


A moment of reflection

A Wholesaler 4
Retailer MQSL

Market challenges are not solved in isolation

A

A

We have used these forums to shine a light on the

challenges and how they are connected Water Resource
TN Management Plan for
We have sought to influence policy to drive the best . Plans Water

outcomes for the market and its customers

We have identified the need for a broader review of
price controls and structural issues, such as lack of

water efficiency incentives Market

Arrangements
We have retained a relentless focus on data quality as a Code

key barrier to an effective market

Customer
Protection

Code of Retail
Practice Exit



Competing drivers




This yearés theme MOSL

OPerforming as a mar ket operator, transfor mi nq

Perform Transform

What we do to maintain What we do to explore wider
and evolve our services challenges and engage with
and systems to Perform as stakeholders to Transform
market operator. the market.




Agenda MOSL

- Arrival, tea & coffee Networking 9.30am- 10.00am
Welcome and introduction Presentation Anne Heal and Sarah McMath, MOSL 10.00am- 10.10am

2 Reflections and Expectations of the non  Presentation and Q&A  Martin Woolhead, Defra 10.10am- 10.40am
household water market

3 Pathways to innovationMarket Presentation Markus Lloyd, MOSL and David Black, 10.40am- 11.10am
Improvement Fund and Ofwat funds Ofwat

1 BREAK Networking Al 11.10am- 11.30am

- a h{ [ Qa27 Busineps Plan Presentation and Q&A  Steve Formoy, MOSL 11.30am-12.00pm

5 We¢KS ¢NIyaAaAdAaAzy G2 Presentation and worksho Don Maher, Anglian Water and Lucy Dar 12.00pm- 1.00pm
Strategic Panel, Steve Formoy, MOSL

I LuNCH Networking Al 1.00pm- 1.45pm
Wal yI 3Ay3 LX I yySR | Presentation and worksho Christina Blackwell, CCW, Mike Rathbon 1.45pm- 2.45pm
LINPOSaasSasz aeaisSva RWG and Sarah McMath, MOSL

7 W2 Kl § KFa G2 OKI y3SPanel Session Sarah McMath, Martin Woolhead, Mike 2.45pm- 3.20pm
YI NJ SGKQ Keil, CCW, Shaun Kent, Ofwat

- Next steps and close Presentation Sarah McMath 3.20pm- 3.30pm
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Pathways to
Innovation

The Market Improvement Fund

Markus Lloyd
Head of Market Improvement, MOSL




e STRATEGIC PANEL & Committees

Introduction
Agenda

What is the Market Improvement Fund?
How it works

Achievements

Round three

B e




4B STRATEGIC PANEL

What Is the Market Improvement Fund?




@ STRATEGIC PANEL & committees

A brief history

A The only fund dedicated to improving the non
household water market to benefit trading
parties, customers and the environment

A Funded using a proportion of market
performance (MPS and OPS) charges

A Owned by the Strategic Panel, facilitated by
MOSL.

A Shortly beginning the review process for round
three.
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What is the MIF?

Eligibility

For a project to be eligible for fundingnitust:

( )

Enhance market
functioning and benefit
non-household customers

. J

4 h

Not be considered
business as usual

\. J

Not confer any
competitive advantage
to a trading party or
groups of trading

\ parties y

4 h

Be sponsored by a tradin
party or MOSL

\\ =4

\. J

Wesstrongly encouragé £ A Ay Y Sy i

market outcomes:
A Value creation

A Customer Service Excellence

A Water Efficiency is core

e STRATEGIC PANEL & Committees

gAlK
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4B STRATEGIC PANEL

How it works




How it works
Governance

Strategic Panel

A Fund owners

A Overall approval of successful applications
following Selection Committee recommendation

MOSL

A Eligibility review

A Administrative support
A Progress monitoring

@ STRATEGIC PANEL & committees

Selection Committee

Neil Pendle; Retailer member StuartMawditt ¢ Independent
member

James MackenzieCustomer Lina Nietog Wholesaler
representative member member
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& STRATEGIC PANEL & committees

Achievements




@ STRATEGIC PANEL & committees

{AYOS f I dzy OK X

~ Funded 16 projects (round threel5 projects Subject areas
—| for consideration)

A Water efficiency
A Rainwater recycling
A Consumption benchmarking

0000

Yy Input from across the industrywholesalers, A Data quality
wliwll retailers and third parties A Metering
A Service requests
A Tariff simplification

% A Vacancy rates
Awarded over £1.5m
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@ STRATEGIC PANEL & committees

Achievements

/
. _ A
Project No Flow Z wave Occutrace

Supporting the National Metering Strategy

Problem: Results of investigation into zero consumption meters
11% of meters record zero consumption between their reads. No analysis existed

to assess what this actually represented.

Delivered:
A An assessment of 1618 meters recording zero consumption in occupied
premises. This demonstrated that at least 30% of the meters were

Malfunctioning
30%

malfunctioning and 14% of the premises were actually vacant. Access denied
52%
Benefit:
A Provides direction for National metering strategy on meter replacement. Functioning
A Helps retailers locate and replace faulty meters to assure their revenue and normally

highlights need to maintain premises status 7%

A Supports accurate customer billing

18



e STRATEGIC PANEL & Committees

Achievements rﬁ'l IDenteq
. Fraud P ti
NAPs (New and Partial SPIDs) 4, i MOSL
{dzZLILI2 NI AY3I ah{[Q&a 5Fdl ! &dadz2N)yOS { SNIAOS
Problem:

Address Matching Summary

When new SPIDs are established in the market, the data needed to accurately
identify the premises may be entered inaccurately. This causes inefficiency in
meter reading and customer billing later in the process

Match ¢ High
Confidence
19%

Delivered:
A Review of NAPs process and data quality
A Recommendations on the maintenance of NAPs to wholesalers and MOSL

Cleanse;
high
confidence

Unmatched
50%
14%
_ Cleanse low
Not )geoj built confidence
o 14%

Benefit:

A Provides immediate recommendations and feeds into later phase of Data
Assurance Service when looking at enduring solutions for NAPs
improvement and customer data assurance

19



Achievements

Project Discovery

Supporting RWG Water Efficiency workstream and Data Assurance
Service

Problem:There is no common standard for segmenting customers

which creates problems when benchmarking for consumption

Delivered:
Definition of how best to categorise customers using industry
classification, physical size and consumption

Benefit:

A2xtt AyLdzi Ayd2z tKFrasS n 27

A Validates the use of data sources, such as Address Based
Premium (ABP), for establishing customer details

A Directly supports the focus on Water Security by establishing Accommodation

benchmarks for customer groupings.

Q)

love evexy) dvop Q

anglian

artesia

—

@ STRATEGIC PANEL & Committees

Yyasie.processmng
Further education

Hard manufacturing
Clinic
Depot

Workshop

Office

Irregular school
School

Wholesale I
— — —um ~Textile manufacture
S S = Salon
S e
: Soft manufacturing il
— a
Retail ‘—]
Laundry
Social
Military
Accomodation
Tourism
Industrial chemistry
Livestock
Furnace
Residential
Hospital
= Terminal-——
7;\\_3& . Lab

Arable

Coolant

Mineral particulates
Mining

drink processing

Benchmarking [m3/day]

INPUT OUTLIERS | Low |Central] High
Default Area |Consumption Is this an }
Classification | [mz] [m3/day] outlier? Average | Average | Average

3000 10 Mo 2136 £1.13 bo.8g
Arable 2000 1g 0.09 4.25 1042
Depot 1000 2 Yes 0.34 0.49 0.64
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@ STRATEGIC PANEL & committees

Round three




e STRATEGIC PANEL & Committees

Round three

Round three summary

A 15 applications received Categories of MIF projects and associated funding

£1,400,000.00

A £1m available £200k maximum

£1,200,000.00

£1,000,000.00

A Selection of successful applications
completed on 12 January

£800,000.00

£600,000.00

A Strategic Panel to ratify selection on 5
February.

£400,000.00

£200,000.00

Round 1 &2 Round 3
Focus of projects in each round

Amount allocated (rounds 1 & 2) or applied for (round 3}

H Market Confidence B Market Systems Water Security B Market Evolution

23



Project sponsors in the room

Find out for yourselves!

love evexy) dvop
anglianwater o

Project AMIDSTMichelle Thompson (Anglian Water)

1::*1“9’.?: wheatley

= pinpoint

PinPoint Simon Murray (Wheatley)

@ STRATEGIC PANEL & committees

MIF@mosl.co.uk

Project ReducedCaroline Wadworth and Oliv&aud(lsle
Utilities)

C&(C =—==—
GROUP —me

Water Connect Pam Nash and Tony Golder (C & C Group)







Overview

®nl PT1 p ARPpRBYI crpBingviluek WwHndk T
through innovation

Unlocking innovation
Some enablers and progress

Considerable scope remains

@ Improving life through water | Gwella bywyd drwy 1313 O 26



W)

Vision for the market 1 creating value through innovation

The market Behaviours
IS industry of market

led and / \ participants
customer Defra Wholesalers lead to good
focused outcomes
Customers

\ Outcomes

MOSL

The market are customer
creates value focused |
J including Retailers mm OV including via
Mo a— N
iInnovation value - jed

iInnovation

Improving life through water | Gwella bywyd drwy 1313 O 27



Unlocking innovation

Essential to address market frictions and get basics right, to enable innovation to flourish
Open data | availability and access to data, potential for data usage and analytics

Some progress in addressing market frictions but more needs to be done to enable effective
market functioning, and facilitate innovation

@ Improving life through water | Gwella bywyd drwy 1313 O 28



W)

Some enablers and progress

Industry

Established the Market Improvement Fund (MIF) 1 third round (2024)
Sees £1 million available to fund enhanced market functioning

Ofwat

A Innovation Fund 1 now in its fourth year, has awarded £110 million
over 70 projects
A Water Efficiency Fund 1 £100 million from April 2025

Considerable scope remains | including for example

In potential to innovatively address water
scarcity challenges

Improving life through water | Gwella bywyd drwy 1313 O 29



Considerable scope remains

Innovation key to creating transformational change and value ]l and much scope remains

Number of facilitators 1 key to unlocking potential here is industry role in ensuring effective
market functioning, and enabling and leveraging open data

Regulatory impetuses available too 1 enabling full participation in Innovation Fund, including via
Water Discovery Challenge and design of fund in AMP 8

——--——'

@ Improving life through water | Gwella bywyd drwy 1313 O 30



MOSL 2024 -
Business Pla

Setting out our priorities for
MOSL and the market

Steve Formoy
Finance Director, MOSL




Moving from Strategy to Plan

Vision
Where we want to get to..

Values
Our behaviours...

Strategic Priorities
Our strategic focus is to..

Programmes of Work
Through...

Strategic Foundations
Underpinned by...

A

“Using our collective expertise and independent

insight to enable the best customer outcomes”

Expertise

Perform

Market Confidence

Be a trusted market operator
that assures mar erformance
nce

Service Excellence

Data Assurance

Market Performance
Assurance

Market Resilience

What we do

Respect

Market Systems

Provide secure and effici
technology to me
market needs

Systern Modernisation

b4

8

System Security

Open Data

Tools we use

Influence

Water Security

Drive data and information to

enable the MNHH market to p
affect water consumption

Strategic Metering

Transform

Market Evolution

Influence policy and promote
solutions to support a
flourishing market

Tariff Strategy

Market Segmentation

Settlement Strategy

Drought Scenario Planning

1 What we want to influence 7 How we enable chang

Market Economics

ge

@ Sustainability

e

32



Moving from Strategy to Plan

©

Market Confidence Market Systems

Be a trusted market ocperator Provide secure and efficient
that assures market performance technology to meet future
and resilience market needs

©

Water Security Market Evolution

Drive data and information to Influence policy and promote
enable the NHH market to positively solutions to support a
affect water consumption flourishing market

Programmes of
Work

Service Excellence Systern Modernisation Strategic Metering Tariff Strategy

Data Assurance System Security

Market Segmentation Settlement Strategy

Market Performance

Assurance Open Data

Drought Scenario Planning Market Economics

Market Resilience

What we do

1 ; 2 Tools we use 7

2 What we want to influence 7 1 How we enable change ?




Moving from Strategy to Plan

Our business plan sets out

Improvement programmes

Teriff Strategy

Market Segmentation Settlement Strategy

Year one priorities that
drive value in line with ou
What we want to influence or new Strategy

Drought Scenario Plannin, Market Economics

Our Budget

Efficient and affordable
charges at the right level g
investment

Set out against a strong track record that gives
confidence we will deliver 34




MOSL

Core services i

What wedve delivered
A Trading party satisfaction
maintained and improved 0 4.1
overall score
A Continuous improvements based
on feedback 6 My MOSL
A Improved Trading Party
engagement process

Core Services

Continue to enhance
guality and reliability

Further improvements:

A Continued cyber enhancements

A Market dashboards 8 self-serve
and demand-led insights

A Support for Strategic Panel and
Committees

35
-j Katie Franklin, Data Analysi



Improvement programmes

Improvement
programmes

Year one priorities that
drive value in line with
our new strategy

Modernisation of Market Systems

Q Market Evolution - focus on years two and three of our plan

36



MOSL

MPF Reform pi@@ramme

What wedve delivered
A Improved consultations with good
trading party feedback
A New MPF model and Full Business
Case signed off by Strategic Panel
A Delivery plan in place for next
phase

Market Performance
Framework Reform

Driving market
confidence

—_—

What we will deliver:

A Detailed design of metrics and
processes

A New governance (including
Performance Assurance
Committee)

A Build and test systems ready for

shadow period and go live
37

lles Robinson, Imple



. MOSL
Data Assurance Service
B
Data Assurance What wedve delivered
Service A Eligibility Data Cleansed with

increasing confidence levels

A Address and premises proof of
concept

A Delivery model and processes \/

Market efficiency and
performance based on
better data

What we will deliver:

A Complete eligibility cleanse

A Develop Data Quality Scorecardd
key tool for the new MPF

A Implement an enduring data
guality assurance mechanism

M

er, Digital"Commaunications and.Accessibility Lead

38
Ophie T



MOSL

Strategic Metering
Programme

What wedove delivered
A Interim Metering Strategy 8 \/
helping to influence PR24 plans
A Changing meter read
responsibilities for smart meters
A Improving meter read processes \/

Enabling accurate and [
granular consumption

What we will deliver:

A Publish National Metering
Strategy

A Develop and agree Data Sharing
Mechanism

A Continue process improvements
for all meters-not j ust Os1T

39

. '| Chris Dawson, Market BesignLead



MOSL

) What wedve delivered
. A All priority processes inthe hub ~ «/
/ A Final processes on track to be in
Y the hub six months early v
A Benefits more than double the
original business case \/

Bilaterals hub

Standardised, efficient
process for resolving
customer needs

—

What we will deliver:

A Enhanced reporting capability

A Further improvements across all
four phases (pending business
case)

A Transition the programme to
Obusiness as usual C

40

nnell, Proddict O



Modernisation of Market Systems MOSL

What wedove delivered
System A Rehost of CMOS into Microsoft
modernisation Azure

A Improved cost efficiencies
A System security enhancements

Secure and efficient
technology to meet
future market needs

What we will deliver:

A Leverage cloud technology to
make systems more scalable and
resilient

A Improvements to the Data
Warehouse

S

41
Subhash Marti, Data Architect



Efficient and affordable charges MOSL

Charges since market opening (recl terms) £k

£16,000k

£14,000k

ce ®ceeooe ® .

£12,000k : > oo
£10,000k
£8,000k
£6,000k
£4,000k
£2,000k

£0k

2017/2018 2018/2019 2019/2020 2020/2021 2021/2022 2022/2023  2023/2024  2024/2025

Ml MO charges less redistribution at 23/24 prices M Additional MPF RWG support e e e Trend

42



Our budget for 2024/25 MOSL

Market Operator (MO) charges - dll trading parties

12% increase + £1,490k
|
I I

£14,000k £605k £13,640k
£815k  _ £70K
£1,350k ,
£12. 000k —— - £12,150k [N
£10,700k =~ Wholesaler only
£10,000k charges for
Data assurance
£8,000k — additional
£550k for
£6,000k 2024/25 —
consistent with
£4 000k current year
£2,000k
£0k
Restated BR-MeX Restated MO 23/24 Extra MPF RWG Inflation MO 24/25
core costs* Improvement at 5%

Programmes 43



Priorities in years two and three

Settlement
Review

Delivering
on our new

strategy

Tariff

Metering ’ e - Strategy
Strategy <




Any guestions?




The transition to
smart meterin

Steve Formoy
Finance Director, MOSL

Photo: Thames Water



Transition to smart metering MOSL

Introduction
Steve Formoy, MOSL

Angl i an Water s smart
Don Maher, Anglian Water

Developing a National Metering Strategy
Lucy Darch, Wave

Workshop
(20-minute discussion,
15 minutes feedback)

47



Metering priorities

‘artesia
@ artesia

MOSL

Data standard for sharing granular
consumption data from non-
households

Project reference: 2595
Report number: AR1458

2023-0215

National Metering Making granular Improving the
Strategy for the consumption data meter reading
NHH market available to all process
Interim Metering 1. Data sharing Meter roles and

Strategy published standards - issued responsibilities
OFul |l &8 strategy be 2 ibagta platformd Quick Start Projects

developed finalising research



Metering priorities

National Metering
Strategy for the
NHH market

Interim Metering
Strategy published

OFull 0 strat«
developed
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anglianwater o

Angl i1 an/ Wat e
smart metering
rollout

Don Maher
Head of NHH Service, Anglian Water

CEO Forum
January 2024



Why smart meters?

(ove evexy dvop O
anglian °

Anglian Water starts to run out of water over the next 25 years if we do nothing.

Today, Anglian Watdras a surplus on a total demand thasg¢aks
at about1400MLD.

With increases in population ardimate changeby 2045our
WRMP predicts thaf\nglian Watewill have a deficibf 146MLL
if we do nothing.

In other words 1 in 10 ofour customers could bevithout
water on a hot sunny day.

Smart metering is a key pillar of the Demand Management
within our WRMP, together with Leakage and Water Efficien
designed to deliver 129MLD wfater savingdy 2045.

Smart metering

Smart meter data 4 ; Smart meter data
will help us engage

will help identify h .
with our customers

customer and ]
enablingwater

distribution loss c
leakage. Water Savings efficiency

programmes.

a R

Customer leakage
Leakage efficiencies reduction will form Water efficiency
part of the water
efficiency
programmes.



What Is a Smart Meter?

From AMP 7 AnglialVater have 3kinds of metersinstalled:

1. VR Visual Readwhat we currentyNE FSNJ 02 | &
WYSOKI YAOFT Q YSUSNA

2. AMR(¢ (Automatic Meter Reading) DriM#y or walkby meters
from Elster/ Honeywell we have used since 2010 for internal fits

3. AMI¢ (Advanced Metering Infrastructure) Genuine Smart
Meters or devices that transmit their data hourly via a fixed
network (Masts) back to AW data systems.

The vast majority of smart meters fitted are meter replacements, rather than new installs

Our existing meter penetration is around 99% for NHH [IASINE sEnsus &

Pulse Radio Frequency (Pl



10 Year Smart Meter Rollout

mEpRASILL

mmmmmmm

WRCH -F28

wsmon - pzy

Year Smart Meter Installation Begins

W o120 | 272s | 5207 | 2o

nnnnnnnnnnn

wonn -

MALSTEAD RURA. - PIT

(ove evexy drop Q
anglian )

The plan is to upgrade 1.1 million meters (domestic and
non-household customers) by 2025, with circa 2.3
million installed by 2030.

The NHH installations started in April 2021 and have been
prioritised geographically using the following criteria

ACurrent levels of demand

ACurrent levels of leakage

A-uture growth levels

ACurrent and future water abstraction demands

701,301 Meters Installed in total

27,560 NHH Meters Installed of which
22,511 are Smart Enabled

2025 2030
zmgo.na. 5,,3;"2 (ove evexy) dvop 9
Reads per day Reads per day ang I ian Y

Wholesale



Anglian NHH Solution oueeveyrop )

anglian

RDE — Retailer Data Exchange

AMI Smart Meter Data Journey

NHH Upgraded Metering Journey

™
. Consultation Consultation o wy/ : :
U‘:?ger:a?ﬁ:' 'L\:]E:‘-‘cfr:ng Feedback Feedback Webinar ¢ H}l{\‘” ! \L\ﬂ ' =
q Q/ /'\/ J:E\ %.b ~‘ =
Qg Qj ) v
(¢ = (% A2 -
Sept 20 Oct 20 Apr21 May 21 Sept 21 v \7 AW Data Hub
19
Retailer NHH Installations Retailer Data / ‘s
Consultation Commenced Exchange :’“:.f:i":“ To domestic

Launch

NHH data to Retailer is available via an API or SFTP data file

Since NHH leakage data became available in February 2022, we have identified 12,440 potential NHH leaks



Project AMIDST, Market Improvement Fund Project:c.ui()
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