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MEMORANDUM

February 11, 2010

TO:

INTERESTED PARTIES
FROM:
PAUL GOODWIN



Goodwin Simon Strategic Research

RE:

Key Points from Statewide Voter Survey on Proposition 16

Methodology

Taxpayers Against the PG&E Power Grab asked Goodwin Simon Strategic Research to conduct a telephone survey of California voters to assess voter response to  Proposition 16.  We completed 800 interviews with likely June, 2010 voters between February 1 and February 4, 2010.  The margin of error for this study is plus or minus 3.4% at a 95% confidence level.  Our sample included both land lines and wireless numbers.

Findings

Proposition 16 does NOT start with popular support.  PG&E will be fighting uphill the entire way.  Opponents have not only the moral high ground, but significant advantages in public opinion as well.  Proposition 16 can be defeated.

Obviously PG&E will outspend opponents by a wide margin, but the polling shows they are forced to do so.  If opponents can raise enough money to mount an adequate campaign, they can stop this insidious ballot measure.   Opponents do not have to match PG&E’s spending to stop it.  But they will have to be at least capable of communicating to voters the very effective messages revealed in this polling.

Here are nine reasons why Proposition 16 is uniquely vulnerable:

1. The ballot title and summary prepared by the Attorney General’s Office is very unappealing to voters.  

Proposition 16 is not, despite all claims by PG&E, entitled the Taxpayer’s Right to Vote Act.  Its official title – the one that will appear on the ballot -- is far less exciting:   New Two-Thirds Requirement for Local Public Electricity Providers.   

While the title may be uninspiring, the official summary of the measure is truly off-putting for voters.

That is, after voters heard the actual title and summary of Proposition 16, we found only 21% would vote in favor of it.  

2. The supposed purpose of the measure is also unattractive to voters.  

We told voters – immediately after reading the official ballot title and summary and with no intervening information -- that Proposition 16 would “require a city or other local government to get a two-thirds vote of its people before it could use public funds to provide or expand new electricity service to residents and business.”  That statement is almost word-for-word what is found in the first paragraph of PG&E’s Yes argument that will appear in the state Voter Guide.  It raised support a bit – but to just 32% in favor, with 42% opposed.  

So PG&E’s own spin on the purpose of the measure could not boost support even to a third of the voters.  

3. The measure does not solve a problem of concern to voters.   Voters are not looking to restrict municipal involvement in electricity services.  In fact, quite the opposite:  voters highly value the concept of nonprofit, municipal electricity providers.   
Specifically we found that by a two to one ratio, voters prefer to have their electricity provided by a “nonprofit municipal utility” over a “private, for-profit utility.”  Moreover, by a wide margin they believe that a municipal utility would provide them with lower rates compared to a for-profit utility.  By a lesser but still significant margin, they believe that a municipal utility would provide more reliable service compared to a for-profit utility.  
4. Voters want more choices and not fewer, and strongly oppose monopolies.

· 91% -- that is more than nine of ten voters – agree that people should be allowed to have more choices in who provides their electric services.

· 87% agree that if a city wants to buy green power at wholesale prices and sell it to residents at a lower coast, it should be allowed to do so without requiring a two-thirds vote.  

· 80% agree that it would be better if their community could purchase electricity from different sources, so it had choices, with just 13% who think it would be better for one utility to have a monopoly.

5. Proposition 16 means higher electricity rates – and voters easily understand why that is.  

In short, California voters get that restricting consumer choices lead to higher rates.  

In fact, this is probably the most important thing to be communicated to voters:  A yes vote leads to higher electricity rates, while a No vote protects you from rate hikes.

6. PG&E and Wall Street share too much in common.

Voters responded with alarm when told about PG&E’s recent financial practices:

· It recently received the highest rate hike in history, with ten new rate hikes currently pending, which will cost us another $5 billion.

· A recent bankruptcy, followed by a bailout from ratepayers.

· Huge bonuses to executives, using money paid by ratepayers.

Voters get the Wall Street connection.

Voters are not fooled by Proposition 16, or at least not easily.   It is not hard for them to grasp that this measure has little to do with protecting taxpayers, and a lot to do with protecting PG&E’s monopoly.

7. PG&E customers are not rallying to defend it.  

While its customers have a generally favorable view of the utility, they are no more likely to support Proposition 16 than those outside the service area.  

8. In fact, there is no base of support for Proposition 16.  

It enjoys nearly equally poor support from Democrats and Republicans, young and old, north and south, liberal and conservative.

9. Finally, voters get ticked off when they realize that the campaign in favor of Proposition  16 is funded entirely by….them.

In fact, 77% agree that “It is wrong for a utility to collect money from ratepayers and then spend that money on a political campaign that benefits it.”
Of course, all this does not mean that Proposition 16 cannot win.  Or put more bluntly, while the actual Proposition 16 is a loser, PG&E can win by marketing to voters a different measure that has more appeal than the real measure.  PG&E will spend millions telling voters that Proposition 16 is about Protecting the Taxpayer from government bureaucrats and Giving Taxpayers A Voice.  PG&E wants each voter to feel that he or she is the real beneficiary of the measure.  It hopes to spend enough money so that voters will not feel a need to read Proposition 16 – that they will simply vote Yes without glancing at the actual title and summary.  This is certainly possible, given the sums that PG&E is reported to be spending. 

But opponents can make this task difficult for PG&E.   They need a campaign funded sufficiently to deliver two messages:

· First, as mentioned above, that a Yes vote means higher electricity rates by allowing PG&E to have a monopoly, and a No vote keeps rates lower.

· Second, that the money for every campaign ad that the voter sees in favor of Proposition 16 comes from your electric bill.  

We believe that if voters can hear these two points, it will result in a boomerang effect:  the more ads they see in favor of Proposition 16, the more it will remind them that PG&E is using ratepayer dollars for a political campaign to make it easier for them to raise rates.
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