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Team on a mission: BEL's six business heads

can provide us with the best prod-
ucts. Moreover, we provide them
with market feedback and help them
bring about the necessary changes in
the production line,” says Tandon of
appliances BU.

“Our association with BEL goes
back to 1970," says Rakesh Gupta of
Mumbai-based Konark group. “All
these years, our relationship has
moved quite smoothly and, hence,
we have been working only for them.
BEL was instrumental in our collabo-
ration with GE in the field of street
lighting in 1994." Konark has been
supplying products in the luminaires
space like floodlights and street lights
to BEL. Last year, it supplied prod-
ucts worth more than 2100 crore to
BEL from its production units in Hi-
machal Pradesh and Daman.

“Emkay is the biggest vendor for
BEL," says Tarun Murarka of Emkay
Appliances, another dedicated vendor,
“We have grown over the years, main-
taining a cordial relationship.” Emkay
Appliances manufactures fans, water
heaters and room coolers at its units
in Himachal Pradesh, Uttranchal and
Noida. “These vendors are like our
family members,” savs Shekhar Bajaj.
“Over the years, they have been com-
mitted to us and played a big role in
our growth story. We have also tried
to take care of them.” Bajaj recalls an
incident, when one of its vendors,
Starlite Lighting Ltd, faced financial

stress and BEL stepped in to bail it out.
BEL picked up 32 per cent equity for
7.5 crore in this Nashik-based Com-
pact Fluorescent Light (CFL) produc-
ing company in March 2007, Starlite
Lighting had struggled for working
capital, following a slump in demand
in export markets. Ever since
it got the capital infusion
from BEL, the com-
pany has made rapid
strides. From %27
crore in 2007-08,
its turnover has
gone up to T100
crore in FYI11. Tt
invested ¥40 crore
in 2009 to expand
its CFL capacity to
40 million units from
13 million units. “BEL
has shown a big trust in us.
Their association has helped us
grow faster. Today, we have emerged
as a T100 crore company and aim to
double our turnover in the next 2-3
vears,” savs Ravindra Bharthi, manag-
ing director, Starlite Lighting, which
supplied CFLs worth 260 crore to BEL
during the last fiscal. Starlite has been
supplying to BEL since 2003.

While BEL has helped its vendors
produce quality products, it has also
prompted a large number of its dedi-
cated vendors to move production
base to backward areas in Himachal
Pradesh, Uttranchal and other
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similar locations for cost effective
production. “It was BEL which want-
ed us to shift production from Mum-
bai to one of such locations. In 1998,
we set up facilities for ballasts and in-
door luminaires,” says Gautam Mal-
kani of Multi Lighting, which has
been associated with BEL since 1969,
Last year, the company supplied 15
crore worth of products to BEL.

Sourcing
In addition to domestic vendors, the
company has also gone in for Chi-
nese sourcing in the last few years. In
fact, it is sourcing as much as 20 per
cent of appliances and fans as also 5
per cent of luminaires from China.
Apart from enjoying the competi-
tive pricing, the company has also
been able to effectively face the com-
petition from Chinese companies.
“Instead of fighting with them and
losing market share, we thought of
partnering with them and sourcing
products from them. This strategy
has worked out quite nicely in recent
years for us,” says Ramakrishnan.

This wvendor-driven outsourcing
approach has attributed huge
benefits to BEL. Not only
does it provide flexibil-
ity in operations and
competitive pricing,
but it also helps
it keep asset light
and focus on the
key area of mar-
keting and distri-
bution. Moreover,
this has also allowed
the company to spend
more time and resources
in ReD activities. BEL has es-

tablished an R&D centre in Mumbai
for product development and quality
assurance for small appliances. It has
got a government of India-approved
Lighting Development Centre. It also
has a in-house fan designing and de-
velopment centre at Chakan, Pune.
“BEL is an asset light entity. This has
enabled it to concentrate more on
marketing and distribution, which
is a key element for success in the
business it is into,” says Rahul Gajare
of Edelweiss Securities.

Backed by its R&D efforts and col-
laborations, the company has been
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State-of-the-art CFL production line

able to launch newer products across
segments. It is also trying to consoli-
date its position in emerging areas
like energy efficient CFLs and foray-
ing into LED (light emitting diode)
lighting, which is going to revolu-
tionalise the lighting space in the
next few years. It is re-entering the
pressure cooker sector after a gap of
25 years. After successful test market-
ing in West Bengal and Orissa for the
last couple of years, the company will
launch pressure cookers on a pan In-
dia basis this vear. It is betting big on
the water purifier market and plan-
ning to launch a wide range of water
purifiers for rural as well as urban
markets. Besides, BEL is also going to
launch DG sets after test-marketing
in Tamil Nadu and Kerala. It is try-
ing to consolidate its position in the
water lifting pumps after being in the
market for two years.

Rural play

Going forward, the company also
plans to focus on penetrating ru-
ral markets to expand volumes for
its electrical appliances and utility
products. “The Rural market is go-
ing to be a major thrust area for the
company. We have in fact already got
some people specially looking into
rural markets. We are also finalising
a special team in each business unit
to take care of rural penetration,”
says Ramakrishnan.

Markets for all the company’s
businesses have been seeing a robust
growth with growing consumerism
and urbanisation. With the economy
growing and demography changing,
the market is expected to get more
organised in the coming years.
“In the last decade or
50, the market for or-
ganised plavers has
expanded at the
cost of those in
the unorganised
sector, with price
differential nar-
rowing down.
This is likely to
continue  further
in favour of brand-
ed players,” says Swa-
roop. Bolar, manager,
marketing, Crompton
Greaves, which is the number
one player in the organised
fan market, with a 24 per cent share.
The organised market, accounting for
around 65 per cent of the production,
is growing at a rate of 20 per cent.

While BEL has tried to consolidate
its position in the consumer durable
sepment, it is betting big on its rela-
tively new engineering and project
business. In a short time, it has ex-
hibited a remarkable manufactur-
ing as well as execution ability for
turnkey projects. Currently, it boasts
more than 250 engineers in its strong
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workforce of 500 people. In future,
the company is likely to gain confi-
dence in newer areas like rural elec-
trification and turnkey EPC projects
in the power transmission segment.
BEL has also forayed into the manu-
facture of next generation transmis-
sion towers (called monopoles) with
the fabrication and execution of
India's first monopole in Noida for
Power Grid Corporation. “The E&P
cdivision has grown at a CAGR of more
than 30 per cent in the last five years.
I'his segment will continue to be the
growth driver for the company,” says
Anant Bajaj.

The E&P division has also started
exporting high-masts, towers and
poles to Kenya, Uruguay, the Caribbe-
an, Sri Lanka, Mauritius and the Mal-
dives in the past. It also undertook
a few street lighting projects in the
Middle East and Ethiopia. All these
export-related  activities  (currently,
quite insignificant) of BEL are carried
out through its group company -
Bajaj International.

BEL's recent initiatives, which have
started showing results in the
last few wears, have also
put the company on a
high growth trajec-
tory. With changes
brought about in
the organisation-

al structure, the
company  looks
maore focussed
in its approach.
It has developed
a business model
which will benefit
immensely from op-
portunities arising from
the infrastructure sec-
tor, as also from the fast-
changing consumer market. Backed
by a trusted brand, BEL is ready to ex-
plore the market with a much wider
product  portfolic and  strong
distribution network.

However, it remains to be seen
how the company sustains these re-
cent measures in the long run and
move to the second phase of growth.
I'he market is growing, true, but the
competition is also intensifying with
the entry of new players.

® ARBIND GUPFTA



