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The National Energy Marketers Association (NEM)1 hereby submits these reply 

comments as permitted by the July 15, 2010, Tentative Order issued in the above-

referenced docket. At the outset, we note that the majority of stakeholders submitting 

initial comments, including NEM and other marketer organizations, OCA, AARP and the 

utilities, supported the Commission's adoption of the proposed interim guidelines 

applicable to the marketing and sales practices of electric generation suppliers (EGSs) 

and natural gas suppliers (NGSs) [hereinafter "Proposed Guidelines"]. We therefore 

submit these limited reply comments to respond to the comments of PULP and the 

Pennsylvania Consumer Advisory Council (CAC) that both recommended the prohibition 

of door-to-door sales. We urge the Commission to reject PULP and CAC's suggestion to 

prohibit door-to-door sales. Indeed, upon the Commission's adoption of the marketing 

standards, the industry will have clear guidance on ethical conduct, appropriate marketing 
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practices and adequate consumer protections. It is only after these standards have been in 

practical use and effect for a reasonable time period that the Commission should even 

consider imposing such a severe restriction in the marketplace. 

Like PULP and CAC, NEM also believes that informed consumer consent and adequate 

disclosures must serve as the cornerstone for marketing activities with consumers. 

Where we differ, however, is that NEM believes that door-to-door sales can be 

accomplished consistent with the goals of informed consent and consumer protection. 

Eliminating door-to-door sales, particularly on the eve of the adoption of the subject 

marketing standards, is neither necessary nor appropriate. We believe that the proposed 

marketing standards represent the best practices and best guidance on door-to-door 

marketing practices that have been adopted in the various jurisdictions. As such, we 

strongly urge the Commission to allow marketers the opportunity to incorporate these 

standards into their marketing practices before il considers restricting this important and 

viable sales venue. As we stated in our initial comments in this proceeding, "NEM 

submits that until marketers are allowed to demonstrate compliance with the new 

standards that it is premature to even consider the need to impose such a draconian 

restriction on the marketplace such as a prohibition on door-to-door sales. 

NEM submits that the experience in New York provides this Commission with evidence 

of the impact of the adoption and implementation of strong marketing standards in the 

competitive energy marketplace. The New York Public Service Commission adopted a 

new provision into its Uniform Business Practices2 establishing marketing standards in 

2 The New York Public Service Commission's Uniform Business Practices documenl can be viewed at: 
http://www.dps.state.ny.us/ubp_manual_9-2009.pdf 

http://www.dps.state.ny.us/ubp_manual_9-2009.pdf


October 27, 2008.3 The New York marketing standards are substantially similar to those 

being considered in the instant proceeding.4 Consumer experience with marketers, as 

detailed in compiaint statistics maintained by the New York Public Service Commission, 

tells a compelling story ofthe effect ofthe marketing standards. At the end of 2008 when 

the marketing standards were adopted, the number of initial complaints against marketers 

was 2238 and the number of escalated complaints was 435.5 By the end of 2009 when 

the New York marketing standards had been in place for a year, the number of initial 

complaints against marketers had declined to 1444 and the number of escalated 

complaints had declined to 298.6 The most up-to-date statistics as of July 2010 shows a 

trend of a further decline in initial complaints against marketers to 505 and a decline in 

escalated complaints to 56.7 In other words, with data for seven months of 2010, the 

number of initial and escalated complaints is significantly less than half that in 

comparison with 2009. To put these statistics in better context, this is the level of 

complaints experienced with 1,280,000 electric customer accounts migrated8 and 828,479 

natural gas accounts migrated9 in New York, which translates into .00024% of migrated 

customers making an initial complaint and .000027% having an escalated complaint. We 

3 New York Public Service Commission, Cases 98-M-i343 et. al., Order Adopting Amendments to the 
Uniform Business Practices, Granting in Part Petition on Behalf of Customers and Rejecting National Fuel 
Gas Distribution Corporation's Tariff Filing, issued and effective October 27, 2008. 
4 Id. 
5 New York Public Service Commission, Office of Consumer Services, Monthly Report on Consumer 
Complaint Activity, December 2008, avaiiabie at: 
http://www-dps.state.nv.us/Dec08 Finalrev complaint rate.pdf. The report does not distinguish the nature 
ofthe underlying compiaint. 
6 New York Public Service Commission, Office of Consumer Services, Monthly Report on Consumer 
Compiaitit Activity, December 2009, available at: http-7/www.dps.state.nv.us/MR Dec2009Fmal.pdf. 
7 New York Public Service Commission, Office of Consumer Services, Monthly Report on Consumer 
Complaint Activity, July 2010, available at: http://www.dps.state.ny.us/July_2010_MR.pdf 
8 New York Electric Retail Access Migration Data for April 2010, available at: 
http;//www.dps.state.ny.us/Electric_Migration_apr 10.pdf. 
9 New York Natural Gas Retail Access Migration Data for April 2010, available at: 
http://www.dps.state.ny.us/Gas_Migration_Web_Report_aprlO.pdf. 
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believe these statistics are strong proof of the willingness ofthe marketer community to 

conform its conduct in compliance wilh Commission-approved marketing standards that 

provide robust consumer protections. We likewise believe that a similar experience will 

be realized upon this Commission's adoption of its proposed marketing standards. 

Conclusion 

NEM appreciates this opportunity to submit reply comments in opposition to the 

suggestion of PULP and CAC to prohibit door-to-door sales. We believe the proposed 

marketing standards will lay a strong foundation for consumer protection and ethical 

conduct in the marketplace. Door-to-door sales should not be prohibited until the 

marketer community, consumers and the Commission have all had an adequate 

opportunity to evaluate the efficacy of the marketing standards in ensuring compliant 

door-to-door sales and marketing practices. 

Sincerely, 

J? 

Craig G. Goodman, Esq. 
President 
Stacey Rantala 
Director, Regulatory Services 
National Energy Marketers Association 
3333 K Street, NW, Suite 110 
Washington, DC 20007 
Tel; (202)333-3288 
Fax: (202) 333-3266 
Email: cgoodmanfa),energYmarketers.com; 
sran ta I afoten er g vm arketers. co m 

Dated; August 27, 2010. 

RECEIVED 
AU6 27 7010 

PA PUBLIC UTILITY COMMISSION 
SECRETARY'S BUREAU 



eiUC) 

252 

o o 

-a 

Fed h i . US Airbill 
Express 

FedEx 
Tncling 
Number 

fl??11! 5 7 0 1 IVEb 

S P H S l . 

D51S Sa^jSaiife®^ 
1 From TTiIspaitiDncanbereniovedforRecipienfsrecords. 

1 VJ 7 1 7 0 1 1 ^ FedEx 

Uj Date * - y j <- j i
t - v - / l l ^ Tracking Number 

* S S B
8 r t C R A I G GOODMAN 

fl7ETfl7Dlli7Eh 
^ 4a Express Package Senrice -ISWHIOCB™ Packegasuptoisoibs. 

• FedEx Priority Overnight r-ji FedEx Standard Overnight i—i FedEx Rrst Overnight 
Nvttusinnimafnng. 'Fr i iUv [ X J NMDwi iwu • f i omoqn• I I E a r t t i t m a b i a u m i i T o ™ ^ 
' " " "" ' " " " " \ SituidtyOalivefyPJOtivilililt. 

Phone 202 333-328B 
ui / 

£ / ComDanvM'ATinNAL ENERGY MARKETERS ASSQ 

I V,. 3 3 3 3 K BT NW STE 110 
r Aoarsss 

g JWASHINGTON DC 
State 

ZIP 20007-352S 

2 Your Internal Billing Reference 

Mfewv m u l K i l o c i t i o n i . ' 

r—i FedEx ZDay 

ihiQnviI i w i tM dtharBd on Mondty 
ur lgu SAIHROAY Dskvoiy i l H l i c t ld . 

I—| FedEx Express Saver 

4fa Express Freight Sen ice -TDmHiouMnL 

• FedExlDayFreight 
Nat Etutineu day ** Fndiv iNpnvmi w l 

Packages over ISO lbs. 

Md.livtmlonMoiidiYUiilMjSATUR£lAV fM&IDtvf iBt f lBaMigP*! . 
( M n r y B H l e c u d . 

•
FedEx ZDay Freight ,—, _ .,. „ ,. . . . 
s>c«»ibiiwi8«iiiv*?Thi«iimiii[iiTi«ia»«i»d«*«™d t-edtx iuav hreight 
or Mo rd t ru iMB SATURDAY M r m y i i M i K U d . ' — ' Hurd buwwn d i y . " Simnli1 l yD i tu ryNOT iv i i i b t t -

5 Packaging 'DKUndniMiinAssn. 
, 0 FedEx • FedEx Pak 

Envelope* •r-Cluftt FMEi S r u l Pak ind 
FWElLjrBtPlk. 

• FedEx 
Box 

• FedEx 
Tube 

• Other 

3 To 

Phone 

ccow^^/W^^i^T^^iic. Un I '1! C O ^ M ^ S I C W 

6 Special Handling and Delivery Signature Options 

l—j SATURDAY Deliverv 
I — ' NOT availiMt lot FME* Sundard Ovungnt. Ftd£> Eipiau Sam. w f t d U 30av Fraighi 

r, A J 
,—| No Signature Required 

Pat i t f e ma| M laft v«l»ut 
obtaining a vpialura loc dalivary. 

i—, Direct Signeture 
SomBOne ai rtcujiBiiri iddrau 

Indirect Signature 

• » TO out a «vlT»bl t <I rtc ipienTa 
addieu, • 

We can nol dolrvar a P.O. b o i t i or P.O. ZIP codai. 

Address 

lolrvar a P.O. b o i t i or PD. ZIP codai. 1 

MOD ^AvfA QhgeV-
CJ 

HOLD Weekday 
FedEx location addren 
R£QU1RJD- WT r n a t t i t t n 
FedEuFntOveinight 

Does this shipment contain dangerous goods? 
— — — Ona b o i mut t i t c l u c k t d , 

UlH Uiii lins for Thit HOLD locaoon addre» of lor contmuabon of vour shipping addn 

city -j-T^v v \ ^ ( j U V.L ?A 
State f / I 

HOLD Saturday 
FMbbcnxnaddres 

• REOUBED.InWJlOHUfh 
FidCiPnoityOwrfahiinl 
P«]Ei?0iybsal«lbce1icni . 

No I 1 Aipatmathad r ~ l stippertDeclanton j | PfV'1 - ,8 , , , 

M Cargo Aircraft Only 

ZIP 2 D 7 Payment Bill to: 

(\ . S e n d e r 
Emer F«d£x A c n No. or Credit Canl No. M o w . 

OWai iuec ip . . — i 
Acct. No. [ | 

0422769673 

L i nm II 

Q ' f t a f f i f i S ' * * Q Recipient 

Total Packages TotalWeight 

• TOrdPatty Q CreditCard • Cash/Check 

8729 8701 1726 

, 0 i M l B b ^ Q l r i ^ r D n m u r t M i m d 8 t t j ™ » ^ ^ v « l u t . S » « ^ c i J T i r l F i i d £ « S 4 r i ^ : » G i i d « t o i l o a i t 

Rtv Dlte 2/10 • Part m t t n . e i » * - M l O NdE.'PHINTED IN LISA SHS 

ft 


