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A Personal Note from the Founder

Dear Sri Ram and the BCT Leadership Team,

There are very few organisations in India that have spent five decades building something real without
seeking applause for it. BCT is one of those rare institutions. Founded in 1976 by Dr. BV Parameswara
Rao, your organisation has operated at the intersection of community trust and systemic rural
transformation for nearly half a century. That is not a credential to be taken lightly.

Yet the challenge you face today is not about the quality of your work. It is about the visibility and
strategic perception of that work. In a landscape where newer organisations with far less depth
command disproportionate attention, BCT's legacy risks being undervalued, not because it lacks
substance, but because it has not been projected with the strategic clarity the work deserves.

At Magsmen, we do not treat branding as a communication exercise. We see it as strategic architecture.
For an institution like BCT, repositioning is not about reinventing identity. It is about building a
perception system that accurately reflects the depth, rigour, and relevance of what you have already
built, and then aligning that perception to the ambitions of the next decade.

This proposal outlines how Magsmen can serve as your strategic partner in this effort. We approach this
engagement not as a vendor relationship, but as a long term advisory commitment to help BCT build the
brand capital its work has earned.

With respect and purpose,
Sandeep N

Founder and Strategic Consultant, Magsmen

MAGSMEN
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01 What This Consulting Is About

BCT does not have a performance problem. It has a perception problem.

Bhagavatula Charitable Trust has spent nearly five decades building integrated rural development
programs across Visakhapatnam district. The organisation has conducted over 100 pilot programs,
several of which became national models, including precursors to the SHG movement, rural banking
frameworks, and literacy primers adopted at scale.

Despite this track record, BCT operates with limited external recognition relative to its actual impact. This
is not a communication failure in the traditional sense. It is a strategic positioning gap. The work exists.
The evidence exists. What does not exist is a coherent perception architecture that connects BCT's
legacy, current programs, and future ambition into a single, clear narrative that communities,
government departments, funding institutions, and development partners can recognise and trust.

This consulting engagement addresses that gap. It is not about creating marketing materials or designing
campaigns. It is about building a strategic perception system that accurately represents BCT's depth and
directs stakeholder understanding toward the organisation's next phase of growth.
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02 The Goal

Transform BCT from an operationally strong but perceptually invisible organisation into

a recognised institution of rural development authority in Andhra Pradesh.

The singular transformation outcome of this engagement is recognition. Not fame, not publicity, but
structured institutional recognition. BCT must be seen by the communities it serves, the government
departments it partners with, the credit institutions it engages, and the broader development ecosystem
as a credible, relevant, and indispensable partner in rural transformation.

This recognition must be earned through strategic clarity, not promotional activity. The goal is to build a
perception infrastructure that makes BCT's 50 year depth visible and its future direction compelling.
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03 Objectives

The goal translates into the following strategic objectives:

Clarify Institutional Positioning. Define what BCT stands for in a single, unambiguous statement that
every stakeholder can understand and repeat. Move from a diffused multi program identity to a focused
institutional narrative.

Build Legacy Perception Capital. Systematically document and project BCT's 50 year contribution so it
functions as a trust signal rather than a historical footnote. Legacy must become a strategic asset, not
just an archive.

Align Stakeholder Perception. Conduct ground level perception audits with communities, government
officials, credit institutions, and field workers to understand how BCT is currently seen versus how it
intends to be seen.

Design Communication Infrastructure. Build a structured communication system that allows BCT to
project its activities, impact data, and vision consistently across all stakeholder touchpoints.

Prepare for Saturation Coverage. Develop the brand and narrative foundation required before BCT
scales its programs to 150 to 200 villages with the ambitious saturation approach discussed in leadership
conversations.

Address the Aspiration Shift. Reframe BCT's narrative to address the evolving needs of rural youth,
including education quality, skill relevance, economic ambition, and value system development.

MAGSMEN



\\ MAGSMEN
1

BRAND CONSULTANTS

04 Requirements As Understood

What was said, what was implied, and what the business context demandes.

Stated Needs

BCT's leadership has articulated the need for repositioning to increase visibility, communicate the
organisation's 50 year legacy to a wider audience, and build recognition among communities and
institutional partners. There is a specific interest in understanding how rural aspirations have shifted and
how BCT's narrative should evolve to remain relevant.

Implied Needs

The conversation reveals a deeper requirement: BCT needs an internal clarity exercise before any
external projection. The leadership discussed multiple possible directions, from full scale transformation
of vision and objectives to partial communication improvement. This ambiguity itself signals that the
organisation requires a structured strategic process to define what it wants to be known for in the next
decade, not just how to talk about what it has done.

Inferred Needs

BCT's scale ambition of moving toward saturation coverage in specific districts requires a brand
foundation that does not yet exist. Before you can approach 150 to 200 villages with a comprehensive
development model, you need government departments, banks, and communities to understand BCT's
role, credibility, and value proposition without requiring repeated explanation. The brand must precede
the scale.

STRATEGIC CONSULTING PROPOSAL | MAGSMEN
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05 The Rural Development Landscape

The sector has evolved. The question is whether BCT's external narrative has evolved with it.

Sector Shift: From Welfare to Aspiration

Rural development in India has undergone a fundamental transformation over the past two decades. The
original paradigm of meeting basic needs, including food security, sanitation, and literacy, has expanded
into a far more complex space encompassing digital access, economic aspiration, youth agency, skill
based employment, and community driven enterprise. The rural population today is not merely seeking
survival. It is seeking participation in India's economic story.

Government Architecture

Central and state government schemes including MGNREGA, DAY NRLM, Skill India, Digital India, and the
Aspirational Districts Programme have created a dense institutional framework. NGOs operating in this
space must now demonstrate not only grassroots presence but also strategic complementarity to
government programs. Perception among district level officials significantly influences an NGO's ability to
operate, partner, and scale.

Competitive Landscape

Organisations such as S M Sehgal Foundation, PRADAN, Dhan Foundation, and BRAC's India operations
have invested heavily in institutional branding, outcome documentation, and stakeholder
communication. These organisations may not have BCT's depth of legacy, but they command stronger
perception in funding circles and policy conversations because they have built visible brand architectures
around their work.

Funding Environment

CSR funding under Section 135 of the Companies Act has created new donor expectations around
measurable outcomes, reporting transparency, and institutional credibility. NGOs that cannot clearly
articulate their theory of change, impact metrics, and institutional identity are increasingly
disadvantaged in accessing both domestic and international funding.

The Youth Question

Rural youth today are connected digitally, aspirationally mobile, and increasingly dissatisfied with
traditional development approaches that treat them as beneficiaries rather than agents. Any
organisation seeking relevance with this demographic must speak the language of opportunity,
enterprise, and self determination rather than welfare and charity.
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06 BCT Today: Diagnosis

The work is real. The perception architecture is absent.

Strengths That Are Underutilised

BCT has assets that most development organisations would take decades to build. A 50 year operational
track record. Over 100 pilot programs, several of which became national models. Institutional
relationships at the highest levels of government, historically including direct engagement with Prime
Ministers and World Bank leadership. A residential school model. A KVK for agricultural extension. An ITI
for skill development. SMART centres in partnership with Tech Mahindra Foundation. A Grameena
Incubation Center supported by MeitY. Community rehabilitation programs for persons with disabilities.
This is not a thin organisation. It is a substantial institution operating well below its perception potential.

Perception Gaps Identified

First, there is no singular institutional narrative. BCT is described through its programs rather than
through a unified value proposition. This makes it difficult for any external stakeholder to quickly
understand what BCT is and why it matters. Second, the legacy narrative, while impressive, is not
structured for contemporary consumption. A timeline of achievements is not the same as a strategic
legacy story. Third, digital presence is minimal and does not communicate the organisation's depth or
current activity. Fourth, stakeholder communication is relationship dependent rather than system
dependent. When key individuals are present, BCT's story gets told. When they are not, the story
disappears.

The Core Constraint

BCT's leadership philosophy has historically prioritised doing over projecting. This is admirable and rare.
However, in the current development ecosystem, an organisation that cannot clearly communicate its
impact will lose access to partnerships, funding, talent, and policy influence regardless of the quality of
its work. The constraint is not resources or intent. The constraint is a strategic decision to invest in
perception infrastructure.
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07 The Repositioning Challenge

Repositioning BCT is not about changing what it does. It is about changing how it is
understood.

Based on leadership discussions, two approaches were considered:

Option A: Full Transformation. A complete reimagining of BCT's vision, mission, and organisational
objectives to reflect evolving rural development realities including spiritual well being, value systems,
and nationalistic thinking. This is a comprehensive overhaul that requires significant internal alignment
and carries risk of disconnecting from the legacy.

Option B: Strategic Projection. Maintaining BCT's core identity and operational focus while building a
structured communication and perception system that makes existing work visible, relevant, and
compelling to all stakeholder groups. This preserves institutional integrity while creating the visibility
infrastructure for scale.

Magsmen Recommendation: Begin with Option B as the immediate priority, with
elements of Option A integrated over a 12 to 18 month horizon. You cannot reposition

what has not yet been clearly positioned. BCT must first build its perception baseline
before it evolves its strategic direction. Project first, then evolve.

MAGSMEN
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08 Strategic Direction: How BCT Should Be Repositioned

BCT must shift from being known as an NGO that runs programs to being recognised as

an institution that builds rural self reliance systems.

The Core Repositioning Principle

BCT's current identity is fragmented across its individual programs: education, skill development,
agriculture, disability rehabilitation, community organisation. Each is valuable, but collectively they do
not tell a single story. When a government official, a funder, or a community leader encounters BCT, they
see a collection of activities rather than a unified institutional purpose. Repositioning means solving this.
BCT must own one idea in the minds of every stakeholder it serves.

The Repositioning Framework: Three Strategic Shifts

Shift 1: From Activity Identity to Purpose Identity. BCT should no longer introduce itself through its
programs. It should introduce itself through its purpose. The proposed institutional positioning: BCT
exists to build self reliant villages by developing leadership, enterprise, and capability within
communities so they can solve their own problems sustainably. Every program BCT runs, whether
education, agriculture, skilling, or incubation, is an expression of this single purpose. The residential
school builds rural leaders. The KVK builds agricultural self sufficiency. The ITI and SMART centres build
employable capability. The Grameena Incubation Center builds enterprise capacity. When these are
connected under one purpose narrative, BCT stops looking like a multi program NGO and starts looking
like an integrated rural transformation institution.

Shift 2: From Invisible Operator to Visible Authority. BCT has earned the right to be an authority voice
on rural development in Andhra Pradesh. It has more ground level experience than most policy advisors,
more operational data than most research institutions, and more community trust than most
government programs. The repositioning must claim this authority position deliberately. This means BCT
should be the organisation that government departments consult before designing district level
programs. It should be the institution that funding bodies reference when evaluating rural development
models. Authority is not self declared. It is built through consistent visibility of credible work.

Shift 3: From Legacy Organisation to Future Facing Institution. The biggest perception risk for BCT is
being seen as a legacy organisation that is historically significant but no longer forward looking. The
Grameena Incubation Center, the partnership with Tech Mahindra Foundation, the Farmer Field Schools,
and the tribal education initiative in Paderu are all evidence that BCT is evolving. But this evolution is not
visible externally. Repositioning must project BCT as an institution that honours its past while actively
building for a different rural future, one where villages are not dependent communities but participating
economic units.
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The Repositioning Statement (Preliminary Direction)

Bhagavatula Charitable Trust: Building self reliant villages since 1976. Through integrated
programs in education, livelihoods, agriculture, and enterprise, BCT develops leadership and
capability within communities so that villages become engines of their own prosperity.

This positions BCT not as a charity that provides services, but as an institution that builds capacity. The
distinction is critical. It shifts the narrative from dependency to empowerment, from programs to
purpose, and from historical significance to ongoing relevance.

MAGSMEN
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09 Strategic Direction: Communicating the 50 Year Legacy

Legacy is not a timeline. It is a trust architecture. The question is not what BCT has done

but what BCT's history proves about its capability.

Why Most Legacy Communication Fails

Organisations with long histories typically communicate their legacy through chronological timelines,
founder tributes, and milestone lists. This approach is emotionally satisfying for internal stakeholders but
strategically useless for external audiences. A government official does not care that BCT was founded in
1976. A funder does not care about a list of programs. What they care about is evidence that BCT has the
capability, credibility, and staying power to deliver results in their area of concern. Legacy
communication must answer one question: what does this history prove about what BCT can do today
and tomorrow?

The Legacy Communication Framework: Four Layers

Layer 1: Proof of Staying Power. BCT has operated continuously for nearly 50 years. In a sector where
most NGOs last less than a decade, this alone is a powerful signal. But it must be communicated as
institutional resilience, not just longevity. The narrative should emphasise that BCT has survived
leadership transitions, funding cycles, policy changes, and generational shifts in rural India. It has
adapted without losing its core purpose. This is the trust foundation.

Layer 2: Proof of Innovation. BCT pioneered models that later became national programs. The women's
self help group model that BCT developed was a precursor to the DWACRA and SHG movements that
now operate at massive scale across India. The rural banking and literacy primer models were adopted
for replication nationally. These are not small achievements. They demonstrate that BCT does not just
implement programs but creates frameworks that shape policy. This layer must be communicated with
specificity: name the innovation, name the national adoption, and name the scale of impact.

Layer 3: Proof of Credibility. Dr. BV Parameswara Rao's engagement with Prime Minister Indira Gandhi,
Rajiv Gandhi, and World Bank President Robert McNamara on India's rural development direction is an
extraordinary institutional credential. The Week magazine recognition as Man of the Year is another.
These are not vanity awards. They are evidence that BCT operated at the highest level of policy influence
in its field. This layer must be communicated not as nostalgia but as institutional pedigree that the
current leadership carries forward.

Layer 4: Proof of Current Relevance. The strongest legacy communication is not about the past at all. It
is about connecting the past to the present. BCT's Grameena Incubation Center, its SMART centres, and
its tribal education initiative in Paderu are evidence that the institution continues to evolve. The legacy
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story must always end with where BCT is going, not where it has been. The narrative arc should be: we
pioneered it then, we are evolving it now, and here is what we are building next.

The 50th Year as a Strategic Milestone

BCT is approaching its 50th anniversary. This is not just a celebration opportunity. It is a repositioning
moment. A well structured 50th year campaign, combining a flagship event, a legacy publication, a
digital storytelling series, and targeted government and funder outreach, can create more institutional
visibility in 12 months than BCT has achieved in the previous decade. This milestone must be treated as a
strategic asset, not a ceremonial formality.
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10 Addressing the Emerging Context

Rural youth are not waiting for development to reach them. They are leaving. BCT's

relevance depends on whether it can speak to aspiration, not just need.

The Aspiration Shift in Rural India

The leadership team raised a critical observation during discussions: rural development is no longer
about meeting basic needs. It is about nurturing ambitions. Today's rural youth have smartphones, social
media access, and exposure to urban lifestyles. Their dissatisfaction is not with poverty alone but with
the absence of opportunity, dignity, and agency. They do not want to be beneficiaries of schemes. They
want to be participants in India's economic story. BCT's programs, particularly the ITI, SMART centres,
Grameena Incubation Center, and residential school, already address this shift. But the institutional
narrative has not caught up.

Government Perception: The Strategic Priority

The advisory team correctly identified that government official perception is a critical variable. An NGO's
ability to operate, scale, and influence at the district level is directly proportional to how it is perceived
by the district administration. Currently, BCT's relationship with government appears to be relationship
dependent rather than institution dependent. When key BCT leaders are present, the relationship works.
When they are not, BCT is just another NGO on the list. The repositioning must change this. BCT needs
to become an institutional reference point for rural development in Visakhapatnam district through
consistent stakeholder communication, documented outcome data that officials can reference in their
own reports, and proactive engagement at the planning stage of government programs.

Scaling Through Perception, Not Just Programs

The ambition to achieve saturation coverage in specific districts, reaching 150 to 200 villages with a 70 to
80 percent success rate, is bold and achievable. But it cannot be done by scaling operations alone. Before
BCT enters a new village or a new mandal, its reputation should precede it. Communities should already
know what BCT stands for. Government officials should already consider BCT a credible partner. Credit
institutions should already understand BCT's model. This is what perception infrastructure does. It
reduces the friction of every new interaction. It converts cold introductions into warm partnerships. It
makes scale possible without proportional increase in effort.
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11 The Nine Pillar Awareness and Activation Strategy

Nine interconnected pillars that build BCT's visibility, credibility, and community of

support across every stakeholder group that matters.

The following strategy is not a marketing plan. It is an institutional awareness architecture designed to
create compounding visibility over 18 months. Each pillar serves a distinct strategic function and feeds
into the others. The pillars are sequenced so that the foundational work of storytelling and
documentation enables every activation that follows.
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Pillar I: Impact Communication

The Family Story, Not the Organisation Story

The biggest communication mistake NGOs make is speaking about themselves. A statement like "BCT
trained 2,500 entrepreneurs" communicates a statistic. Nobody feels a statistic. The same truth,
reframed as a family story, lands completely differently. Consider: "Sunitha started a dairy unit in 2019.
Her daughter just got into an engineering college. Sunitha says BCT did not build the unit. It built her
daughter's future." That second version communicates more impact than the first ever could.

This pillar shifts BCT's entire communication philosophy from organisation centred messaging to
beneficiary centred storytelling. Every piece of content BCT produces, whether for its website, a
government presentation, a donor pitch, or a social media post, must be restructured around the
individual and family transformation, not the programme that delivered it.

The Two Layer Narrative Structure

Layer 1 focuses on the individual. Who is this person? What was their life before BCT's intervention? This
must be presented with dignity, not poverty. Their skills, their dreams, their constraints are documented
without sentimentality. Layer 2 captures the family ripple. This is the emotional core. How did the
intervention change not just the individual but their children, their household economics, their sense of
what is possible? The next generation angle is what makes BCT's work feel like lasting transformation
rather than temporary relief.

This reframing has a specific strategic purpose. When BCT presents to government officials, the family
story demonstrates systemic impact. When BCT approaches funders, the family story proves
sustainability. When BCT communicates with communities, the family story builds trust because people
see their neighbours, not an institution.

Pillar II: Spotlight Documentation

Before and After, with Images and Voice

Each Spotlight is a documented individual story with photographic evidence that is not staged, not
polished, but real. The "before" is gathered from BCT's own field records and the person's recollection.
The "after" is documented today. The subject narrates their own story. BCT does not narrate it for them.
This is what makes it publishable: journalists can verify it, editors trust it, readers believe it.

What Each Spotlight Contains

First, a portrait photograph from before the association. BCT's field teams have archives going back
decades. If no photo exists, the subject holds an old document, ID card, or item from that time while
recounting their story. The visual anchors the narrative in time. Second, a portrait photograph taken
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today. The same person, same location if possible. Not in a studio. In their real environment: their unit,
their farm, their home. This contrast between then and now is the story itself.

Third, one handwritten data point. Income then versus now. Number of children in school then versus
now. Something specific and verifiable. This transforms a human story into an evidence backed case
study that is usable in CSR decks, government presentations, and foundation proposals simultaneously.
Fourth, a direct quote from the subject, in their own words, describing what changed. In Telugu.
Translated into English. Never paraphrased by BCT. The authenticity of the original language is what gives
the quote its credibility.

The Spotlight library should target 20 documented stories in the first six months. These become BCT's
most versatile communication asset. A single Spotlight can be deployed as a social media carousel, a one
page insert in a government presentation, a PR pitch to a regional newspaper, a section of an annual
report, and a visual element on the website. The investment is minimal. The return compounds over
every use.

Pillar lll: Crowdfunding and City Activation
Run for Rural: Vizag's Quality Audience Funding BCT Directly

This pillar introduces a BCT branded annual event in Visakhapatnam that ties physical activity such as
running, cycling, yoga, or a walkathon to rural funding that directly impacts lives. Every participant raises
a minimum pledge of 500 to 2,000 rupees through a personal fundraising page. Their participation
creates a visible event that introduces BCT and its 50 year legacy to an urban audience that currently has
no touchpoint with the organisation.

The strategic logic is specific to Visakhapatnam. The city has an active running and wellness community
including established groups like Vizag Runners, Weekend Warriors, and corporate fitness groups from
the pharma and IT clusters. These are exactly the quality audience BCT needs for awareness: individuals
with disposable income, social reach, and professional networks. They are urban professionals who will
get to know BCT's voice through participation, and the event creates a reason for ongoing involvement
beyond a one time donation.

The event should be designed as a recurring annual property that grows each year. Year one focuses on
establishing the format and generating 200 to 500 participants. Year two expands through corporate
team sponsorships and media partnerships. By year three, "Run for Rural" becomes Vizag's signature
cause driven event, permanently associated with BCT in the city's consciousness. The operational cost is
low: venue, permits, t shirts, and a basic digital fundraising page. The awareness return is
disproportionately high because every participant becomes a broadcaster for BCT within their own social
network.

STRATEGIC CONSULTING PROPOSAL | MAGSMEN
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Pillar IV: Digital Activation

Video First Content Engine: Consistency Over Virality

This pillar converts Pillars | and Il into a structured digital content engine. The objective is not viral
moments. It is consistent, credible content production that builds BCT's digital footprint over 18 months
without exception. The content architecture operates across four formats using a single camera setup.

Format 1: Impact Stories

These are 60 to 90 second vertical videos drawn directly from Pillar | content. The beneficiary speaks to
camera in Telugu with subtitles. Shot on a smartphone by BCT's own team. No production house is
needed. Posted as Instagram Reels and YouTube Shorts. Published biweekly. The format is designed for
emotional resonance and shareability.

Format 2: Spotlight Series

Before and after photo carousels drawn from Pillar Il content. Four to six images per post with captions
in Telugu and English. Published once per month. This format is optimised for saves and shares, which
are the metrics that social media algorithms reward most heavily for reach expansion.

Format 3: BCT Behind the Scenes

Thirty second clips of what happens daily at BCT: a field officer visiting a village, a Grameena Incubation
startup pitching to mentors, a dairy FPO's first batch being processed, students at the residential school
participating in Grama Prerana. This humanises the organisation and costs nothing to produce beyond
the time of the person holding the phone.

Format 4: The Rural Economy Intelligence Series

Static infographics presenting one data point per post. For example: "One rupee invested in rural skill
training returns 4.2 rupees to the local economy." These are shareable, credible, and position BCT as a
thought leader rather than just an NGO. Published weekly on LinkedIn. This format specifically targets
the government official, funder, and corporate CSR audience.

The non negotiable commitment: one piece of content per week minimum, every week, for 18 months
without exception. A BCT employee or dedicated volunteer must own this function. No external agency
is required. A community manager and a 15,000 rupee smartphone camera setup is the entire budget
needed.

Pillar V: Volunteer Activation

Volunteer Your Vacation: A Transformative Experience, Not a Charity Ask
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BCT should never ask for volunteers the way most NGOs do. The framing of "come help the poor" repels
exactly the people BCT needs to attract. The repositioning reframes volunteering entirely: BCT offers an
experience that urban professionals cannot get anywhere else. Real work. Real impact. Real rural India.
With accommodation and meals provided. This is immersive volunteering designed so that the
experience changes the volunteer as much as it helps the village.

Programme Structure: BCT Village Week

Duration is two to three weeks. Volunteers stay at BCT's allocated location with meals, accommodation,
and local travel included. The programme targets urban professionals who have useful skills: a finance
professional teaching basic accounting to FPO members, a supply chain manager advising a cashew
processing unit, a doctor running a health awareness camp, a teacher training BCT's school staff. Any
skill, applied in a real context.

The daily structure is designed for maximum impact. Morning sessions involve field work including
village visits and engagement with rural entrepreneurs. Afternoon sessions are structured skill sharing
where BCT provides the room and the audience. Evenings include community dinner, cultural exchange,
and reflection. There is no performative activity. No painting walls for photographs.

The Awareness Multiplier

Every volunteer who leaves BCT's campus tells 20 to 50 people what they experienced. They post about
it on social media. They talk about it at work. They bring colleagues the following year. This is BCT's
highest return on investment awareness vehicle because the volunteer becomes a permanent,
enthusiastic ambassador for the organisation. The cost is minimal since BCT already has the campus
infrastructure. The awareness return is exponential because each volunteer's network becomes a new
audience for BCT's story.

An additional benefit is talent pipeline development. Young professionals who volunteer at BCT may
choose to contribute long term, bring new digital and operational capabilities, and help moderate BCT's
digital channels with fresh energy and contemporary communication skills.

Pillar VI: Student Internship Programme

Internships That Mean Something: Impact Over Salary

Students from rural backgrounds and final year students, especially those in social work, rural
management, agriculture, and engineering, are actively looking for internships that give them real world
experience. Students from rural areas in particular gain the backbone to start their own businesses
through structured field exposure. A BCT internship offers something a Big Four internship never can: the
moment you see a decision you recommended actually change someone's income. That is a career story
that lasts forever. BCT should position itself as the most prestigious rural internship in Andhra Pradesh.
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Programme Design

Duration is a few weeks, with students embedded in BCT's field operations, not in an office. They work
alongside BCT's programme teams on live projects. Every intern produces one structured deliverable: a
market linkage report for a processing unit, a digital marketing plan for a farmer startup, a financial
model for an FPO. Real work, not manufactured projects. BCT uses the output. The student puts it on
their CV. Both sides gain tangible value from the exchange.

The strategic value for BCT is threefold. First, it creates an annual pipeline of young energy and fresh
thinking. Second, every intern who returns to their college or workplace becomes an awareness
multiplier in exactly the academic and professional networks BCT needs to reach. Third, it positions BCT
in the minds of university placement cells and faculty as a serious institutional partner, opening doors for
future research collaborations, government programme partnerships, and recruitment.

Pillar VII: Institutional Slogan
What BCT Is in Six Words or Less

BCT does education, skill development, PwD rehabilitation, agriculture, women's empowerment, FPO
development, startup incubation, and innovation hubs. Most NGOs in this position try to say all of it and
say nothing. The slogan must work at the highest level of abstraction: what is the single outcome BCT is
after? The answer is rural prosperity. The slogan should say that in a way that makes someone feel
something.

The slogan must pass three tests. First, it must work on a village wall painting and be understandable to a
farmer in Visakhapatnam district. Second, it must work on a pitch deck slide in front of a corporate CSR
committee. Third, it must work on a campaign poster for the Run for Rural event. If a single line cannot
pass all three tests, it is too narrow or too abstract. Magsmen will develop, test, and refine this slogan as
part of the positioning module, ensuring it becomes the verbal anchor for every piece of BCT's
communication going forward.

Pillar VIII: Adopt a Village

Corporate Programme: Give Companies a Named Relationship, Not a Generic Donation

The most common problem with corporate CSR engagement in rural development is that it feels
transactional. A company writes a cheque, receives a generic utilisation certificate, and the relationship
ends. There is no emotional ownership, no ongoing visibility, and no reason to renew. The Adopt a
Village programme solves this by giving companies a named, visible, and measurable relationship with a
specific village.
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The structure is straightforward. A company adopts a specific village through BCT's programme, for
example, Yerravaram village through BCT's processing unit programme. In return, the company receives
named recognition at the village site, an annual impact report specific to that village showing
measurable change, employee volunteering access through the BCT Village Week programme described
in Pillar V, and BRSR compliant documentation for their ESG reporting requirements.

The named ownership creates a relationship that renews annually, unlike a one time CSR transaction.
The company's employees visit "their" village. The company's annual report features "their" village's
progress. The company's CSR committee has a living, visible proof point of their social investment. For
BCT, this programme creates predictable, recurring revenue tied to specific operational areas, which
directly supports the saturation coverage ambition.

Pillar IX: Global Telugu Leadership Gateway

AP'’s Global Leaders Shaping the Next Generation of Rural Entrepreneurs

This pillar connects BCT to a network that most rural development NGOs cannot access: C suite Telugu
professionals operating globally. Magsmen brings its network of senior Telugu business leaders
worldwide into this collaboration, with the intention that this partnership may open pathways that have
not yet been formalised but are being actively developed.

The strategic vision is to create a bridge between globally successful Telugu professionals and BCT's rural
entrepreneurs. A technology executive in the United States mentoring a Grameena Incubation Center
startup. A finance professional in Singapore advising an FPO on market linkages. A supply chain specialist
in the Middle East helping a cashew processing unit access export markets. These connections do not
require large budgets. They require structured introductions and a credible institutional platform. BCT,
with its 50 year track record and Magsmen's professional network, can become that platform.

This pillar serves a dual purpose. For BCT's beneficiaries, it provides access to mentorship, market
knowledge, and professional networks that would otherwise be completely inaccessible. For the global
Telugu professionals, it provides a meaningful, structured way to contribute to their home state's rural
development, something many are actively seeking but have no credible channel to access. BCT becomes
the bridge.
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12 Deliverables

The engagement will produce the following tangible outputs:

Institutional Perception Report. Findings from ground level research across communities, government
departments, and credit institutions with gap analysis and strategic implications.

Legacy Narrative Document. A structured strategic narrative of BCT's 50 year journey designed for
deployment across stakeholder communication, digital platforms, and partnership presentations.

Positioning Framework and Slogan. BCT's institutional positioning statement, value proposition,
stakeholder specific message architecture, and the six word institutional slogan tested across audience
segments.

Nine Pillar Activation Playbook. Detailed implementation guide for each of the nine awareness pillars
including templates, content calendars, programme structures, and measurement criteria.

Impact Story and Spotlight Library. First batch of 10 documented impact stories and 5 full Spotlight
packages ready for deployment across digital, print, and presentation formats.

Digital Strategy Direction. Content architecture, platform priorities, posting cadence, and the complete
framework for the video first content engine.

Stakeholder Engagement Plan. A 12 month structured approach for rebuilding institutional visibility
with government, financial, and development partners.

Strategic Roadmap. A phased 18 month action plan with clear milestones, responsibilities, and
measurement criteria for tracking perception shift and stakeholder engagement progress.
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13 Engagement Model and Timeline

A 12 week structured engagement with three distinct phases.

PHASE ACTIVITIES DURATION

Discovery and Audit Field visits, stakeholder Weeks 1to 4
interviews, perception mapping,
legacy documentation review,
impact story collection

Design and Framework Positioning definition, slogan Weeks 5 to 8
development, nine pillar
activation design, narrative
architecture, digital strategy,
content engine setup

Delivery and Roadmap Final deliverables, activation Weeks 9 to 12
playbook, stakeholder
engagement plan, 18 month
roadmap, leadership presentation

Field visits will be conducted in selected BCT operational areas as identified by the leadership team.
Interactions will include randomly selected community members, relevant government department
officials, and credit institution representatives. The first batch of Impact Stories and Spotlights will be
documented during field visits in Phase 1.
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14 Pricing and Commercials

A consulting engagement structured for institutional impact at a cost model respectful of NGO
realities.

Magsmen recognises that BCT operates as a non profit institution with resource constraints that are
fundamentally different from commercial enterprises. This engagement is priced at a significantly
reduced consulting rate that reflects our respect for BCT's mission and our commitment to supporting
institutions that build long term social value.

COMPONENT DETAILS

Engagement Duration 12 Weeks (3 Months)

Consulting Fee (NGO Special Rate) To be discussed with leadership

Field Visit and Travel Costs At actuals, pre approved by BCT

Payment Structure 40% on engagement start, 30% at mid review, 30% on

final delivery

Scope Exclusions Design execution, printing, media buying, technology
implementation

Magsmen's standard consulting engagement for an institution of this complexity would be priced at a
significantly higher rate. The fee structure for this engagement reflects a conscious decision to support
BCT's mission. This is not a discounted service. It is a full depth consulting engagement delivered at a
cost that respects the realities of non profit operations.
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15 Why Magsmen

Because BCT needs a strategic partner who understands institutions, not an agency that

sells campaigns.

We Think in Systems, Not Campaigns. Magsmen does not approach branding as a set of communication
activities. We see brand as a strategic architecture that connects identity, perception, experience, and
growth into a single coherent system. For an institution like BCT, this systems level thinking is essential
because the challenge is structural, not cosmetic.

We Understand Legacy Institutions. Many consultants would approach BCT's 50 year history as either
irrelevant or as a limitation. We see it as BCT's most powerful strategic asset, one that needs to be
structured, not discarded. Our methodology treats legacy as perception capital that, when properly
architected, creates trust at a scale that no marketing spend can replicate.

We Have Regional Understanding. Magsmen operates with deep familiarity of the Andhra Pradesh
market landscape, institutional dynamics, government machinery, and cultural context. This is not a
Delhi or Mumbai consultancy applying generic frameworks. Our recommendations will be grounded in
regional realities.

We Bring Networks That Matter. Through Pillar IX, Magsmen connects BCT to a global network of C
suite Telugu professionals that no other rural development consultant can offer. This is not a vague
promise. It is an active network that Magsmen has built through years of professional engagement.

We Build Capacity, Not Dependency. Our deliverables are designed so that BCT's existing team can
operate the communication and perception systems independently after the engagement concludes. The
nine pillar activation strategy is specifically designed for low budget, high impact execution using BCT's
own resources.

MAGSMEN



A\ MAGSMEN

BRAND CONSULTANTS

16 Next Steps

To move this engagement forward, the following actions are recommended:

1. Leadership Alignment Meeting. A focused session between Magsmen and BCT's core leadership
team to confirm scope, clarify expectations, and align on the perception audit methodology and pillar
prioritisation.

2. Field Visit Planning. BCT to share specific operational areas and key stakeholder contacts, including
district level government officials, credit institutions, and community leaders, for the perception audit
and impact story documentation phase.

3. Information Package. BCT to provide access to existing organisational documents, annual reports,
program documentation, field archives, beneficiary records, and any previous communication materials
for baseline review.

4. Engagement Confirmation. Formal confirmation of engagement terms and commencement timeline.
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