Low income Oversight Board (LIOB)

Universal Lifeline Telephone Service Trust Administrative Committee (ULTSAC)

Public Input Meeting

APPROVED MEETING MINUTES

November 14, 2002

7:00 PM - 9:00 PM

Courtyard Marriott – Kearny Mesa

8651 Spectrum Center Boulevard

San Diego, California

I. Call to Order/ Introductions

The meeting was called to order at 7:07 p.m.

LIOB Members In Attendance:  Alan Woo, Janine Scancarelli, Tim Dayonot, Maria Juarez, and George Sanchez

ULTSAC Members In Attendance:  Mateo Camarillo, Linda Gustafson, Fred Hesse, Lionel Wilson, Marlene Herbert, and Colin Petheram

Public in Attendance:  John Morgan (CPUC); Veronica Mendoza (MAAC Project); Lisa Vandervort (SDSU Foundation WIC Program); Ignacio De La Torre (SBC Pac Bell), Megan Finlay, (Winegard Energy, Inc.), Dave Rogers (Sempra Utilities), William Parker (CAA of San Mateo), Eddie Jimenez (Proteus, Inc.), Jack Parkhill (SCE)

ULTSAC Chair Camarillo gave a brief summary of the nature of the ULTSAC, which is an advisory board providing advice and recommendations to the Commission on the development, implementation, and administration of the ULTS program.  In addition ULTSAC Chair Camarillo presented a brief history of Universal Lifeline Telephone Service Program 

LIOB Chair Dayonot presented a brief description of the Low Income Oversight Board, which provides advice to the Commission on low-income energy programs.  Chair Dayonot made a brief presentation on the California Alternate Rate for Energy and the Low Income Energy Efficiency Programs. 

ULTSAC Chair Camarillo indicated that the two boards are joining the LIOB in exploring outreach synergies between the energy and telecommunication low-income programs

Fred Hesse and Alan Woo summarized the efforts of the boards’ meetings that day.  Mr. Hesse and Mr. Woo both noted that during the earlier meetings, the boards noted some similarities in outreach offered by both ULTS and the energy low-income assistance programs.  

Chair Camarillo then asked for public input with the hope for help in identifying synergies, what languages services need to be provided in, and how to outreach more efficiently.  

Charles Bell (Refugee Assistance Program) inquired about what happened to the data that had previously been given, and if there would be a need to start over again.

Chair Camarillo indicated that a proposal has been made to the CPUC to conduct follow-up marketing.  Chair Camarillo noted that ideas and comments presented by Refugee Assistance Program and 47 other agencies were summarized in a report and in an RFP, which are currently before the Commission.

Sandra Cordova (MAAC Project) stated her agency has participated in the CARE program, the ULTS program, and is educating the low-income community on various things such as budgeting, energy savings among others.  Ms. Cordova noted that the MAAC Project provides services to clients who speak English, Spanish, and Vietnamese; and there is also a small but growing Arabic speaking community to which services are also provided.  Ms. Cordova stated that when the agency encounters a customer who speaks a language that it doesn’t have resources for, it refers those customers to the utility.  Ms. Cordova indicated that to contact hard-to-reach population members such as those in the Indian community, it would help if the agency were given a target area.  Ms. Cordova noted that the MAAC Project receives CDBG money, has recovery homes, head start, and others.  Ms. Cordova indicated that the agency leverages all its programs, and currently offers low-income households the services they need.  Ms. Cordova believes it is very helpful for the low-income clients when MAAC tells them what they need to bring with them to sign them up for the various programs.  Ms Cordova noted that the MAAC project also refers low-income clients to other CBOs in their area to give those agencies an opportunity to help as well.

Ms. Juarez asked if the Arab population is new for the MAAC project, and if the Arab community is considered a hard-to reach population.  What sort of outreach does MAAC do?  

Ms. Cordova responded that the Arab population is considered hard to reach and MAAC has gained more familiarity with available programs through word of mouth.  Ms Cordova stated that it would be nice to offer more services.  Ms Cordova indicated that each person who qualifies for LIHEAP, MAAC mandates that they enroll in other low-income programs, recertify if they already have CARE (based on their utility bill), or certify, and enroll them.  Ms Cordova stated that MAAC currently also verifies income sources for audit trail purposes; and that their staff is trained to work in different programs.

Lisa Vandervort (WIC) indicated that her agency has the trust factor, provides services in most languages; and holds “train the trainer” classes.  Ms. Vandervort noted that WIC is a program offering services to pregnant women, infants and children.  Ms. Vandervort indicated that with more staff and more training, the agency might be able to do more of the outreach that is being proposed.  

Mr. Woo stated that having administered refugee programs before, his agency established a strong community network to increase awareness of available services to non-English speaking communities.  Mr. Woo indicated that emerging refugee or immigrant groups lacked information about services and programs.  Mr. Woo said that this population segment does not realize they are eligible for services.  Mr. Woo noted that community groups that serve these populations need seed money to provide outreach and community education services.  Mr. Woo also noted that community action agencies that serve the poor also have a variety of programs with established consumer education structures that serve large low-income populations that could be tapped to increase awareness of UTLS, CARE, and LIEE programs.  Mr. Woo pointed out that often these underserved populations are reluctant to access services form governmental agencies and rely on community institutions.  Also, Mr. Woo noted that they face language and cultural barriers to accessing information and services.  Mr. Woo asserts that these families need organizations with the cultural sensitivity and linguistic capacity to bring information and application assistance.  

Mr. Bell agreed with that approach, and his organization conducts outreach using three languages to be able to provide services:  Arabic, Vietnamese, and East African.  Mr. Bell  noted that through that coalition, the agency felt that it could reach almost anyone.  Mr. Bell indicated that his organization goes to the mosque, to community meetings; and that word of mouth is a very valuable outreach tool.  Mr. Bell noted that there are a number of issues that refugees and immigrants are faced with.  Mr. Bell said they don’t understand the information they receive.  Mr. Bell also said that when people in the communities receive a notice on their utility bill, they may not acknowledge it, but when they hear the same information from a local agency that is there to help them, they tend to understand the information more.  Mr. Bell suggests that what his organization needs from this board is money.  Mr. Bell indicated his agency is confronted with issues that just don’t fit the normal bureaucratic structure such as, “I can’t be self-sufficient if I can’t read what you’re sending me or if I’m worried about my wife and children being in another country.”  

Galwak Deng (AfricaCorps) indicated that word of mouth is very important in gaining acceptance to low-income programs.

Ms. Juarez noted that her agency has heavily concentrated on the Asian population, worked with the churches, talked to the pastors.  Ms. Juarez indicated that they had outreach sites; where they had three people who spoke seven different languages.  Ms. Juarez indicated her agency gave other agencies seed money for socialization; and was successful in getting land donated in a black neighborhood.  Ms. Juarez noted that among her agency’s clientele that their confidence level is going to grow, and they’ll tell their friends about her agency.  Ms Juarez believes that word of mouth is a critical element when conducting outreach.

Mr. Camarillo stated that the needs of these different groups do not fit the established criteria.  

Mr. Camarillo noted that they need socialization and it is best to serve the emerging communities in their native language, to understand their culture.  

Eddie Jimenez (Proteus) indicated that his agency conducted a survey, and based on applications received, customers in the central San Joaquin Valley have an annual income of only $14,000, 68% are Spanish speaking, with an average family size of four.  Only 52% have phones.  Mr. Jimenez reported that about 25,000 people in Tulare and Fresno counties have been reached through 12 different programs.  Mr. Jimenez noted that CBOs have a variety of methods to use:  Radio stations, Spanish language newspapers; community events.  Mr. Jimenez pointed out that Proteus is established, has a reputation, and the people trust them.  Mr. Jimenez indicated that Proteus is teaming with various offices; and they have mobile offices that travel to rural communities. Mr. Jimenez said that Proteus is currently receiving the $12 capitation fee, and the agency combines services in order to more easily incorporate enrolling people in the CARE program.  Mr. Jimenez  believes that unless the literature is simplified, and is written in a language the customers can understand, people don’t understand it and will throw it away.  Mr. Jimenez indicated that If many of the unenrolled customers knew about the CARE program, they would probably sign up for it.  Mr. Jimenez believes that the utilities don’t always operate their low-income programs year round.  Mr. Jimenez said that utilities need to be able to shift their staff during the year to operate the programs year round.

Mr. Wilson reiterated what Mr. Jimenez stated regarding the survey, in that 48% of low-income clients to his agency do not have telephone service.  Mr. Wilson noted that if there is a phone in the home, a customer can get more benefits.  Mr. Wilson said if there is no home telephone, more has to be done to reach those individuals.  Mr. Wilson questioned if anyone takes that extra step to make sure these services are installed?

Mr. Woo stated that when families in his service area seek services they are put in budgeting classes, and taught how to manage their resources which enables them to make better choices.  Mr. Woo pointed out that many groups are not aware that multiple families in one home may each qualify for their own phone.  

A question was asked of Mr. Bell if his organization was involved in staying on the line when customers came to his agency for help.  Mr. Bell responded that his agency would connect with the call center, and wait a long time until someone came on.  Mr. Bell noted that his organization tried calling from within the community, and did what they needed to do.  Mr. Wilson pointed out that the more they did, the more money they would get, and the customers would get the services they needed.  Mr. Bell said that there were difficulties reaching the call center; it often impacted the results since the call center did not always have personnel available to speak to the caller in their native language.  Mr. Bell noted that when the call center closed, it impacted people receiving services.  Mr. Bell pointed out that the call center was not effective for serving all the various communities.  Mr. Bell indicated that with proper funding, his agency would have better opportunities to reach the communities.

Ms. Hebert indicated that a beneficial feature of the telecom low-income program is toll blocking.  Ms Hebert pointed out that this service prevents problems associated with long distance calls, toll calls, and unexpected charges.  Ms. Hebert noted that low-income households need to understand that if they’re having difficulty paying the bill, they need to call the phone company to work with them.  Ms. Hebert pointed out that her agency helps the consumer understand how to manage their utilities.  Ms. Hebert believes that for these immigrant communities, a wise choice would be the purchase of a pre-paid calling card.  Ms. Hebert noted that this information is in her agencies brochure.  Ms. Hebert indicated that her agency works with the CBOs to get the language and the word out to explain these issues to the communities.  Ms. Hebert said the utilities have had difficulty getting the language approved by the PUC.  Ms. Hebert said if you want to manage the bill you have to understand the whole utility.  Ms. Hebert pointed out there are several CBOs in San Diego working with CBOs in San Francisco (UCAN and LIF).

Mr. Jimenez indicated that in order to conduct outreach for the farm workers, Proteus has more offices in rural areas, and uses Spanish language radio and newspaper ads.  Mr. Jimenez said the mobile units give Proteus a lot of visibility; those people who cannot get into the office can link with the mobile units to obtain information about the services available.  Mr. Jimenez said Proteus does give promotional items; people tend to listen more when they receive gifts. Mr. Jimenez indicated that If the clients are not there to receive something, they won’t sign up on the phone.  

Mr. Parkhill commented that there is a need to integrate ULTS in CARE outreach efforts.  Mr. Parkhill noted that Auto Enrollment leaves open the issues of hard to reach customers as auto enrollment starts to filter in those customers who are already on other programs.  Mr. Parkhill pointed out that Edison takes a holistic approach to increasing CARE participation.  Mr. Parkhill indicated that there is no one item that sets Edison apart; believes it is Edison’s holistic approach, Edison’s association with CBOs, and FBOs.  Mr. Parkhill  said Edison looks at what’s successful and what is not, and tracks outreach events—direct mailers are coded, for example.  

Mr. Woo indicated that it is not always about money.  Mr. Woo believes that it is often about contact with the community.  Mr. Woo said that his community appreciates the utility companies because they can hold them accountable.  However, Mr. Woo pointed out that with telecommunications companies, it is difficult to hold them accountable because they are regulated at another level.

Mr. Parkhill further stated that Edison has applications in several languages, and has some in-language advertising.  Mr. Parkhill noted that Edison is trying to identify the hard-to-reach areas, and identify the languages in those areas. Mr. Parkhill noted that the PUC requires them to have a postage paid application.  Mr. Parkhill said that Edison has used shared mailings, but has not done what Pac Bell has done.

Mr. Parkhill continued by saying the systematic efforts of Edison varies.  Edison had a targeted mailing in 2001 for which information exists since there was a source code, however, it is problematic on a community level.  Annual solicitation is easy, capitation project is easy.  Source codes could be used on applications from a community event, but it becomes problematic at the local level since the utility likes to pre-print the codes.

The communities Edison thinks it is missing are the rural or outlying areas:  Kern, Tulare, Kings, Riverside county areas.  A multimedia campaign in those areas may be helpful.  The language most useful is Spanish.  The idea of marketing in-language and in-culture is more important.  The CARE application is not negotiable; it must contain certain language.  That doesn’t mean you can’t have an explanation to go along with it.  Edison has a list of reasons for rejections:  The customer didn’t sign the application, didn’t include income, or they are already enrolled in the program.  If a customer is within six months of recertification, we recertify them.  In communities where there is a literacy problem word of mouth is very important.  If it were not for radio stations in native languages, there are many hard to reach that would not know about these programs.

A participant wanted to know more about how bundling works.  As explained by Mr. Petheram, the Federal “Link Up” program requires initial wiring to be the property owner’s responsibility instead of the utility’s.  That could be a deterrent to low-income customers receiving services.  The telephone company is responsible for providing service up to the house.  If the household qualifies, we can get them services.  Lifeline customers pay about $10; regular customers pay about $30.

Meeting adjourned at 9:02 p.m.
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