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Meet the water retailers playing  
the competitive water market

Competition has 
paved the way for an 
entirely new set of 
players in the water 

market – the retailers. They 
have emerged from a variety of 
different places – some are the 
separated and refreshed retail 
arms of an incumbent water 
wholesaler; some are the result 
of a merger between the retail 
arms of more than one whole-
saler; some have come from 
Scotland and bought English 
business customer bases from 
exiting companies. Others are 

entirely new and have made 
a pledge to grow organically 
rather than via acquisition.

Wherever they have come 
from, they have had to learn 
new skills and adapt quickly 
– both to a new market and a 
new role. They have approached 
the market differently and with 
varying degrees of success.

Here Water.Retail asks the 
head of each of the retailers 
about their experience of the 
market so far.

The following content is a 
collation of Q&As with eight 

of the major retailers in the 
open water market, conducted 
by Water.Retail for the first 16 
issues of the publication.
Note: Everflow, Waterscan and 
POD53 (the water retail arm of 
Leep Utilities) have declined to 
participate at this time.

Clear Business Water, South 
East Water Choice and ADSM 
are in the process of completing 
profiles for future issues of Water.
Retail.

Cambrian Utilities, Affinity 
for Business, Veolia, and Regent 
Water have yet to respond.
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What is your promise to 
customers?
Our promise is that we will 
deliver a market leading 
experience for our custom-
ers. We constantly strive to 
improve the services we 
provide, using insight from 
our customers and best 
practice from other sectors, 
to shape our service offer-
ings. We have worked hard to 
differentiate our propositions 
and enhance our customer 
experience, and this is paying 
off. We will continue to intro-
duce new and innovative 
offerings, whilst ensuring we 
never lose sight of our aim of 
being great at the basics. 

If you were CEO of Ofwat for 
a day, what would you do?
I would undertake a compre-
hensive ‘step-back’ review of 
the first 6 months’ to assess 
the effectiveness of the mar-
ket. To ensure this process 
works effectively, I would 
seek the views of industry 
participants, stakeholders 
and customers, as well as 
independent experts, to help 
assess what is working well 

and where improvements 
are needed. I would urge all 
those involved to set aside 
any preconceived views and 
be open to making changes 
that will enhance the market 
and deliver better outcomes 
for customers. 

What are your views on 
the numbers of retailers 
operating in the market?
We have been vocal support-
ers of the need for a com-
petitive retail water market 
in England from the outset, 
having witnessed first-hand 
the benefits the market has 
delivered for customers in 
Scotland. Customer choice 
is a key requirement for 
an effective market, so we 
welcome the fact customers 
in England now have a range 
of retailers to choose from. 
We do however expect to see 
more consolidation as the 
market matures, so we may 
be looking at a very different 
landscape in the future. 

To what extent do the 
wholesalers differ in their 
approach to retailers?

We have cross border cus-
tomers with sites in almost 
every wholesaler region, so 
we have interacted with most, 
if not all, the wholesalers 
already. Our early assessment 
is that there is little com-
monality across wholesaler 
practices and quite a range 
of ‘readiness’ across the 
wholesalers; with some pro-
actively seeking to develop 
strong working relationships 
with retailers and others not! 
The lack of standardisation 
around wholesaler policies 
is creating a very complex 
and confusing market for 
both customers and retailers. 
Introducing greater standardi-
sation across the wholesaler 
regions would help to 
simplify market processes 
and improve the experience 
of customers. Undoubtedly, 
the quality of service offered 
by wholesalers has a direct 
impact on the quality of 
service retailers can deliver 
for their customers, so it is 
important that retailers and 
wholesalers work together to 
deliver strong outcomes for 
customers. 

What is the most 
significant threat to a 
successful retail market?
That it fails to meet custom-
ers’ expectations and as 
a consequence creates 
customer inertia. The lack 
of harmonisation across 
regions in a range of areas 
including payment terms, 
data quality and wholesaler 
policies, introduces complex-
ity and additional costs for 
retailers. Alongside the very 
low margins, this is limiting 
the price discounts and 
services that can be offered 
to customers, particularly 
smaller customers. It is our 
view that these issues need 
to be addressed if the market 
is to deliver benefits for all 
customers and be hailed as a 
true success. 

What is truly distinctive 
about your offering?
We are the only supplier with 
over 9 years’ experience 
operating in a competitive 
water market. We know what 
customers want and we 
have invested over the last 
9 years to ‘raise the bar’ 

Jo Dow,  
chief executive
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continued ➡ to deliver market leading 
customer services. Our expe-
rience and expertise means 

that we are well placed to 
deal with the challenges of 
a competitive market, whilst 

ensuring we deliver a tailored 
suite of services which meets 
the needs of all customers, 

large and small.

WHAT IS YOUR USP?
James Cardwell-Moore, 
commercial director
Beyond the 
vast range 
of over 60 
value-
added ser-
vices that 
we offer, in the past year we 
have invested in new and 
innovative partnerships to 
meet customer needs. Our 
partnership with Veolia, for 
example, enables us to offer 
customers access to an even 
wider breadth of expertise 
and a compelling range 
of innovative and tailored 
engineering solutions to 
help customers identify 
savings. And our partnership 
with Utilitywise allows us to 
provide a one stop shop for 
water, gas and electricity 
services – a market first. We 
are continuously looking 
for ways to enhance our 
offering to customers to 

ensure we do stand apart 
from our competitors and 
can respond to customer 
demands. 

Jim McDowall, finance 
director
Since the 
market 
opened in 
Scotland in 
2008, we 
have helped 
customers save over £160 
million. By understanding our 
customers’ needs, we have 
also helped them to reduce 
their environmental impact 
too, by conserving over 24 
billion litres of water. This 
track record illustrates our 
ability to deliver real benefits, 
which we will continue to do 
for both existing and new 
customers. 

Jo Mayes, customer 
operations director
Delivering a 
responsive, 
high quality 
customer 
experience 
is vital to 
a retail 
business’ success. To 
help achieve this we have 
delivered a wide range of 
service enhancements to 
help meet customer needs. 
We have also introduced 
a range of intuitive tools 
that allow us to effectively 
and efficiently address any 
customer issues. We don’t 
simply compare ourselves to 
our water industry or indeed 
utility competitors, but 
against all successful retail 
businesses – this ensures we 
never become complacent 
and that we continue to 
raise the bar from a service 
perspective. 

Ros Carey, head of 
regulation and strategy
We are not 
simply oper-
ating in a 
competitive 
retail water 
market; we 
are committed to ensuring 
its success. Our chief execu-
tive was part of the team 
that set up Business Stream, 
subsequently leading the 
way for the world’s first retail 
water market in Scotland; we 
played a key role in respond-
ing to customer appetite by 
calling for a competitive mar-
ket in England; and we have 
engaged at every oppor-
tunity to help develop the 
English market in the lead 
up to April 2017. This level of 
commitment illustrates our 
passion for helping to create 
an effective market that can 
respond to customer needs 
and deliver choice. n

What is your promise to 
customers?
Customers want accurate 
bills. Our approach is to work 
hard to make bills as accu-
rate as possible. We work 
closely with customers and 
wholesalers to make sure 
that Wholesale charges are 
correctly calculated.

Who are your top three 
competitors?
The market hasn’t been 
operating long enough yet 
to know which retailers will 
succeed in which segments, 
and there are questions over 
the strategy of some. Castle 
Water has a clear strategy 
and stable ownership as a 
Retailer of water services 
to business customers. It is 
pretty obvious that some 
of the other major retailers 
don’t have stable ownership, 
and therefore there are also 
questions over their strategy.

Do you operate, or have 
any plans to operate, in 
other markets?
Castle Water now offers 
existing water customers 
the opportunity to switch 
gas and electricity as well. 
This can be especially 
valuable to customers who 
have complex procurement 
requirements and have a 
close working relationship 
with one of our Key Account 
Manager who already under-
stands their requirements.

Brokers – threat or 
opportunity?
We are happy to work with 
brokers, where customers 
choose to use a broker to 
assist them in their procure-
ment. We put agreements in 
place which ask brokers to 
commit to following all the 
relevant codes of practice, 
and we don’t work with bro-
kers where we are unhappy 

with their standards. We 
don’t believe that the English 
market will sustain high 
levels of commission pay-
ments on sales, and our sales 
activity is primarily based on 
direct sales rather than sales 
via 3rd parties. We have seen 
examples of both good and 
bad business practice from 
brokers.

How do you believe 
brokers should be paid?
The two important things 
are that payments should 
be transparent, and that the 
customer should be able 
to determine how they go 
about their own procure-
ment. If a broker is paid 
by a retailer, it should be 
disclosed to the customer. 
I am personally uncomfort-
able about arrangements 
between customers and 
brokers where the customer 
agrees that the broker’s fee 

should be paid by the retailer, 
but this is what a significant 
number of customers want. 
We do not use commission-
only sales agents, as we 
aren’t confident in the qual-
ity control of the sales effort, 
or the impact on prices. 

If you were CEO of Ofwat for 
a day, what would you do?
First, tariff reform. Custom-
ers, whether in the market 
or not, cannot understand 
tariffs, and it is practically 
impossible to properly 
compares prices. I can’t see 
that tariffs need to be so 
complex.

Second, explain the 
market. Many customers, 
especially home-based cus-
tomers who do not see their 
activities as being purely a 
business venture, remain 
confused about the market. 
There is a need for more 
very straightforward 

CASTLE 
WATER

John Reynolds,  
chief executive

•  Headquarters: 
Blairgowrie, 
Scotland

• Employees: 250

•  Customer 
accounts: 230,000 
(England and 
Scotland)

•  Supply points: 
550,000 (England 
and Scotland)
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and clear material about the 
water market. The industry 
has got bogged down using 
terms like Open Water, which 
are meaningless to a lot of 
customers. Ofwat’s website 
makes information acces-
sible to customers who know 
where to look, but custom-
ers are simply not finding 
it. Perhaps Ofwat should 
discover SEO (Search Engine 
Optimisation)?

Third, converge the Scot-
land and England markets. 
It doesn’t make long-term 
sense to have different 
markets.

What is your view of 
current gross retail 
margins?
Retailers can make viable 
returns at current allowed 
margins. I haven’t come 
across a retailer in the 
competitive market who isn’t 
discounting against default 
margins. I wouldn’t advocate 
increasing allowed margins 
at the same time as retailers 
are discounting against 
them.

On what basis do you 
believe customers should 

decide who to contract 
with? 

This is a very undifferenti-
ated product. Customers will 
typically have price at the 
top of their list. Customers 
should also want retailers 
to offer fair contract terms 
and to act fairly. One of the 
big differentiating factors 
in Scotland has been which 
retailers will make it simple 
for customers to leave at the 
end of a contract, and which 
will make it harder. This can 
make a big difference to cus-
tomers, and the practices of 
retailers varies dramatically. 
We will see this in England 
as well, and it is something 
that Ofwat and WICS could 
help provide information 
on. There are retailers who 
appear to routinely block 
nearly all customers seeking 
to switch to another retailer.

Do you believe Ofwat is 
doing enough to bear 
down on wholesale costs?
Having been a regulator in a 
previous review of Wholesale 
costs, I can confidently say 
I don’t know anywhere near 
enough about the Wholesale 
costs in any English water 

company to be able to 
answer this. Yes, it would be 
great to have lower charges. 
It would be disastrous to run 
short of water or fail to treat 
waste. The balance is not 
simple.

What are your views on 
the numbers of retailers 
operating in the market?
I would focus less on the 
number, and more on dif-
ferentiation. There are not 
yet many clearly differenti-
ated offerings in the market. 
I would expect to see a 
number of successful niche 
retailers, following strate-
gies which appeal to defined 
customer groups. Some of 
this is currently mainly com-
ing through brokers, which 
in part shows the slow rate of 
innovation among retailers. 

To what extent to the 
wholesalers differ in their 
approach to retailers?
Some Wholesalers have 
realised that Retailers are 
their customers, others 
haven’t worked it out yet. We 
are lucky in having very good 
working relationships with 
the larger Wholesalers we 

work closely with. There was 
a lot of benefit in transferring 
customers from Ports-
mouth and Thames before 
the market opened, and it 
helped bed down the right 
working relationships. At 
the working level, one major 
impact is how easy it is to 
use each Wholesaler’s portal 
for submission of bilateral 
forms (required to request 
Wholesale work on individual 
SPIDs). It will be important to 
Wholesalers to continue to 
work to improve the effec-
tiveness of these portals. 

What is the most 
significant threat to a 
successful retail market?
Operating in a fair way to 
customers. The market 
needs to have a positive 
reputation for charging and 
switching. The larger retailers 
are actively dealing with a 
significant number of data 
questions following market 
opening. If this is too big a 
distraction, there will be a 
delay in retail innovation 
and benefits in price and 
service coming through to 
customers.

WHAT IS YOUR USP?
Tamzin Hall, account 
manager – Portsmouth
Our clients 
are at the 
heart of our 
business 
and we pride 
ourselves 
on our personal, flexible, 
transparent approach. We 
understand that our custom-
ers want to be focusing on 
their business rather than 
speaking with their water 
company and Castle Water 
takes this hassle away from 
them. Freeing up customers 
time, enabling them to focus 
on what they do best whilst 
we focus on ensuring their 
bills are correct & efficient, 
their water is flowing, their 
queries or concerns dealt 
with promptly & profession-
ally and their consumption 
is kept to a minimum. We 
are easy to speak too and if 

something can be done for 
our customers, we will make 
sure it happens. 

Jonathan Anderson, 
projects director
Castle Water 
aims to be 
the UK’s 
most effi-
cient water 
company, 
delivering a consistently 
superior service through 
the adoption of customer-
centric contact channels and 
employing a range of tech-
nologies to reduce customer 
effort. Diversity of experience 
from both inside and outside 
the utilities industry provides 
the Castle Water team with 
the expertise to navigate 
the new retail market as well 
as the flexibility and energy 
to innovate on behalf of its 
customers. Castle Water con-

tinues to invest significantly 
in resources that improve 
the quality and accuracy 
of its end-to-end services; 
from a truly national meter 
read capability to accurate, 
timely and clear invoices, to 
providing help and support 
to customers when they 
need it most.

Ollie Arthurs, key account 
manager
Castle Water 
has a clear 
identity as a 
water retailer 
and do not 
make them-
selves out to be anything 
other than this, our core 
skills are retail services and 
not engineering or re-selling 
other companies products. 
Being totally independent 
has huge advantages, such 
as making system changes 

to focus our efforts on mak-
ing enhancements to benefit 
our customer base, being 
independent enables Castle 
Water to make and imple-
ment these changes very 
quickly as well. We also have 
a track record of lobbing any 
wholesaler on behalf of our 
customers. 

Clare Morrissey, national 
head of sales and account 
management
Castle Water 
is unique 
as a truly 
independent 
retailer on 
a national 
scale in the newly deregu-
lated market. We take a 
totally customer centric 
view and are agile in our 
approach, if something 
needs changing or we need 
to do things differently 

CASTLE 
WATER

continued ➡

•  Market share 
(Scotland): 7%

•  Market share 
(England): 20%
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then it simply happens. 
We are not tied to legacy 
processes and behaviour. 
We have had significant 
experience of high volume 
growth through acquisition, 
transferring over 300,000 
customers in shadow market 
which really put us on 

the front foot. This meant 
on market opening the 
migration of large national 
customers’ acquired through 
competitive tender, that we 
had all the processes in place 
and the necessary diligent 
checks required to make the 
transfer process friction free 

for our customers. We have 
made significant investment 
in our invoicing systems 
including a state of the Trade 
Effluent Invoice Platform 
(TEIP) which reassures cus-
tomers that they will receive 
accurate and timely invoices. 
We have also invested heav-

ily in our people, in addition 
to retaining the Key Account 
Managers from Thames, 
who have a huge amount of 
knowledge and experience 
which is clearly benefitting 
our customers. n

CASTLE 
WATER

What is your promise to 
customers?
Our aim is to deliver an excel-
lent service at a reasonable 
price and to help our cus-
tomers understand and man-
age their water consumption 
and reduce their costs. We 
believe in transparency, and 
making things as simple as 
possible for customers – for 
example by providing one 
consolidated bill for water 
and wastewater and for 
multiple sites (regional and 
national). 

Who are your top three 
competitors?
We compete on a national 
basis across all market seg-
ments and while a number of 
historic water providers are 
retention orientated, we are 
ambitious and want to grow. 
Therefore, our competitors 
vary depending on geog-
raphy and the strategy of 
others. We are very much out 
there looking for business, 
and are committed to, and 
focused on, helping custom-
ers to get the right deal, and 
to making their use of water 
more efficient and cost-
effective. 

Do you operate, or have 
any plans to operate, in 
other markets?
We have a clear growth 
strategy and would not rule 
out new income streams 
or opportunities. In the 
short-term, we are primar-
ily focused on helping 
customers navigate and take 
advantage of the new oppor-
tunities a competitive, open 
water market brings.

Brokers – threat or 
opportunity?
Brokers are fundamental to 
our industry and they have a 
significant part to play in the 
development of a competi-
tive water market. We want 
to further our relationships 
with brokers – we see 
them as a crucial channel 
in engaging businesses in 
the water market. Working 
closely with brokers will assist 
us in our aim to help busi-
nesses access a better deal 
for their water.

How do you believe 
brokers should be paid?
This depends on the 
customer’s preference, but 
brokers should always be 
transparent in how they are 
being paid. Precedents have 
already been set from other 
utility markets – it’s useful to 
consider them.

If you were CEO of Ofwat 
for a day, what would you 
do?
I would aim to ensure that 
there is transparency in the 
market and that market data 
is improved. With regards 
to the second point, the 
current quality of market 
data is a barrier to customers 
taking advantage of the new 
competitive market and this 
needs to be addressed. 

What is your view of 
current gross retail 
margins?
The margin between the 
retail default charges and 
wholesale costs is small, 
especially in comparison to 
(for example) the Scottish 
market – so the scope for 
savings is far more limited.

Wholesale cost pricing 
methodology is set for the 
next few years so there isn’t 
an opportunity for gross 
margins to grow during this 
period. 

On what basis do you 
believe customers should 
decide who to contract 
with?
For most businesses, the 
benefits of an open water 
market will be in the benefits 
they can unlock through 
better products, improved 
service and better efficiency. 

Customers should 
compare retailers’ product 
innovation; competition in 
the water market is all about 
offering businesses choice 
and challenging retailers to 
provide innovative products 
and solutions. Our Wholesale 
Tracker Plus, for example, 
provides access to wholesale 
water rates without the need 
for the up front capital that 
self-supply requires or any of 
the associated administra-
tive and resource-intensive 
burdens. That means that if 
wholesale prices fall in the 
future customers would 
immediately see the benefit.

Businesses can also 
maximise their savings by 
consolidating their water 
and wastewater services, as 
well as services for multiple 
sites on a regional or national 
level, with one bill from one 
supplier. 

Do you believe Ofwat is 
doing enough to bear down 
on wholesale costs?
As wholesale cost mecha-
nisms are predetermined, 
in the short term it would 
be difficult for anything to 

change. It will be interesting 
to see its approach in the 
future. 

What are your views on 
the numbers of retailers 
operating in the market?
It’s early days, as the market 
is still emerging, but we 
would expect the number of 
retailers to grow over time. 
There is competition in the 
market however, giving 
customers choice. 

To what extent to the 
wholesalers differ in their 
approach to retailers?
While wholesalers all comply 
with licence requirements, 
they tend to do things very 
differently, which creates 
inconsistency. We appreci-
ate that each wholesaler 
will have their own way of 
doing things, but different 
processes don’t make life 
easy for national retailers. 

Are you focussed on 
defending your legacy “in 
area” customer basis or 
expanding out of area?
We are strongly focused on 
looking after our existing 
customers – but we also 
have a clear strategy to 
become a major player on 
a national level. This can be 
seen in the market statistics 
– c. 24 per cent of custom-
ers who had preregistered 
to switch at market opening 
switched to SES Business 
Water. 

What is the most 
significant threat to a 
successful retail market?
Lack of customer engage-
ment is the biggest risk – to 
ensure customers par-

SES 
BUSINESS 
WATER

Giuseppe Di Vita, 
managing director 

continued ➡

•  Founded: 2016
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Redhill, Surrey
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SES 
BUSINESS 
WATER

ticipate, the market needs 
to ensure that customers 
are aware of the benefits 
and that switching suppliers 
can help them to manage 
their water consumption and 
reduce their costs.

What is truly distinctive 
about your offering?
We have a clear strategy to 

grow on a national basis. 
Unlike some water providers, 
we are not just focused on 
retention – we have strong 
ambitions to reach new 
customers and help them 
engage with the market. We 
want to help our existing and 
new customers to get the 
right deal, in order to make 
their water more efficient 

and cost-effective. 
In support of this ambi-

tion we aim to continue 
to be at the forefront of 
product and proposition 
innovation in the market. An 
example is our Wholesale 
Tracker Plus product, which 
tracks the annual wholesale 
rate, the lowest cost allowed 
by the Water Act, giving 

businesses access to the 
most competitive prices in 
the market. Businesses pay 
wholesale rates and one 
transparent charge, based on 
the services they take from 
SES Business Water. It gives 
businesses total peace of 
mind that they can access 
the wholesale market. n

What is your promise to 
customers?
We promise to make it simple 
for our customers with clear 
transparent pricing. Using 
and paying for water should 
be an effortless experience 
which ensures that custom-
ers can spend their time on 
what matters to them. With 
the basics taken care of 
we will use our expertise to 
help customers find ways to 
reduce their consumption 
and save money, regardless 
of their size or location.

‘Your Business. Our Prior-
ity’ is our advertised promise.

Who are your top three 
competitors?
There are currently 23 
licensed retailers and with 
pending applications we 
expect this figure to rise 
to over 30 in the coming 
months. We are not looking 
specifically at any three com-
petitors. Our strongest com-
petition will come from those 
with scale but also those 
who, like us, differentiate 
with technology and innova-
tion. We regularly review best 
practice, with within and 
outside the industry, and are 
confident that we have some 
exciting customer driven 
plans for the future.

Do you operate, or have 
any plans to operate, in 
other markets?
We’re always looking at 
opportunities to provide 
valued services to our 
customers. This might mean 
entering into other markets, 
either through partnerships 
or directly ourselves. There’s 
no doubt that, particularly 

for our smallest customers, 
being able to buy more than 
one service from the same 
place is more efficient – it’s 
the reason why so many 
customers have chosen 
to switch to getting both 
their water and wastewater 
services from us. Crucially we 
will listen to the needs of our 
customers and will evolve 
our services to meet these 
needs. 

Brokers – threat or 
opportunity?
Brokers can be considered 
as both. Our approach is to 
interact positively with all 
brokers to help customers 
get the most from their 
water usage. It’s important 
that brokers understand the 
market well to ensure their 
customers end up with the 
best overall solution. This 
could be a straight retail sav-
ing or it could be a broader 
package of measures which 
might deliver a greater ben-
efit in cost reduction, time 
or improved corporate social 
responsibility programmes. 
We are committed to helping 
brokers achieve the best 
outcome for businesses. 

How do you believe 
brokers should be paid?
What is most important is 
to keep things transparent 
for the customer. Brokers 
have a valuable role to play 
in introducing businesses to 
the right retailer in exchange 
for a fair reward. 

If you were the CEO of 
Ofwat for a day, what 
would you do?
Taking on board the learn-

ings that have been gained 
from the energy market 
experience, the focus would 
be on ensuring a truly open 
market for the customer, 
built on transparent pricing 
models and energising the 
appetite for switching. Ofwat 
has an important role to play 
in ensuring no barriers to 
entry and that retailers oper-
ate consistently in the best 
interests of customers. 

What is your view of 
current gross retail 
margins?
Margins are challenging 
which places a premium on 
efficiency and innovation 
within a retailer cost to serve. 

Incumbent retailers need 
to evolve and adapt appropri-
ately, not only to meet cus-
tomer’s needs, but to avoid 
any financial risk to drive an 
increase in the margin. 

In a new retail market 
with minimal tariff discounts 
and broadly similar offerings 
available from all retailers, 
on what basis do you believe 
customers should be decid-
ing who to contract with?

Whilst both pricing and 
in some cases services are 
similar, customers should 
look to place their business 
with a retailer who under-
stand their requirements 
and who can deliver against 
them effortlessly. This may 
be about looking beyond the 
headline price to the broader 
solution being offered which 
in addition to a transpar-
ent and discounted price 
include services designed 
especially for small local 
businesses all the way up to 
the large national compa-

nies. The challenge is to 
help businesses and brokers 
understand these services 
and how they will differenti-
ate the offering from just a 
simple headline price. Yes, 
you can save £x in the next 
12 months but how else can 
your retailer help you? 

Do you believe Ofwat is 
doing enough to bear 
down on wholesale costs?
With the majority of a 
customer’s bill derived from 
the wholesale charges, this 
remains the key area of 
focus for customer’s that 
really want to see a material 
reduction in charges. At 
Source for Business, we’re 
well-equipped to work with 
customers to look at ways 
to use water more efficiently 
and reduce their consump-
tion, and therefore their bills. 
But during the price review 
process, Ofwat and wholesal-
ers also need to continue to 
develop and deliver efficient 
and innovative business 
plans to satisfy the needs of 
customers, the environment 
and investors. This clearly 
seems to be the direction of 
travel.

What are your views on 
the numbers of retailers 
operating in the market?
We are really encouraged to 
see the increases in retail 
licenses since the market 
opened and we hope this 
continues. A successful 
market will deliver choice to 
customers, improving the 
chances of the best solution 
being available for their 
business, whilst encourag-
ing innovation. We have 

SOURCE FOR 
BUSINESS

Richard Stanbrook, 
director
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Exeter, Devon
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Services

•  Employees (PWS): 
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• Customers (PWS): 
180,000

•  Combined revenue 
(PWS): c£170 
million
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seen close to 2 per cent of 
the market switching so far 
so there remains a great 
opportunity for all retailers. 

To what extent do the 
wholesalers differ in their 
approach to retailers?
We need to bear in mind that 
the market is still very new 
and wholesalers are working 

hard to put in place the right 
systems to deliver the best 
service. Wholesaler policies 
will evolve over time with the 
best wholesalers continu-
ing to keep sight of the end 
solution for businesses as 
well as their relationship with 
retailers. 

What is the most 
significant threat to a 
successful retail market?
In the short-term education 
is a significant challenge 
with only 50 per cent of the 
market aware of the changes 
and crucially the benefits 
that reviewing and changing 
their retailer relationships 
can deliver. As the market 

matures all parties must 
continue to work hard to 
improve awareness and 
understanding about the 
benefits of switching. How-
ever, we should be encour-
aged that despite this risk, 
businesses are switching and 
realising immediate savings. 

WHAT IS YOUR USP?
Greg Dugmore, head of 
commercial
Joining 
Source for 
Business 
was one of 
the simplest 
career 
choices I’ve had to make. At 
the heart of our business are 
employees who just want to 
help customers and there 
can be few better places to 
start. It’s my job to ensure 
that our people are empow-
ered to help businesses in 
the way they naturally want 
to with the right range of 
solutions available to allow 
them to make it effortless. 
Whether it’s a simple saving 
on retail cost, enhancements 
to reduce usage and save on 
wholesale costs or the mul-
titude of other ways we can 
help. It doesn’t matter what 
business you operate. From 
a small single site retail store 
to a large national manufac-
turer with complex uses for 
water, with our experience 
and Group diversity we can 
help our customers make 
the right choice for them. 
This choice might reduce or 
completely remove the need 

for mains water but 
if it is the 

right outcome for the 
customer it’s fine with us. It’s 
this service ethos coupled 
with in-house solutions at a 
National level which makes 
us unique. Get it right for the 
customer and you give your-
self the best chance of being 
successful. It really isn’t any 
more complicated.

Tony Spinks, added value 
services
We offer 
unrivalled 
in-house 
range of 
added value 
services 
alongside our water retail 
provision. This completes 
our full end-to-end offering 
for commercial customers 
and is finely tuned to maxim-
ise efficiencies and optimise 
water usage.

We can carry out water 
audits and data analysis to 
help businesses understand 
how they are using their 
water and make sure they 
are using it as efficiently 
as they can. If a customer 
wishes to reduce their 
consumption, we can offer 
tailored advice and a range 
of resources (from zero-
energy pumping solutions, 
to leak detection and repair) 
to support them in their 
goals. From here, customers 

will often want to make 
improvements and 

increase the resilience 
of their water and 
wastewater supplies. 
We’re able to help 
businesses with a 
range of engineering 

solutions, trade efflu-
ent consent services 

and even boreholes to 

ensure their success in this. 
Finally, because we under-
stand our customers and 
the individual requirements 
of each different sector we 
work with, we’re able to 
advise businesses on what 
protective measures they 
may wish to put in place to 
deal with any potential future 
emergencies.

Gareth Evans, retail service 
centre manager 
For us, effortless customer 
service and simplicity are 
critical 
goals. 
We have 
centred 
our whole 
approach on 
putting the customer first, 
being easy to do business 
with and providing a more 
personalised service by 
adapting to each customer’s 
needs. Whether a small 
independent business, large, 
multi-site chain or a farmer 
in the heart of the South 
West countryside, we have 
the in-house expertise to 
help.

We do not feel a positive 
customer experience should 
be limited to online services 
or high street retailers and 
do not wish to restrain our-
selves by striving to simply 
be the best water retailer. 
Instead, we aim to join the 
likes of Amazon, John Lewis 
and M&S at the top of cus-
tomer service scores across 
all industries.

As well as providing 
exceptional customer 
service, our team are also 
able to advise customers on 
opportunities and services 
to help them save water and 

money through our range 
of added value services. 
Whether a water hygiene 
risk assessment is needed 
or a there is a requirement 
to reconfigure a private 
network, we offer the added 
value service to deliver the 
customer’s requirements.

Reo Clements, retail 
service centre advisor
Our main goals are to be 
open and 
transparent 
by keeping 
things 
simple for 
customers. 
By focusing on helping cus-
tomers and getting things 
right, we reduce the number 
of contacts being made to 
us, whilst effectively handling 
any contacts that are made. 

We pay close attention 
to the needs of smaller 
businesses, which might 
otherwise get overlooked. 
What we offer is based on 
simple, accurate and timely 
bills, high quality service, and 
innovative service solutions.

Some customers I talk to 
are simply looking for help 
and clarification. My job is to 
make sure I can help them 
with their query, remove any 
confusion and allow them 
to get back to their day job 
and running their business. 
I haven’t worked anywhere 
else where I have been told 
to always make sure I do the 
right thing for the customer. 
If we have a process which 
isn’t working for the cus-
tomer as well as it should, we 
raise it to be reviewed. n

SOURCE FOR 
BUSINESS
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What is your promise to 
customers?
We promise to help them 
reduce the amount of water 
they are using, whilst provid-
ing a competitive price.

Who are your top three 
competitors?
I have no idea – yet. I think it 
is going to be very interest-
ing, I’m really not sure how 
competitive some of the 
retailers are going to be.

Do you operate, or have 
any plans to operate, in 
other markets?
No, none at all. I think we’re 
getting it the other way 
around, which is that those 
operating in the energy mar-
kets want to add water.

Brokers – threat or 
opportunity?
I think brokers are going 
to be a fact of life, because 
what they want to do is sell 
electricity and gas and they’ll 
want to add water. I don’t 
see many of them entering 
the marketplace or trying to 
get a retail licence, because 
it’s a lot of work, you’ve got 
to know what you’re talking 
about, and the margin just 
isn’t there, so I think you’ll 
see links between retailers 
and brokers.

But I also find what’s 
funny with brokers is that, 
once you’ve arranged a con-
tract, why would you need 
the broker if you rearrange it 
for a second time?

Brokers will arrange 
contracts with the best value 
for money, but it is the differ-
ence between the contracts 
that are, say, 1 or 2 per cent, 
then the actual process is 
going to cost more than that.
I think brokers are going to 
be interesting in the mar-
ketplace, I can see natural 
synergies with electricity and 
gas, but I think it’s going to 
be very open on whether 
it’s going to be a long-term 
proposition.

How do you believe 
brokers should be paid?
I don’t think it matters as 

long as the customers are 
aware of the fees. We’re 
very clearly setting out 
what we charge, and then 
if the broker is going to the 
customers, I think there is a 
massive scandal waiting to 
happen – where customers 
end up paying far more than 
the difference between two 
companies based on the 
broker’s fees.

I think there should be a 
code of practice saying there 
should be transparency in all 
attitudes with brokers, and 
that’s what we’re attempting 
to do. The only people who 
are going to suffer from non-
transparency are going to be 
customers.

If you were CEO of Ofwat 
for a day, what would you 
do?
I would start concentrating 
on the fact that we won’t 
have enough water in 10 
or 15 years’ time. I know 
[chief executive] Cathryn 
Ross is looking at that at the 
moment, but I would see 
drought or flood which are 
two sides of the same coin, 
as being the norm in a few 
years’ time. Climate change 
is going to change how we 
view water in this country.

In the past, I did every-
thing I could to turn Ofwat 
into an environmental, rather 
than just a fiscal, regulator. 
It has really got to take the 
fact that we might not have 
enough water seriously.

What is your view of 
current gross retail 
margins?
In one respect I would say 
what is being attempted is to 
introduce a competitive mar-
ket, and retail margins are 
just costing the consumer, 
so the smaller they can be, 
the better – for customers.

I think the problem is 
going to come which is 
a race to the bottom, so 
value-added services won’t 
be added, but I think what 
you’ll find is that custom-
ers will start seeing that the 
only way to cut their bill is 
to cut their use rather than 

switching.
It is utterly ridiculous 

what the government is 
doing at the moment – talk-
ing about capping and saying 
‘switching hasn’t worked’ 
when the underlying cost of 
energy is going up, it’s got 
nothing to do with switching.

I think we will see a 
marketplace around use, not 
cost.

On what basis should 
customers choose their 
retailer? 
The value-added services. I 
don’t think it’s one shiny bill, 
because everybody and their 
dog should be offering that, 
it’s much more about can 
your retailer work with you to 
reduce the amount of water 
you’re using? What services 
do they offer to ensure that 
dealing with your bills is as 
simple as possible?

Do you believe Ofwat is 
doing enough to bear 
down on wholesale costs?
Speaking as a retailer, the 
wholesale costs are not our 
concern, because everybody 
is working on a ‘wholesale 
plus’ model.

Ofwat has been very suc-
cessful in keeping the cost 
of water down. The problem 
they’re going to have now is 
that there is going to have 
to be massive infrastructure 
investment in making sure 
that, when the rainfall pat-
tern through climate change 
really starts to hit, the 
systems are in place to cope 
with that.

I think water bills are 
going to have to rise to meet 
the problems of the future.

What are your views on 
the numbers of retailers 
operating in the market?
I think it’ll increase. It’s funny 
that we’re opening the 
market with fewer compa-
nies than we started with. I 
thought there were going 
to be vast numbers of retail-
ers, but I don’t think there 
are now, for two reasons: 
the process is reasonably 
complex and you have to 

understand the water 
market, but secondly, with e 
below-5-per-cent margin, is 
it a marketplace that is going 
to be attractive to a lot of 
people? I’m really not sure.

I don’t think there is 
going to be a really large 
number. Also, you might see 
consolidation down to, say, 
a big six. It’s all to do with 
scale – the only way you 
can mitigate the risk of bad 
debt is scale. You’ll get niche 
players, but I actually think 
you’re going to get a lot 
more exit from the market-
place, and you’ll end up with 
a small number of very large 
operators.

But the question is, is 
that successful competition? 
We’re replicating the energy 
market model.

To what extent to the 
wholesalers differ in their 
approach to retailers?
We’ve found nothing but 
positive things about the 
wholesalers when we signed 
up with them. We thought 
they were going to be 
difficult, but I think they’re 
actually looking to be very 
easy, especially with new 
entrants.

I think that’s because 
they also have the major 
problem that their own retail 
arms, who you’d think they’d 
do the most amount of busi-
ness with, they’ve got to be 
incredibly careful that they 
don’t end up in problems.

The really difficult 
relationships are going to 
be between the wholesalers 
and their new retail arms. 
The wholesalers don’t want 
to end up in court for being 
anti-competitive.

Are they focussed on 
defending their legacy “in 
area” customer basis or 
expanding out of area?

From experience, we’ve 
found that a lot of them are 
… up to very large contracts 
out-of-area, but I have a 
feeling there are going to be 
enough problems serving 
their in-area customers. 
Everybody acts as if it’s an 
incredibly smooth transi-

THE WATER 
RETAIL 
COMPANY

Rupert Redesdale, 
chief executive

•  Gain 20 business 
customers in the 
first year

•  Recruit five to 10 
more staff

•  Secure £30 million 
of turnover in its 
first year, £100 
million in year two, 
£200 million in 
year three
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tion, and I don’t think it’s 
going to be.

What is the most 
significant threat to a 
successful retail market?
I would say cost of capital. 
Companies are juggling 
with enormous amounts 
of money, and the way the 

cost of capital is being set 
up works if all the custom-
ers are on direct debit, but 
this 50 days up front is quite 
problematical, and I don’t 
know how you can do that in 
a market that switches very 
regularly.

It is going to be difficult 
for a lot of companies enter-

ing the marketplace – there 
are very tight timescales 
for being paid, and nobody 
has taken into account bad 
debt or late payment. That 
is going to be really difficult, 
especially for some of the big 
retailers because they’re just 
making the assumption that 
it’s going to pay immediately, 

and I think there’s going to 
be a big dislocation.

The second is the data. 
Being able to actually get 
the SPID data and the meter 
data, and making sure it is 
clean data.

WHAT IS YOUR USP?
Lord Redesdale, chief 
executive
What we 
are offering 
is a service 
based 
purely on 
helping 
the customer to reduce 
their bills through water 
efficiency. The basis of that 
is environmentalism, but it’s 
also fast-tracking to where 
the market is going to be 
anyway. Wouldn’t it be great 
if we had a marketplace 
based on retailers actively 
seeking to reduce the bill 
of their customers because 
they know that is where the 
competition element in the 
market resides?

Jacob Tompkins, chief 
technology officer
Our 
approach is 
very straight-
forward. No 
complicated 
contracts, 
no spend-to-save options, 
no fancy websites. We simply 
offer a wholesale charge 
plus percentage model and 
as part of that we do water 
efficiency and implement 
technology for free.

Our aim is to keep our 
cost-to-serve low, to offer 
competitive prices and to 
develop a close relationship 
with each customer and 
to work with them using 
state of the art technol-
ogy to reduce water use, 
surface run-off and sewer 
discharges.

And because we are 
deliberately keeping our 
customer numbers low and 
expanding slowly we have 
the best staff to customer 
ratio in the business, which 
means we will have time to 
talk to all our customers on 
a regular basis and to tailor 
our service to their individual 
needs.

Emily Worthing, key 
account manager
The distinct 
nature of 
our offering 
is based 
on two 
points; our 
approach to customer ser-
vice and our focus on water 
efficiency. We have designed 
our customer policy around 
the concept of proactive cus-

tomer contact, meaning that 
our clients will have greater 
levels of interaction with our 
team compared to previ-
ous experience. This means 
that we can ensure that our 
customers are happy with 
our service and deal with any 
issues promptly and directly.

The second element 
which makes us unique is 
our commitment to water 
efficiency. Our team is pas-
sionate about water saving 
and protecting the environ-
ment so our efficiency offer-
ing is comprehensive and 
included within the unit rate 
on every contract, enabling 
our customers to make real 
and significant savings, whilst 
reducing their environmental 
footprint. n

THE WATER 
RETAIL 
COMPANY
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WATER PLUS What is your promise to 
customers? 
Our promise to customers is 
to place them at the centre 
of what we do and make 
their lives easier - providing 
a personal approach to busi-
ness water with easily acces-
sible information, available 
online, and lots of innovative 
services. We’re here to save 
our customers time and 
add value to their business 
in a straightforward and 
personal way. We’ve built our 
company around business 
customers and as we are a 
joint venture between Sev-
ern Trent and United Utilities, 
we have water experts with 
the knowledge and the 
understanding gained from 
years in the water sector.

Who are your top three 

competitors? 
All entrants to the water 
retail market are our com-
petitors. There are retailers 
of varying sizes across the 
market, some very small 
and some much larger. The 
larger ones may have higher 
profiles than other retailers, 
but customers can choose 
any retailer.

Competition means 
customers have a range of 
benefits on offer – improved 
services, more choice and 
new innovative ways of doing 
business.

Do you operate, or have 
any plans to operate, in 
other markets? 
We listen to our customers 
and aim to fulfil their needs. 
This is why, as well as water 
retail, we also offer advanced 

services which add value to 
our customers and include 
water audits, leak detec-
tion, flood alerts and many 
other services where we can 
be proactive and make our 
customers’ lives easier.

Brokers – threat or 
opportunity? 
Water Plus is actively working 
with brokers. We’re already 
dealing with all of the major 
brokers in the market 
through our broker manage-
ment team and we regularly 
work in partnership with 
them to identify opportuni-
ties for their customers to 
save money on water bills. 

Undoubtedly, they will 
continue to be part of the 
fabric of the new water 
market in England. By being 
involved in water, and 

actively talking to their cus-
tomers about the opportuni-
ties for them we’ll see higher 
levels of customer engage-
ment. Good brokers are good 
for the market.

How do you believe 
brokers should be paid?
Different payment struc-
tures may be appropriate for 
different customers. What 
is important is that any pay-
ments made are transparent 
and reflect the value that 
brokers bring to the market.
If you were CEO of Ofwat for 
a day, what would you do? 

We’re making good 
progress but I’d review how 
the market is operating and 
look at ways of streamlining 
processes between retailers 
and wholesalers so custom-
ers can benefit as much 

Sue Amies-King, 
chief executive

• 366,000 customers

• Water Plus is a 
joint venture by 
United Utilities and 
Severn Trent and was 
established in June 
2016.

• Our head 
office is based in 
Staffordshire
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WATER PLUS

as possible.

What is your view of 
current gross retail 
margins?
It’s early days in the market 
but Initial indications is 
there is movement in the 
Corporate sector. We know 
awareness levels have 
increased significantly over 
the last year – and continue 
to - but we need to see how 
the market develops in the 
first 12 months to get a clear 
picture as to whether change 
is necessary. Competition will 
promote innovation in both 
products and services, sup-
porting customers in many 
new and different ways that 
could create cost savings 
and customer engagement.
On what basis do you believe 
customers should decide 
who to contract with?  

Before businesses and 
organisations of any size 
consider switching to a 
retailer, it’s important they 
carry out due diligence to 
ensure the potential supplier 
has the financial standing, 
expertise and service offer-
ing for them. Retailers come 
in different shapes and sizes 
so it is important a business 
understands what is impor-
tant to them. 

Businesses should also 
ask suppliers to quote on 
a standardised basis, for 
example unit rates, so they 
can compare offers.

In our experience, sav-
ings can be made across all 
businesses and public sector 
organisations – from the 
corner shop, to a school or 

a large manufacturing busi-
ness with complex water or 
waste water processes.

Do you believe Ofwat is 
doing enough to bear 
down on wholesale costs? 
We will have to wait and see 
how the market evolves and 
how customers act in the 
new market. As it’s so new 
there are a lot of unknowns. 
Charges are unlikely to vary 
dramatically and English 
customers are unlikely to see 
the 40% savings that have 
been achieved in some cases 
in Scotland.

What are your views on 
the numbers of retailers 
operating in the market? 
A healthy, multi-retailer mar-
ket should be good for com-
petition and drive innovation 
in the industry which should 
all benefit customers. Time 
will tell how the numbers of 
retailers in the market will 
change.

To what extent do the 
wholesalers differ in their 
approach to and working 
relationship with retailers? 
From our experience all 
the wholesalers have the 
customers’ interests at 
heart and are committed to 
a successful water industry 
that customers, retailers and 
brokers can all have trust in.

Are they focussed on 
defending their legacy “in 
area” customer basis or 
expanding out of area? 

It is too early to say. We 
don’t have any knowledge 
on other wholesaler or 

retailer strategy on their 
approach to the new market. 
Time will tell.

What is the most 
significant threat to a 
successful retail market? 
The most significant threat is 
losing the trust of businesses 
of all sizes. All retailers and 
TPIs have a part to play to 
ensure we keep the trust of 
customers and build that 
trust. 

There will also be some 
disruptive behaviour – some 
deliberate and intentional, 
some not. You may, for 
example, see some disrup-
tive pricing that is not sus-
tainable in the long-term. 

It will be interesting to 
see how the market evolves 
and how business custom-
ers act – including what 
business water retailer 
they choose. A measure of 
success in the new market 
shouldn’t just be about dis-
counts or level of Customer 
switching. Customer satisfac-
tion levels, consumption 
savings and new product 
innovation are all a measure 
of success.

 What is truly distinctive 
about your offering?
It’s our experience and our 
people who offer a personal, 
approach to business water, 
with easily accessible online 
information to make dealing 
with water and wastewater 
bills easy. Water Plus is 
a joint venture between 
Severn Trent and United 
Utilities - two of the largest 
water companies in the UK. 

We’ve designed our business 
around the customer, invest-
ing in flexible and scalable 
systems so we’re able to 
respond to market develop-
ments and we’ve invested 
in a wide range of channels 
to be accessible and easy to 
deal with. In the six months 
since the start of April 2017, 
our water management 
team have saved businesses 
more than £2.6 million a year 
through water efficiency 
work.   

Our people know the 
water industry inside out and 
they work with businesses 
on all aspects of proactive 
water management, often 
starting with a water audit or 
smart metering installation 
and leading to solutions such 
as water efficiency measures 
and leak detection. We’ve 
also developed the Water 
Plus - Water Efficiency App 
- to help customers audit 
themselves.

We’ve seen a lot of activ-
ity in the first six months of 
the new market and we’re 
pleased with the customer 
response to our offer.

Organisations of all sizes 
are choosing us as their 
partner and we continue 
to secure contracts with a 
number of leading compa-
nies from a range of business 
sectors across the UK.

A strong focus on service 
for our existing customers 
means we have the high-
est retention rate out of 
any retailer and we’ve also 
switched more sites to Water 
Plus that any other retailer 
which is a very positive start.

WHAT IS YOUR USP?
Stuart Howell, chief 
financial officer
What has been achieved 
in the last 12 months is 
incredible. New systems, new 
processes, data migrations, 
recruitment and training 
of new teams, new digital 
capability. Our knowledge-
able teams of people have 
got us to market opening in 
the best possible state. Com-
mercially we are ready for 
competition in the market 

and the scale of our business 
puts us in a strong position. 
Customers know they can 
trust us and I believe that will 
be invaluable.

Tony McHardy, corporate 
director
For me, it’s the whole value 
package that’s on offer from 
Water Plus, not just a single 
aspect of the business or 
providing the lowest price. 
Our customer-centric, proac-

tive and personal approach 
includes providing our 
corporate customers with a 
dedicated, knowledgeable 
key account manager who 
understands the challenges 
associated with their particu-
lar sectors. Our dedicated 
key account services case 
managers drive quick resolu-
tions to any administrative or 
wholesaler issues custom-
ers may have, and deliver a 
single consolidated invoice 

to make their lives easier.

Brian Ebdon, SME director
It’s our people, their attitude 
and their energy. We have a 
very dynamic mix of people 
within the business. Industry 
experts who have moved 
with us from Severn Trent 
Water or United Utilities; 
experienced individuals from 
related industries such 
as Energy where the 
market has been competitive 

continued ➡

• Employees: c400

• Revenue: £783 
million (figure is only 
for 10 months June 
2016 to March 2017)

• Gross profit: £48 
million (figure is only 
for 10 months June 
2016 to March 2017)



eBook
06.11.201710Retail

report

Water.Retail
utility-week.co.uk/retail
/ UtilityWeek Intelligence

WATER2 
BUSINESS

What is your promise to 
customers?
Our promise to customers 
is based on the principles of 
service, sustainability and 
savings. We aim to deliver 
great customer service to 
businesses and organisa-
tions of all sizes and in all 
sectors. We learn about our 
customers’ needs and long 
term goals and tailor our 
service offering to their busi-
ness. We help them improve 
their environmental impact 
and performance by becom-
ing more sustainable and 
save money through water 
and wastewater efficiency 
advice. 

Brokers – threat or 
opportunity?
The use of third party 
intermediaries (TPIs) is a key 
opportunity for customers 
to engage with the water 
market through a forum 
they already use for other 
services such as energy. 
Many new entrants use TPIs 

to gain customers, so a bad 
impression such as high 
pressure-selling techniques 
could impact on competi-
tiveness of the new water 
market. We see benefits in 
rewarding good TPIs and 
penalising rogue ones. Ofwat 
has published their approach 
to protecting customers 
through the introduction 
of a new voluntary code of 
conduct for TPIs.

If you were CEO of Ofwat for 
a day, what would you do?
Something I have recently 
written to Ofwat about is 
the availability of meter 
readings to all water retailers. 
Currently retailers rely on a 
small number of third parties 
to do meter reads which 
can increase both cost and 
speed to serve. I believe that 
wholesalers should offer 
meter reads to all retailers, 
not just incumbents which 
will mean fairer pricing for 
customers and a greater 
level of service.

On what basis do you 
believe customers should 
decide who to contract 
with?
When it comes to retail, I 
believe it’s the standard of 
customer service provided 
that will undoubtedly differ-
entiate players in the market. 
We offer leading customer 
service, with real people 
answering the phone every 
time customers call us. We 
have helpful, friendly people 
working for us so customer 
service isn’t forced, it comes 
naturally. This is something 
our customers appreciate 
with nine out of ten rating 
our service as ‘good’ or ‘very 
good’ in a recent independ-
ent survey. 

To what extent do the 
wholesalers differ in their 
approach to and working 
relationship with retailers?
It’s still early days and many 
wholesalers, like retailers, are 
still embedding systems and 
processes into their busi-

nesses. At water2business, 
our experience so far has 
been positive and consistent 
across the industry.

Are they focused on 
defending their legacy ‘in 
area’ customer basis or 
expanding out of area?
Delivering a great service to 
our customers is our main 
priority and is part of our 
customer promise, however 
water2business also sees 
opportunities to reduce cost 
to serve, enhance customer 
choice and offer a greater 
service through growth and 
therefore we are a retailer 
actively pursuing opportuni-
ties throughout England and 
Scotland. We have a good 
relationship with existing 
customers and look forward 
to offering our services to 
a growing customer base 
going forward.

WHAT IS YOUR USP?
Alex Chapman, director of 
finance
water2busi-
ness is 
unique in 
that a large 
proportion 
of our staff have been 
operating in a retailer capac-
ity for the past 16 years 
having come from the joint 
venture that continues to 
provide identical services 
to Bristol Water and Wessex 
Water for household custom-
ers. The customer has been 
at the heart of everything we 
have done over this period 
and we have consistently 
provided the highest levels 
of service. That said, we have 
also recruited new talent 

offering fresh perspectives 
to further enhance the 
customer experience.

Siobhan Kennedy-Hall, 
business development 
manager
It’s not about 
the price per 
cubic metre; 
it’s about 
how many 
cubic metres 
you consume. We want our 
customers to use as little 
water as possible so that 
we can continue to develop 
water efficiencies and 
sustainability. It is all about 
the economic and envi-
ronmental benefits for our 
customers. By encouraging 

and assisting our customers 
to reduce their consump-
tion, we ensure the profit-
ability, green credentials and 
ongoing efficiency of their 
business.

Kim Trowbridge, head of 
account management
Our difference 
is not in the 
words we 
speak but in 
what we do in 
reality, the eve-
ryday practical support and 
service we provide. It’s not 
enough to talk a good job, we 
can all do that, but day in, day 
out we are in the customer’s 
corner helping them to deal 
with all things water. 

Lynne Stephens, chief 
operating officer
I have a long 
history in 
the water 
industry and 
have recently 
moved to 
water2busi-
ness. As a newcomer to the 
company I’ve had the oppor-
tunity to look at everything 
with a fresh eye. The thing 
that stands out for me is 
the truly exceptional level of 
customer service the team 
provides. I am so proud to be 
part of an organisation where 
the need of the customer 
is at the heart of everything 
we do. n

Charley Maher, 
managing director

WATER PLUS

for over a decade and cus-
tomer service experts from 
a range of backgrounds. 
Everyone is motivated by the 
opportunity to personalise, 
modernise and improve the 
water market for our cus-

tomers, colleagues and part-
ners. Sophie Evans, based 
in the business customer 
contact centre
Since I started working 
for Water Plus, there has 
been one very clear focus: 

customer service is a priority 
for all of us. There is great 
attention on the customer 
journey and listening to what 
the customers are telling 
us, so we can help them. It 
is great to see how far we 

have come in such a short 
space of time. From a new 
building to a thriving contact 
centre with such a strong 
and knowledgeable team 
who are ready for the open 
market. n

continued ➡

•  Founded: 2013, 
water2business 
was born out 
of the joint 
venture between 
Bristol Water and 
Wessex Water 
– BWBSL – that 
was formed in 
2000

•  Employees: 55

•  Customers: 82,000

•  Headquarters: 
Bristol
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WAVE What is your promise to 
customers?
Our business has a clear 
strategy based around four 
customer-focused objec-
tives.

First, we aim to be cost-
efficient across everything 
we do so that we can offer 
customers excellent value 
for money. 

Second, we will maintain 
a clear focus on the value of 
reliable and proactive cus-
tomer service. Our market-
leading technology ensures 
every customer receives the 
highest quality care from our 
team with every contact. 

Third, we want to help 
our customers be more 
efficient with their time 
and their utilities budget 
by offering one-stop-shop 
supply for water, wastewater, 
gas and electricity. In this 
way, they will benefit from 
the operational savings of a 
streamlined supply chain and 
reduced admin.

Finally, we offer a number 
of value-adding services, 
such as Leakage Find & Fix 
for example, which helps 
customers reduce their 
usage and generate sustain-
able cost savings.

In short, our promise to 
customers is that, by choos-
ing Wave, they will benefit 
from a partnership with an 
efficient, highly experienced 
business able to offer a wide 
range of products and ser-
vices, backed by top quality 
customer service.

Who are your top three 
competitors?

I think it is for custom-
ers to consider this really. 
We strongly believe that our 
value-adding proposition is 
industry-leading and sets 
Wave apart from other play-
ers across the utilities sector. 

We recognise that the 
marketplace is very diverse. 
Customers have their own 
priorities and their own 
procurement criteria for 
utilities, so the competitive 
landscape changes depend-
ing on customer require-
ments. Customers’ freedom 

to select a single supplier of 
their choice if they wish has 
resulted in water retailers 
raising their game in terms of 
products and services. 
We believe Wave has a 
breadth of products, truly 
national reach and industry-
leading expertise that 
ensures a market-leading 
proposition across all sec-
tors, setting us apart from 
competitors.

Do you operate, or have 
any plans to operate, in 
other markets?
Yes, we do. In addition to 
being active in Scotland 
since deregulation in 2008, 
we currently offer gas and 
electricity as well as water, 
waste water and trade 
effluent services. We want 
to help SMEs simplify their 
utilities with a single, trusted 
supplier. 

We also have a full suite 
of value-adding services 
covering all our customers’ 
water needs from Leakage 
Find & Fix and smart meter-
ing, to legionella prevention 
services.

Brokers – threat or 
opportunity?
Brokers or Third Party 
Intermediaries (TPIs) present 
an excellent opportunity 
because they are an impor-
tant sales channel. Conse-
quently, we have worked 
hard to build relationships 
with them. We offer good 
value for money and great 
service for brokers, backed 
by developing a self-serve 
portal designed to make 
their life as easy as possible 
- it enables brokers to create 
proposals for their customers 
automatically, saving them 
time and cost.

How do you believe 
brokers should be paid?
We don’t really mind how 
broker fees are paid provided 
they are transparent to end 
customers.

If you were CEO of Ofwat for 
a day, what would you do?
I would standardise whole-

sale tariffs as this would 
create greater transparency 
across the supply chain 
and an even playing field 
for water retail companies. 
It would make the market 
fairer for retailers and cus-
tomers.

What is your view of 
current gross retail 
margins?
Current gross margins at this 
early stage are still highly 
influenced by whole-
sale charges and default 
customer tariffs in place at 
market opening on 1 April 
2017. Whilst there is scope 
for retailers to improve the 
efficiency of their opera-
tions, driving cost reductions 
that increase gross margins 
and enable savings to be 
passed on to customers, 
there is certainly also scope 
for wholesalers to continue 
to drive efficiencies leading 
to reductions in wholesale 
charges that are passed on 
to retailers and subsequently 
customers.

On what basis do you 
believe customers should 
decide who to contract 
with? 
I don’t really agree that the 
offerings are broadly similar. 
In fact, the propositions 
for SME, I & C and public 
sector customers can vary 
enormously. 
At Wave, we aim to deliver 
the best overall value to cus-
tomers through competitive 
retail charges, billing innova-
tions and a broad range of 
value-adding services that 
help reduce consumption 
and minimise waste for long-
term benefit. Some other 
retailers operate a discount 
only approach which can ini-
tially seem attractive but the 
appeal to customers can be 
short lived when the service 
that they receive falls well 
short of what they ultimately 
expect or want.
I would recommend there-
fore that customers give 
consideration when select-
ing their retailer, to billing 
options offered, account 

management, on-line 
self-service available and of 
course price. 

Do you believe Ofwat is 
doing enough to bear 
down on wholesale costs?
Wholesale costs represent 
over 90 per cent of customer 
bills and so any reduction in 
costs would be very welcome 
to customers.

What are your views on 
the numbers of retailers 
operating in the market?
There are around 30 retailers 
in the market, perhaps more 
than we may have expected. 
It’s early days and it remains 
to be seen if all will survive 
over the long-term. I think 
there is room for all com-
ers but we may see more 
consolidation in the market 
going forward, to drive 
economies of scale that 
enable retailers to remain 
competitive and deliver fur-
ther savings to customers.

To what extent do the 
wholesalers differ in their 
approach to retailers?
There is a big difference in 
the way that each wholesaler 
communicates and transacts 
with retailers. This is an area 
where the market needs to 
streamline processes and 
protocols to create improved 
consistency and transpar-
ency across the industry. 

Standardisation would 
also help to reduce the cost 
to retailers of using different 
systems to interface with 
wholesalers, creating the 
potential to share those cost 
savings with customers.

Are you focussed on 
defending your legacy “in 
area” customer basis or 
expanding out of area?

Wave aims to grow, so 
acquiring new custom-
ers is an important part of 
our commercial strategy. 
However, continuing to offer 
our existing customers the 
same high levels of service 
is equally important. Indeed, 
the strength of our relation-
ships with our legacy ‘in area’ 
customers is evidence 

Lucy Darch,  
chief executive

•  Founded: 1 April 
2017

•  Employees: 335

•  Customers: 
300,000

•  Headquarters: 
Durham/ 
Peterborough

•  Revenue: £500 
million

•  Ownership: Wave 
is a joint  venture 
between NWG 
Business and Anglian 
Water Business
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WAVE

to the wider marketplace 
that we are an attractive long 
term partner. 

What is the most 
significant threat to a 
successful retail market?
I think the most significant 
potential threat to the retail 
market has already been 
overcome: opening the mar-
ket to competition on 1 April 
2017 was a huge achieve-
ment for everyone involved. 
Since then, the systems 
needed to run the market 
- Central Market Operating 
Systems (CMOS) and all the 

separate wholesale and retail 
systems – have all commu-
nicated effectively, which, 
again, is a credit to all those 
involved.

The sector must now 
focus on the customer 
experience as we bed down 
the new billing and customer 
relationship management 
(CRM) systems in our retail 
businesses.

What is truly distinctive 
about your offering?
Wave’s proposition is to offer 
competitive, transparent 
pricing, excellent customer 

support and a broad value-
adding service offering for 
business customers across 
water, gas and electricity.

That core proposition 
is backed by innovation, 
market knowledge and 
experience. We genuinely 
want to help our customers 
achieve long-term savings 
and environmental improve-
ments by enabling consump-
tion reduction. We help 
customers by alerting them 
to increases in consumption 
as a free service and have a 
team of analysts that high-
lights opportunities to make 

savings through our Active 
Water Management service. 

Wave place’s a huge 
emphasis not only on 
delivering long-term financial 
savings but also on working 
with customers to deliver 
sustainability and environ-
mental benefits. We believe 
that this sets us apart from 
other retailers. n

continued ➡


