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                                Dated: 16th July, 2009

Sub:-Organizational Structure and Roll-out of Enterprise Business Unit –regarding.


BSNL has embarked on a major transformation program with a view to strengthen and improve its competitive position and performance. As part of this transformation, it has created separate Strategic Business Units (SBUs) that will focus on different segments of the telecommunications market.  With this proposed restructuring, BSNL expects to foster higher levels of accountability and achieve end-to-end ownership of the business through the modified organizational structure.

2.
The Enterprise Business Unit has been formed with a view to significantly enhance the business from Enterprise customers – viz. Large, Medium and Small corporate and Central/State government bodies and PSUs etc. The enterprise market in India is quite large and is increasing at scorching pace. Such customers’ communication needs are sophisticated and rapidly evolving.  BSNL has several strengths which can be leveraged for serving this market due to its wide network reach, confidence enjoyed as a 100% Govt. owned company and long-standing customer relationships.  

3.
The key aspects pertaining to the set up and ongoing management of the Enterprise Business Unit are being defined as under:

1. Organizational structure at the corporate office

2. Enterprise customer segmentation 

3. Sales structure 

4. Products, pricing and discounts

The structure of Enterprise vertical for addressing Service Delivery (provisioning) and Service Assurance (ongoing maintenance) issues shall be detailed subsequently. In the interim, the current practices followed for service delivery and service assurance may continue.
3.1
Organizational Structure:

Enterprise Business Unit (Corporate Office): The enterprise business unit structure is illustrated in figure 1(enclosed). The roles and responsibilities of these teams have already been uploaded on the intranet portal by the restructuring cell vide circular number 4-2/2009-Restrg dated 3rd July 2009. 

3.2
Enterprise customer segmentation: 
BSNL has segmented enterprise customers into three categories, as illustrated below (figure 2 enclosed):

(i) Platinum customers:
These customers are large corporate entities (with indicative turnover greater than Rs. 500 cr p.a.), with significant telecom spend across several locations and sophisticated product needs. It is desired that BSNL should provide highest degree of focus to these accounts through a dedicated national team.

(ii)
Gold customers:
These are medium-sized corporate entities (with indicative turnover of Rs. 50-500 cr p.a.). It is desired that BSNL will provide higher service levels to these customers through an in-house account management team based in the circles.

(iii)
Silver customers:
All corporate customers that are not a part of the Platinum or Gold accounts are designated as Silver accounts (with indicative turnover greater than Rs. 10 cr p.a.). Since the number of companies in this segment is very large, it is proposed that BSNL should use appropriate channel partners to ensure that sufficient attention is devoted to these accounts.

3.3
Sales Structure of Enterprise Business Unit: 

The Enterprise Business Unit will be structured to cater to the requirements of the above mentioned customer segments. Accordingly, the Enterprise Business Unit will be organized as follows:

3.3.1
Platinum Sales organization:
Four platinum offices will be created for serving the platinum accounts in NCR, Mumbai (including Navi Mumbai and Thane), Chennai and Kolkata. The sales structure for these offices is illustrated below (figure 3 enclosed). A dedicated national team will be created to ensure enhanced focus on the Platinum accounts. 

The platinum offices will be headed by the following GMs(EB-City):

	No.
	City
	GM (EB–City)

	1
	NCR
	Ms. Neelam Singhal

	2
	Mumbai
	Mr. NS Gupte

	3
	Chennai
	Mr. R Ramesh

	4
	Kolkata
	Mr. P K Sikdar


The Platinum offices will only serve a pre-defined list of named accounts - to be prepared by the respective GM (EB – city).  All other accounts will continue to be served by the Gold and Silver sales teams within the circles. The key role of the Platinum Sales offices will be driving sales for the named platinum accounts.

The platinum offices will be supported by GM (EB–I) at the BSNL corporate office. Some of the key roles that will be performed by GM (EB–I) at the corporate office will be:
1. Coordinating / monitoring the overall targets across the four offices and review sales at national level.
2. Building expertise for accounts by building customer contacts, preparing base material required for sales, providing support to account managers and representing BSNL in relevant industry forums.
3. Managing partnerships for solutions, sales and service delivery / assurance for platinum customers.
4. Uniform policy and guidelines formulation for Platinum customers.
5. Strategic planning for marketing.
To ensure smooth functioning of Platinum city offices, it is suggested that the GMs in the circle, presently handling the Platinum customers in NTR, Maharashtra, Tamil Nadu and Kolkata should introduce and make over these platinum accounts to the respective GMs (EB–City) in a phased manner. This activity should take place over a 3-6 month timeframe and must be done to minimize any disruptions for the customers. 

This introduction process is initially planned only for Mumbai and Delhi platinum accounts. The process for these introductions will be defined subsequently with inputs from the GMs (EB-City) and GMs (Enterprise-Circle). A separate communication in this regard will be sent closer to the launch date of the respective Platinum city offices. 

All enterprise officials in the circles should continue serving their existing and potential customers as they have been doing until otherwise intimated.

3.3.2
Gold and Silver Sales organization:
Dedicated sales teams will be created in each circle to focus on developing Gold and Silver accounts.   A list of named Gold accounts will be created based on pre-defined criteria.  A process will be defined to update/ revise this list annually.  Corporate customers, who are not named as Platinum or Gold accounts, will be classified as Silver Accounts.

All named Gold accounts will be catered to by an in-house BSNL account management team at the circle. Silver accounts will be reached through channel partners, managed by a BSNL channel management team.

The Gold and Silver organization will be based in the circles, and will be supported by GM (EB–II) at the BSNL corporate office. Some of the key roles that will be performed by GM (EB–II) at the corporate office will be:
1. Coordinating with circles for targets for Gold and Silver accounts. 
2. Creating a policy for appointment of channel partners at circle level to cater to Silver accounts.
3. Preparing base material required for sales, provide support to circle teams and represent BSNL in relevant forums.
4. Managing partnerships for sales, solutions and service delivery / assurance for Gold and Silver customers.
5. Uniform policy and guidelines formulation for Gold / Silver customers.
6. Strategic planning for marketing.
The respective GMs (Enterprise – circle) should start creating a list of gold accounts that will be targeted through the BSNL sales force. The criteria and process for nominating Gold accounts will be communicated separately by GM (EB-II) BSNL corporate office.  

The corporate office is in the process of finalizing the policy for the sales channel for targeting silver accounts. The same will be rolled out in Maharashtra and Delhi (under NTR circle) in the current quarter. Subsequently the policy will be rolled out in other circles. In the interim, sales as per existing practice should continue.

3.4
Products, pricing and discounts:
Telecom products / services required by enterprise customers vary significantly by industry, vertical and size of customer. In addition, bundling and pricing of enterprise products is a complex process that requires evaluation of:
· Current and future business requirements of customers

· Level of technological maturity / sophistication of customers

· Competitive pressures

· Cost-to-serve and profitability of each product bundle

BSNL will institute mechanisms to develop an optimal product portfolio and a competitive pricing and discounting policy for Enterprise customers. These mechanisms are currently being designed and will be communicated subsequently.
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(Devendra Yadav)

DGM (Business Planning-Enterprise)

Copy to:
1.
Executive Director (CN), BSNL Corporate Office

2.
All CGMs Territorial Circles/Districts/Regions/Projects

3.
All GMs in Enterprise Unit, BSNL Corporate Office

4.
All GMs (EB-City)/GM (Enterprise-circle)
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