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Welcome!
Find out what this toolkit is, who it's for, and how to use it.

Review Energy Assistance 101-get a refresher on energy
assistance programs, their individual eligibility requirements, and
how to access this assistance.

Get quick tips & best practices on how to design your outreach
based on behavioral science research.

The MPSC has produced several print materials to help partners
with educating customers about energy assistance options. Use
the resources in the following pages in your outreach!
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SECTION

PURPOSE OF THE
TOOLKIT
Hello and thank you for your interest in the MI Public Service
Commission’s Energy Assistance Community Outreach Toolkit. We
appreciate the work you do in your community.
As a community focused organization, you understand the
importance of educating and engaging Michigan residents on the
issues of interest to them, especially available energy assistance
programs and opportunities, and we would like to partner with you in
this effort.
This document provides resources to community organizations,
advocates, and energy and community stakeholders as they carry out
meaningful and ongoing community engagement.
Community based organizations and stakeholders not only have
valuable insights into the needs of their communities, but the
confidence of their local communities. When organizations like yours
speak, community members listen.
We know you are busy responding to the needs of your community
members, and may be experiencing a lack of resources, information, or
time to achieve your goals. With this in mind, we have developed
materials, graphics, and messaging that can be shared with your
community members or utilized as resources to create your own
materials.
While this toolkit is designed to give you tools to provide your
community members with accurate information regarding energy
assistance programs, it is prepared as a guide and foundational
resource for you to utilize when helpful within your community and is
not intended to be a comprehensive library of tools. Please note that
not all the materials may be directly applicable to your community’s
needs.
We hope that you will find these materials of use in your outreach and
education efforts. Should you have questions, need additional
information, or have recommendations for improving our materials or
for additional outreach toolkits, please don’t hesitate to reach out to
us. We are appreciative of your partnership and look forward to
continuing to work with you on issues important to your community.
Sincerely,
The MPSC Communications Team
LARA-MPSC-Communications@michigan.gov
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2
STEP

ENERGY
ASSISTANCE 101
Access to energy – whether electricity to run home appliances
or fuel to heat our homes – is crucial. Without access to
electricity, food and vital medications go bad and residents
who rely on medical devices to maintain their quality of life, or
even life itself, are put in jeopardy. Without access to home
heat – regardless of fuel source – residents’ health is put at risk,
and some have even died. Ensuring that energy is affordable
is equally vital. However, what may be affordable for one utility
customer may be out of reach for another.
Energy Assistance Programs play a vital role in ensuring that
qualifying low-income customers are able to keep their lights
on and their houses warm. Several energy assistance
programs exist and may be offered through the Michigan
Department of Health and Human Services, community
partners, or the utilities. In this section, we will provide a brief
overview of energy assistance programs, their individual
eligibility requirements, and how to access this assistance.
Given the various types of energy assistance and the unique
application and eligibility requirements for each program,
customers with questions should contact the MPSC or 2-1-1 for
additional information.
This section also provides an overview of existing utility shut
off protections which prohibit shut off of utility services for
qualifying customers under certain circumstances.
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ENERGY ASSISTANCE
PROGRAMS
Several types of energy assistance programs are authorized under state law and funded through a
combination of rate payer surcharges and federal grants. These assistance programs are overseen by state
departments and agencies though some of these funds are disbursed through grants to community
partner organizations.
Customers in need of help should reach out to their utility, 2-1-1, their local community partner organization or DHHS
office, or the MI Public Service Commission.

State Emergency Relief

State Emergency Relief (SER) is a crisis intervention program administered by
MDHHS that provides assistance for energy-related expenses such as heating
fuel and electricity. To qualify, a customer must have an income at or below 150%
of the poverty level and be past due on their utility bills, facing imminent shut off,
or have had their services shut off. Customers interested in receiving SER can
apply through MIBridges or through a paper application that is returned to the
local MDHHS office.

Weatherization Services

Customers at or below 200% of the Federal Poverty Level may qualify for
assistance with home improvement projects that will improve the energy
efficiency of their home which in turn lowers their energy bills. Local community
action agencies are responsible for disbursing these funds and interested
customers should reach out to their community agency by calling 2-1-1.

Home Heating Credit

The home heating credit is a tax credit available to customers at or below 110% of
the Federal Poverty Level. Customers apply for the credit on their annual tax
forms through the Michigan Department of Treasury. Customers may apply for
the credit even if they are not required to file a Michigan income tax return. The
application for the credit must be filed between January 1 and September 30
each year.

Assurance 16 Self-Sufficiency Services

Assurance 16 self-sufficiency services provide households with the tools to reduce
their home energy needs and thereby the need for energy assistance. These
services include needs assessments, counselling, and assistance with energy
vendors. To qualify, customers must be at, or below, 150% of the Federal Poverty
Level. Customers interested in receiving Assurance 16 services should call 2-1-1.

MI Energy Assistance Program

The Michigan Energy Assistance Program (MEAP) works with households to
provide supplemental bill payment assistance, including enrollment in a longer
term (24 month) affordable payment plan for customers of participating utilities,
and self-sufficiency services to low-income residents statewide. Importantly, this
assistance program can be used for electricity, natural gas, or deliverable fuels
like propane, fuel oil, or wood. To qualify, customers must be at or below 150% of
the federal poverty level and have received State Emergency Relief assistance.
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UTILITY ASSISTANCE
PROGRAMS
Utility assistance programs are administered by the utilities and approved through the rate case
process. These programs may be subject to spending limits established in the applicable rate
case.

Residential Income Assistance Credit (RIA)

The RIA is a program offered by Consumers Energy (electric and gas), DTE
Energy (electric and gas), Indiana Michigan Power, and SEMCO Gas that provides
a monthly bill credit (typically limited to the monthly customer charge) for
qualifying customers. Qualifying customers have an income at or below 150% of
the Federal Poverty Level. Assistance amounts, program limitations and
requirements, and application information varies by utility. Customers interested
in applying for the RIA should contact their utility.

Low Income Assistance Credit (LIA)

The LIA is a program offered by DTE Electric, DTE Gas, Consumers Energy (electric
and gas), and SEMCO Gas that provides a monthly bill credit of $30 - $40 for
qualifying customers. Qualifying customers have an income at or below 150% of
the Federal Poverty Level. Assistance amounts, program limitations and
requirements, and application information varies by utility. Customers interested
in applying for the LIA should contact their utility.

Senior Credit

The Senior Credit is available for customers of DTE and Consumers Energy and
provides a monthly bill credit of $3.75 a month. Customers 65 years old and older
qualify for this credit but must notify the utility of their eligibility.
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SHUT-OFF PROTECTIONS

In addition to the payment assistance programs , several protections exist under MPSC rules to prevent the shut-off of utility service due
to non-payment for qualifying customers. Due to the various types of shut-off protection programs, customers seeking shut off
protection should contact their utility or the MPSC with any additional questions.

Medical Emergency Shut-off Protection

Households where a member is experiencing a medical emergency that would
be made worse by a lack of utility services are eligible for up to 3, 21 day shut-off
holds in any 12-month period. Customers needing a Medical Emergency shut-off
hold need to submit the Commission approved medical certification form to
their utility provider. Customers should direct any questions or requests for the
form to their utility.

Critical Care Customer Shut-off Protection

The Critical Care Customer protection requires that utilities refrain from
disconnecting service where a disconnection would be immediately life
threatening. The customer must submit the Commission approved medical
certification form to their utility provider and must renew the form annually as
long as the critical care condition continues. In addition to providing shut-off
protection, customers who have submitted a critical care customer form to their
utility must be informed of any planned service interruptions.

Winter Senior Protection Plan

The Winter Senior Protection Plan prevents the shut-off of utility services for
senior customers who are age 65 and older during the heating season
(November 1 – March 31). Qualifying customers must notify their utility. Any
unpaid balance accrued during the heating season must be paid in monthly
installments outside of the heating season.

Military Protection Plan

The Military Protection Plan prevents the shut-off of eligible military customers
for up to 90 days with a potential 90-day extension under certain circumstances.
Any balance due from the protection period will be split into monthly
installments and must be repaid.

Winter Protection Plan

The Winter Protection Plan (WPP) prevents utility shut-off of qualifying
customers during the heating season (November 1 – March 31) for reasons of nonpayment. Qualifying customers are those at or below 150% of the Federal Poverty
Level and are enrolled in, and making payments under, a monthly payment plan
for the duration of the shut off protection period.

Shut-off Protection Plan

The Shut-off Protection Plan is available for qualifying customers of Consumers
Energy and DTE Energy. The protections afforded are similar to those under the
Winter Protection Plan except that customers up to 200% of the Federal Poverty
Level may qualify.
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OUTREACH TIPS &
BEST PRACTICES
Researchers have long studied the way we
access, process, and act on information. We've
taken their insights and come up with
recomendations and questions to ask yourself
when developing your messaging. Grounding
your communications in these principles will
make them as effective as possible.

MAKE IT ACTIONABLE

Reducing friction in the path
towards action is critical-and
sometimes the smallest tweaks
can have a significant impact.

MAKE IT RELEVANT

Position your message to work for
the audience you hope to
engage-accounting for what's
important to them and what
motivates them.

PLAN THE DELIVERY

Meet people where they're at-the
packaging of your message
matters.
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MAKE IT ACTIONABLE

Reducing friction in the path towards action is critical-and sometimes the smallest tweaks can
have a significant impact.

1

Keep it simple.

Is all the information in my message immediately useful? Am I using simple language?

When communicating to mass audiences, there is no award for impressive
use of an extensive vocabulary. Stick to a fifth grade reading level and a
conversational style (such as the use of contractions) that's to the point. It's
easy to over-share in an attempt to be thorough. Instead, provide only the
most essential items for the immediate actions people need to take, and
include reference links for those interested in learning more.

2 Make it visual.

What pictures could I use to convey my message?

We've all heard the saying "a picture is worth a thousand words," but very few
informational campaigns begin by drawing a picture. Humans are drawn to
attractive imagery and color, and some studies show we read as little as 20%
of the text on a page. Make your design default a picture, and then add
words, rather than start with extensive written text.

3 Create a checklist.

What are the individual steps my audience should take?

To help people take action, show a clear to-do list, next steps, or break down
the specific tasks required to complete that action.
Here's how:
Start each step's sentence using the specific verb of the action they need
to complete.
Help people know what to expect, such as documents they'll need to
bring with them to an appointment, etc.
Break things down into smaller, more manageable chunks-for example,
"Open a savings account" is more concrete then "Save money."

4 Prompt people to make a plan.
What kind of planning does my audience need to do?

There is often a gap between what we intend to do and what we actually do.
To close this gap, a proven tactic is to provide a fill-in-the-blank template
helping individuals to plan specific details of completing a task. Have them
answer logistical questions such as what time they'll do something, what
mode of transportation they'll use, the route they plan to travel, and other
basic yet critical details.
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APPENDIX A
Planning Worksheet
Who do I want to reach?

What barriers may my audience
encounter that would prevent
participation?

What is the action I want my audience to take?

These are the concrete steps required:

Why should my audience care about my
message?

What kinds of people does my
audience trust and admire?

What channels of communication does my audience prefer?

What times of day is my audience
available?
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Where will my audience be most
receptive to my message?

MAKE IT RELEVANT

Position your message to work for the audience you hope to engage-accounting for what's
important to them and what motivates them.

1

Make it salient.

Why does my audience care?

It's easy to forget that the thing you're advocating for, which you know a lot
about, may not be as clear to someone even one step removed. Frame the
"why" of taking an action as a value proposition that's important to your
targeted listener.

2 Make it personal.

Where can I add a personal touch?

Remember when your mom may have made you write thank you notes to
your relatives after your graduation? It turns out she was on to something!
Research has shown that personalization can increase response rates. Try
these approaches:
Personally address communications, such as letters or emails
Tailor content to cite specific examples that matter or include the reader
Include personal appeals from the sender, like a little handwritten note or
signature on a template letter

3 Make it social.

Who does my audience identify with or admire?

We are strongly influenced by what those around us do, what we perceive to
be "normal" or "acceptable," and what others think of us. If we publicly
commit to doing something, we're more likely to follow through. We will
purchase products that people we hope to emulate endorse, and consider
how others rate restaurants or items we want to buy.

4 Consider the right incentives.
How can I make my incentive seem even better?

Both financial and non-financial incentives can be powerful motivators.
Whenever applying this tactic, carefully consider the timing of the incentive
and the context in which it is framed.
For example, a $1 coupon is much more exciting for a $5 item than a $100
item even though in both instances an individual is saving the same amount.
Providing a free financial planning consultation may be much more valuable
during tax season.

Page 10

PLAN THE DELIVERY

Meet people where they're at-the packaging of your message matters.

1

Consider the messenger.
Who will my audience listen to?

People pay attention to who is asking them to do something. Is it someone
they know? Trust? Respect? Consider who will resonate best with your target
audience.
Additionally, if you’re sending a written communication such as a letter or
postcard, including a photo of the person sending the message has been
shown to increase responsiveness.

2 Consider the timing.

What is my audience’s schedule like?
When will my message be most relevant?

Research has shown that sending emails at lunchtime led to increased click
rates.
Whenever possible, make your case for doing something linked to short term
costs or benefits. We have a tendency to discount things that occur in the
future because they seem more abstract.

3 Consider the location.

Where does my audience spend time?
Where will my message be most relevant?

The context of your setting can also affect people's interest in hearing your
message. Are you knocking on someone's door when they're home relaxing
on a Saturday morning, or talking to them about their energy assistance
options while at a school parents’ night?

4 Get creative with your mechanism.

What kinds of communication channels does my audience like and already use?

While sending letters or flyering can still be effective communications
mechanisms, research has shown that text messages, pop-up boxes, and inapp messages are also cost- effective ways to connect.
Consider what channels your audience already engages with so you can
meet them there, rather than trying to direct them to a new path of having
to open their mail or visit a new website.
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APPENDIX B
Message Checklist

1

Know Your Audience.
Who is my primary audience?
Why might they not participate in one of the programs?

2 Have an Objective.

What do I want my audience to do after receiving my message?

Does my audience have an incentive to take that action?

3 Make it actionable

Is all the information in my message immediately useful? Am I using
simple language?

What pictures could I use to convey my message?
Have I communicated the individual steps my audience should take?
What kind of planning does my audience need to do in order to take the
action I want?

4 Make it relevant

Why does my audience care?

Where can I add a personal touch?
Who does my audience identify with or admire?
How can I make my incentive seem even better?

5 Plan the delivery

Who will my audience listen to?

What is my audience's schedule like?
When will my message be most relevant?
Where does my audience spend time?
Where will my message be most relevant?
What kinds of communication channels does my audience like and
already use?
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4
STEP
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USE OUR
RESOURCES
We know you are busy responding to the needs
of your community members, and may be
experiencing a lack of resources, information, or
time to achieve your goals. With this in mind, we
have developed materials, graphics, and
messaging that can be shared with your
community members or utilized as resources to
create your own materials.

PRESS MATERIALS

Press materials provide reporters additional information about your campaign to help them
write articles or produce news segments.

Media Advisory

A media advisory alerts the media, in a concise manner, to your event. Think of it
like an invitation and answer only the important questions: Who, What, When,
Where, Why and How. A template for your use can be found in Appendix C.

Press Release

A press release is a short (usually one-page) description of your news or event
designed to inform media of high-level information—the Who, What, Where,
When, Why and How. A press release should include these key elements:
Your contact information
A captivating headline
A quote from your organization’s President or spokesperson
Essential information about your issue or event

A template for your use can be found in Appendix D.

Public Service Announcements (PSAs)

PSAs are non-commercial, unpaid radio and television messages used to
promote information intended for the public good. They are generally produced
in four different lengths: 15 seconds (40 words), 20 seconds (50 words), 30
seconds (75 words), and 60 seconds (150 words). Before developing a PSA for your
local radio or television stations, ask how long, in number of words and in time,
your PSA should be, as different stations tend to prefer different lengths
depending on their other advertising constraints. Samples for your use can be
found in Appendix E.

Newspaper / Newsletter Articles
Newspaper articles, also known as drop-in articles, are an effective, cost-efficient
way to share information with your community, as well as an excellent vehicle for
sharing your success stories.
Your article should focus on “soft” news and have a longer shelf life than more
time-sensitive news releases. Samples for your use can be found in Appendix E.
Keep articles to one page if possible.

Offer solutions.
Include a photo or graphic.
Localize the story with quotes, statistics or local contact information.
Learn what format your publication prefers before submission.
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APPENDIX C
Media Advisory Sample

[ON LETTERHEAD]

MEDIA ADVISORY FOR IMMEDIATE RELEASE
Contact:
Organization of Contact:
Phone:
Email:
[Name of Your Organization] [Type of Event] to Support Local Efforts to
Address Energy Assistance Programs
[CITY, MI] - [Name of Your Department/Organization] is hosting a [Type of
Event], which is expected to involve more than [Minimum Number of Expected
Participants] from [Name(s) of Area(s)].
WHO:

[List any VIPs and other attendees of note who may be of interest
to the press. Include titles whenever possible.]

WHAT:

[Provide additional details about the event (i.e., what activities are
scheduled, etc.).]

WHERE:

[Address of the event location]

WHEN:

[Date and time of the event]

WHY:

Access to energy – whether electricity to run home appliances or fuel to
heat our homes – is crucial. Without access to electricity, food and vital
medications go bad and residents who rely on medical devices to
maintain their quality of life, or even life itself, are put in jeopardy.
Without access to home heat – regardless of fuel source – residents’
health is put at risk, and some have even died. Ensuring that energy is
affordable is equally vital. However, what may be affordable for one utility
customer may be out of reach for another.
Energy Assistance Programs play a vital role in ensuring that qualifying
low-income customers are able to keep their lights on and their houses
warm. Several energy assistance programs exist and may be offered
through the Michigan Department of Health and Human Services,
community partners, or the utilities.
For more information about energy assistance, see michigan.gov/mpsc
and the MPSC's Energy Assistance Shut-off Protection consumer tips
sheet.
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APPENDIX D

Press Release Sample

[ON LETTERHEAD]

PRESS RELEASE FOR IMMEDIATE RELEASE
Contact:
Organization of Contact:
Phone:
Email:

[Organization] today urged community members struggling with their home energy
bills to call their utility, 211, or the Michigan Public Service Commission (MPSC) for
information regarding available energy assistance programs and utility service shut
off protections.
“Access to energy – whether electricity to run home appliances or fuel to heat our
homes – is crucial to ensuring the safety and well-being of our families,” said
[organization representative]. “It’s important that families who are struggling to pay
their utility bills know that help is available.”
For customers who qualify, several energy payment assistance programs are
available through their utility provider or the State of Michigan. These programs
range from affordable payment plan options to direct bill payment assistance. State
assistance programs include:
State Emergency Relief, which is a crisis intervention program that provides
assistance for energy-related expenses.
The Michigan Energy Assistance Program, which works with households to
provide supplemental bill payment assistance, including enrollment in utility
affordable payment plans and self-sufficiency services.
The Home Heating Credit, which is a tax credit available to customers to offset
their utility bills.
Additional programs including weatherization services and self-sufficiency services
are also available. Each program has different requirements, so customers are
encouraged to reach out to their utility or 211 to determine the right program to
meet their needs.
Customers may also find help through various shutoff protections put into place by
the MPSC which include shutoff protections for critical care customers, military
customers, senior customers, low-income customers, and customers experiencing a
medical emergency.
For more information about energy assistance, see michigan.gov/mpsc and the
MPSC's Energy Assistance Shut-off Protection consumer tips sheet.
CONTACT:
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[Name, phone number, email address of contact person]
For more information about energy assistance, michigan.gov/mpsc
and Energy Assistance Shut-off Protection consumer tips sheet.

APPENDIX E

Public Service Announcement (PSA) Samples
:30
An important message from Michigan’s energy providers.
If you’re experiencing financial hardship due to the pandemic, call us now and
we’ll create a payment plan to get you through and keep the power on.
You can also call United Way at 2-1-1 or visit www.mi211.org for help with critical
needs such as food, childcare, energy bills, and more.
Please stay safe and stay healthy.

:60

Hi, this is [community leader’s name] with an important message for
Michiganders in [City/County].
The past few years have been tough for a lot of people.
Unfortunately, there are thousands of Michiganders with past-due energy bills.
Maybe you, or someone you know, need options to get your bills paid.
Apply now for Michigan’s Energy Assistance Program.
It’s offered by local providers throughout Michigan.
Get up to $2,00 [two thousand dollars] in aid.
Search online for Michigan Energy Assistance.
That’s Michigan Energy Assistance.
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APPENDIX F

Newspaper / Newsletter Article Samples
The State of Michigan and local energy companies are working to ensure
protections are in place for customers as efforts to help slow the spread of the
coronavirus impact families and businesses across the state.
The Michigan Public Service Commission encourages any customer struggling
with their energy bills due to the impacts of COVID-19 and in need of utility bill
assistance to first contact their utility company to ask what kind of protections,
funding, flexible payment options, or energy savings tools and resources are
available.
You may also call 2-1-1 or go to www.mi211.org for energy assistance information
or to learn about agencies that can help you with your energy bill. In addition,
you can apply for State Emergency Relief (SER) through MI Bridges or by
contacting your local MDHHS office. Households who qualify for SER also qualify
for assistance through the Michigan Energy Assistance Program (MEAP), which
provide supplemental bill payment assistance and energy self-sufficiency
services. The State of Michigan has implemented changes to allow for faster
processing of emergency requests and to make access to assistance benefits
easier. Click here for more information about energy assistance.

Arabic
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CONT: APPENDIX F

Newspaper / Newsletter Article Samples
Spanish
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SOCIAL MEDIA

It’s important to note that there are many other social media platforms (such as Instagram, Tumblr,
Pinterest, YouTube, and Snapchat), but Facebook and Twitter remain the largest and most popular
platforms for distributing information.

It is impossible to deny the prevalence of social media platforms, like Facebook
and Twitter. Because these social media channels are regularly used by
consumers, it’s not surprising that businesses and non-profit organizations have
implemented a social media strategy in their communication plans.
In order to take advantage of this free tool and utilize it correctly, it’s important
for organizations to understand how to engage their audience, what each social
media channel’s platform is best used for, and the types of content that you will
often find with each network.
Post when your audience is most active online to increase engagement.
For Twitter and Facebook, the best time to post is typically between 1 p.m.
and 4 p.m.
Include calls to action. Ask your audience to visit a website, come to an
event, or share content with a friend-just be sure to direct them to take an
action. Providing clear, direct calls to action helps motivate audiences to
engage.
Use visuals. Infographics and photos are a great way to increase
interaction.

Facebook

Facebook is best used for promoting events (such as enrollment deadlines,
training sessions, or relevant community partner events). It is important to
include timing of when things are going to happen.

Do You Need Help Paying Your Heating Bills?

To download and save image / GIF, click on the hyperlink then right click on image / GIF and select "save image as".

Post Text: There is help available for households struggling to pay energy bills.
English
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English GIF

SOCIAL MEDIA

It’s important to note that there are many other social media platforms (such as Instagram, Tumblr,
Pinterest, YouTube, and Snapchat), but Facebook and Twitter remain the largest and most popular
platforms for distributing information.

Twitter
Twitter is best used for brief commentary on breaking news, interesting links,
quick tidbits of information, and connecting with others in real-time. Because
Twitter is such a quick-moving platform, it’s important that posts are concise and
include visual media, such as videos, photos, polls, and links to catch the
audience’s attention.

Worried About Your Energy Bills?

To download and save image / GIF, click on the hyperlink then right click on image / GIF and select "save image as".

Post Text: There is help available for households struggling to pay energy bills.

English

Spanish

Arabic
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To retweet, click the "retweet" button.

Bengali

Simple Chinese

SOCIAL MEDIA

It’s important to note that there are many other social media platforms (such as Instagram, Tumblr,
Pinterest, YouTube, and Snapchat), but Facebook and Twitter remain the largest and most popular
platforms for distributing information.

Cont: Twitter
Managing Utility Bills During the COVID-19 Crisis.

To download and save image / GIF, click on the hyperlink then right click on image / GIF and select "save image as".

Post Text: As we head into home heating season, did you know there are
protections for seniors and low-income households as well as
financial assistance programs to keep the lights and heat on?
English

To retweet, click the "retweet" button.

You Don't Have to Choose.

To download and save image / GIF, click on the hyperlink then right click on image / GIF and select "save image as".

Post Text: There is help available for households struggling to pay energy bills.
English

To retweet, click the "retweet" button.

Do You Need Help Paying Your Heating Bills?

To download and save image / GIF, click on the hyperlink then right click on image / GIF and select "save image as".

Post Text: There is help available for households struggling to pay energy bills.

English GIF
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To retweet, click the "retweet" button.

English

PRINT MATERIALS
Flyers
Energy Assistance and Shut-Off Protection-Residential Customers 2020
English

Bengali
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Spanish

Simple Chinese

Arabic

PRINT MATERIALS
Cont: Flyers
Critical Care Customer
Shut-Off Protection
2018

Medical Emergency
Shut-Off Protection
2019

English

Utility Help for Military
Customers 2018

English

Utility-Related Senior Programs and Protections 2019
English
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Spanish

English

PRINT MATERIALS
Post Card
How to Apply for Energy Assistance
English

Infographics / Posters
Utility Scam Alert Detector
English
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Spanish

Arabic

PRINT MATERIALS
Cont: Infographics / Posters
Utility Scam Alert Detector
Chinese

Home Heating CreditResidential Customers 2021
English
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Protect Yourself Against
Utility Scams
English

PRINT MATERIALS
Cont: Infographics / Posters
Electrical Safety While Working
From Home
English
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6 Safety Tips for Portable
Generators
English

VIDEOS
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Protect Yourself Against
Utility Scams

Worried About Your Energy
Bills?

PSA - Energy Assistance
Message

PSA - MPSC Payment
Assistance

PSA - MPSC Senior Citizen

Do You Need Help
Paying Your Heating Bills

Energy Assistance Outreach Toolkit
R-CA: 12/16/2021
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