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Specific Objective(s) of the Agreement 

Under this grant agreement, Palmetto Utility Protection Service will: 

Develop better training materials and methods for locators, excavators, and utility operators; 

Attend regional damage prevention coordination meetings; 

Improve one-call mapping capabilities, and 

Redesign the one-call website to facilitate use on mobile devices. 

Workscope

Under the terms of this grant agreement, the Grantee will address the following elements listed in 49 USC §60134 through the actions it has specified in its Application. 

Element (4): Participation by operators, excavators, and other stakeholders in the development and implementation of effective employee training programs to ensure that operators, the one call center, the enforcing agency, and the excavators have partnered to design and implement training for the employees of operators, excavators, and locators. 

Element (5): A process for fostering and ensuring active participation by all stakeholders in public education for damage prevention activities. 

Element (8): A process for fostering and promoting the use, by all appropriate stakeholders, of improving technologies that may enhance communications, underground pipeline locating capability, and gathering and analyzing information about the accuracy and effectiveness of locating programs.

Accomplishments for this period (Item 1 under Article IX, Section 9.01 Progress Report: “A comparison of actual accomplishments to the objectives established for the period.”)

From March 2010 to February 2011, PUPS worked to accomplish the objectives within the work scopes. Some projects are difficult to measure, but we are very pleased with our overall results from the grant funded projects.
The objectives for Element 4 of the grant were to create better training materials. In the spring of 2010, two employees attended a Southeastern One Call Systems Mangers Meeting about effective training. In this meeting the two employees attended classes, such as tips on being a better manager, how to be efficient, how to deal with difficult situations in a call center, etc.  One of the most important things that they brought back from this meeting was the importance of having two of the nearest intersecting streets on a web ticket. Since this has been implemented, Customer Service Representatives (CSRs) have been able to process tickets more quickly and more accurately. 
At this conference the employees also learned about PIT Crew (Partners in Training), which was introduced at this meeting. 
In November these same employees attended a PIT Crew Conference in Virginia. At this conference, they learned how to create training videos with suggested teaching modules using the Camtasia software. Since the meeting, several training modules have been created to train CSRs. So far, CSRs have been trained on two of the modules; dealing with an irate customer and learning latitude and longitude. The other modules are currently being implemented. 
The underground focus magazine was purchased for employees to have a better understanding of the current practices of safety and the protection of underground facilities. Employees are able to use this as a tool to better understand changes that are occurring the in the world of underground utility damage prevention.
In December, all PUPS employees went on field trips to see locators locate the underground utilities from actual CSR tickets. This was another method of training CSRs. This experience gave CSRs a better understanding of how locating works and the importance of getting as much detail on a ticket as possible. 

In Element 5 of the grant, PUPS objective was to reach more people with the “Call before you dig” message. PUPS employees have been able to attend many Utility Coordinating Committee meetings across the state to keep all stakeholders informed about any changes happening at PUPS. With the funds used from this portion of the grant, PUPS has been able to advertise more in six areas of the state. This includes the upstate which covers Anderson, Greenville and Spartanburg and the surrounding areas, the midlands which covers Columbia and the surrounding counties, the low country which covers Charleston and Beaufort, and Horry County which covers the Myrtle Beach area. In addition PUPS joined with North Carolina to advertise out of a Charlotte radio station which would cover the north part of South Carolina, such as Rock Hill and Fort Mill. PUPS also joined with Georgia to advertise out of an Augusta Radio station which covered the southwestern part of the state including Aiken. These advertisements were broadcast through television and radio on a variety of stations to reach as many people as possible. 
With these funds we have also been able to purchase additional promotional items to give away at shows and events. These items are branded with the 811 logo. We gave away additional items at shows, such as pens, soda savers, and magnets. The items will help homeowners remember our message. We also purchased the Baby Bud mascot, which is a large inflatable phone mascot that we take with us to various events. This phone attracts children and their parents so that we can spread the call before you dig message to even more people. 
PUPS joined the Partners Program with the South Carolina Homeowners Association which gave us the ability to mail postcards to every Homeowners Association in the state. These postcards were mailed out to over 2000 associations and we received several phone calls and inquires from this mailing.
We also purchased Google Adwords as another way to advertise on the internet. This was our primary internet campaign and it gave us the ability to track how many people are viewing and clicking our ad. 
During the course of the grant, we found out that some of the technology funds that were to be used for mapping, could not be purchased. Fortunately, we were allowed an extension and were able to move those funds from technology to public education in order to purchase additional television advertising for January and February 2011. We spent these funds on a two month campaign with Charter in the upstate area and on Time Warner Cable in the midlands and surround areas. 
In Element 8, the objective was to improve technology and mapping in the call center. The improvements in technology have proven to be more beneficial that we initially anticipated when we requested these items. 
Two copies of Adobe Creative Suite were purchased along with two training books. This software has greatly decreased the time it takes to edit the website, and the training books have been beneficial in better understanding the software. We also used this software to redesign the quarterly newsletter, design the postcards that were mailed out to the HOAs, and create all of our print advertisements.
We purchased the firewall to protect our system. This firewall not only did that, but also gave the center complete redundancy. 

We also purchased a SAN virtual server, which is a storage area network. The SAN server houses a backup server for PUPS, a test server, and a mobile web site server. These three servers have been implemented and are in place. The SAN virtual server was just intended to hold these three servers, but it will be able to hold much more than that when we need more storage.
The mobile web site is up and running. This website is helpful for anyone on the field who wants to submit a locate or find any of our basic website information. 
Although we were unable to purchase all of the maps we had planned to, we did purchase point address data from Charleston and Lexington counties. This new data is more detailed and makes it easier for the CSRs to find the exact location on the map.
Other than all of the mapping, all objectives were accomplished for this period with the grant funds awarded to us. 
Quantifiable Metrics/Measures of Effectiveness (Item 2 under Article IX, Section 9.01 Project Report: “Where the output of the project can be quantified, a computation of the cost per unit of output.”)
PUPS used a portion of the money awarded to create a survey linked to the PUPS website. This survey was designed to determine how successful our advertising efforts are. The CSRs reference this survey at the end of a call, and the survey is automatically e-mailed to anyone who gave their e-mail address when requesting a locate.  The survey is also on the home page of the PUPS website. 

The results of the survey have not changed much since the midterm report. The survey results have told us that since we were awarded the grant funds, 15% of people surveyed have seen a PUPS television commercial and 7.5% have heard a PUPS radio commercial. Comparing these numbers to the counties that we have done the most advertising, we are able to tell how effective our advertising is. Of the survey respondents from Richland County, 20% have seen a television ad and 21% have heard a radio commercial. In Richland County we have advertised the most, including a large TV campaign and two small radio campaigns. The survey responses are proving that people in Richland County are seeing and hearing those ads. 
At the end of 2010, PUPS began using Google Analytics as a means to measure how many people are visiting our website. In the two areas of the state that we implemented the large campaigns (Columbia and Greenville), we saw a very high number of web visits compared to the areas that were not advertised in. 

Since March when the grant money was received and advertising started, PUPS ticket count was up for the first time in almost two years. January through December of 2010, the ticket count was up 10% compared to 2009. Also, January and February of 2011 have increases of 8% compared to January and February 2010. Although a direct correlation from ticket count to advertising cannot be determined, the advertising is definitely helping. 

From the training that the PUPS managers received at the SOCS Managers Meeting, the mangers have been able to teach employees to be more efficient. Their practices are working because the center is able to operate efficiently despite the fact that the call volume is up for the year and we are working with a reduced number of employees. The CSRs cost per unit output has decreased because they are taking more tickets with less people, but the exactly cost per unit output has not been determined. 
For Technology, it is difficult to measure the cost per unit output. The servers that PUPS has purchased are running much faster than the previous servers and are getting tickets out much faster. The new maps also help CSRs find an area more quickly because of the better details. Also, the Adobe Creative Suite has been used often to create new ads and edit the website. This has already saved almost $1,000 and will continue to save us money because of the high price of contracting out design work. The cost per unit output for technology is difficult to measure because most of the technology items that were purchased for the grant makes the center and employees more efficient, but a specific output on these items cannot be determined.
Issues, Problems or Challenges (Item 3 under Article IX, Section 9.01 Project Report: “The reasons for slippage if established objectives were not met. “)
The only issue that arose during the course of the grant was that we were unable to purchase some of the mapping data, due to a change in the way the maps are distributed. However, we were able to get an extension and move these funds from technology to public education in order to purchase more television advertising. Otherwise, there are no issues, challenges or problems to report.
Final Financial Status Report 
The final financial report has been sent as a separate attachment to the AA.
Requests of the AOTR and/or PHMSA 

No action requested at this time.
