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CEO Introduction
We believe Telecom Plus has an important role to fulfil
in society. We must be accountable for the impact we
have on the world around us and operate with the highest
levels of integrity. 2019 saw us all becoming more aware
of the impact individuals and corporations have on our
environment. Today we must act to secure the future of

our children and future generations. The current outbreak
of Covid-19 has further highlighted why society and the
communities we operate in are important. We need to
work together to achieve better outcomes for them.
Our overall purpose as a business is to enable our
customers and Partners to lead more fulfilling lives:

Helping our customers get on with their lives, and to spend
the time and money they save through UW on things that
actually matter to them, rather than worrying about bills.
Helping our Partners to achieve their personal goals,
whatever they may be, through their involvement with UW.
The business has grown to where it is today because
our Partners are happy to spread the word about UW to
their friends, family, and neighbours. Every one of our
customers was signed up using the tried and tested
art of a face-to-face conversation, in their home, over
a cup of tea.

just in the short term. The flexibility and long-term nature
of the rewards and personal development programmes
we offer has enabled many of them to achieve things far
beyond what they ever thought possible.

Our customers

Which is why we strongly believe that every conversation
matters: Partners with potential Partners. Partners with
potential customers. Customers with potential customers.
Our Support teams with the customers they help, day in,
day out. But also, our managers and the teams they lead.
Conversations based on open and honest debate, with
both parties genuinely listening and responding.

Our customers can switch once, be sure of great value,
and never have to think about utilities again. We believe,
at heart, that this is what the majority of people actually
want, and to this end we strive to be fair and honest
with them, especially those who are vulnerable and find
themselves in a position where they are struggling to pay.
It is important we distinguish between those who cannot
pay, where our help is required, from those who won’t
pay and who we need to pursue for payment.

And whilst our business has evolved over time, it has
consistently been rooted to the twin foundations of
listening to, and responding to, our key stakeholders:

Our people

Our Partners
As an organisation that is focussed on success, we are
proud of our efforts to give our Partners the tools and
support to run their own business and reach their personal
goals. This leads to greater financial independence, and not

Our people are a vital part of the organisation and the
key enablers of our strategy. We seek to create an open,
diverse, and responsible culture which fosters both a
hard work ethic, as well as the creativity and innovation
that we need to secure our long term success. We work
hard to provide comprehensive onboarding, regular skills
training and feedback, and career development advice.
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Our environment
Finally, we must set ourselves realistic but ambitious
targets to minimise our impact on the environment, by
analysing our successes and failures, learning from them,
and adapting our behaviour accordingly. As an energy
supplier we recognise the importance of reducing our
collective dependence on fossil fuels, but also that this
is an area which will require wider behavioural changes
than we can deliver on our own. Renewables such as
wind and solar are insufficient to meet total consumer
demand, particularly at peak times, but by encouraging
our customers to use green/renewable energy, we are
seeking to accelerate the transition to carbon neutrality,
and we look forward to working with our suppliers to
deliver better solutions in future.

When our business was founded it was unashamedly
focussed on being a low-cost supplier. By listening to both
our customers and our Partners it became clear that ‘low
cost’ should not be ‘lowest cost’ if it was at the expense
of service and quality. Rather, in order to build a genuinely
sustainable business, our focus needed to be on delivering
‘best value’. We have adapted our approach accordingly,
and we will continue listening to our stakeholders so that
we meet their wants and needs as they evolve over time.
This is our first Sustainability Report. It aims to highlight
the most material impacts our business has on our
stakeholders, and how we are proactively addressing
them to create the long-term success we all desire.

Andrew Lindsay MBE
Chief Executive Officer
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Stakeholder engagement
To ensure that we continually focus on the most material
Environmental, Social and Governance (‘ESG’) issues for our
business, we regularly engage with our key stakeholders.
They tell us about the major impact we have on them,
and we focus our attention on where we can make this
coincide with our strategy. This helps us run a genuinely
sustainable business model, one that makes strategic, not
tactical decisions and as such has real longevity.
We run a straightforward business, providing simple
solutions for our customers and Partners. As such, we
have a relatively short list of major stakeholders.
As part of the daily business of running a public company
we regularly engage with our investors, informing them
of progress but receiving questions and feedback as
well. Our employees take part in Employee Experience
interviews to help us assess and act upon their views
and ideas. Engaging with, and helping to develop the
businesses of our Partners is critical to our success, so
we are in continuous dialogue with Team Purple. They
are characteristically entrepreneurial and driven, and
as a result more than happy to tell us what they think
about how our partnership can become more successful.
Finally, we are rightfully gaining a reputation for high quality
customer service, as evidenced by the recent Which?
awards. That is only possible by listening carefully to
our customers and constantly adapting our offering and
service to what they actually want. In their entirety these
stakeholders also give us feedback on all elements of our
impact on the environment; on how we run our business
and, on the source, and impact of the products we sell.

Some highlights of recent feedback/issues raised by these
stakeholders is summarised below:

Our Employees want
• to grow with the business and seek clear personal
development plans.
• regular 1:1 feedback from managers and mentors.
• further engagement along the lines of the Employee
Experience interviews.
• UW to be a leader in providing green energy solutions.

Our Partners want
• a clear path to enable greater numbers of Partners
to progress from earning a little extra on the side to
developing a long term business.
• the UW customer proposition to continue to evolve to
deliver value for money, whilst retaining the simplicity
that is key to their recommendations.
• better insights into their personal progress and team
performance relative to others.
• continued endorsements of our focus on earning the
trust of our customers - as they are their own friends
and families to whom they have recommended UW.
• to be part of something that is a genuine force for good.

Our customers want
• to be treated fairly.
• continued high levels of service and personal care.
• to spend their time doing things they want, not constantly
switching utility suppliers.
• more focus on helping them reduce their environmental
impact - especially through green energy tariffs.
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In terms of Governance, Investors want to better understand:
• how the running of the business is split between
Chairman and CEO.
• the thinking behind the Executive reward scheme; large,
sporadic share awards rather than more regular bonuses.
• the metrics driving the awards; is TSR appropriate as
the key metric?
As a result of this feedback, we perceive our most material
ESG impacts to be:
• the training and development of our people.
• the social impact of our Partners scheme.
• the trust value of our offering to our customers.
• our environmental impact as a company and an energy
supplier.
• the governance and remuneration of our Executive team.
For each of these impacts we now seek to state our
approach:

Our people
We depend on the input of 1,800 employees across the
Group to maintain the excellent relationships we have
with our customers and Partners, as well as delivering a
consistently high standard of service.
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We put a lot of effort into recruiting new employees,
ensuring that we recruit, train, and retain people who
genuinely care about making a positive contribution to
our business. To get absolutely the best candidate for
every role, we do not believe in contracting out any part
of this process. Instead we have our own Assessment
Process that helps ensure the right skill levels and best
cultural fit.
We pride ourselves on the quality of service we provide our
customers. As such it is vital that every new member of
the customer services team is equipped with the skills and
knowledge required to meet our high standards as soon
as possible. We have developed a structured onboarding
programme, culminating in a ‘graduation’ to celebrate
successful completion.
Wherever possible we try to promote from within, offering a
variety of opportunities for employees to develop their skills,
and progress within the Company. The aim is to develop
their confidence, give them cross-departmental insight,
and quality time with members of the senior management
team. We also have various formal training programmes,
including human development training (focusing on softer
skills), and a management training scheme.

Feedback is vital to ensure that once embedded in our
team, individuals remain engaged and help to drive
the changes required to keep us relevant; this comes
from regular anonymous departmental surveys, coupled
with more detailed Employee Experience interviews.
The success of these initiatives is dependent upon our
employees seeing positive change in the organisation
because of their input. The Executive team makes
themselves available regularly, to update on progress
and answer questions.
The quality of our working environment is a high priority,
as is the physical and mental health of our employees.
Individuals who feel they can relax and truly enjoy their
work are more engaged and productive. Our head office
is relatively new and as such has many of the modern
facilities that make working life more stimulating. That
said, recent events have led to us instigating a detailed
investigation into the longer term benefits of working
from home in terms of attracting and retaining key talent
across the business.
We back this up with regular free medical check-ups, and
all staff can use our Employee Assistance Helpline, offering
them access to information, advice, and professional
counselling on a variety of personal and workplace issues.

We rely heavily on the creativity of our employees to
help solve problems and produce the new ideas that
will shape our business in the future. A collaborative
culture and a commitment to increased diversity are
key enablers of this approach. A healthy gender mix
is thus one of our top priorities. While we are working
to improve our gender pay gap, and the proportion of
female employees is increasing, we still need to do more.
Recently, full maternity pay has been extended to 12
weeks, and maternity coaching introduced to provide
support during parental leave and make re-entry to the
organisation stress free.
Finally, we actively facilitate ‘Access to Work’ grants for
employees who have a disability, or physical or mental
health conditions, providing the practical support to enable
them to continue working effectively for us.
While we consider our financial benefits to be some of the
best in the sector, we want to ensure that our employees
want to stay with us because they buy into the purpose and
culture of our organisation. That means we must always act
with integrity, delivering authentically on the recruitment,
development and support plans highlighted here.
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Our Partners – Team Purple
At its simplest, we offer our Partners a way to earn good
money with flexibility and freedom. They can create real
financial security for themselves and their families by using
their spare time to sign up new customers and introduce
our business opportunity to other like-minded people. By
doing so, they receive meaningful short-term financial
rewards combined with a long-term residual income.
Many of these Partners play crucial roles in society, and
the added income stream we provide can give them the
freedom to do so with confidence and commitment.
As much as Partners are in it for themselves, they also
want a better deal for their mum, their dad, their sister,
their brother; all the people they are introducing. That
matters enormously to Partners as they are on the front
line. They need to trust us to live up to their personal
recommendation. The delivery of our core customer values
of service and fairness are thus critical in helping them
promote our business model.
This is a unique and very valuable route to market, and we
now have over 45,000 part-time, self-employed Partners.
We are totally committed to helping Team Purple to build
successful independent businesses through UW; recent
actions taken in pursuance of this goal include:
• Improving the digital tools we provide, especially since
Covid-19 lockdown.
• Enriching our training and personal development
programmes.
• Enhancing the compensation plan and introducing a
wider selection of short and medium-term incentives.
We provide a wide variety of training and personal
development courses, both online and classroom based.
These are designed to furnish them with the skills,
knowledge and confidence to gather customers and recruit
other Partners effectively and successfully.
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Our Quick Income Plan gives Partners the opportunity to
accelerate some of their commission payments on certain
high quality new customers they gather. This meets their
demand for an immediate income from us, whilst retaining
the unique UW benefit of a long term residual income.
Our objective of progressively increasing our share of the
markets in which we operate in a sustainable manner is
wholly underpinned by the growth of Team Purple. To
attract and retain more active Partners, we must maintain
high levels of confidence in our brand and financial
strength, and continue to make it easier for them to
promote our services more effectively.

Our customers
The markets for most of the services we offer are primarily
focussed on price, but we believe that genuinely earning
the trust of our customers is the key point of differentiation
that will enable us to achieve our medium-term growth
objectives, and help us maximise long-term stakeholder
value.
We continue to follow a differentiated strategy in the
energy, communications and insurance markets, focussing
on delivering an integrated multi-service proposition that
includes three key benefits: Savings (compared with
prices previously paid), Simplicity (just one convenient
monthly bill), and Service (online or from our UK-based
support teams).
Ultimately our aim is to help customers just get on with
their lives. They can switch once, get great value and
service from us, and never think about utilities again.
This approach is supported by our commitment to
treating customers fairly, ensuring for example that
any improvements to our tariffs are made available
automatically to our legacy customer base, rather than only
offering them to new customers. We also reward loyalty
and commitment, with additional savings and benefits
available to our most valuable and long-standing customers.

This business model and the trust it builds is illustrated by
switching data within the electricity market for domestic
customers. Churn amongst small and medium suppliers is
currently running at an annualised rate of over 30% - well
over twice the level we are experiencing.
We recognise that we cannot take this loyalty for granted
and continue to instigate initiatives aimed at improving the
experience of our customers, by investing in our systems
and staff. We will seek to simplify and, where possible,
further improve the competitiveness of our services,
encouraging existing customers to help us create value
through lower churn and longer average customer lifetimes.

Our environment
As an organisation selling energy to consumers we are
acutely aware of the environment in which we live, and
more importantly our responsibility to help protect it: as
a business, we endeavour not only to minimise our own
carbon footprint, but to also play a role where we can in
helping our customers to do the same.
We have a range of initiatives aimed at helping our
customers to reduce their carbon footprint: starting with
our commitment to replace their light bulbs with LED
equivalent bulbs, installing them for free, and guaranteeing
them for life if they retain all their services with UW. On
average this reduces the electricity consumption of a
typical household by 15% versus traditional bulbs - into
perpetuity. We are proud to have installed over 5,000,000
energy efficient LED bulbs in more than 150,000 of our
customers homes.

We are fully committed to the installation of smart meters
wherever possible. If used sensibly, these can help our
customers better understand and reduce their energy
consumption, enabling them to reduce their costs as
well. They have the added benefit of removing the need
for manually submitted meter readings, thus leading to
more accurate billing and fewer queries.
Through the UW Foundation we will be funding the
planting of up to 100,000 trees each year - one for
every new customer who takes all of our services. These
trees will absorb 20,000 tonnes of carbon dioxide, going
some way to offset the carbon generated by the energy
consumption of those customers. We also operate an
energy efficiency helpline to provide advice to customers
on how they can reduce their energy usage; we enable
qualifying customers to access free home insulation,
and we promote Feed-In Tariffs.
In response to demand from our customers and Partners
alike, we have introduced green electricity tariffs which
are proving extremely popular. It is important to recognise
that a green tariff does not guarantee a renewable energy
supply: regrettably, that is not possible given the way
electricity is generated and distributed in the UK. What it
does mean is that we pay a premium to buy Renewable
Energy Guarantee of Origin (REGO) certificates. A REGO
certificate is issued to a generator for every megawatt hour
(MWh) of renewable power they put into the grid. So, our
green tariffs make a positive impact on the environment,
by subsidising the increased production of renewable
energy in the UK.
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Natural gas and nuclear make up the bulk of all electricity
consumed, with renewables growing in importance and
contributing around 25% of the total. We account for
close to 2% of the domestic electricity market and intend
to use that leverage to encourage relevant parties to
increase the proportion of renewable and low carbon
electricity produced.

Our Board is chaired by our founder and largest
shareholder, who sits as Executive Chairman supported
by four Non-Executive Directors. Of our non-executives,
Beatrice Hollond plays an important role with our Partners
and staff by overseeing the UW Foundation, ensuring
that it delivers on its core objectives of protecting the
environment and supporting disadvantaged communities
close to our offices.

Governance

There is a clear division of responsibilities at the head
of the Company. The Executive Chairman is responsible
for developing the strategic direction of the business
and ensuring the effective operation of the Board,
including compliance with principles of good corporate
governance. The Chief Executive is primarily responsible for
implementing strategy and running the Group’s operations
on a day-to-day basis.

As a service-led organisation, providing essential utilities
to multiple customer groups, good and robust governance
is key.
There are two aspects to our governance; that expected
of us as a public company, and by our external regulators
such as Ofgem and Ofcom.
As a public company, governance starts at the Office of
the Chairman, and is reflected in behaviour right across
the business. The message is self-enforcing across
our workforce; if you would not do it at home it is not
acceptable here. All employees are required to focus on
what is right for the long-term well-being of our company,
in order to build a business with genuine longevity.
This ethos is reflected in everything from executive
remuneration through to everyday business decisions.

Turning to external governance, the Group is committed to
numerous voluntary codes of conduct across the various
markets we operate in. In the energy markets, there are
standards of conduct which cover a wide range of issues
including prepayment meters, smart meters, payment of
bills, services to vulnerable customers, energy efficiency,
compliance handling and accessing our customers
properties. And in the communications markets, these
codes include the disclosure of expected broadband
speeds, promoting mobile services, and the handling of
complaints. During the year we became one of only seven
Internet Service Providers to sign up to the voluntary code
of practice for automatic compensation.

Our key stakeholders... tell us about the
major impact we have on them. This helps
us run a genuinely sustainable business
model, one that makes strategic, not tactical
decisions and as such has real longevity.
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Ultimately, all policies and procedures that relate to
governance are intended to create a business and culture
that secures the longevity of the business.

Remuneration
We believe that our Executive remuneration packages
should be simple, competitive, align the interests of
management with those of external stakeholders, and both
incentivise and reward superior long-term performance
in a highly transparent manner.

This is best achieved by using genuinely long-term, sharebased incentives granted at market value, supplemented
with shorter term rewards, where the long-term incentives
provide a transparent and important means of directly
aligning the interests of management with shareholders.
We thus believe it is appropriate to offer median industry
base salaries to recognise the responsibility to deliver
operational strategy on a day-to-day basis, are currently
proposing to introduce medium-term performance-based
rewards through annual bonuses, and to grant meaningful
share awards in blocks, with phased vesting over 3-9
years, ensuring a longer term perspective.

Our remuneration policy also ensures that the Company
can attract, motivate, and retain executives of the requisite quality.
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