
NARUC-Nigeria Regulatory 

PartnershipPartnership

October 8-12, 2012

1



Consumer Education & Outreach  Consumer Education & Outreach  
to Residential Utility Consumers to Residential Utility Consumers 

in the District of Columbia in the District of Columbia 

2Public Service Commission of the District of Columbia



Kellie Armstead 
Media Relations Specialist

3



4



O i  f Di t i t f C l bi  O i  f Di t i t f C l bi  Overview of District of Columbia Overview of District of Columbia 
Public Service Commission Public Service Commission 

•The Public Service Commission of the 
District of Columbia (PSC) was created 
b  C  i  1913   I   l  by Congress in 1913.  It now regulates 
natural gas, electric, and local 
telephone common carriers. 

•In 2013, the PSC will celebrate its 
Centennial Anniversary.
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Mission StatementMission Statement
The mission of the District of Columbia Public Service Commission is to serve
the public interest by ensuring that financially healthy electric, natural gas
and telecommunications companies provide safe, reliable and quality utility
services at reasonable rates for District of Columbia residential, business andservices at reasonable rates for District of Columbia residential, business and
government customers.

We do this by: 

 Motivating customers– and results–oriented employees;  Motivating customers and results oriented employees; 

 Protecting consumers to ensure public safety, reliability, and quality 
services; 

 Regulating monopoly services to ensure their rates are just and reasonable; Regulating monopoly services to ensure their rates are just and reasonable;

 Fostering fair and open competition among service providers; 

 Conserving natural resources and preserving environmental quality; 

 Resolving disputes among consumers and service providers; and 

 Educating consumers and informing the public. 
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Who We AreWho We AreWho We AreWho We Are

J  D dd F
Betty Ann Kane

Chairman

Joanne Doddy Fort
Commissioner

The Chairman and two Commissioners are appointed by the Mayor e C a a a d t o Co ss o e s a e appo ted by t e ayo
with the advice and consent of the D.C. Council (Legislature).  

Currently, there is a vacant Commissioner position.
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Who We AreWho We AreWho We AreWho We Are

The PSC Staff consists of 73 attorneys  engineers  The PSC Staff consists of 73 attorneys, engineers, 
economists, consumer specialists, and administrative 

support personnel. 
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Who We AreWho We AreWho We AreWho We Are
The PSC has six key offices to accomplish our mission.

Joanne Doddy Fort
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What We DoWhat We DoWhat We DoWhat We Do
The PSC serves residential, business, & 

government customers through             government customers through             
Public Safety, Utility Regulation, and

Consumer Education. 

The PSC tracks and analyzes energy and local 
telephone prices & activities, monitors compliance,
conducts investigations, and enforces the 
Commission’s rules and proceduresCommission s rules and procedures.
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Role of Reg lato sRole of Reg lato sRole of RegulatorsRole of Regulators
Consumer Protections

The PSC i  e pon ible fo  p ote ting on me  nd e ol ing The PSC is responsible for protecting consumers and resolving 
disputes among consumers and utility service providers. To do 
this, there are several consumer protections in place to assist 
consumers.   

Consumer Bill 
of Rights

Rulemakings, 
Monitoring, & 
Enforcement

Consumer 

g

Refereed 

Enforcement

Complaint 
Mediation Process

Refereed 
Meter Tests
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Office of Consumer Services Office of Consumer Services Office of Consumer Services Office of Consumer Services 
The Office of Consumer Services (OCS) is responsible 
for the consumer complaint mediation process, for the consumer complaint mediation process, 
consumer education & outreach, and managing the 
outdoor pay telephone program. OCS also serves as 
the public relations arms of the PSC. 

12



Resolving disputes among Resolving disputes among 
consumers and service providersconsumers and service providers
 Consumer Bill of Rightsg
 Consumer Complaint  Mediation Process
-Intake
C  C l i  D b-Consumer Complaint Database

-Refereed Meter Tests
-Informal Hearings-Informal Hearings
-Formal Hearings
-Appeals Processpp
 Major Types of Complaints and Inquiries
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Consumer Bill of RightsConsumer Bill of RightsConsumer Bill of RightsConsumer Bill of Rights
 The PSC adopted a Consumer Bill of Rights (CBOR)

in 1979 to protect utility consumers’ interests.p y

 The CBOR established uniform rules and policies to 
govern the conduct and practices of the three 
utility companies, The Chesapeake and Potomac 
Telephone Company (C&P) now Verizon  Potomac Telephone Company (C&P) now Verizon, Potomac 
Electricity Power Company (Pepco), and 
Washington Gas,  that provided service to District 
consumers.  

 The PSC revised the CBOR in 2009 to cover not
only the three utility companies, but also the
Competitive Local Exchange Carriers (CLECs) and
alternative electric and natural gas suppliers that
now serve the Districtnow serve the District.
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Consumer Complaint Consumer Complaint pp
Mediation Process Mediation Process 

I t k Informal 

Consumers may contact OCS 
for mediation of their utility 
service complaints. A 

Intake Informal 
HearingConsumer Specialist (CS) will 

provide complaint handling 
services to District residents 
and businesses to help resolve 

Formal 
Hearing

Appeals 
Process

and businesses to help resolve 
their complaints with their 
utility service provider.  
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Consumer Complaint Consumer Complaint 
Mediation Process Mediation Process 

Informal Mediation

Intake Acknowledgement Investigation Resolution

The CBOR establishes the steps and timeline for 
the consumer complaint mediation process.  99% 

of complaints a e esol ed th o gh info mal 
16

of complaints are resolved through informal 
mediation.



Consumer Complaint Consumer Complaint 

Intake & Investigate

pp
Mediation Process Mediation Process 

Intake & Investigate
 Consumers can send 

questions or file a 
complaint about a utility complaint about a utility 
service provider to OCS.  

 A Consumer Specialist (CS) 
d  t  i i i  d responds to inquiries and 

investigates complaints by 
contacting the appropriate 
utility provider on behalf of utility provider on behalf of 
the consumers to assist in 
resolving their issues.
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Consumer Complaint Consumer Complaint 

Consumer Complaint Database

pp
Mediation Process Mediation Process 

p
OCS launched its database in 2010.

•The benefits include: 
-Uniformity of data and efficient record-keeping;
-Tracks complaints and inquiries;
-Records events
-Ability to record conversational notes;Ability to record conversational notes;
-Automatically generates complaint ID numbers
-Provides forms for emails and letters;
-Ability to upload documents within case
-Schedules and records results of meter tests and inspections
-Generates reports  
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I t k  L i   Intake: Logging a 
complaint or inquiry.
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I t k  G th i  Intake: Gathering 
consumer details.
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Intake: Gathering details 
about the complaint.
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Intake: Complaints are 
logged and added to the 
q e e fo  management
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queue for management.



Investigation: Complaints 
are updated with 
information during the 
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The database The database 
has the ability to 
generate letters  
to send out to 
consumers.
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Resolved Complaint

25



Unresolved Complaint
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Reports: The database can 
generate various types of g yp
reports.
•Number of complaints lodged by 
assignees and their complaints filtered by 
year or status
•Average duration for complaint Average duration for complaint 
resolution
•Average duration for closed complaints 
by assignee
•Complaints by utility
•Complaints by type
•Gas complaints by utility
•Complaints by ward
•Telecom complaints by utility
•Complaints by status
•Inquiries by status
•Master meter removal requests by status•Master meter removal requests by status
•Meter tests by status
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Consumer Complaint Consumer Complaint 

Refereed Electric and Natural Gas Meter Test

Mediation Process Mediation Process 

• Consumers may request a meter test if they believe the meter is 
inaccurately recording usage.

• The utility company will send a 
h i i  d   i  technician and a customer service 

representative to the test.

• The PSC will send a representative 
from OCS and an engineer from the from OCS and an engineer from the 
Office of Technical & Regulatory Analysis 
(OTRA).  The engineer will witness the 
meter test and certify the accuracy of the 
resultsresults.

• Most meter tests are associated with 
high bill complaints.  OCS will answer 
questions from the consumers and help 

28

questions from the consumers and help 
identify ways to save energy. 



Consumer Complaint Consumer Complaint 
Mediation Process Mediation Process 

Informal Consumer Complaint Hearing 
• If a Consumer is dissatisfied with the results of the investigation, OCS 
will arrange an informal hearing between the consumer and 
representatives from the utility company.

• The consumer can ask the Office of the People’s Counsel (OPC) to 
attend the informal hearing as an observer or as the lawyer for the 
consumer at the hearing.

• During the informal hearing  OCS allows each party to state its case and • During the informal hearing, OCS allows each party to state its case and 
OCS attempts to facilitate an agreement between the consumer and the 
utility service provider.
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Consumer Complaint Consumer Complaint 
Mediation Process Mediation Process 

Formal Mediation

Unresolved 
Complaints Formal Hearing Appeal to the 

PSC
Appeal to the 

Courts

A very small number of complaints 
30

y p
progress to a formal hearing.



Consumer Complaint Consumer Complaint 
Mediation Process Mediation Process 

Formal Consumer Complaint Hearing

• If the complaint is not resolved through an informal hearing, the 
consumer can  request, in writing, a formal hearing.

• OCS has the formal hearing request docketed by the Office of the OCS has the formal hearing request docketed by the Office of the 
Commission Secretary.  A PSC attorney serves as the hearing officer.  
OPC can attend the formal hearing as an observer or as the lawyer for 
the Consumer.

Th  PSC   t t  t  id   ffi i l t i t f th  • The PSC engages a court reporter to provide an official transcript of the 
formal hearing. The hearing officer subsequently renders a decision in an 
order.
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Consumer Complaint Consumer Complaint 
Mediation Process Mediation Process 

AppealingAppealing the the Formal Hearing DecisionFormal Hearing Decision

 Any party that disagrees with the 
hearing officer’s decision can appeal the 
decision to the Commissioners

pp gpp g gg

decision to the Commissioners.

 Another PSC attorney then serves as the 
advisor to the Commissioners.  The PSC 
issues its decision in an order  issues its decision in an order. 

 Any party that is not satisfied with the 
PSC’s decision can appeal the decision to 
the D.C. Court of Appeals.the D.C. Court of Appeals.
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Consumer Complaint Consumer Complaint 

Major Types of Complaints & Inquiries

pp
Mediation Process Mediation Process 

Major Types of Complaints & Inquiries

•Billing (High Bill, Erroneous Bills, Slamming)

•Service Disconnections

•Reliability (Power Outages and Timely Restoration of Reliability (Power Outages and Timely Restoration of 
Services)
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Consumer Complaint Consumer Complaint 

Customer Feedback

Consumer Complaint Consumer Complaint 
Mediation ProcessMediation Process

Customer Feedback
OCS sends out Consumer Satisfaction Surveys each quarter to gain 
feedback from consumers on how to improve procedures and 
customer service  customer service. 
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Consumer Satisfaction Survey 
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Consumer Complaint Consumer Complaint 

Evaluation

Consumer Complaint Consumer Complaint 
Mediation ProcessMediation Process

Evaluation
The feedback from the surveys has led to:
Cross training of staff
P ti  t k d ll b ti   ffiPromoting teamwork and collaboration among offices
OCS also follow-ups with unsatisfied consumers to resolve any 
outstanding issues.
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Educating Consumers & Educating Consumers & 
Informing the PublicInforming the Public

 Communications PlanCommunications Plan
 Consumer Outreach Program
-Types of Outreachesyp
-Tools
 Media Relations
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Importance of a Importance of a 

What is a Communications Plan?

Importance of a Importance of a 
Communications PlanCommunications Plan

 It is a written document that describes what an organization 
wants to accomplish.

A Communications Plan should encompass:p
 What the organization will accomplish (goals, objectives, and 

strategies)
 Whom the organization will address (target audience) 
 How to accomplish objectives (the tools and timetable)How to accomplish objectives (the tools and timetable)
 How to measure the effectiveness of the plan (evaluation)

A communications plan integrates public relations, advertising,
online  social media  etc; and other communications elements intoonline, social media, etc; and other communications elements into
one cohesive entity, all sharing the same message.
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Importance of a Importance of a 

Why create a Communications Plan? 

Importance of a Importance of a 
Communications PlanCommunications Plan

Why create a Communications Plan? 
 Focuses your daily work
 Helps to plan and set priorities
 Creates a unified and shared message for the organization Creates a unified and shared message for the organization
 Promotes collaboration among offices  
 Garners organizational support for a goals

The best time to develop a communications plan is in 
conjunction with the annual budgeting or organizational 
planning process  planning process. 

There are also communications plans for different initiatives. 
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Importance of a Importance of a 

#1: Determine the Goals

Importance of a Importance of a 
Communications PlanCommunications Plan
#1: Determine the Goals

Develop messages based upon the goals of the 
organization and needs of the consumer.  To do this, organization and needs of the consumer.  To do this, 
conduct an audit to find out what has been accomplished 
and what was effective by:

•Interviewing Commissioners and Directors to determine •Interviewing Commissioners and Directors to determine 
their priorities,
•Talking to staff about formal cases, major issues,  or new 
initiatives, andinitiatives, and
•Reviewing consumer participation in programs.
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Importance of a Importance of a 

#2: Determine the Target Audience

Importance of a Importance of a 
Communications PlanCommunications Plan

#2: Determine the Target Audience

List all the audiences that the organization might contact, 
attempt to influence, or serve.  Included on the list may be:attempt to influence, or serve.  Included on the list may be:
•Consumers
•Civic associations, churches and non-profits
•Federal, regional, and local governments, g , g
•Related organizations
•Related industries 
•Media
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Importance of a Importance of a 

#3: Survey the Target Audience

Importance of a Importance of a 
Communications PlanCommunications Plan

#3: Survey the Target Audience

Listen to the target audience to determine their needs. Also 
find out the demographics and characteristics of the audience find out the demographics and characteristics of the audience 
to help determine where and how to engage them.  This can 
be done by:  
 Surveying consumers and industry professionals;  Surveying consumers and industry professionals; 
 Hosting focus groups; and
 Collecting demographics such as gender, age, location.
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Importance of a Importance of a 

#4: Create Objectives

Importance of a Importance of a 
Communications PlanCommunications Plan

#4: Create Objectives
Define the overall communications objectives and the 
strategies to help achieve the desired results 

•Promote a positive public image in the media; 
•Participate in a certain number of outreach events; 
•Increase awareness and visibility of the organization;•Increase awareness and visibility of the organization;
•Develop more community partnerships; 
•Increase public participation in certain programs; and 
•Build a relationship with media  consumers  and other Build a relationship with media, consumers, and other 
audiences.
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Importance of a Importance of a Importance of a Importance of a 
Communications PlanCommunications Plan
#5: Implement Strategies

Strategies are the tools that will be used to accomplish the 
goals and objectives of the organization.  The PSC’s 
C  O t h P   l t t i  

#5: Implement Strategies

Consumer Outreach Program encompasses several strategies 
we use to meet our goal of educating consumers and 
informing the public.    

We have three areas:

“People Serving the Community”
“People Selecting and Choosing”People Selecting and Choosing
“People Saving and Conserving”
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Importance of a Importance of a Importance of a Importance of a 
Communications PlanCommunications Plan

#5: Develop Metrics
It is important to develop metrics in order to determine the 
effectiveness of your communications plan.  The goal is to see a 
change in behavior.  The following are sample metrics:

#5: Develop Metrics

Awareness: No. of articles; No. of positive, neutral or negative 
articles; No. of accurate articles
Website Metrics: No. of new visits vs. No. of return visits 
(Google Analytics)
Television Metrics: No. of viewers vs. No. of people visited 
website
Social Media Metrics: No. of “likes” or “follows” vs. No. of Social Media Metrics: No. of likes  or follows  vs. No. of 
branded tweets or No. of post views/ feedback (Topsy, Facebook
Insights)
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Importance of a Importance of a Importance of a Importance of a 
Communications PlanCommunications Plan

Resources
HubSpot
Public Relations Society of America (PRSA)

Resources

LinkedIn
PR Blogs 

-Chris Brogan, Brian Solis
-ComPRehension
-Online Marketing Blog

Talking to other colleaguesg g
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Consumer Outreach ProgramConsumer Outreach Program
Information Outreaches provide basic information to 
consumers about the PSC.   It is an introduction of who we are, 
what we do, and our consumer services.  Information 

Consumer Outreach ProgramConsumer Outreach Program

what we do, and our consumer services.  Information 
Outreaches are conducted at civic association meetings, church 
meetings, community fairs, etc.  This is the most common and 
most important type of outreach because it establishes our 
brand within the community  brand within the community. 

 Speaker’s Bureau: OCS and staff members speak at 
community events.
C it  M ti  OCS t ff b  id    Community Meetings: OCS staff members provide an 
overview of the PSC and how we serve consumers.  Staff will 
also address questions and provide an update on any issues 
before the PSC.

 Information Booths: Staff members attend community fairs 
and events to distribute information and promotional items as 
well as answer questions. 

55



Consumer Outreach ProgramConsumer Outreach Program
Specific Topic Outreaches offer more-detailed information 
regarding a specific issue or concern.   This type of outreach is 

Consumer Outreach ProgramConsumer Outreach Program

g g p yp
scheduled when an event occurs that impacts a large group of 
people such as a power outage or rate increase. 

Co it  He i  i  Fo l C e  R id t  d  Community Hearings in Formal Cases: Residents and 
businesses have an opportunity to provide their thoughts 
and concerns about a formal case. Hearings are held in 
different wards of the city  different wards of the city. 

 Public Interest Hearings: Legislative-style hearings where 
the Commissioners questions attorneys representing the 
parties in a proceeding  parties in a proceeding. 
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Consumer Outreach ProgramConsumer Outreach Program
Specific Topic Outreaches (cont’d)
 Formal Evidentiary Hearings: Usually a formal rate case 

Consumer Outreach ProgramConsumer Outreach Program

y g y
hearing.  It is a fact finding proceeding in which the parties’ 
attorneys cross-examine witnesses on pre-filed testimony.  
The Commissioners may also ask questions of the witnesses.

 Open Meeting (Sunshine Hearings): This type of hearing is 
held by the PSC after a rate case or major proceeding to 
announce the Commission’s decision.
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Consumer Outreach ProgramConsumer Outreach Program
Stakeholder Outreaches allows government officials, 
community/non-profit leaders, consumers and other industry 

Consumer Outreach ProgramConsumer Outreach Program

y p , y
professionals to collaborate and provide recommendations to the 
Commission for improvements or support for various initiatives.

 Working Groups: There are several working groups that 
monitor issues and recommend changes in various utility 
programs such as Utility Discount Program Working Group, 
Telecommunications Relay Service Working Group  Advanced Telecommunications Relay Service Working Group, Advanced 
Meter Infrastructure Working Group, and several others. 

 Non-profit & Community Partnership: OCS has built 
strong relationships with churches, civic associations, and strong relationships with churches, civic associations, and 
other groups to assist with educating and informing the public. 
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Consumer Outreach ProgramConsumer Outreach Program

Events are used to promote and publicize 

Consumer Outreach ProgramConsumer Outreach Program

Events are used to promote and publicize 
initiatives. 

 Joint Utility Discount Day (JUDD) Joint Utility Discount Day (JUDD)
 30-60-90 Day Challenge
 Anybody Can Serve  Let’s Conserve Anybody Can Serve, Let s Conserve
 Call 811 Before You Dig
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Joint Utility Discount DayJoint Utility Discount DayJoint Utility Discount DayJoint Utility Discount Day
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3030 6060 90 Da  Challenge90 Da  Challenge3030--6060--90 Day Challenge90 Day Challenge

61



811 Call Before You Dig811 Call Before You Dig
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Consumer Outreach ProgramConsumer Outreach Program

Communications Tools 

Consumer Outreach ProgramConsumer Outreach Program

Communications Tools 
 Brochures and Facts Sheets
 Annual Reportp
 Presentations
 Promotional Items
 Website
 Social Media
 Video
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PSC WebsitePSC WebsitePSC WebsitePSC Website
The website is an essential communications tool 
for the D C  PSCfor the D.C. PSC.

Major sections of the website are:
 E-Docketoc et
 Customer Choice
 Understanding Your Utility Bills, Choices and Rights
 Current PSC News/ Hot Topics

-Quality of Service Standards
-Electric Reliability & Undergrounding Overhead Lines
-Reliability of local telecommunications infrastructure
R l t f Vi t  N t l G  Pi-Replacement of Vintage Natural Gas Pipes
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PSC WebsitePSC WebsitePSC WebsitePSC Website
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Media RelationsMedia RelationsMedia RelationsMedia Relations
Media Relations deals with informing the public through the 
media. The main aspect of media relations is: knowing what media. The main aspect of media relations is: knowing what 
is news worthy about what you’re doing; and building and 
leveraging relationships with the media. 

Tools
 Media List
 Press Releases
 Advertisements
 Letters to the Editors and Opinion Pieces Letters to the Editors and Opinion Pieces
 Television and Radio Interviews
 Media Monitoring

EventsEvents
 Media Roundtable
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PSC Mobile AppPSC Mobile AppPSC Mobile AppPSC Mobile App

PSC Mobile App or 
“PSC on the Go”

 Allows the public to easily 
access the websiteaccess the website

 Accessible to anyone who 
has access to the Internet 
through their smart phone
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Open Government & Open Government & Open Government & Open Government & 
TransparencyTransparency

The PSC is committed to ensuring that the public is informed 
and able to participate in proceedings.  We ensure this 
through:

 Open Meetings: Each month an open meeting is held to 
inform the public of formal cases, orders and other issues 
needing Commission approval.  The date and time of the needing Commission approval.  The date and time of the 
meeting is posted on the website as well as the agenda, 48 
hours before a meeting.

 Live and On-Demand Media Streaming:  On the 
b i  h i   d li  d d d f      website, hearings are streamed live and recorded for     

on-demand viewing. 
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Any Questions?  

Thank you.
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