 2019 and recently completed 

their follow-up survey showed a decline over the past six months in “awareness that SDG&E provides 

energy saving programs, tools and tips” and “knowledge of where to get information about assistance 

from SDG&E”.  SDG&E will use this insight to continue refining customer messaging. 

Below are charts illustrating some of these results from surveys 1 and 2 in more detail:   
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Updates on Other Proceedings Impacting Residential Rate Reform and Next Steps for 

Rate Reform 

Other current proceedings impacting activities related to the implementation of 

Residential Rate Reform are provided in this section. 

A. 2018 Residential Rate Design Window (RDW) Application  

Phase IIA is complete.  On December 21, 2018, the Commission issued a final decision 

(D.18-12-004) for RDW Phase IIA. The final decision approved, among other things, SDG&E’s 

ME&O and implementation plans, its proposed 3-period tiered TOU plan as the default plan, 

and its proposed 2-period tiered TOU plan as an optional plan for residential customers. 

SDG&E filed AL 3325-E and supplemental AL 3325-E-A on December 21, 2018 and January 10, 

2019, respectively, to revise its tariffs in accordance the final decision.  SDG&E received a 
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Commission disposition letter on January 15, 2019, approving AL-3225 and AL 3325-E-A, 

effective January 1, 2019. 

Phase IIB, focusing primarily on SCE’s and PG&E’s TOU rollout plan plus common IOU 

issues including Community Choice Aggregation (CCA) and Greenhouse Gas (GHG) calculations, 

is also complete.  Hearings were held early-January 2019.  A decision was issued on July 11, 

2019 requiring no action from SDG&E.  The decision ordered PG&E and SCE to begin defaulting 

applicable residential customers to TOU plans in October 2020. 

Phase III was completed in March 2020 when the commission declined to adopt 

residential fixed charge proposals for the California IOUs and instead maintained residential 

minimum bills at present levels.  The Commission has instructed SDG&E to propose an optional, 

non-tiered TOU plan with a fixed charge for residential customers with electric vehicle, energy 

storage, or heat pump technologies. This proposal will be made in SDG&E’s next available rate 

design application.   

B. Application to Eliminate Seasonality from Residential Plans 

On September 23, 2019, SDG&E filed an application requesting to eliminate the summer 

and winter seasonal differentiation in its residential electric plans, including all TOU plans.  If 

approved, SDG&E’s application will reduce summer season rates and increase winter season 

rates, so residential customers will experience a single set of rates year-round.  This proposal 

will help reduce summer bills and bill volatility overall associated with increased usage during 

the summer. SDG&E’s proposal will not affect residential baseline allowances (allowed kWh 

consumption at the lowest tier), which will still vary by season.   
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In June 2020, the Commission approved a modified proposal moderating the seasonal 

pricing differences for SDG&E’s primary residential TOU plan, TOU-DR1. The reduction in 

summer TOU-DR1 pricing will provide bill relief in line with SDG&E’s original TOU rate proposal, 

which sought to remove seasonally differentiated pricing altogether.  SDG&E implemented the 

changes approved here on July 1, 2020. 

C. Rate Reform OIR Next Steps (R.12-06-013) 

The current status and procedural schedule to move forward in addressing the next 

steps in the proceeding are as follows:  

• Statewide ME&O – At the Commission’s direction, in D.17-12-023, SDG&E continues to 

coordinate with the statewide agencies including the ME&O Coordinator (Coleman Inc.), 

IPSOS, OMD and the DDB Group.  On November 30, 2019, Energy Division approved 

Advice Letter 3458-E, giving SDG&E the approval to amend the contract with Coleman 

Inc. as the ME&O Coordinator. As appropriate, SDG&E and DDB share the latest earned 

and paid media tactics and results in the San Diego market.  

• Phase 4 – An Assigned Commissioner's Scoping Memo and Ruling was issued to address 

the following: 1) PG&E’s “Proposal to Recover 2015-2016 Costs Recorded in the 

Residential Rate Reform Memorandum Account”; 2) whether the Commission should 

adopt a proposal to restructure the California Alternate Rates for Energy (CARE) 

program; 3) the continuing role of the working groups; and 4) modification or 

elimination of reporting requirements. No further working groups or actions occurred or 

are scheduled for 2020. 
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Expenditures 

Pursuant to Ordering Paragraph 12 of D.15-07-001, SDG&E filed a Tier 1 AL 2769-E on 

July 31, 2015 to establish the RRMA. The RRMA is used to track verifiable incremental costs in 

the following categories: (i) TOU pilots, (ii) TOU studies, including hiring of a consultant or 

consultants to assist in developing study parameters, (iii) ME&O costs associated with the rate 

changes approved in D.15-07-001, and (iv) other reasonable expenditures as required to 

implement D.15-07-001.   

IT costs related to system changes required to implement Residential Rate Reform that 

are not TOU pilot-related are funded through the SDG&E base capital budget and will be 

excluded from the RRMA.  These costs, along with other ME&O costs not included in the RRMA, 

are reflected in the “Non-RRMA” section of the following table. 

 The following table summarizes costs incurred from August 2015 through June 2020.  

See Appendix A for expenditure details.
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Rate Reform Expenditures Summary 

 

RRMA: Time-Of-Use (in 000's)
Aug - Dec

2015 Q1 - 2016 Q2 - 2016 Q3 - 2016 Q4 - 2016 Q1 - 2017 Q2 - 2017 Q3 - 2017 Q4-2017 Q1-2018 Q2-2018 Q3-2018 Q4-2018 Q1-2019 Q2-2019 Q3-2019 Q4-2019 Q1-2020 Q2-2020
Total PTD 

Spend
+Revised 
Budget

% PTD Spent 
of Revisded 

Budget
TOU Mass Default Total -$            -$            -$            -$            -$            -$            -$            -$            41$             208$           208$           401$           1,101$        2,688$        5,579$        4,380$        4,120$        3,584$        1,908$        24,219$      30,108$         80.4%
TOU Default Pilot Total -$            -$            -$            -$            -$            225$           372$           324$           868$           2,782$        1,193$        1,579$        1,422$        1,105$        76$             45$             3$               30$             -$            10,025$      10,025$         100.0%
TOU Opt-In Pilot Total -$            -$            452$           2,715$        940$           697$           503$           1,606$        500$           377$           9$               22$             14$             -$            (2)$              1$               -$            11$             -$            7,845$        7,845$            100.0%
Statewide Campaign -$            -$            -$            -$            -$            -$            -$            -$            1$               23$             84$             79$             48$             5,237$        5,538$        2,868$        5,413$        183$           599$           20,074$      11,900$         168.7%

TOU Total -$            -$            452$           2,715$        940$           923$           875$           1,931$        1,410$        3,391$        1,494$        2,081$        2,586$        9,030$        11,190$     7,294$        9,536$        3,809$        2,507$        62,163$      59,878$         103.8%

RRMA:  General Rate Reform (in 000's)
Aug - Dec

2015 Q1 - 2016 Q2 - 2016 Q3 - 2016 Q4 - 2016 Q1 - 2017 Q2 - 2017 Q3 - 2017 Q4-2017 Q1-2018 Q2-2018 Q3-2018 Q4-2018 Q1-2019 Q2-2019 Q3-2019 Q4-2019 Q1-2020 Q2-2020
Total PTD 

Spend
% PTD Spent 

of Budget
Marketing, Education, & Outreach -$            72$             420$           325$           (447)$          6$               24$             20$             197$           1$               1$               1$               (127)$          -$            -$            -$            -$            -$            -$            494$           
Information Technology -$            51$             130$           81$             (216)$          -$            -$            -$            -$            -$            -$            -$            -$            -$            -$            -$            -$            -$            -$            46$             
Other -$            -$            6$               9$               19$             -$            -$            -$            -$            -$            -$            -$            -$            -$            -$            -$            -$            -$            -$            34$             

General Rate Reform Total -$            123$           556$           415$           (644)$          6$               24$             20$             197$           1$               1$               1$               (127)$          -$            -$            -$            -$            -$            -$            574$           
Total to RRMA -$            123$           1,008$        3,130$        297$           929$           899$           1,951$        1,607$        3,392$        1,495$        2,083$        2,458$        9,030$        11,190$     7,294$        9,536$        3,809$        2,507$        62,737$      

Non-RRMA (in 000's)
Aug - Dec

2015 Q1 - 2016 Q2 - 2016 Q3 - 2016 Q4 - 2016 Q1 - 2017 Q2 - 2017 Q3 - 2017 Q4-2017 Q1-2018 Q2-2018 Q3-2018 Q4-2018 Q1-2019 Q2-2019 Q3-2019 Q4-2019 Q1-2020 Q2-2020
Total PTD 

Spend
% PTD Spent 

of Budget
Marketing, Education, & Outreach 251$           -$            -$            -$            273$           193$           97$             698$           210$           203$           177$           951$           1,140$        387$           462$           586$           170$           104$           217$           6,120$        
Information Technology 437$           536$           755$           39$             688$           1,190$        3,574$        2,834$        4,838$        1,813$        2,273$        5,683$        4,435$        3,077$        1,800$        47$             71$             39$             (27)$            34,102$      
Bill Protection -$            -$            -$            -$            -$            -$            -$            -$            -$            0$               2$               22$             36$             896$           13$             57$             99$             -$            -$            1,125$        

Non-RRMA Total 688$           536$           755$           39$             961$           1,382$        3,672$        3,532$        5,048$        2,016$        2,451$        6,656$        5,611$        4,360$        2,275$        691$           340$           143$           190$           41,347$      
Grand Total (RRMA + Non-RRMA) 688$           659$           1,764$        3,169$        1,258$        2,311$        4,571$        5,483$        6,655$        5,409$        3,946$        8,739$        8,069$        13,389$     13,466$     7,985$        9,876$        3,951$        2,697$        104,085$   

+Revised Budget reflects changes per AL 3352-E and approved in Resolution E-5069

Rate Reform Costs Aug 2015 - June 2020*

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

Overheads are included in all numbers and effectively double the direct labor charges.
Budget Updates filed via Advice Letter 3498-E/2835-G January 2019
(U 902-M) 

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

SDG&E is pleased to report its second quarter (April - June) 2020 efforts to the 

Commission and stakeholders.  SDG&E looks forward to continued collaboration with the other 

IOUs, Energy Division and the ME&O Working Group members to develop plans and best 

practices that will continue to contribute to a successful implementation of Residential Rate 

Reform and the transition to TOU pricing plans for residential customers. 
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Appendix A: Rate Reform Costs August 2015 – June 2020 

A. Mass Default  

 

  

RRMA: Time-Of-Use Mass Default (in 000's)
Aug - Dec

2015 
Q1 - 
2016

Q2 - 
2016

Q3 - 
2016

Q4 - 
2016

Q1 - 
2017

Q2 - 
2017

Q3 - 
2017

Q4-
2017

Q1-
2018

Q2-
2018

Q3-
2018

Q4-
2018

Q1-
2019

Q2-
2019

Q3-
2019

Q4-
2019

Q1-
2020

Q2-
2020

Total
+Revised 

Budget

% PTD 
Spent of 
Revisded 

Budget

Overall Plan - TOU Awareness  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $     41  $   (16)  $       7  $       0  $    836  $1,732  $  2,839  $  2,757  $  2,258  $    2,204  $      489  $       13,146  $    14,747 89.1%
Communications Development  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $    136  $    594  $     669  $     387  $     101  $         81  $           0  $         1,968  $      2,250 87.4%
General (Bill Inserts, Media, Radio, TV,  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $     41  $   (16)  $       7           0  $    596  $    571  $     894  $  1,641  $  1,154  $       969  $        66  $         5,922  $      4,330 136.8%
Digital Media  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $       -    $      81  $     370  $     582  $     539  $       493  $        25  $         2,091  $      3,720 56.2%
Direct (Email & SMS)  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $    104  $    486  $     907  $     146  $     464  $       661  $      398  $         3,166  $      4,447 71.2%
Web Development (Inclusive of all activities)  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $       -    $       -    $        -    $        -    $        -    $          -    $         -    $               -    $          300 0.0%

Customer Research  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $  150  $      -    $      -    $      49  $       -    $        -    $       57  $     146  $       (62)  $      132  $            471  $      1,073 43.9%
Overall   $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $  150  $      -    $      -    $       -    $       -    $        -    $        -    $     109  $     (108)  $      109  $            259  $          375 69.0%
Qualitative  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $       -    $       -    $        -    $       57  $        -    $          -    $              57  $          200 28.4%
Quantitative  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      49  $       -    $        -    $        -    $       37  $         46  $        23  $            155  $          498 31.2%
Community Based Organizations  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $       -    $      61  $       98  $     202  $     127  $         93  $        16  $            597  $      1,200 49.8%
Energy Solutions Partner Activities  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      51  $       23  $       31  $       29  $         67  $        12  $            213  $          225 94.5%
Event Sponsorships - Targeted Zip Codes  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $        6  $       12  $     135  $       96  $         15  $           4  $            267  $          750 35.6%
Engagement Materials (brochures, etc.)  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $        5  $       63  $       36  $          2  $         11  $            117  $          225 52.0%
Marketing Automation  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $         4  $       -    $         1  $         6  $     450  $       165  $         -    $            626  $          450 139.2%
High Usage Charge (HUC)  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $       -    $       -    $        -    $        -    $        -    $           0  $           0  $                 0  $          600 0.0%
Labor (FTE & Contract)  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $     74  $  201  $  401  $    213  $    895  $  2,641  $  1,359  $  1,140  $    1,184  $   1,271  $         9,379  $    11,738 79.9%

TOU Mass Default Total  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $     41  $  208  $  208  $  401  $ 1,101  $2,688  $  5,579  $  4,380  $  4,120  $    3,584  $   1,908  $       24,219  $    30,100 80.5%

RRMA: Statewide Campaign & Bill 
Protection 

Aug - Dec
2015 

Q1 - 
2016

Q2 - 
2016

Q3 - 
2016

Q4 - 
2016

Q1 - 
2017

Q2 - 
2017

Q3 - 
2017

Q4-
2017

Q1-
2018

Q2-
2018

Q3-
2018

Q4-
2018

Q1-
2019

Q2-
2019

Q3-
2019

Q4-
2019

Q1-
2020

Q2-
2020

Total
+Revised 

Budget

% PTD 
Spent of 
Revisded 

Budget
Statewide Campaign  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $       1  $     23  $     84  $     79  $      48  $5,237  $  5,538  $  2,868  $  5,413  $       183  $      599  $       20,074  $    11,900 168.7%

TOU Statewide Campaign  Total  $            -    $      -    $      -    $      -    $      -    $      -    $      -    $      -    $       1  $     23  $     84  $     79  $      48  $5,237  $  5,538  $  2,868  $  5,413  $       183  $      599  $       20,074  $    11,900 168.7%

+Revised Budget reflects changes per AL 3352-E and approved in Resolution E-5069

Rate Reform Costs Aug 2015 - June 2020*

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

Overheads are included in all numbers and effectively double the direct labor charges.
Budget Updates filed via Advice Letter 3498-E/2835-G January 2019 (U 902-M) 

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

 

RRMA: Time-Of-Use Default Pilot (in 000's)

Aug - Dec
2015 

Q1 -
2016

Q2 -
2016

Q3 -
2016

Q4 -
2016

Q1 -
2017

Q2-
2017

Q3 -
2017

Q4-
2017

Q1-
2018

Q2-
2018

Q3
2018

Q4-
2018

Q1-
2019

Q2-
2019

Q3-
2019

Q4-
2019

Q1-
2020

Q2-
2020

Total
+Revised 

Budget

% PTD 
Spent of 
Revisded 

Budget
Planning & Design -$        -$        -$        -$        -$        205$       347$       296$       303$      1,351$   190$       754$       315$       245$       -$        -$        -$        -$        -$        4,007$   4,007$   100.0%

Nexant Implementation Support -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        0.0%
Staff Augmentation -$        -$        -$        -$        -$        205$       347$       296$       303$      1,351$   190$       754$       315$       245$       -$        -$        -$        -$        -$        4,007$   4,007$   100.0%

Program Management / Employee Training -$        -$        -$        -$        -$        205$       347$       296$       303$      1,351$    190$       754$       315$       245$       -$        -$        -$        -$        -$        4,007$    4,007$    100.0%
Measurement & Evaluation -$        -$        -$        -$        -$        -$        -$        -$        14$        18$         32$         78$         57$         57$         21$         40$         3$           12$         -$        332$       332$       100.0%

Load Impacts -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        14$         41$         32$         51$         21$         40$         3$           12$         -$        214$       214$       100.0%
Staff Augmentation -$        -$        -$        -$        -$        -$        -$        -$        14$        18$         18$         36$         25$         7$           -$        -$        -$        -$        -$        117$       117$       100.0%

Electric Load Analysis -$        -$        -$        -$        -$        -$        -$        -$        14$        18$         18$         36$         25$         7$           -$        -$        -$        -$        -$        117$       117$       100.0%
Customer Insight & Research -$        -$        -$        -$        -$        -$        -$        -$        72$        54$         70$         72$         160$       121$       -$        -$        -$        -$        -$        549$       549$       100.0%

Design Thinking Focus Group -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        0.0%
Message/Communications Testing -$        -$        -$        -$        -$        -$        -$        -$        65$        13$         -$        -$        -$        -$        -$        -$        -$        -$        -$        77$         77$         100.0%
Opt-Out Focus Groups -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        0.0%
Qualitative Research -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        38$         -$        -$        -$        -$        -$        -$        -$        -$        38$         38$         100.0%
Segmentation Deeper Dive -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        -$        -$        -$        105$       -$        -$        -$        -$        -$        105$       105$       100.0%
Surveys -$        -$        -$        -$        -$        -$        -$        -$        -$       22$         -$        57$         117$       1$           -$        -$        -$        -$        -$        196$       196$       100.0%

Staff Augmentation -$        -$        -$        -$        -$        -$        -$        -$        8$          20$         31$         15$         43$         15$         -$        -$        -$        -$        -$        132$       132$       100.0%
Customer Data Analytics & Research -$        -$        -$        -$        -$        -$        -$        -$        8$          20$         31$         15$         43$         15$         -$        -$        -$        -$        -$        132$       132$       100.0%

Marketing, Education, & Outreach -$        -$        -$        -$        -$        20$         26$         24$         423$      708$       640$       34$         355$       72$         55$         5$           -$        18$         -$        2,379$   2,379$   100.0%
Material Development -$        -$        -$        -$        -$        -$        -$        -$        357$      (55)$        95$         6$           230$       1$           6$           5$           -$        18$         -$        664$       664$       100.0%

Energy Efficiency Component for Welcome -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        -$        6$           76$         1$           6$           5$           -$        18$         -$        112$       112$       100.0%
Material Development -$        -$        -$        -$        -$        -$        -$        -$        200$      (77)$        49$         -$        -$        -$        -$        -$        -$        -$        -$        172$       172$       100.0%
Smart App -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        0.0%
Video Bill -$        -$        -$        -$        -$        -$        -$        -$        39$        -$        45$         -$        154$       -$        -$        -$        -$        -$        -$        238$       238$       100.0%
Website -$        -$        -$        -$        -$        -$        -$        -$        119$      22$         1$           -$        -$        -$        -$        -$        -$        -$        -$        142$       142$       100.0%

Pre-Transition Communications -$        -$        -$        -$        -$        -$        -$        -$        37$        257$       126$       -$        13$         -$        -$        -$        -$        -$        -$        433$       433$       100.0%
BRC Card & Processing -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        98$         -$        -$        -$        -$        -$        -$        -$        -$        98$         98$         100.0%
Early Awareness Communication -$        -$        -$        -$        -$        -$        -$        -$        10$        -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        10$         10$         100.0%
Rate Comparison via direct mail -$        -$        -$        -$        -$        -$        -$        -$        26$        252$       16$         -$        8$           -$        -$        -$        -$        -$        -$        302$       302$       100.0%
Rate Comparison via email -$        -$        -$        -$        -$        -$        -$        -$        1$          6$           12$         -$        5$           -$        -$        -$        -$        -$        -$        23$         23$         100.0%

Post-Transition Communications -$        -$        -$        -$        -$        -$        -$        -$        -$       5$           279$       23$         29$         24$         49$         -$        -$        -$        -$        408$       408$       100.0%
Bill Protection -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        -$        0.0%
End of Bill Protection Communication -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        -$        -$        3$           23$         49$         -$        -$        -$        -$        75$         75$         100.0%
Extreme Non-Benefiter calls -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        100$       -$        -$        -$        -$        -$        -$        -$        -$        100$       100$       100.0%
Level Pay Plan Information -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        10$         -$        -$        -$        -$        -$        -$        -$        -$        10$         10$         100.0%
Pricing Plan Confirmation -$        -$        -$        -$        -$        -$        -$        -$        -$       4$           5$           5$           4$           1$           -$        -$        -$        -$        -$        19$         19$         100.0%
Programmable Thermostat             -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        44$         -$        -$        -$        -$        -$        -$        -$        -$        44$         44$         100.0%
Summer Rate Information -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        47$         14$         1$           -$        -$        -$        -$        -$        -$        62$         62$         100.0%
Welcome Package via direct mail  -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        73$         -$        8$           -$        -$        -$        -$        -$        -$        81$         81$         100.0%
Welcome Package via email -$        -$        -$        -$        -$        -$        -$        -$        -$       0$           -$        -$        -$        -$        -$        -$        -$        -$        -$        0$           0$           100.0%
Winter Rate Information -$        -$        -$        -$        -$        -$        -$        -$        -$       -$        -$        3$           13$         -$        -$        -$        -$        -$        -$        17$         17$         100.0%

Staff Augmentation -$        -$        -$        -$        -$        20$         26$         24$         29$        502$       139$       5$           84$         46$         -$        -$        -$        -$        -$        874$       874$       100.0%
Customer Communication -$        -$        -$        -$        -$        -$        -$        -$        3$          467$       103$       4$           41$         19$         -$        -$        -$        -$        -$        636$       636$       100.0%
Customer Outreach & Engagement -$        -$        -$        -$        -$        20$         26$         24$         26$        35$         36$         2$           43$         27$         -$        -$        -$        -$        -$        238$       238$       100.0%

Operations & Production Support -$        -$        -$        -$        -$        -$        -$        4$           56$        652$       262$       641$       535$       610$       -$        -$        -$        -$        -$        2,759$   2,759$   100.0%
Advanced Metering Operations -$        -$        -$        -$        -$        -$        -$        4$           56$        64$         157$       139$       150$       139$       -$        -$        -$        -$        -$        710$       710$       100.0%
Branch Offices -$        -$        -$        -$        -$        -$        -$        -$        -$       7$           31$         40$         114$       34$         -$        -$        -$        -$        -$        225$       225$       100.0%
Customer Contact Center -$        -$        -$        -$        -$        -$        -$        -$        -$       580$       74$         461$       271$       438$       -$        -$        -$        -$        -$        1,825$    1,825$    100.0%

TOU Default Pilot Total -$        -$        -$        -$        -$        225$       372$       324$       868$      2,782$   1,193$   1,579$   1,422$   1,105$   76$         45$         3$           30$         -$        10,025$ 10,025$ 100.0%

+Revised Budget reflects changes per AL 3352-E and approved in Resolution E-5069

Rate Reform Costs Aug 2015 - June 2020*

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

Overheads are included in all numbers and effectively double the direct labor charges.
Budget Updates filed via Advice Letter 3498-E/2835-G January 2019
(U 902-M) 

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

 

 

 

 

 

 

RRMA: Time-Of-Use Opt-In Pilot (in 000's)
Aug - Dec

2015 
Q1 -
2016

Q2 -
2016

Q3 -
2016

Q4 -
2016

Q1 -
2017

Q2-
2017

Q3 -
2017

Q4-
2017

Q1-
2018

Q2-
2018

Q3
2018

Q4-
2018

Q1-
2019

Q2-
2019

Q3-
2019

Q4-
2019

Q1-
2020

Q2-
2020

Total
+Revised 

Budget

% PTD 
Spent of 
Revisded 

Budget
Planning & Design -$          -$          -$          550$         (483)$        20$            7$              -$          97$            221$         2$              47$            14$            -$          (1)$            -$          -$          -$          -$          475$         
Measurement & Evaluation -$          -$          11$            -$          -$          -$          1$              0$              -$          -$          -$          -$          -$          -$          -$          -$          -$          -$          -$          11$            
Customer Insight -$          -$          46$            -$          67$            1$              58$            151$         -$          -$          -$          1$              -$          -$          (1)$            1$              -$          -$          -$          324$         
Recruitment -$          -$          395$         1,228$      640$         60$            1$              844$         2$              0$              -$          -$          -$          -$          -$          -$          -$          -$          -$          3,171$      
Customer Support -$          -$          -$          105$         142$         148$         225$         314$         263$         146$         6$              (23)$          -$          -$          (0)$            -$          -$          11$            -$          1,336$      
Outreach & Education -$          -$          -$          210$         172$         66$            17$            15$            9$              -$          -$          0$              -$          -$          -$          -$          -$          -$          -$          490$         
Technology -$          -$          -$          623$         401$         83$            36$            32$            34$            (1)$            -$          (6)$            -$          -$          (0)$            -$          -$          -$          -$          1,200$      
Technology Operations Support -$          -$          -$          -$          1$              319$         158$         250$         96$            11$            -$          3$              -$          -$          0$              -$          -$          -$          -$          838$         

TOU Opt-In Pilot Total -$          -$          452$         2,715$      940$         697$         503$         1,606$      500$         377$         9$              22$            14$            -$          (2)$            1$              -$          11$            -$          7,845$      7,845$      100.0%

RRMA:  General Rate Reform (in 000's)

Aug - Dec
2015 

Q1 -
2016

Q2 -
2016

Q3 -
2016

Q4 -
2016

Q1 -
2017

Q2-
2017

Q3 -
2017

Q4-
2017

Q1-
2018

Q2-
2018

Q3
2018

Q4-
2018

Q1-
2019

Q2-
2019

Q3-
2019

Q4-
2019

Q1-
2020

Q2-
2020

Total
+Revised 

Budget

% PTD 
Spent of 
Revisded 

Budget
Marketing, Education, & Outreach -$          72$            420$         325$         (447)$        6$              24$            20$            197$         1$              1$              1$              (127)$        -$          -$          -$          -$          -$          -$          494$         
Information Technology -$          51$            130$         81$            (216)$        -$          -$          -$          -$          -$          -$          -$          -$          -$          -$          -$          -$          -$          -$          46$            
Other -$          -$          6$              9$              19$            -$          -$          -$          -$          -$          -$          -$          -$          -$          -$          -$          -$          -$          -$          34$            

General Rate Reform Total -$          123$         556$         415$         (644)$        6$              24$            20$            197$         1$              1$              1$              (127)$        -$          -$          -$          -$          -$          -$          574$         
Total to RRMA -$          123$         1,008$      3,130$      297$         929$         899$         1,951$      1,607$      3,392$      1,495$      2,083$      2,458$      9,030$      11,190$    7,294$      9,536$      3,809$      2,507$      62,737$    

Non-RRMA (in 000's)

Aug - Dec
2015 

Q1 -
2016

Q2 -
2016

Q3 -
2016

Q4 -
2016

Q1 -
2017

Q2-
2017

Q3 -
2017

Q4-
2017

Q1-
2018

Q2-
2018

Q3
2018

Q4-
2018

Q1-
2019

Q2-
2019

Q3-
2019

Q4-
2019

Q1-
2020

Q2-
2020

Total
+Revised 

Budget

% PTD 
Spent of 
Revisded 

Budget
Marketing, Education, & Outreach 251$         -$          -$          -$          273$         193$         97$            698$         210$         203$         177$         951$         1,140$      387$         462$         586$         170$         104$         217$         6,120$      
Information Technology 437$         536$         755$         39$            688$         1,190$      3,574$      2,834$      4,838$      1,813$      2,273$      5,683$      4,435$      3,077$      1,800$      47$            71$            39$            (27)$          34,102$    
Bill Protection -$          -$          -$          -$          -$          -$          -$          -$          -$          0$              2$              22$            36$            896$         13$            57$            99$            -$          -$          1,125$      15%

Non-RRMA Total 688$         536$         755$         39$            961$         1,382$      3,672$      3,532$      5,048$      2,016$      2,451$      6,656$      5,611$      4,360$      2,275$      691$         340$         143$         190$         41,347$    
Grand Total (RRMA + Non-RRMA) 688$         659$         1,764$      3,169$      1,258$      2,311$      4,571$      5,483$      6,655$      5,409$      3,946$      8,739$      8,069$      13,389$    13,466$    7,985$      9,876$      3,951$      2,697$      104,085$  

+Revised Budget reflects changes per AL 3352-E and approved in Resolution E-5069

Rate Reform Costs Aug 2015 - June 2020*

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

Overheads are included in all numbers and effectively double the direct labor charges.
Budget Updates filed via Advice Letter 3498-E/2835-G January 2019
(U 902-M) 

* Any required corrections/adjustments are reported herein and supersede information provided in prior reports and may reflect year-to-date adjustments
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Appendix B: Customer Communications April - June 2020 

Communications Description Spanish Direct 
Mail 

Email 

High Usage Charge General Education 
Explanation of High Usage Charge; tools and 
solutions 

 X  

High Usage Charge 350% of Baseline Approaching High Usage Charge X X X 

High Usage Charge 400% of Baseline High Usage Charge Incurred X X X 

Summer Campaign Mailer 
Standard Plan Customers 

Customers on a standard, tiered pricing plan 
(DR/DRLI) received a summer preparedness 
direct mail or email communication with 
details about upcoming plan changes and 
summer tips and solutions 

X X X 

Summer Campaign Mailer 
Multi-Family Plan Customers 

Customers on a multi-family plan received a 
summer preparedness direct mail or email 
communication with details about upcoming 
plan changes and summer tips and solutions 

X X X 

Summer Campaign Email 
Other TOU plan customers – NEM 

Customers not part of the Mass TOU 
Transition, but on a TOU pricing plan received 
an email with net energy metering (“NEM”) 
specific tips and solutions 

X  X 

Summer Campaign Email 
Other TOU plan customers – non-NEM 

Customers not part of the Mass TOU 
Transition, but on a TOU pricing plan received 
an email with plan specific tips and solutions 

X  X 

Summer Campaign Postcard 
High Bill Callers – NEM 

Customers who called about a high bill in 
2019 received an extra postcard with summer 
savings tips 

 X  

Summer Campaign Postcard 
High Bill Callers – non- NEM 

Customers who called about a high bill in 
2019 received an extra postcard with summer 
savings tips 

 X  



B-2 

Communications Description Spanish Direct 
Mail 

Email 

Mass Default PD-30 with Insert 
(versions listed below) 

30-day reminder notification letter containing 
personalized plan comparison; mailing 
includes quick reference card insert 

X X X 

          Non-NEM Benefiter 

30-day reminder notification letter containing 
personalized plan comparison; mailing 
includes quick reference card insert 

X X X 

Non-NEM Neutral 

30-day reminder notification letter containing 
personalized plan comparison; mailing 
includes quick reference card insert 

X X X 

Non-NEM Non-Benefiter 

30-day reminder notification letter containing 
personalized plan comparison; mailing 
includes quick reference card insert 

X X X 

NEM Benefiter 

30-day reminder notification letter containing 
personalized plan comparison; mailing 
includes quick reference card insert 

X X X 

NEM Neutral 

30-day reminder notification letter containing 
personalized plan comparison; mailing 
includes quick reference card insert 

X X X 

NEM Non-Benefiter 

30-day reminder notification letter containing 
personalized plan comparison; mailing 
includes quick reference card insert 

X X X 

Mass Default PD-30 Insert 
Quick reference card with tips for success on 
TOU; included in all PD-30 mailings 

X X  

Mass Default Welcome Brochure 
Brochure welcoming consumers to TOU with 
details of their individual plan.  

X X X 

TOU-DR1 Mass Default with Bill 
Protection 

Sent with effective pricing between January 
2020 – March 2020 

X X X 

TOU-DR2 Mass Default with Bill 
Protection 

Sent with effective pricing between January 
2020 – March 2020 

X X X 

TOU-DR1 Turn on with No Bill 
Protection 

Sent with effective pricing between January 
2020 – March 2020 

X X X 
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Communications Description Spanish Direct 
Mail 

Email 

TOU-DR2 Turn on with No Bill 
Protection 

Sent with effective pricing between January 
2020 – March 2020 

X X X 

Bill Protection Ending Mailer 

Notification that bill protection is coming to 
an end; sent to Mass Default and opt-in 
customers  

 X  

Mass Default 
TOU-DR1 Summer Mailer 

Mass TOU Transition Customers received a 
direct mail and email communication with 4-9 
pm vinyl stickers, summer preparedness tips 
and plan details ahead of their first summer 
on TOU 

X X X 

Mass Default 
TOU-DR2 Summer Mailer 

Mass TOU Transition Customers received a 
direct mail and email communication with 4-9 
pm vinyl stickers, summer preparedness tips 
and plan details ahead of their first summer 
on TOU 

X X X 

Mass Default 
Summer Vinyl Stickers 

Stickers included with Mass Default summer 
communications designed to help customers 
see and remember the on-peak period 

X X  
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High Usage Charge General Education 
Page 1 of 2 
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High Usage Charge General Education 
Page 2 of 2 
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High Usage Charge 350% of Baseline 
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High Usage Charge 400% of Baseline 
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Summer Campaign Mailer 
Standard Plan Customers  
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Summer Campaign Mailer 
Multi-Family Plan Customers 
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Summer Campaign Email 
Other TOU plan customers – NEM 
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Summer Campaign Email 
Other TOU plan customers – non-NEM 
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Summer Campaign Postcard 
High Bill Callers – NEM 
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Summer Campaign Postcard 
High Bill Callers – non- NEM 
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Mass Default 
TOU-DR1 Summer Mailer 
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Mass Default 
TOU-DR1 Summer Mailer (continued) 
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Mass Default 
TOU-DR2 Summer Mailer 
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Mass Default 
TOU-DR2 Summer Mailer (continued) 
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Mass Default 
Vinyl Stickers included with Summer Mailers 
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Mass Default PD-30 Non-NEM Letter with insert, Benefiter 
Page 1 of 2 
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Mass Default PD-30 Non-NEM Letter with insert, Benefiter 
Page 2 of 2  
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Mass Default PD-30 Non-NEM Letter with insert, Neutral 
Page 1 of 2
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Mass Default PD-30 Non-NEM Letter with insert, Neutral 
Page 2 of 2
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Mass Default PD-30 Non-NEM Letter with insert, Non-Benefiter 
Page 1 of 2  
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Mass Default PD-30 Non-NEM Letter with insert, Non-Benefiter 
Page 2 of 2
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Mass Default PD-30 NEM Letter with insert, Benefiter 
Page 1 of 2  
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Mass Default PD-30 NEM Letter with insert, Benefiter 
Page 2 of 2
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Mass Default PD-30 NEM Letter with insert, Neutral 
Page 1 of 2
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Mass Default PD-30 NEM Letter with insert, Neutral 
Page 2 of 2  
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Mass Default PD-30 NEM Letter with insert, Non-Benefiter 
Page 1 of 2  
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Mass Default PD-30 NEM Letter with insert, Non-Benefiter 
Page 2 of 2 
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Mass Default PD-30 Insert 
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Mass Default – Welcome Brochure 
TOU-DR1 with Bill Protection 
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Mass Default – Welcome Brochure 
TOU-DR2 with Bill Protection  
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Mass Default – Welcome Brochure 
TOU-DR1 with no Bill Protection  
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Mass Default – Welcome Brochure 
TOU-DR2 with no Bill Protection 
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Mass Default – Welcome Brochure Magnet  
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Bill Protection Ending Letter 
Page 1 of 2 
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Bill Protection Ending Letter 
Page 2 of 2 
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