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British Columbia Utilities Commission 
6111 Floor. 900 Howe Street 
Vancouver, B.C. 
V6Z 2N3 

Attention: Ms. Erica Hamilton, Commission Secretary 

Dear Sirs/Mesdames: 

PO Box 49130 
Three Bentall Centre 
2900-595 Burrard Street 
Vancouver, BC 
Canada V7X 1}5 

Telephone 604 688-0401 
Fax 604 688-2827 
Website www.owenbird.com 

Direct Line: 60-l 691-7557 

Direct Fax: 6(H 632--1482 

1·:-mail: e\\Cakr IIO\\cnhird.com 

Our Fik: 238·+ !0 !30 

Re: FortisBC Energy Inc. ("FI~I") Application for Approval of Biomethane Recovery 
Charge ("BERC'') Rate Methodology 

We arc counsel to the Commercial Energy Consumers Association of British Columbia ('·CEC .. ). 
!enclosed please find the CEC's first set of Information Requests with respect to the above-noted 
matter. 

A copy of this letter and attached Information Requests have also been forwarded to FEI and 
registered interveners by e-mail. 

If you have any questions regarding the foregoing, please do not hesitate to contact the 
undersigned. 

Yours trulv. 

CPW/jlb 
cc: CEC 
cc: FEJ 
cc: Registered Interveners 
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COMMERCIAL ENERGY CONSUMERS ASSOCIATION 
OF BRITISH COLUMBIA (CEC) 

INFORMATION REQUEST #1 

FortisBC Energy Inc. (FEI) Application for Approval of 
Biomethane Recovery Charge (BERC) Rate Methodology 

1. Reference: Exhibit B-1, Page 10 

4 
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1.1. Please provide a table for the forecast BV A Balance (pre-tax) and the actual BV A 
balances over the 2010 to 2015 period, such that the actual and the forecasts can be 
compared. 

2. Reference: Exhibit B-1, Page 11 and Exhibit B-3, Page 3 

BERC Rate and 

FE! Historical 

{00390959;1} 

Vs Natura Gas 

Cost 
and BERC Rate 
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2.1. Please confirm or otherwise explain that the 'commodity cost recovery charge per GJ' 
and the 'natural gas commodity rate' are the same. 

2.2. Please account for the differences between the "BERC Premium over NG" in Figure 
3-1 and the ''Difference Between the BERC Rate per GJ and the Commodity Cost 
Recovery Charge per GJ" in Figure 1. 

3. Reference: Exhibit B-1, Pages 14 and 29 

{00390959;1} 
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3 .1. Please provide FE I' s projected sales curve up to 2024 on the above projected supply 

chart. 

3.2. What options, if any, does FEI have to develop less than 50% ofthe supply? 

3.2.1. Ifthere are options to develop less than 50% of supply, please explain why 

it is important to develop 50% of the supply when the demand is not 

materializing. 

3.3. Could the supply currently 'In Negotiation' be deferred or abandoned altogether? 

Please explain \Vhy or why not. 
') -, 
_) . .J. . If the supply In Negotiation does not have to be developed, please explain 

why FEI believes it should be under the current conditions. 

4. Reference: Exhibit B-1, Pages 17 and 20 

4.1. Please provide any additional information that is not provided in the application that 

FEI has that relates to price sensitivity/elasticity with respect to biomethane by 

customer class. 

4.2. Please provide any additional information that is not provided in the application FEI 

has that relates to price sensitivity/elasticity with respect to natural gas by customer 

class. 

4.3. Please confirm or otherwise explain that if commercial and/or industrial customers 

were to purchase RNG, the costs would likely be passed on to the end customer. 

4.4. Please provide FEI's views as to whether or not most commercial and industrial 

customers purchasing RNG anticipate creating a positive image in the eyes of their 

customers. 

{00390959;1} 
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4.5. What opportunities, if any, does provide to commercial and industrial customers 
to advertise their commitment to reducing their environmental impact through the use 
ofRNG to their customers? Please discuss. 

5. Reference: Exhibit B-1, Page 19 

5 .1. To what does FEI attribute the general rise in enrollment in 10% blend from March to 
July, 2015? 

5.2. To what does FEI attribute the increase in enrollment in 100% RNG between May 
and July, 2015? 

{00390959;1} 
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6. Reference: Exhibit B-1, Page 20 

6.1. Please provide a list of any additional customer information, lifestyle segmentation or 
other information that FEI has available, such as survey responses or studies that 
address customer interest in pursuing environmental friendly options that could be 
applied to purchasing RNG. 

6. 1.1. Please provide the above studies/survey responses etc. 
6.1.2. 

6.1.3. 

Please discuss how FEI utilized its market segmentation infonnation in its 
determination of changes to be made. 
Please discuss how the market segmentation information supports the 
current decision. 

6.2. Please confirm or otherwise explain that there are significant differences in the value 
that different customer groups place on reducing their environmental impact. 

6.3. Please confirm or otherwise explain that 'perceived benefit' is a key determinant as to 
the price premium that RNG can reasonably achieve over natural gas. 

6.4. Please list the major benefits that customers are likely to perceive as a result 
purchasing RNG. Please list by customer class or segment if available. 

6.5. Please provide any segmentation that FEI has conducted that addresses customer 
(residential, commercial or industrial) interests in pursuing environmentally friendly 

options. 
6.6. Docs FEI provide targeted marketing such that those customers who are committed to 

reducing their environmental footprint receive information? 

6.6.1. If yes, please explain how it is accomplished. 

6.6.2. If no, please explain why not. 

{00390959;1} 
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7. Reference: Exhibit B-1, Pages 22 and 28 

7.1. Please provide the marketing spend year and customer class. 
7.2. What is the estimated forecast marketing spending for 2016 and beyond? Please 

provide by year and customer class as far as practicable. 

7.3. What would be the average expected bill impact of marketing spend of$300 thousand 

for the following customers in both$ and%? 

• Small residential 

• Average residential 

• Large residential 

• Small commercial 

• Large commercial 

• Industrial customer 

{00390959;1} 
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7.4. Was the Air Miles program primarily related to residential customers or did it include 
commercial and industrial customers as well? 

7.5. Why did FEI discontinue the Air Miles program? 
7.6. What was the cost/GJ ofthe Air Miles program? 
7.7. Please provide further details with quantification as to the expected increase in 

participation that would likely arise from an increase in the marketing spend. 
7.8. What would be the likely impact of an increase in the marketing spend to $300 

thousand for 2015 and continuing thereafter? 

8. Reference: Exhibit B-1, Page 22 

4-2: Residential Additions to RNG Price 

Adds and RNG 

8.1. What is cost of residential marketing spending on a per GJ basis? 
8.2. Please graph marketing spending on the above chart. 

8.3. Please provide the total volumes on the above graph. 

{00390959; 1} 
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9. Reference: Exhibit B-1, Page 24 

to the RNG Price 

9.1. Please provide total sales volumes in the above graph. 
9 .2. Did FEI discontinue the allocation of a sales person? 

9.2.1. If so, when did do 
so, why did so? 

9.3. What. if any, was the cost to the RNG customer and the base customers of the 

allocation of a salesperson in the final quarter of 2013? 
9.4. What, if any, would be the cost to the RNG customer and the base customers of the 

allocation of a salesperson in 20 16? 
9.5. Please plot the marketing spend on the above graph. 

{00390959;1} 
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10. Reference: Exhibit B-1, Page 27 

1 0.1. Please provide the large commercial volumes in graph form over the same period. 

1 0.2. In what ways has FEI continued to support its large commercial customers over time? 

10.3. In what ways has FEI continued sales and marketing campaigns for its large 

{00390959;1} 

commercial customers? Please discuss with time frames and provide quantification 

of the marketing expenditures. 
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11. Reference: Exhibit B-1, Page 29 

11.1. Please confirm or otherwise clarify that renewable natural gas is delivered into the 

system, regardless of whether or not customers purchase the supply. 

11.1.1. If confirmed, please also confirm that those customers purchasing RNG 

supply are contributing to mitigating the costs of the service from which 

all natural gas customers are benefitting to the extent that RNG as a 

is a benefit 

Please confirm or otherwise explain that the larger the customer base for RNG, the 
less costly impact on any customer. 

11.3. Please provide the relevant government directions and/or legislation which supports 

the development and/or expansion of the biomethane service. 

11.4. Has FEI been able to have RNG utilized in any district energy systems? Please 
explain. 

11.5. What, if any, would be the impact of having RNG utilized in a district energy system 

such as the proposed NE False Creek and Chinatown DES? 

11.6. Would mandating the use of RNG into district energy systems provide a significant 
increase in the demand for RNG such that it would inf1uence the BVA balance and/or 

BERC rate? Please discuss the impact of such a mandate and provide quantification 

\Vhere possible. 

11.7. Please provide FEI's views as to the appropriateness of the Commission to. within the 
limits of its jurisdiction, be proactive in maximizing the customer base for RNG. 

{00390959;1} 



12 

12. Reference: Exhibit B-1, Page 29 

12.1. How much unsold biomethane is permitted to be transferred to the MCRA under G-

21 1 

13. Reference: Exhibit B-1, Pages 15 and 33 

{00390959;1} 
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13 .1. Please confirm that the monthly price premium for an average residential customer at 

$7/GJ would be approximately $5.25 per month, assuming 10% uptake. ((90 GJ/year 

* 0.1) * $7 /GJ)/12 months/year). 
13 .2. If not confirmed, please provide. 

{00390959;1} 
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14. Reference: Exhibit B-1, Page 38 

14.1. What is the meaning ofthe asterisk? 
14.2. FortisBC Inc. RNG customers are typically purchasing 10%, resulting in a monthly 

premium of $7.20 which is in the range of other company offerings of 100%. Does 

{00390959;1} 
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FEI consider that customers are looking primarily at the total bill impact, or are they 
effectively valuing the 10% benefit against the bill impact and finding it lacking? 
Please explain. 

15. Reference: Exhibit B-1, Pages 42 and 50 

15.1. Please include the percentage rate impacts in the above table. 
15.2. Please provide a detailed overview of the analysis supporting the $22, $5, $7 and $3 

annual impacts with quantification. 

{00390959;1} 
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16. Reference: Exhibit B-1, Page 43 

16.1. Assuming 75% development of supply, what would be the proportion of RNG that 
would be included in the existing natural gas supply under this option? 

17. Reference: Exhibit B-1, Pages 44 and 45 

17.1. What proportion of RNG program costs does FEI expect to recover from RNG 
customers under its market based proposal? 

17 .2. Has FEI conducted any sensitivity analysis with respect to lower or higher rates? 

{00390959;1} 
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If so, please provide. 17.2.1. 

17.2.2. If not, please explain why not. 

17.3. Please provide FEI's assumptions with respect to the increase in demand that is likely 

to be experienced with a rate of $7 per GJ. 

17.4. With which services does the FEI biomcthane service compete? Please list. 

17.5. Please provide a price comparison of other services in the BC market. 

18. Reference: Exhibit B-1, Page 46 

18.1. On what basis did FEI select a $1 discount? Please provide any evidence that FEI 

relied upon that is not included in the application or direct where it may be found. 

18.2. Why did FEI select 500 GJ * 10 years or volume equivalent as the threshold for the 

Long Term Contract Rate? Please explain. 

19. Reference: Exhibit B-1, Page 48 

19.1. Please explain why the US Renewable Identification Numbers (RIN) are a relevant 

benchmark to FET's notional inventory. 

9.2. Did FEI consider a11y other terms? If so, please discuss and explain vvhy they vlcre 

not accepted. 

19.3. Please explain the value of having a six month period of time in advance of the two 

year vintage. 

{00390959;1} 
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20. Reference: Exhibit B-1, Page 52 

20.1. Please explain the decline in the Non-RNG Customer Impact per GJ from 2017 to 

2018. 
20.2. Please explain the increasing difference in the Non-RNG customer impact per GJ and 

the MCRA impact per GJ. 

(00390959;1} 




