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Deor Shri

At present 60% of the growth in mobi le connections is contributed bythe rurol oreos' Even though we hove o str ong presence in rurol ereas, weore not oble to push sofes os our competitors hove beendoing. rn order tofocus our growth in rurol oreos, it hos been decided to open Rurof servicecenters of BsNL in each vil loge where the cov erage is avoifoble or is l ikelyto lte ovoiloble' rn foct the service centers hove to be plonned well inodvrrnce or of least olong with the BTS instoffotion in future.

r om enclosing the detoiled guidefines for opening of rurol B5NLse|vice centers. These centers are targeted to be opened during thecurrent 100 doys progromme. clorif icotions, if ony, on the subject moy beobtcrined from shri B. Mishro, Gh(Product Devefopment) in consumer
Mobility 6roup of BsNL co, Monthly progress of openingof thes e centers
m o y b e s e n t o n e - m o i | . b s e v e r Y f o r t n i g h t s t o r t i n g
f rom 15th July , zoog.

With best wishes,

Encl . :  As obove,
Yours sincerely,

,  J . t ' )  ,

(R.K. AGARW AL)
Shr i
Chi e1' G enerol Monoger,

Telecom Circle
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1.0_lBackground:
Nearly 25% of the total 400 million (approx) mobile connections are from rural areas.Neanly 60% of the growth in mobil. -uit.t is contributed by the rural population. Thereis a need to reengineer BSNL strategy in terms of: product, Distribution, Services,Marketing' and Media planning in ordei to be a major stakeholder in the growi'g mobilebusiness in rural areas. Study of a Cornpetitor's strategy has been made and the detailedguideline as given below has been approved for implerientation with immediate effect.

2.0,2\CTION PLAN:
r { ntulti brand outlet /general store/kirana store lattachakki located in a central andvisible place of the vil lage may be chosen as the Service Centre.
o List of villages SSA wise rnay be prepared which are having mobile coverage to

stafi with.
o Priority could be given to the villages where network is good and we should plan

to cover each vil lage where a BTS is being installed.
o The Agents could be Retailers of the existing Franchisee or DSAs as decided by

the CGMT of the circle. Adequate support person from a central area in terrns of
customer support should be provided and an offlcer is to be identified for the
sante in SSA/Circle level.

'  fhe logistics supporl in terms of SIMs/RCV etc could be provided by the SSA
through Sanchar sofi.

o The village post offices/co-ope'rative banks/rural banks could be our alternate
cltannel pafiners and effort may be made in the circle level to explore the same as
a future action.

o Proper Signboards with bsnl brand ambassador and posters may be displayed in
local languages prominently in the centers.

3.0.0lMethodolo91':

' The o\\ller is to be trained to be a Retailer of the Franchises or a DSA of BSNL to camy
out the following functions.

.  Se l l  S IMs
o Sel l  RCVs

Empowered to activate, Reetctivate, recharge mobile connections and sell VAS
like Ring tones. Music on demand.

o Change of SIMs (lt has been fbund that a
and nroving to the city to change the same

o Help Customers activate ancl stop services

lot of SIMs become faulty in rural areas
is an irritant for the Customer.)
on their mobiles.

May help rural Customers to r.rndertake repair of Mobile sets.

Fnter into any micro financing activities or any other activities as decided fronr
t ime to t ime.



4.0 IYo of Centers:
It is propot.rtro open at least one centre in each village Priority is to be given to the
villages already having mobile coverage.
5.0 llevenue Model:
The Agents are not in the Payroll of the Company.They earn their income from the
activities assigned to them as mentioned above and act as the retailer of some franchisees
or as; DSA as decided by the head of the Circle.

6.0 Future plans:
It is proposed to introduce some microfinance schemes like financing handsets; barter
s}'steu fbr agricultural products. mobile money transfer and the possibility of the same
coul,J be explored in the Circle level,


