Appendix A 
CARE Outreach 
PG&E clearly defined its CARE-eligible households so that it could develop a targeted outreach and education plan in 2001. PG&E learned that CARE-eligible customers fall into the following demographic groups: 

1. Ninety-seven percent of all eligible customers speak one of five languages at home: English, Spanish, Cantonese, Mandarin or Vietnamese. Forty-three percent are Spanish speakers; 

2. CARE-eligible households are predominantly ethnic minorities. These include a mix of seniors, rural residents, agricultural farm workers and residents of sub-metered tenant facilities; and 

3. While the male head of household is often the customer of record, the female head of household usually makes energy and spending decisions and takes action on important issues. 

PG&E’s CARE outreach campaign consists of an intense multitude of activities. The CARE Team partners, recruits and contracts with a diverse group of community-based organizations already recognized and trusted by their constituents. More than 50 organizations representing a wide array of communities (Native American, seniors, disabled, Hispanic, and Hmong, to name a few) promote the CARE Program as part of their regular outreach activities. These COCs undergo a training course and are provided with collateral items -- such as T-shirts identifying them as CARE COCs -- and bilingual CARE posters and brochures to display in their organizations. The CARE program also supports the COCs through a variety of other channels including a monthly newsletter, an e-mail address, quarterly regional meetings, site visits and training sessions. Due to the success of the COC Program, PG&E is currently expanding the number of COCs from 50 to 100. 

Community Outreach Events are one of the most effective ways for the CARE program to break down barriers, engage community leaders and build trust in communities. The CARE Team participated in 52 multicultural events so far this year, bringing a face and personality from the program to the communities. The team aims to have completed 80 events by the end of 2005. The events are often supported with targeted grass roots media and PG&E’s Public Affairs department. 

A mini CARE application used as a bill insert has been an effective way to reach our customers. It is cost effective, and presents CARE information in a concise way, allowing the customer to fill out a simplified version of the application. The bill insert was included in the March, June and October PG&E billing cycles. Both March and October’s bill inserts were in English and Spanish while the June bill insert featured the Chinese and English mini-application. 

The Hispanic community represents the largest CARE-eligible segment of PG&E’s customer base. The CARE outreach campaign has a developed and targeted program to meet the unique needs of this community. Media relations are a key program element. CARE is being supported and mentioned by Hispanic television and radio stations. Community outreach is integral to increased enrollment, and a large number of outreach events target the Hispanic community. 

According to PG&E’s research, African American customers are more likely to be reached through media, restaurants, stores, recreational centers and places of worship that specifically serve them than through more traditional outreach methods. The CARE program’s outreach campaigns attempt to accommodate the African American community by adhering to these methods. 
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The Asian American community is extremely diverse in itself, with many distinct groups. Therefore, primary and secondary target markets have been identified based on population size, income levels and in-language preference. The Chinese and Vietnamese communities are the primary target markets; the Korean, Cambodian, Laotian , Hmong, Mien and Filipino communities are secondary target markets. Outreach initiatives to reach these markets include ethnic community organization partnerships and in-language direct mail campaigns. 

As PG&E’s CARE outreach campaign matures and continues to successfully enroll eligible customers, the challenge of reaching and enrolling those remaining customers becomes even more evident. For this reason, PG&E’s CARE team has employed a number of direct mail campaigns throughout 2005. These campaigns reach eligible customers in their homes thereby reducing barriers of accessibility to enrollment information. 

In 2005, the CARE Team implemented a variety of outreach initiatives to approach its ultimate goal of enrolling 100% of its eligible customers on the program. 

• Pennysaver - A CARE application and information were printed in Pennysaver which is a booklet listing a variety of savings distributed to specific areas determined on the basis of income. 10,367,000 copies of the Pennysaver were distributed. 

• Housing and Urban Development – PG&E’s CARE Team partners with multiple Public Housing Authorities. A CARE application and a descriptive letter from the housing authority are distributed to the tenants in Section 8 and public housing programs throughout the PG&E service area. 

• El Observador – A CARE application and information were printed in El Observador which is the largest Hispanic newspaper in the Greater Bay Area. 82,000 copies of El Observador were distributed weekly for 8 weeks. 

• Direct Mail – A CARE application and a descriptive letter are being distributed to 688,000 PG&E customers who have been on the Medical Baseline or Life Support programs, have received a 48-hour notice in the past, or have been asked for a deposit by PG&E. 

• Recertification Direct Mail – This direct mail piece targets customers who have not recertified for the CARE Program in the last two years (approximately 86,000) and provides them an opportunity to re-enroll in CARE. 

• Admail West Direct Mail – CARE information and an application was distributed to low-income customers identified by a purchased database. 200,000 applications were disseminated throughout the PG&E service area. 

• Workforce Initiative – ABM and Army National Guard agreed to insert CARE mini applications into the qualifying employees’ paychecks. 

• Non-Profit Direct Mail - A direct mail piece is being distributed to targeted low-income facilities provided by a purchased database. This direct mail piece includes a descriptive letter inviting the organizations to enroll in CARE and an application. 

• Welfare Direct Mail Initiative - Mini CARE applications and brochures were sent to welfare recipients in welfare agency mailings throughout the PG&E service area. Brochures are also being distributed through Veterans Administration, Social Security, Medicare/Medicaid and other agencies. 

• Senior Outreach – CARE brochures and “large print” applications were distributed at senior events and the Public Authority of Shasta County, the agency that oversees in-home care givers to the elderly. 

• Day Care Initiative - Brochures are being distributed to low-income families through child care centers in rural counties. 
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• Rural Direct Mail Initiative - Brochures and postcards are being distributed to customers in low income neighborhoods along specific postal carrier routes in rural counties. 

• Fast Food Initiative - Brochures are being distributed in McDonalds and Burger King takeout bags and tray liners in rural counties. 

• Pay Day Loans Initiative - Brochures are being distributed through cash advance stores throughout the PG&E service area. 

• Business Partners – A strategic list of businesses and organizations in the CARE outreach campaign’s top ten targeted counties was created. Brochures were mailed to these businesses in order to reach the customers both at the “mainstream” and grassroots levels. 

• COC Expansion – Due to the success of the COC effort, the CARE Team is expanding its number of COCs from 50 to 100 in the last part of 2005. 

• “Piggybank” Direct Mail – CARE sent out a direct mail piece featuring a CARE application and an attractive graphic of a piggy bank to customers in targeted zip codes. 

• POS Box Initiative – The Point of Service (POS) box is a miniature version of the kiosk featuring a CARE application holder and a slot where the customer can deposit completed applications. The POS boxes are being displayed by Community Outreach Contractors, HUD, public assistance organizations and PG&E pay stations. 

• Sub-metered Mass Mailing – The CARE Team executed a mass mailing to a database of sub-metered customers. 

• Salvation Army Umbrella – The CARE Team worked with Salvation Army State Headquarters to conduct grassroots CARE outreach in multiple counties throughout the PG&E service area. 

• CBS/UPN Commercial - Three sets of 30-second CARE commercials aired on CBS and UPN television. The commercials consisted of CARE information, invitations to CARE events and the recruitment of additional COCs. 

Web site Review – Because the PG&E Web site is one of the most effective means for CARE to reach out to its customers, the Web site has been enhanced. 

• AB – 868 Enrollment – The AB-868 decision automatically enrolled on the CARE Program 22 migrant farm worker housing centers. 

• Toll-free Line – The information toll-free line for customers, 1-866-PGE-CARE, has generated 525,722 calls since its inception in 2001. The line provides in-depth information about CARE to callers in five languages (Cantonese, English, Mandarin, Spanish and Vietnamese). 

• Pay station Initiative – CARE Point of Service (POS) boxes and brochure holders were placed by COCs in pay stations throughout the PG&E service territory. 

• Employee Involvement Month – The CARE Team asked PG&E employees to pass on a CARE application to a friend or family member who may be eligible for CARE. CARE applications were inserted into PG&E paychecks and CARE representatives distributed applications at a CARE booth in the 77 Beale lobby. 

• Automatic Enrollment – Qualifying PG&E customers who also receive energy from SCG, SCE, TID, MID and SVP were automatically enrolled in the CARE Program. 

• Admail Door Hanger Direct Mail – An informative letter and a door hanger application was distributed to targeted low-income customers provided by a purchased database. 25,000 applications were disseminated throughout the PG&E service area. 

• RAF Direct Mail – A Refer-a-Friend (RAF) direct mail piece including an application was mailed to all CARE customers asking them to give the application to a friend or family member who may qualify for the program. 

• Attrition 6 month CARE transfer – Previous CARE customers who have recently relocated can be re-enrolled in the program. 

• CME and AME initiative - In order to reach deeper into the African American community, the CARE Team is participating in the Christian Methodist Episcopal (CME) and the African Methodist Episcopal (AME) Community Partnership Program. This program includes presentations to CME and AME parishioners, endorsements by ministers, CARE application distribution and media support. 

• Empty Nest Direct Mail – In order to combat high attrition rates, the CARE Team plans to send a direct mail piece to new PG&E customers residing in addresses of CARE customers ho have moved. 

• Pharmacy Initiative - PG&E is partnering with pharmacies in low-income areas to distribute pharmacy bags with a CARE application attached. 

• Vietnamese Direct Mail – A direct mail piece in Vietnamese is being mailed to a database of Vietnamese customers in order to reduce the language barriers. 

• Hispanic Television / Radio Airings –Spanish-language commercial will air on Hispanic television and radio in order to support the October bill insert and to encourage customers to look in their PG&E bills. 

• Door Hanger Rollout – 200,000 door hanger applications are being disseminated throughout predominantly Hispanic zip codes in order to reach CARE-eligible Hispanic customers. 

• Hispanic Direct Mail – A direct mail piece in Spanish will be distributed to Hispanic PG&E customers. 

• African American Radio Airings - A radio commercial will air on Gospel radio in order to inform the African American community about the CARE Program. 

All successful 2005 initiatives will be repeated in 2006. These initiatives will be revised and enhanced in order to make them even more effective. T In addition, new initiatives have been developed and are ready for implementation in 2006. Those initiatives are listed below: 

• African American grassroots organization partnerships – The CARE Team plans to partner with 31 stores in Central and Northern California in order to disseminate CARE information to their customers. 

• Chinese Direct Mail, Phase 2 - A Chinese language direct mail piece in will be mailed to a database of Chinese customers in order to reduce the language barriers of accessibility to CARE enrollment information. 

• Asian community-based organization partnerships – CARE information sessions will be held at a number of Chinese, Vietnamese, Hmong, Laotian and Cambodian community-based organizations. These sessions will provide the CARE Team with an opportunity to connect with community members and to explain the application process in their primary language. Enrollment drives will also be held in order to enroll qualifying members of the organizations on the CARE program. 

• Ethnic collateral development - Fun, practical give aways with in-language CARE information in various languages will be introduced, including such objects as chopsticks, refrigerator magnets, squeeze lights, magnet clips, and pill boxes with in-language information. 
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