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Introduction



BT Business Overview
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BT Small and Medium Businesses:
Our Customers and Our Markets
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Our Customer segments and needs

• Businesses in the UK (typically 1-249 employees). Over 5.5m Small and medium 
businesses in the UK (typically 1-249 employees) spending over £5bn per annum on 
telco solutions.

• Three Segments: Micro 0-9| Small 10-49| Medium 50-249

• Customer needs are underpinned by flexibility, reliability, security 

• Growing demand for digital skills, ecommerce solutions and contactless payments

Market trends

• Market value growing 4% CAGR 23-28

• More SMB deaths than births in FY23 but confidence is improving

• Mainly major brands (Vodafone / VMO2) competing in the micro & bottom end of 
small

• The market at the top of small and into medium is fragmented - 40% with local 
resellers



Technology Shifts Create Opportunities for BT to 
Offer Next Generation Products

5

…Software-based, highly scalableInflexible, hardware based, difficult to scale…

…Cloud computeOn-premise workloads…

…VoIPCopper phone lines…

…High bandwidthSlow bandwidth…

…5G3G, 4G and 4G LTE…

…Hybrid workersOffice workers…

Legacy Next Gen



We Have Used 8 Pillars to Agree the Target State
and How We Get There
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How will we meet our ambition and vision?

What tools and resources do we need 
to deliver?

Who is our target audience? What solutions will we 
offer them? Where will we reach them?

What impact will this have on our business and what do 
we need to do to achieve it?

What change do we want to create for our customers?

8. Campaign 
Roadmap

A: Transformation Plan
B: Wave 1 pilots
C: Wave 2 pilots 

6. Business 
Capabilities

7. 
Governance

3. Customer 
Audience

4. Value 
proposition

5. Sales 
Channels

2. Operational & 
Financial Ambition

1.
Customer 

vision



To achieve Our Vision, We Will Adapt Our Approach 
to Supporting SMB Customers
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ACQUIRE
new customers via a 

hyper-tailored 
experience

ENRICH
customer value by 

providing solutions that 
meet needs

RETAIN
our base by engaging 
every customer at key 

moments of truth 



Our Base Management Transformation Will ‘Enrich’ 
and ‘Retain’ Our Customers

8

3 immediate goals for the 
Transformation…

…setting the foundation for
building long term capability

Increase Base Visibility01

Take a data & intelligence-
led approach02

Deliver CLTV based 
engagement03



Where are we now?



A Maturity Assessment Identified Capability Gaps 
and Benchmarked Against Best Practice
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BT SMB’s maturity was 
assessed across core 
capabilities covering…

01 Strategy

02 People & process

03 Customer engagement

04 Data

05 Technology

Illustrative Maturity Results 

Lower performing Telco Mid performing Telco Higher performing Telco

0

1

2

3

4
External Perspective

Commercial Strategy

Channel Strategy & Op
Model

Agil ity, Customer
Centricity & Op Model

Customer
Enagagement Model

Campaign Activation

Commercial WrapProduct & Proposit ion's

Data-led Decisioning

Single View of Customer
Data

Propensity Modell ing,
Reporting & Insight

Segmentation and ICP

Digital Customer &
Seller Experiences

I l l u s t r a t i v e  



Two Areas Highlighted the Largest Opportunity to 
Deliver Fundamental Change
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Holistic customer engagement with 
segmentation based on potential and 

value

360-degree of the customer enables 
personalisation of customer interactions 

to enhance the ‘base experience’

Customer Engagement Model Data-led decisioning

Use of advanced AI and machine 
learning, shifting how sellers target high 
value customers and placing data driven 

decision making at the core of the 
revenue generation process



BT Needs to Move From a Product to Customer 
Focus…
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Current State Campaign engagement

Future State Customer Engagement Model

No consideration to differentiate 
engagement based on the customer, with 

only a single asset view taken 

Customer engagement approach differentiates the contact sequence based 
on a wider range of customer attributes

How we view the customer today
(isolated product asset focus)

How we should view customers in future
(holistic considering portfolio, sector vertical, propensity)

Customer A 

Segment: Small
Product Asset: BB
Product Lifecycle: In- life

A

Customer B

Segment: Small
Product Asset: BB
Product Lifecycle: In- life

B

Customer A Customer B

Segment: Small
Product Holdings: Single BB
Product Lifecycle stage (per product): 
In- life
# Employees: 14
Industry: Marketing 
# sites: 1
Potential Value: Low

Segment: Small
Product Holdings: x3 BB
Product Lifecycle stage (per product): 
x2 In- life / x1 RSW
# Employees: 48
Industry: Logistics & Distribution
# sites: 4
Potential Value: High

A B



…Prioritizing Meaningful Engagement to Deliver 
Customer Lifetime Value
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…with content shared with customers 
informed by the next best recommended 
product and commercial offer

Engagement starts with a 360 view 
of the Customer…

…propensity models, commercial targets and 
CLTV-led targets determine the sales motion(s) 
that customers will go through…

…customer characteristics define the 
channel mix and sequencing required to 
deliver the relevant messages



Data-led Decisioning Can Enable the Desired 
Customer Engagement
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Outcome focused decision 
strategies

Acquire Enrich Retain

Right time, right channel, 
right message

Industrial Scale

•Operationalises data and AI/ML models.
• Single configuration for all channels.
• Pace of change to 

Build > deploy > simulate > adapt

Customer-Centric

Key enabler for making the leap from 
product-led to customer-led engagement.



How we will transform



Our Base Management Transformation Will ‘Enrich’ 
and ‘Retain’ Our Customers
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3 immediate goals for the 
Transformation…

…setting the foundation for
building long term capability

Increase Base Visibility01

Take a data & intelligence-
led approach02

Deliver CLTV based 
engagement03



Four Enablers Will Allow BT To Achieve Their Vision
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Customer 360-
view

AI & ML 
propensity 
modelling

A Customer 
Engagement 

Model
MarTech



The Customer-360 View Will Provide a 
Comprehensive View of the Base 
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Customer-360 provides 
base performance and 

agent insights

ü Interrogate the customer 
base, to understand trends

ü Track performance, 
comparing to market / 
competitors

ü Identify whitespace and 
opportunities 



AI & ML Models Score Customers Propensity
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Data sourcing & wrangling creates a 360-
customer view…

…AL/ML techniques are then deployed to identify ‘high propensity’ 
customers 

CRM

Finance

Billing

External

…

Data 
Source

Cloud 
Environment 

Customer 360 
View

ML 
Model

Customer propensity & model 
explanation



The CEM Will Allow Personalization at Scale,
Across Single and Multi-motion Journeys
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ü Channel, engagement, 
messaging and content 
designed to best achieve this 
outcome

ü Timing of engagement 
prompted by based on 
customer characteristics and 
propensity at a given time

Customer
A

Customer
B

Customer
E

Customer
D

Customer
C

F,G,H…

Each 
customer 
journey is 

designed to 
maximise 

CLTV

Maximum 
CLTV

ADSL 
renewal + 

FTTP upsell 
offer sent

1. Broadband 
Renewal & Upsell 

purchased

IP Upsell 
discussed

2. Upsell IP 
Purchased

Cross-sell mobile 
offer

3. Cross-sell 
Mobile purchased

Every customer follows a personalised journey… 



Effective Deployment of Sales & MarTech, Will Allow 
for Automation and Personalisation at Scale
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Lead & Demand 
Generation

Opportunity & 
bid

management

Quote & 
Pricing

Invoicing & 
billing

Order 
processing & 

fulfilment

Post Sales 
Service

Commercial Order Management & CRM

Digital Marketing & Comms Order management 
& onboarding

Digital Bill 
presentation

Retention & 
adoption journeys

Decisioning

Service Order Management & service catalogue, Proactive digital 
assurance

Pl
at

fo
rm
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1. Lead nurture, 
conversion & pipeline 

generation

2. Increase converged deals and 
pipeline health

3. Proactive breakage 
reduction

4. Better visibility of products & services sold; 
improve customer retention

5. Personalisation at-scale




