Chicago, IL—7/13/2016
Yvonne Low — Southwest Gas




The Infrastructure

Gathering: 20,000 Miles
Production to Pipeline

Transmission: 300,000
Miles

Interstate vs. Intrastate

Larger
diameter/pressure

Transport gas large

distances
Distribution: 2.2 Million
Miles
Deliver gas to homes &
businesses

Diverse Material Types

Various sizes and
pressures



Southwest Gas

LARGEST\ 1.9M+ \ 53,230 640

distributor of miles of miles of
. customers .. . . .

natural gas in distribution transmission

pipeline pipeline

Paiute
Pipeline

Las Vegas 859 miles of
transmission
pipeline

DPAC AGA

member member

*

Victorville

* Phoenix

Tucson

*



AGA Public Awareness Commitment

® @ 66 6 06

Explore ways to Support public Use industry Reach out to Collaborate with
educate & engage awareness training facilities emergency stakeholders near
stakeholders to programs targeted & evaluate responder tra.nsmission lines
increase pipeline  at damage opportunities to community in to increase
awareness and prevention and expand outreach/ = order to enhance awareness/
the need to call if  pipeline safety education to emergency adoption of PIPA
you smell gas. awareness. stakeholders. response recommended
capabilities. best practices.
mm———— ——



SWOT
TOP TAKEAWAYS



SWOT - Top Key Takeaways




STRENGTHS






Distribution Public Awareness Cou

Benchmarkmg






11






Southwest Gas Outreach

-00,000,000+ impressions
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WEAKNESSES



Too many
messages
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Too many
messages

Stakeholder
overload
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Too many
messages

Stakeholder
overload

19



Too many
messages

Stakeholder
overload

Difficulty measuring
behavior changes as
bottom-line metric
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Too many
messages

-
Need common understanding
~ of behavior change and how to
effectively measure it

Stakeholder
overload

Difficulty measuring
behavior changes as
bottom-line metric
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OPPORTUNITIES



Use

compelling messaging
that focuses on

generating interest
and

gaining stakeholder
attention
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Use

compelling messaging
that focuses on

generating interest
and

gaining stakeholder
attention
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Use

compelling messaging
that focuses on

generating interest
and

gaining stakeholder
attention
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Use

compelling messaging
that focuses on

generating interest
and

gaining stakeholder
attention

J
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Use

compelling messaging
that focuses on

generating interest
and

gaining stakeholder
attention
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Use
compelling messaging
that focuses on

generating interest
and

gaining stakeholder

attention
regarding pipeline awareness and
safety rather than touting the
benefits of pipelines.
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Share

best practices
and

lessons learned
broadly.
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AGA Public Awareness
Activities

* Peer Review Topic

0 Members of AGA voluntarily
participate in other members
reviewing their public awareness
program to explore areas for
improvements.

* Public Awareness Discussions

0O Members share PA efforts with focus
in multiple areas that include but is
not limited to:

0]

O
O
O

Pipeline Safety Management Systems
Damage Prevention

Safety Alert Notification System
Incident Command System

Share

best practices
and

lessons learned
broadly.
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DPAC

- Consortium of natural gas utility
companies

- Addresses unique challenges
specific to public awareness
activities for LDCs

«  Conduct peer reviews and
benchmarking

- Share best practices
- Develop consensus standards

« Influence industry standards
managed by other organizations

Share

best practices
and

lessons learned
broadly.
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THREATS



®

Stakeholders are
likely
unreceptive to

pipeline
awareness and
safety messages
unless shown to
impact them
directly.

\

®

Challenging to
measure changes
in behavior
credited to specific
influences, e.g.,
PAP vs. other
impacts.




RECOMMENDATIONS



Customizable Messaging is Peer : Continuous
. Regulation :
program key collaboration improvement
One size does not Few, focused, Benchmarking Leverage Create
fit all effective, “sticky” legislation and/or
messages Best practices & regulation, where Innovate
Example: lessons learned we can, to demand
Transmission vs Consistent stakeholder Repeat
distribution industry messages National and attention
localized

Reach the right
audience with the
right message at
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