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Purpose

In response to direction in OPUC approval memo for NW Natural’s 

Schedule R – Residential Arrearage Management Program (AMP):

“Host a workshop with interested stakeholders within 45 days of the 

Schedule R effective date on targeting outreach of its programs to 

communities and customers who have been disproportionately impacted by 

the COVID-19 pandemic.”
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• Overview and Status 

of AMP

• AMP Metrics

• Outreach – Healthy 

Account Campaigns

• Outreach - Community
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Arrearage Management Program (AMP)

Instant Grant Option

• up to a $300 grant for a residential customer with a smaller past due or full balance who 

expresses economic hardship.

50/50 Matching Grant Option

• up to a $600 matching grant applied as a credit on a residential customer’s account to 

eliminate a past due or full balance.

Time Payment Arrangement (TPA) with Matching Grant Option 

• up to a $1,200 grant; an option that offers a TPA to a residential customer who then 

receives a matching grant payment to reduce their past due balance each time their own 

monthly TPA payment posts.

Frequency of Participation

• residential customers can participate in the AMP in any combination of options up to a 

maximum contribution from the Program limit of up to $1,200.



May 3rd through June 4th, 2021

Arrearage Management Program (AMP)
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AMP Grant Type Number of Accounts
Average Grant 

per Household
Total Grant Amounts

Instant Grants (up to $300) 954 $ 272.88 $ 260,330.28

50/50 Matching Grants

(up to $600)
214 $ 257.39 $ 55,082.29

TPA with Matching 

AMP Grant (up to $1,200)
109 $ 380.32 $ 41,454.86

Crisis Grants (up to $1,000) 14 $ 807.37 $ 11,303.22

Totals 1,291 $ 285.18 $ 368,170.65
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AMP Brochure
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AMP Brochure – Additional Languages
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AMP Brochure – Additional Languages



Proactive outreach through our Customer Contact Center [outbound calls, direct 
mail and e-mail] 

• A special team of Customer Service Representatives (CSRs) makes all the 
outbound calls and leaves messages for customers who can’t be reached on the 
first attempt; all CSRs have been trained to work with customers who respond to 
HAC voicemails, direct mail flyers and e-mails. 

• CSRs discuss the details of our new grant programs and offer flexible payment 
plans and arrangements, information about energy assistance options, and apply 
customer deposits to arrearage balances when applicable.

• Three multi-month HACs completed: Summer of 2020, Fall of 2020 and March-
May of 2021

• New campaign begins TODAY (June 7)!

Healthy Account Campaigns (HACs)
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Healthy Account Campaign

March 1 to May 7, 2021

Customer Contacts

Total Outbound Calls to Customers
9477 (reached approximately 

57.5% of customers directly)

Total Messages Left for Customers (Unable to Reach) 4019

Total Return Calls by Customers 701 (approximately 17.5%)

Outcomes

Payments by Customers to Accounts

8902 (reflects multiple 

payments to accounts by 

customer in some cases)

New Equal Pay Sign-ups (Account Current) 171

Time Pay Arrangements (TPAs) including Plan Type 1561

Deposits Applied 383

Energy Assistance Referrals/Agency Payments 478



Medical Certificate Customers
• Customers referred to Energy Assistance Team for Direct Contact (EA, AMP, TPAs)

Low-Income Customers who received Energy Assistance in prior 2 years
• Community Action Team of Columbia & Clatsop County has offered to contact customers directly for 

possible EA intake by phone to disburse funds with fewer parties involved

Past-Due by 90+ and 60+ Days
• These customer groups have the largest arrearage balances and are primary targets for the AMP and 

flexible TPAs

Commercial Customers
• Healthy Account Campaign outreach, the shareholder-funded 90/10 Grant program and resumption of 

notices and call-aheads prior to disconnection orders have been successful in helping to bring overall 

commercial arrearages down since January of 2021.

• We partnered with Washington County in early-2021 to use County funds and NW Natural funds for a 

Commercial grant program and are actively working with other Counties to implement similar 

programs to assist commercial customers with their past-due accounts. 

Customer Outreach – Priority & Methods
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Customer Interaction with CSRs

• CSR and customer interaction during all phases of the HACs have been 

overwhelmingly positive when we have been able to reach customers 

although some customers have indicated they are not ready to take 

action toward bringing their accounts current.

• CSR response during AMP training was extremely positive and they 

expressed gratitude and excitement about the Program rolling out and 

being able to offer it to customers. 

• CSRs have reported extremely positive interactions with customers and 

discussions have led to more robust conversation about flexible payment 

plans, credit/collection cycles, energy assistance programs and what to 

do if they are ever past-due. 

Customer Response to HAC and AMP
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Enhanced Community Outreach – Strategies

• Implement new methods to communicate and disseminate information; create menu of new 

materials to amplify message

• Employ creative solutions to reach hardest to access populations 

• Deliver information through trusted partners to encourage engagement; co-create strategies 

with partners to align with who they serve and how 

• Establish and strengthen relationships with nonprofit community

• Deploy company-wide effort; leverage employee base to expand and diversify outreach

• Create partner list of over 70 distinct community-based partners; engage directly; review 

unique and effective methods to reach client base

• Translate resources into Spanish, Russian, Chinese and Vietnamese; source paid services 

from Immigrant and Refugee Community Organization (IRCO)
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Enhanced Community Outreach – Activities

Highlights & Targeted Outreach – key partners, approaches and evolving strategy

• Partner-activated outreach: check-in calls, e-newsletters, organization-wide emails, social media, school and food bank meals, 

counselors, housing specialists, etc.

• Schools: 15,000 brochures distributed to Portland and Clackamas schools [counselors, social workers & nutrition hubs]; priori tize 

higher-need areas; PPS → NWN customer referral process in motion; ongoing outreach will continue into summer

• Data-informed approach: heightened outreach to customers in high arrearage zip codes [ex. specific schools, neighborhood 

organizations, Next Door, etc.]

Approach – engage partners with large networks, close ties to priority populations and trust of community

• Large networks: Energy Trust, Housing Oregon, Oregon Energy Fund

• Culturally-specific: IRCO, Hacienda CDC, Latino Network, Chinese Garden, Oregon Chinese Consolidated Benevolent 

Association

Evaluation – current activities and future applications 

• Unique phone number assigned to information delivery channel (phone, social media, brochure, email)

• Track strength of information channels as levers to action 

• Strong potential for future outreach strategies, practices and evaluations 
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List of Outreach Partners

Abilities at Work 

AGE+ 

Albertina Kerr 

Amani Center 

Ambleside Meals People 

AntFarm 

Birch Community Services 

Canby Center in Canby

CAP - Catholic Community Services 

CAP - Clatsop Community Action 

CAP - Community Action Agency 

CAP - Community Action Team 

CAP - Community Services 
Consortium 

CAP - Mid-Columbia Community 
Action Council 

CAP - Oregon Coast Community 
Action 

CAP - Yamhill County CAP 

Church - Lake Oswego United 
Methodist 

Church - Our Lady of the Lake

Church - United Church - Lake 
Oswego 

Church - West Linn Lutheran 

Collins Foundation 

Community Warehouse 

Country Media 

Dev NW 

Dress for Success 

Eastco Diversified Services 

Energy Trust 

Farmworker Housing Development 
Corporation 

Food for Lane County 

Friends of the Milwaukie Center

Gresham School District 

Hacienda CDC 

Holla 

Homes for Good 

Housing Oregon 

Human Solutions 

Imago Dei Community 

IRCO 

Kairos PDX 

KOHI Radio 

Latino Network 

LatinoBuilt 

LifeWorks 

Livelihood NW 

Maybelle Clark 

Meals on Wheels - Columbia Gorge 

Meals on Wheels - PDX 

Mercy Connections 

Metropolitan Family Service 

Meyer Memorial Trust

Mid-Columbia EDC

Miller Foundation

My Fathers House 

Neighborhood House 

The Next Door 

Oregon Community Foundation 

Oregon Energy Fund 

Oregon Food Bank 

OSU Extension Service

Lan Su Chinese Garden 

Proud Ground 

Salvation Army - Portland 

Schools: Gresham, N Clackamas, 
PPS

SnowCap 

Society of St Vincent de Paul 

Tribal Housing 

United Way of Columbia County 

Verde 

Vernonia's 

Voice 

Virginia Garcia Memorial Health 
Center 

Zarephath Kitchen and Pantry
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Next NW Natural AMP 

workshop – evaluation of 

AMP when we near the 50% 

spend mark – please stay 

tuned.

Thank 

you!


