SN-03 BPA Data Response

Request No.:
BPA-JC-032
Request:
Witnesses:
Bliven et al.
Exhibit:
SN-03-E-JC-01, page 42, line 14 to page 44, line 22
On pages 42-44 of the testimony, you state that you do not agree with BPA's premise that BPA cannot achieve the "exact hourly marginal price" determined by Aurora.  You further state that you believe a seller can achieve approximate Aurora prices, because buyers will bid above the Aurora marginal price as well as below.  Based on these statements, please state whether any of the panel members have actual experience marketing power in the PNW or WECC and, if so, please identify the panel members with such experience.

Response:


All of the witnesses submitted qualifications statements detailing their relevant backgrounds in the industry.  None of the witness listed in their work history anything relating to “actual experience marketing power in the PNW or WECC”.

Members of the panel have spent a good portion of their respective careers following PNW and WECC power markets, and have built a considerable working knowledge of those markets.  Further, members of the panel have spent a large amount of their careers following BPA and have been very involved in BPA’s financial and rate processes, giving them the knowledge and background to comment on BPA activities and financial results.

The author of the statements cited in the question was Mr. Bliven.  Although Mr. Bliven has not had the opportunity to market power, he does have 17 years of experience of forecasting power prices and resulting revenues, with much of this experience specifically related to BPA’s marketing activities.  Of these 17 years, 8 were while he was working at BPA, where he worked very closely with BPA’s power marketers and gained a very high level of understanding of BPA’s marketing advantages and limitations in the bilateral electric power markets.
The panel members do not believe that one must have actual experience in marketing power to be able to make informed comments on the results of marketing activities, just as a manager of a marketing organization does not need to have performed each and every duty of those working in the organization to be able to rate the job performance of the individuals.
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