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T
he brokers are coming. 
“Hundreds, if not 
thousands” look set to 
capitalise on the water 
market when it opens, 

according to Business Stream chief 
executive Johanna Dow.

Anecdotal evidence suggests as 
many as two-thirds of transactions 
in the non-household water retail 
market could be intermediated. 
Energy brokers are set to move into 
water in force – but to succeed in a 
market with such thin margins, these 
brokers must offer efficiency advice 
and negotiating skills rather than 
just a simple transactional service. 
What is more, as water deregulation 
approaches, a row has broken out over 
the place of brokers in the market, 
with some saying they could introduce 
“Flash Harry” business tactics that put 
customers at risk.

Undeniably, water market 
deregulation will be a significant 
opportunity for brokers, and many of 
those already in the energy market look 

set to move into water, or risk leaving 
themselves open to their competitors 
offering a complete utility service. 

Brokers will aim to offer an “expert 
eye” for customers, and will be able to 
compare proposals on a like-for-like 
basis to make sure customers make 
the right choice of retailer. As this is 
a new, immature market, buyers may 
not have the confidence to take on the 
task, so brokers will add “real value”, 
argues Orchard Energy commercial 
water manager Chris Quinn.

However, if a broker’s sole focus 
is on procurement it is unlikely to 
be successful, for the first few years 
at least. “If you are more concerned 
about holistic costs, and therefore 
the consumption side and all the 
other services that go around it – 
for example, the forecasting and 
budgeting – then I think there is 
significant opportunity for brokers 
to play a valuable role for customers 
in helping them engage with that 
market,” says Inenco chief commercial 
officer Dave Cockshott. 

The risk and 
reward of 
brokers
As preparations ramp 
up for the opening of 
the non-domestic retail 
water market on April 1, 
brokers are anticipating 
a boom in business.  
edie sister title Utility 
Week provides an in-
depth guide to the 
utility broker market as 
it stands, and considers 
how it is likely to change 
after market opening.
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Some have gone as far as to claim that 
the traditional brokering model has “no 
place” in the water market. Waterscan 
managing director Neil Pendle told Utility 
Week back in January that he did not 
believe the brokering model was the best 
one for the non-domestic water market.

In Scotland, many businesses have 
achieved “impressive” cost savings – both 
through switching and by focusing on 
water consumption reduction – since 
that market opened in 2008. However, 
if margins are as low as projected in the 
English market, the benefits are going to 
have to be about more than just the ability 
to switch, and brokers will have a duty to 
help project this message. It is imperative 
that customers are offered more than 
merely a switching service.

Grand Union Water managing director 
Peter Sceats agrees with this mantra. 
He does not see much of a role for 
exclusively running tenders, and says the 
successful water services broker needs 
to be active on bill validation and audit 
side as well. “Brokers need to be full 
service rather than just component part 
focused.” And Cockshott says water has 
become the “forgotten utility”, because 
proportionally the spend is not as great 
as electricity and gas. The opportunity in 
water, therefore, is more in making sure the 
customer’s account is properly managed. 
The opening of the market, and the 
opportunity to be served by one retailer 
as opposed to several, he argues, will ease 
the administrative burden on multi-site 
customers, which are currently faced with 
multiple bills.

There are many different types of broker, 
both currently operating in the energy 
market and likely to join the water market. 
There are those which will offer water as 
a complementary service alongside an 
existing energy offering, but for whom 
water will never become a core activity, 
such as Inprova Energy. Then there are 

those which have started up with the 
purpose of focussing 100 per cent on 
water services, such as Grand Union Water.

The imminent influx of brokers into 
water has sparked concern about the 
behaviour of some, which could mar the 
reputation of the rest and derail consumer 
trust in a market that is comparatively well 
respected. In the energy market, brokers 
are unregulated and unchecked and this, 
Sceats argues, has encouraged some of the 
most “dreadful” customer service he has 
ever seen. “I call them Flash Harry business 
tactics and they are at play in the energy 
market every single day.” He insists that 
energy brokers “should be and should have 
been” regulated by Ofgem, and that those 
looking to enter the water market (so the 
majority) should be regulated by Ofwat.

Ofwat’s position
Many agree, and water regulator Ofwat 
itself has called for formal powers to 
regulate these third party intermediaries. 
It says that the involvement of these 
parties in the business water retail market 
could provide “many direct benefits” 
to customers, and support market 
development by facilitating higher 
levels of customer engagement and 
potentially encouraging a multi-utility 
market. However, it warns that there is 
a risk that the activities of some third 
party intermediaries may cause harm to 
customers, especially small businesses, and 
insists that formal market regulation will 
be important in ensuring customers are 
treated fairly.

Whatever happens, it looks inevitable 
that brokers will be “part of the fabric” 
of the newly created non-household 
water retail market and, as Water Plus 
chief executive Sue Amies-King writes in 
a blog for Utility Week: “Retailers have 
a role to play in building knowledge 
and understanding among the broker 
community.” 

The Scottish 
market

MARGIN
Retail margins in the English water 
market are predicted to be tighter 
than they were in Scotland when 
the market opened there.

The average margin in Scottish 
market at the beginning was 10%, 
rising to 26% today. The predicted 
margin in England is 6%.

This means the benefits for 
customers must be about more 
than just switching for discounts.

FINANCIAL SAVINGS
Since the Scottish market opened 
in 2008, the country’s largest 
retailer, Business Stream, says it 
has saved customers millions of 
pounds in efficiency savings and 
reduced energy costs. 

WATER SAVINGS

24 billion 
litres
Amount by which Business Stream  
customers have reduced their water 
usage since the market opened.

10%

6%26%

Discounts £99m

Efficiency savings £53m

Energy savings £7m

Total estimated 
savings £160m
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T he opening of the non-household 
water market will result in 1.2 
million customers requiring water 

contracts. Already being in contracts for 
energy, these customers will be familiar 
with third party intermediaries (TPIs) and 
suppliers competing for their business, and 
will appreciate the advantages of 
combining all three utilities with one TPI. 
Existing energy TPIs will wish to 
consolidate their portfolios and increase 
market share. Retailers will be determining 
their position, particularly in their approach 
to TPIs.

TPI activity has been instrumental in 
shaping the energy landscape, driving 
competition and stimulating innovation 
– as  attested to by the Competition and 
Markets Authority (CMA) in its energy 
market investigation. However, the TPI-
supplier relationship has not been an 
easy one, particularly in the early years, 
with suppliers anxious to ring-fence 
their existing business, TPIs were often 
viewed as a threat. Some suppliers chose 
to address this by stipulating rules of 
engagement, thus compromising the TPI’s 
obligation to put their customer first.

The supplier-TPI relationship reflects 
the diversity and range of TPIs that now 
operate in the market-place, the balance 
of that relationship being commensurate 
to the size and influence of the TPI. TPIs 
have an obligation to put client interests 
first. However, some must reconcile this 
with their obligations to shareholders 
and investors. Ultimately, all businesses 
exist to generate an income, and TPIs and 
suppliers will operate in those markets that 
benefit them.

The key difference between energy 
and water markets is pricing. In water, 
the price is regulated, whereas in energy 
there is no such restriction. Water retailers 
offer a price minus a discount for the 
TPI-customer; energy suppliers tend to 
include an uplift which represents the 
customer’s commission to the TPI. Even 
this is simplistic, in that the recent CMA 

investigation remedies will affect the TPI 
market, with the rules for switching sites 
changing dramatically, so influencing the 
reaction of suppliers.

Neither Ofgem nor Ofwat have the 
powers to directly regulate TPIs. Most 
suppliers are reluctant to assume this 
role. In energy, indirect regulation takes 
the form of overarching standards of 
conduct, which the supplier must ensure 
is applied by those TPIs they deal with. 
With more than 50 suppliers operating in 
the marketplace, making them singularly 
responsible for the compliance of TPIs 
is an unwieldy task, not to mention the 
reciprocal burden this places on the TPI. 
The employment of regulator-approved 
codes of practice that recognise suppliers’ 
licence responsibilities, and to which 
all TPIs are bound, would surely be a 
more sensible proposition. The Utilities 
Intermediaries Association (UIA) code of 
practice is the only code that covers every 
aspect of a TPI’s business industry-wide, 
and incorporates independent redress for 
customers. TPIs signed to this code are 
listed on the TPI register or accredited 
members list.

The strongest player in the market is 
the customer, without them the markets 
would not exist. Customers want to be 
dealt with fairly and honestly, not be 
miss-sold to by the manipulation of calls 
or documents. The UIA continues to lobby 
for a licence condition causing suppliers to 
only accept verbal contracts through TPIs 
where all parts of every conversation have 
been recorded and can be produced in a 
dispute. It advises customers to make their 
own recordings where possible. Customers 
must be confident in their TPI relationship 
before signing a letter of authority that 
allows a TPI to enter into a contract on 
their behalf.

The UIA has compiled advice to 
customers on how to reach a decision. 
If retailers, suppliers and TPIs take this 
advice into account, then the customer will 
be dealt with honestly and fairly. 

Rachael Gladwin
Director, Utilities 
Intermediaries Association

“Third party 
intermediaries 
should be bound by 
codes of practice 
approved by utility 
regulators.”

OPINION
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O rchard Energy has been active in the energy market for more than 12 years. 
It was independently owned until 2015, when managing director Gareth 
Henderson (pictured) sold the business to asset and energy support services 

company Lakehouse Group.

The company views the deregulation 
of water market in England as “a real 
opportunity for growth”, and expects to 
win new water clients, and potentially new 
energy clients, as a result. The broker has 
been an active participant in the Scottish 
market for more than four years and says 
this has really grown the business.

Despite the consensus that conditions 
in the new open water market will be 
challenging and margins tight, Orchard 
believes brokers and consultancies will play 
an integral role in the development of the 
market. The 80-strong team has combined 
experience of more than 50 years in the 
water industry, and the broker says it 
plans to use that experience to “make sure 
customers get the best deal”.

The company says it does not want to 
“force a customer down a particular route”, 
and will cater to each individual customer’s 
requirements – in Scotland it offers complete 
end-to-end utility management for some 
customers, just water management for 
others, and only energy management for 
others.

Its overall aim is to be a one-stop shop for 
customers’ water and wastewater needs, 
from bill validation, revenue recovery, historic 
invoice analysis and ultimately brokering 
customers water contracts, through to 
helping customers with smart metering, leak 
detection and repair, and water auditing.

For now, the company will address all 
segments of the market. It has not focused 
on a particular niche, but that may change 
as the market evolves and it starts to pick 
up new customers.

In the run-up to the deregulation of 
the market, Orchard is carrying out PR 
around education and awareness of the 
deregulation. This, is says, has generated a 
lot of enquiries into the business.

In Scotland, the company set up a 
panel of water suppliers that it believes 
can deliver – both commercially and 
operationally – for customers. To make it 
on to the panel, retailers must go through 
Orchard’s due diligence process to ensure 
they will deliver what they say they can. 
Only then will the broker place business 
with them.

It is planning on using the same model 
in the English market, and has already set 
up a panel, which so far includes Water 
Plus, SES Business Water, Anglian Water 
Business and Business stream. The broker’s 
plan now is to bring on some of the smaller 
independents such as Everflow, with whom 
it is currently in discussion.

The broker has plans for expansion – in 
both energy and water – and its business 
plan has been signed off by the Lakehouse 
board of directors. The growth will begin 
with the expansion of Orchard’s sales and 
back office teams. 

Orchard Energy

Fact 
File
Founded:  
2004

Headquarters:  
Elland, West Yorkshire

Employees:  
100+

Target market: 
All, in the short-term

Clients: 
1,500+

Managing director:  
Amar Hussain

Finance director:  
Simon Worrall

Revenue (2015):  
£5.3 million

Pre-tax profit (2015):  
£1.3 million

Fee or commission:  
Either, depending on what customer 
wants

Additional:  
Founding members of the Utilities 
Intermediaries Association

Here Utility Week selects their 
picks from the broker market
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U tilitywise was set up ten years ago to help what it saw as the most poorly-
served section of the market – small and medium-sized  businesses – procure 
their gas and electricity.

Since its establishment in 2006, the broker 
has grown to more than 1,500 employees 
and serves around 38,500 customers 
across Europe. It has established trading 
relationships with several major UK energy 
suppliers.

In that time, Utilitywise has developed its 
service offering to energy customers and 
now provides a four-step service:

1. A bill-check, to let a customer know if 
they are paying too much.

2. Analysis of the market, to find the 
best-priced energy contract – either 
by negotiating a better deal with the 
current supplier or recommending a 
new supplier.

3. A switching service, to manage the 
process if the customer decides to 
switch supplier.

4. Ongoing account management, to offer 
support to the customer, the account 
management team can talk to them 
about any problems they experience 
with their energy account.

The account manager then works with 
the business customer to create and deliver 
a “utility management plan”, which aims 
to save time and money through proactive 
management of their utility services.

Utilitywise has been preparing for the 
deregulation of the English water market 
since last year and, as part of these 
preparations, commissioned a survey 
through Edelman Intelligence to gauge 
what consumers want from their water 
provider in the open market. In response 
to the results of this research, the broker 
partnered with Scottish water retailer 
Business Stream to provide customers with 
a triple utility offer incorporating water, gas 
and electricity. The offer is available in the 

Scottish market and Utilitywise says it has, 
so far, been well received by customers.

The broker will establish similar 
partnerships in England once the water 
market opens, providing customers with a 
single point of service for all three utilities. 
It will then aim to find the best deal in the 
market, as well as offering bill-checking 
and water-reduction services, allowing 
customers to simplify their billing, receive 
improved service, and save money.

In the water market, Utilitywise will not 
target a specific segment, but will advise 
all businesses regardless of size or location.

Utilitywise suggests that the key to 
water efficiency is to reduce water waste, 
not restrict use. As part of its service to 
business water customers, the firm offers 
a “water desktop analysis” to identify 
water savings through a comprehensive 
examination of a customer’s water supply, 
use and disposal. As part of this, Utilitywise 
provides the customer with:

• a dedicated water consultant;
• a review of water company supply 

invoices;
• leakage assessment and water-loss 

analysis;
• analysis of wastewater disposal, 

including trade effluent where 
appropriate;

• surface water drainage assessment;
• a detailed report highlighting all findings;
• recommendations for cost savings and 

recovery of overcharges.

From this, the broker will establish 
whether the customer’s site(s) requires 
further investigation. If this is the case, it 
will visit the site to conduct a full water 
audit, including site meters, water fittings 
and site drainage. 

Utilitywise

Fact 
File
Founded:  
2006

Headquarters:  
Cobalt Business Park, North Tyneside

Employees:  
1,500+

Target market:  
all

Clients:  
38,500 including Europe; 32,000 
excluding

Chair:  
Geoff Thompson

CEO:  
Brendan Flattery (pictured)

CFO:  
Richard Laker

Revenue (2016):  
£84.5m

Pre-tax profit (2016):  
£17.8m

Fee or commission:  
both – but for SMEs there is a 
management fee added to energy 
unit rates
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G Grand Union Water is a new entrant to the broker market and will be focused 
entirely on water rather than offering bundled services. It is a partnership 
formed last year.

Co-founder Peter Sceats has traded, 
brokered and consulted across the 
electricity, gas, coal and water industries. 
His introduction to the water market was 
through working on the Water White 
Paper in 2010 and 2011, to help assess 
whether England should open the market 
in the same way as Scotland, and whether 
it was the right time to start looking at 
competition in the wholesale market.

Once he had completed his work on the 
Water White Paper, Sceats then became 
co-ordinator of European markets for 
large US energy adviser Tradition Energy, 
procuring electricity and gas for medium 
and large-scale energy consumers. He 
remained in the role for five-and-a-half 
years before stepping down in 2016 to 
focus on starting up Grand Union Water.

He says he is excited by the prospect of 
a deregulated water market in England. 
“For too long water bills for businesses 
have gone direct to accounts departments 
for payment and not always to facilities 
or procurement people for validation and 
checking. Water consumption reduction 
is insufficiently focused on, and there is a 
vast opportunity in that regard,” he says.

Grand Union Water’s business plan is a 
three-step process:
1. Water bill validation: to check a 

customer’s bills and make claims which 
highlight overcharges or errors by water 
retailers.

2. Water audit: to identify consumption 
reduction opportunity with clear 
recommendations based on retrofit 
return on investment, additional leakage 
monitoring and water efficiency 
services are included in this part of the 
service.

3. Water tender: to encourage water 
retailers to compete for the client’s 
business and identify the best supplier 
in an ethical manner.

The company has been shaping its 
offering to customers since it formed, and 
has been actively marketing that offering 
since March 2016.

When looking to place a client’s business 
with a retailer, Grand Union says it wants 
to make sure the retailer is not tied in any 
way to any one single utility adviser. It is 
against exclusivity, sweetheart deals and 
kickbacks.

As the broker takes care of services such 
as leakage and efficiency via its audit, it 
will look to a retailer in terms of overseeing 
supply and billing, ethics and transparency.

The company, which currently has 15 
employees, is keen to expand. It is in the 
process of opening a regional office in 
Essex and another in an as-yet-undecided 
area in the North of England. 

Grand Union Water Company

Fact 
File
Founded:  
February 2016

Headquarters:  
Marylebone, London

Main business: 
Water

Services:  
bill validation, water auditing and 
competitive procurement

Employees:  
15

Target market:  
all

Managing director:  
Peter Sceats (also co-founder)

Revenue (2016):  
n/a

Pre-tax profit (2016):  
n/a

Fee or commission:  
share of savings, fee per tender or 
combination

Additional:  
Founding member of the Water 
Procurement Advisor  
Code of Conduct
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I nprova Energy was created in 2015 when Inprova Group acquired three 
well-established brokers: Energyteam; ENER-G Procurement; and UES Energy. 
They were rebranded to form a large energy broker division within the wider 

group, which already provided procurement outsourcing, consultancy and technology 
services for clients in the logistics, private equity, health, local government and 
housing markets.

Inprova has been active in the water 
market since 2013, including the 
undertaking of brokerage procurement 
in Scotland. It brokered the first three 
contracts with a single UK retailer for 
multi-site clients in 2016.

The company sees the opening of the 
water market as an opportunity in its 
own right, but it is of particular interest to 
the company because its core business 
is in energy. Therefore, it views water 
as primarily an added-value service for 
existing energy clients.

It considers its unique selling point to be 
independence. It works with whole market 
but is not tied to any individual retailer. The 
company offers a full end-to-end service, 
and is insistent on attention to detail and 
transparency.

Inprova has no plans to create a separate 
water division. However, it feels water is 
an important addition and fits with the 
holistic approach it hopes to take to utility 
management. Inprova says it is talking to  
its 1,500 energy clients to identify their 
needs for water. Some customers have 
approached the firm themselves to ask 
about its water offering, and the company 
plans to speak to all remaining customers 
at “an appropriate time”.

The company says that although it sees 
value in the procurement side of brokering, 
it has big growth aspirations in both 
energy and water services.

In some cases, added-value services 
will be provided by retailers as part of 
contracts brokered by Inprova, and it 
recommends clients take those services 
through the retailers. In other cases it 
will deliver added-value services directly 
to customers, either through its own 
energy services engineers, who have 
some experience in water, or through 
partnership arrangements with specialist 
third parties.

Inprova recommends that business 
customers take three steps to get 
prepared for market changes:

• Conduct a review of current water spend 
to ensure the accurate specification of 
water arrangements, and identify historic 
errors and opportunities to reduce 
charges and wastage.

• Formulate a water procurement strategy 
to be ready for the tendering process in 
order to secure the best deals.

• Improve water management and 
efficiency to capitalise on savings now 
and after market reform. 

Inprova Energy

Fact 
File
Founded:  
2015 (formed from 
3 independent 
consultancies founded from 1976)

Headquarters:  
Warrington, England

Employees:  
100+ 

Target market:  
Inprova Energy serves a diverse client 
base with an emphasis on multi-site 
clients.

Clients:  
1,500+

CEO:  
Paul Kennedy, Inprova Group 
(pictured)

CFO:  
Mohammed Ramzan, Inprova Group

Managing Director:  
Michael Dent, Inprova Energy

Revenue (2016):  
£2.8 million

Pre-tax profit (2016):  
£0.8 million Fee or commission: 
depends on the client needs and 
level of support required. Fees are 
transparent and agreed with client.
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I nenco has been in operation since 1968, and was formerly known as Saturn 
Energy. Its focus is primarily on small and medium-sized enterprise businesses 
in the UK energy market. It has approximately 16,000 clients and more than 

1,500 employees.

When speaking to a current or prospective 
client, Inenco says it always makes sure 
it talks about “utilities” as a whole, rather 
than just “water” or “energy”, and has been 
for more than a year. 

In the water market, Inenco will focus on 
multi-site customers because this is where 
it believes the highest interest and the 
biggest opportunities lie, as well as where 
the biggest benefits will be for customers. 
In that vein, the broker will offer customers 
a service to help them prepare for the 
water market.

Inenco does not believe there will be 
much of an opportunity for procurement-
led brokers, at least for the first few 
years, due in part to the low margins 
expected. Therefore, its service offering 
for water customers is focused on 
getting their house in order. This includes 
desktop analysis and a site comparison 
to identify which sites are using what 
amount of water. If these analyses throw 
up anomalies then an on-site visit may 
be necessary and, if there are obvious 
issues with a site, Inenco will resolve those 

through measures such as installing leak 
detection equipment. It operates on a fee 
or commission basis, depending on the 
customer.

Inenco chief commercial officer Dave 
Cockshott (pictured) says the company’s 
offering is primarily about encouraging 
a customer to manage all their utilities 
properly. The broker would recommend 
that everybody engages with the market, 
and says it wants to help customers 
identify what it is they want from their 
retailer.

When pitching a client’s business to 
a water retailer, Inenco says it will not 
only look for a good level of service but 
also good access to a company’s billing 
information. There is currently a lack 
of electronic data interchange billing in 
water, it says, and much of the data is still 
manual key-in (unlike in the electricity and 
gas industries), so fundamental factors 
in choosing a retailer is its approach to 
how it invoices customers, and the data it 
provides. 

Inenco

Fact 
File
Founded:  
1968

Headquarters:  
Lytham, Lancashire 

Employees:  
379

Target market:  
all businesses: Inenco work with 
major energy users, medium and 
small organisations, and those with  
pan-European portfolios

Clients:  
800 active customers for Inenco 
Corporate and 8,000 active for 
Inenco Direct (so circa 9,000 for the 
group)

Chair:  
Patrick Macdonald

CEO:  
Gary Stokes

CFO:  
currently recruiting

Revenue (2016):  
£35.5 million 

Pre-tax profit (2016):  
£6.3 million 

Fee or commission:  
both – to suit customer requirements
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M ake It Cheaper has been active in the energy market for ten years. The company was founded by its now 
chief executive Jonathan Elliott (pictured), and currently employs around 200 staff based in London.

The broker is privately owned, and says 
all founders and shareholders are actively 
involved in the business. It has an advisory 
panel that includes, among others, former 
Lovefilm chief executive Simon Calver, 
former RSA chief executive Simon Lee, 
and former B&Q chief executive Martyn 
Phillips.

Make It Cheaper’s client base consists 
of approximately 50,000 small and 
medium-sized enterprises (SMEs) and 
50,000 household customers. Its core 
market is micro businesses. Its model relies 
on inbound enquiries from its partners 

– mostly SME energy price enquiries via 
large price comparison websites.

The broker operates on a commission. 
The fees it earns are the same for each 
consumption band, regardless of supplier . 
The company has an energy procurement 
proposition called “Do it for you”, which 
handles renewals for customers based on 
their preferences. Around 66 per cent of 
its SME customers opt for this. The broker 
also has a guarantee that, if it does not 
deliver for the customer, it will forfeit any 
commission it would usually receive from 
a supplier and give it to that customer. 

For water, the company will offer a similar 
model.

The company says it “makes sense” 
to bundle water with other products, to 
make it easy for customers to engage 
with the market. The firm believes 
customers looking to switch will “always 
be price sensitive”. However, it says there 
is plenty of evidence to suggest that 
customer service holds a great deal of 
weight in the decision.

Make It Cheaper is a partner of the 
Federation of Small Businesses to advise 
its members on energy. 

A pollo Energy was founded in 2001 by its now directors, Jackie and Eddie Gray. It is a limited company, privately owned by 
the Grays, who have more than 50 years’ experience in the utility sector. The broker is also a founding member of the 
Utilities Intermediary Association (see UIA opinion column, p7).

Apollo employs a team of 15 and works 
with approximately 300 clients, ranging 
from single-site small and medium-sized 
enterprises (SMEs) to major multi-site 
brands. Its procurement services are 
usually commission-based, while its 
metering, site works and bureau services 
are fee-based.

As an energy broker, the company’s 
procurement team sources best-value 
contracts and provides a range of services 
to monitor, manage and control usage as 
well as advise on regulatory compliance.

Apollo views the opening of the water 

market in England as a “huge area of 
potential growth”, and intends to continue 
servicing its existing clients as well as 
attracting new ones.

In the run-up to market opening, the 
company has invested in a new branding 
and communications strategy. As part of 
this, a new logo, tagline and colour palette 
have been rolled out across a range of 
marketing collateral including the website, 
data sheets and email communications. 
The company says the investment means 
it is “well-positioned” to seek new business 
opportunities and begin conversations 

with potential new clients.
The company will offer its clients a range 

of water services, including procurement, 
account management, bill validation, online 
portal access, bespoke reporting, and 
site works project management. It is not 
targeting any specific sector, and says its 
offering can be applied to any segment of 
the market – from owner-operated SMEs 
to major multi-sites.

Apollo has entered into third party 
intermediary agreements with a number 
of suppliers, and is currently waiting to 
finalise arrangements with others. 

Make It Cheaper

Apollo Energy
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B lack Sheep began as a lead generation company for the mobile phone industry. At that time, most telecoms companies that 
entered this market called themselves something relating to animals, so managing director Joe Anderson called his 
company Black Sheep Telecommunications. This was sold in September 2013 to Onecom, but the name Black Sheep 

remained part of the utility business.

The broker’s founders – Dave Curnow and 
Joe Anderson – started working exclusively 
for Scottish Power five years ago. It 
ended this in July 2013, at which point 
it decided to set up as a broker – Black 
Sheep Utilities. The company began with 
five employees and has grown to 70 staff 
serving around 10,000 clients. Black Sheep 
says it will continue to focus on growth 
during 2017/18, and intends to increase its 
headcount to approximately 100 by the 
end of 2017.

The company is privately owned by two 
directors. It operates on a structure based 
on both fees and commission.

Black Sheep plans to enter the water 
market, and says it has sufficient cash 
flow to fund both the entering of this 
market and its growth strategy. It views 
the opening of the market as a retention 
strategy for its energy customers, because 
the customer savings are minimal and 
the remuneration small. Therefore, the 
company plans to cross-sell to its existing 

customer base and offer water services 
to its new customers. It will not focus on 
a specific segment of the market, but will 
focus heavily on customer service.

Curnow says brokers break up the “cosy 
renewal processes” that the suppliers 
adopt. “If brokers didn’t exist, then 
suppliers would have many 1000s of more 
customers on higher contract prices and 
out-of-contract rates.” 

H 2O Building Services has been trading for 20 years, providing a water and wastewater cost reduction service. Benefits and 
services the company offers include: remote water flow online demand management; water leak detection and repair; 
fitting of water efficiency products; installation of water meters both for hot and cold water; and trade effluent sampling 

and on-line effluent flow monitoring.

The firm – a partnership business 
privately owned – currently employs a 
team of ten people, and its executive 
team consists of: Graham Mann, senior 
partner (pictured); Nicky Mann, head 
of water procurement and retail; Heidi 
Laverick, head of water bureau and 
major project delivery; and Amber 
Fraser, head of national leisure projects 
and water leak detection and repair 
services delivery. Its expansion plans are 
self-funded, and it is in the process of 
recruiting new staff.

H2O currently has 45 clients, including 
McDonalds, Jewson St Gobain, Vertu 
Motors, Bourne Leisure, and Wolseley 
UK. On top of that, it says it takes on an 
average of three new customers per week 
– a number that is rising as awareness 
of the open water market increases. It 
expects substantial growth in the coming 
months.

It is not targeting any specific segment 
of the water market, but at the current 
rate of client acquisition, it expects to 
have close to £50 million-worth of client 

water and wastewater portfolios within its 
ongoing projects by year end.

The company does not intend to 
exclusively place its clients’ water supplies 
with a regulated water retailer, and has 
various options. These include self-supply, 
or providing the customer with an off-
grid supply. However, when choosing a 
retailer it will consider the best price and 
billing platform and format. It says it does 
not require any bundled or added-value 
services because it provides these services 
in-house direct to the customer. 

Black Sheep Utilities

H2O Building Services
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Water and 
Energy 
Marketplace
Effective water and energy procurement 
have a strategic role to play in delivering 
sustainability strategies in business, and 
never more so than with the opening of 
the water retail market. 

This year, edie Live is creating a 
dedicated space within the Water and 
Energy Marketplace for the UK’s leading 
retailers and brokers to provide specialist 
procurement advice to energy, water and 
sustainability managers in one-to-one 
consultations. 

The Procurement Clinics in the Water 
and Energy Marketplace are based on 
the highly popular Advice Clinics, where 
visitors can pre-book an appointment and 
meet with an exclusive group of expert 
utilities advisors.

The joint edie Live/Utility Week Live 
Water and Energy Marketplace will 
connect Utility Week’s audience of brokers 
and edie’s audience of commercial and 
industrial energy and water customers with 
the newest water retailers.

U tility Helpline was set up by its now managing director Richard Bonelle, and has been active in the business energy market 
for more than ten years. It employs eight people, including Bonelle.

The broker has more than 3,000 clients. Its 
client base is wide-ranging and it does not 
target any one sector, although it works 
closely with licensed premises such as hotels, 
bars, pubs and restaurants. The company also 
works with a number of buying groups within 
that sector, to assist their clients.

Utility Helpline is privately owned, and 
is part of Sidney Phillips – a property 

management company that sells licensed 
premises. The company has retained all the 
customers it won on day one.

It works on a fee basis, commission and 
also percentage of savings. It says that how 
it works depends on the customer and what 
they are comfortable with. Its switching 
service is funded by the commission it 
receives from energy suppliers.

The broker will offer a similar service to 
water customers when the market opens, 
and anticipates that most businesses 
will be able to save 25 per cent on their 
commercial water bills.

It has plans to add a number of value-
added services to its portfolio, which it 
says will require growth to maintain a high 
quality of service. 

Utility Helpline
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