
  

BGE and the Fuel Fund of Maryland:  
  
      Partnering for Resource Development 
  Past, Present, and Future 



  

- Matching Credits 
- Envelope Inserts 
- Marketing Support 
 
 

-Dollar Donation Fund 
-Electronic Bill Check-off 
-Board of Directors 
 

-   



  

BGE Bill Fuel Fund Envelope Inserts 

- Revenue stream 
- Sponsorship platform 
- Acquisition mechanism  





  

Envelopes versus FFM-owned channels 
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Envelope Campaign historical results 
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The decade-long decline in total giving through the Envelope Campaign… 
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      Included a $25,000 gift from one donor. 
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Acquisitions via BGE envelopes 
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Obtaining new donors is key to the Fuel Fund’s future success: 

— Fuel Fund has a strong donor retention rate – 64% overall, 
and 82% after the third gift 

— Fuel Fund reports that each new BGE customer donor 
contributes a lifetime total of $281 
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 Increase in BGE customer “e-billing” 
– About 21% of BGE customers do not receive a hard copy bill today. 

– About half of those are “biller direct” customers; i.e., BGE sends the bill 
directly to the customer, and can control the message. 

– About half are under “consolidator billing”; i.e., the customer receives 
the bill from a third party agent, such as a bank, and ultimately via 
CheckFree (part of Fiserv), and BGE cannot control the messaging. 

 

 Decline in envelope campaign response rates: 
– In 2006 about 0.71% of envelope recipients donated; 

– The current trend points to a 2015-2016 donation rate of 0.35% 
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 Residual ill will toward utility following rate increase 
– BGE rates increased by 72% in 2007.  

– This increase, greater than any other utility and coupled with election 
year politics, created a huge outcry. 

– The Fuel Fund has stack of ‘hate’ mail to prove that there was a 
backlash…whether deserved or not 

 

 The Great Recession 
– Greatest losses were at households <$50,000 HH income 

– $5-$25 donations from envelopes all but disappeared 

– No loss from the top 10% of income groups 

 



  

Addressing the problem 

- Differentiation 
- Diversification 









  

Dollar Donation Fund 

- Recurring gift program  
- $1, $2, $5, $10, $20 

added to monthly bill 
 



  

Dollar Donation Fund 

Calendar Year 2014 
- 583 BGE customers 
- $25,963 contributed 

 



  



  



- Create a one-time donation 
option on bge.com within the flow 
of regular customer activity 
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Electronic Bill Check-off 



Impact of online donation mechanism 
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 At the current rate of decline in the Envelope Campaign, the number of 
donors is projected to drop to 3,310 by the 2015-2016 campaign. 

 

 About 352,000 BGE customers pay online at bge.com. Based on the 2014 
return rate of 0.47%, this option could acquire about 1,650 new on-line 
donors. 

 

 Assuming an average donation of $45 per donor, the 1,650 additional 
donors represent a potential increase of $74,250 over expected Envelope 
Campaign returns for 2015-2016 and beyond. 
– Fuel Fund calculates that each donor contributes $281 over a lifetime, implying that 

1,650 new donors would be worth almost $464,000 in contributions. 

 

 Fuel Fund grants leverage customer payments at a rate of 1: 2.3.  So, 
$74,250 in new donations would leverage $170,775 in bill payments each 
year. 

 



  

Bill Freeman 
Regional Development Officer 
GRID Alternatives 
(formerly Deputy Director, Fuel Fund of Maryland) 
bfreeman@gridalternatives.org 
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