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RESILIENCE = Bouncing Back



Total Quality Management (TQM)
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6 Cs Analysis

C6: Challenges & Advantage & Opportunity

-

C1: Company

Special
Capability

Create Value

4 )

\_ )

C4: Compliance

Rules of the game
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GE-MCKINSEY 9-BOX MATRIX

POWERPOINT CHARTS
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LASOOUOIIASIEKANIWIDQZOUNSIIYDYU: Strategy Curve

COMPETITOR
ASSESSMENT
IMPORTANCE

CUSTOMER REQUIREMENTS WORST BEST
TO CUSTOMERS
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\/
Y
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Price 20%

A N\
|
Brand Reputation 10% > 3 Our brand
/ 7/

_— Competito
Conformance to Specification 10% r
On-time delivery 5% ) >
/ /

Quick repair services 5% / /
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The Importance-Performance Matrix

IMPORTANCE TO CUSTOMER

Order Urgent action zone
winning
Performance Product Reliability
Features
Reputa’.ion
Order
qualifying Conformance
Quality
On-time delivery Excess zone
Less i i
important Quick Repair

Worst than competitors Better than competitors

RELATIVE PERFORMANCE
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aunaiinIUUlU1dkago81w0 (Multiples future)

Now Possible

Future knowledge
“might happen”

Plausible

Current knowledge
“could happen™

— — — —)

Probable

Current trends
“likely to happen”
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I Projected
I Default extrapolation
Potential N
I Everythingbeyonrd = S v/ @@ NG
the present moment Preferable
L Desired future
T S S S— — 9 Time “\Nanted to happen”

Black Swan
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Single Vision Organization

Corporate

Purpose

|
Vision
4
| | |

OKR OKR OKR

Functional OKR
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dsto Attitude motivation

Action
(aviJon)

Atmosphere
(USSYNNF)

TOTAL
ENTERPRISE

SOLUTION  BIZVALUES

Attitude
(NFUNQ)

27


My Movie.wmv

SINFUYOOUSSIIMATUNISAIU

positive emotion

engagement

relationships
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Risk-Control-Internal Auditing

Control

Wastes

Unacceptable
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Workshop 1: 6Cs Analysis

BIZVALUES

Strategic Analysis Canvas (6Cs Analysis)

Purpose:

Mission:

ﬁ C1: Company

Special capability:

im C2: Customers (Key Customer) __________________

3

2

1

Competitive factors 1 2 3

= C3: Competitive Environment

Competitor :

A]2\.C4: Compliance

M C5: Change

-% C6: Challenges

Short: 6 months-2 Years

Medium: 3-5 Years

Long: 5 Years +

BIZVALUES
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Internal

Special
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Superior Performance
A

Match

External

Business

Ecosystem
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A wlASsulumsiodundodiu (Sustainable Competitive Advantage) nildis:uudinDAUNSSAD

(Business Ecosystem) NiNgdyoonuovANS
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Stakeholder Analysis
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The Five Types of Online Shoppers

Searchers Wanderers Price hunters First timers

SEO, Longterm shoppers, Good pictures, Price, Customer support,
Searchmarketing | Collect their personal | Lots of information, Promotions, Help pages,
data The voice of your service| Coupons Badges

Moderate

H ©

WSUUSNISaUS:LNN
gouldunioNsiau
TunNisSuusSNSaYNU

LANGUAGE IS YOUR FRIEND ‘GUIDE THEIR RESEARCH. KEEP THEM ENGAGED. CLEAR PRICING POLICY I SECURITY, SAFETY, PRIVACY

+ Respectyour customer's |+ Surprise, ntertain and « Wanderee ik + Products onsatomastbo | + Provide personal shopping

language. Relevant termi- delight. Loverage. Srodixts and clearly indicated and assistance (call contre).
nology s e orhigh | online games and feature o mdilone: collectedin one place
produ

search engine rankings. Dew products. them whh respect. * Enhance trustworthiness.

+ Usa diverse mecchandiaing [l by presenting acquired
cod semantic [l o Monitortheirsociaimedia [l o Communicate the tactics. cortifcates of guaity and
togicinHTuL [l actviies and respond advantages of your secuity.

products/services clearty, ] * Offertree shipping.

* Clearly explain the payment
« Regularly introduce new « withouta specificgoalin | « eop thom engagedusing | * Offerbeneftsinexcrange || and delivery options and
products and analyse the mind, they are easy to cross-sell, upsell and prod- for thels costact data. Your returns policy.
tesults quide o the contentyou it comparison tactics.
ot * Regalarly snalyse
abandoned baskets and

« Provide a conveniont and
unfinished regist

quick checkout.

https://blog.creatim.com/en/five-basic-types-of-online-shoppers
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Buyer / User Persona User Persona Buyer Persona

Personas e

¢ ] B
L™ .- .
) |
Ii b
LITE S ia

lGUT)éﬂWSE‘?]DUﬂéﬂéﬂUﬂJ: Brian - Top Manager Christina - CRM Specialist Kevin - IT Specialist

yoonauKkIuNg

¥ ;giﬂ

]

2 e n o A Goals Goals Goals
OOﬂU’]lWOlUUCDlanﬂa‘UI WHU'\EJHSOQT‘IFTW UO,OU Brian is looking for a software product The main goal is for the product to be easy To get a product that is easy to integrate
nﬁh::n\)vb. that will boost the tear's productivity in use and not a road block whean trying to into the current IT infrastructure, that
and help bring better results in the solve a particular problem. doesn't require intensive support.
~ g (3 |
NNMsIZToyanisdvgnvNIsaanaia:MSsiiu ena mn
yolagonu Motivations Motivations Motivations
- Decrease the time spent for - Intuitive interface - Easy integration with current infrastracture
doing routine operations - Easy to learn and use - Secure

- Flat learning curve
Ref : https://www.marketingoops.com/exclusive/how-
to/what-is-persona-and-how-is-it-important/

Frustrations Frustrations Frustrations
- Lowe RO - Messy navigation - Requires a lot of support
- The product takes way too much tirne - Mot clear what to do at each stage.

to integrate and learn

Source-\:‘;https:/‘uxpressia.com/blog/user-persona-vs-buyer-persona-difference
ENTERPR <
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Demographic
Psychographic
Geographic

TOTAL



PREFERENCES DAILY ROUTINES

ASPIRATIONS PAIN POINTS

READING AND tﬁ"é%’ﬁg:é
SOCIAL MEDIA HABITS
FACTORS IN HER e | B  KEY WORDS
PURCHASE DECISIONS | AND PHRASES

KEY INFLUENCERS

https://www.slideshare.net/InnovationAcademy/maeghan-smulders-customer-persona



GOALS

A9 . | o DEAL BREAKERS @
//”’“‘\\\ ///”“\\ “ﬂﬁ%ﬁiﬁ TIMING
FERRS/  DEMOGRAPHICS

OBJECTIONS
: , DRIVERS & QUESTIONS
T AT ey S——\ MOTIVATORS
' R PROBLEMS & CHANNELS &
; /\ ! FEARS INFORMATION
ONLINE PERSONALITY '
BEARVIOR | = BT &
\ ) PERSONALITY DAY-TO-DRY
S~—— \/ TRAITS WORK LIFE
® | @ A

‘ 0BSTICALS INFLUENCES
~ BRAND
LOYALTY |

, (]
INFLUENCES
\/ ENGAGEMENT BUYING PROCESS

https:IIwww.cuthgmlggogagéE[ml blog/b2b-buyers-persona/



B2B BUYER PERSONA

Organizational goals and priorities

Personas
Template

Role in the buying process

Demographic info
Drivers and motivators

O Female 40 % years

\f united states

Fears and challenges

[Education level]

[Degree]

https://uxpressia.com/personas-online-tool

Key Characteristics Firmographic info
SOLUTION ' BIZVAL



3 | 4 restaurant case )) experience scenario

-~ - e

— L
N\ ‘ : LA

'} ('.'.'J
Context \ E:
After lunch she
1 Enjoying

enjoys the relaxing
’ the

massage

Context -
Inspired and oty

Context

The staff brings her the
lunch and she uses the
o’ ’ iPad on the table to get
tips about health

Going
back to

office

energized she can -
20 back to work
happy and relaxed

massage provided
n the de-stress

Context

The waiting time

Entering
store and
'1'1':. ! n
Is

has a negative
mpact on the

service experience

Context
The staff welc
here and sh
the de-stress area

Context
Due to her busy
schedule and

Context
Through the mobile
website she discovers
the health package of

Lockingfor
healthy ard
relaoaed
unch

Having
meetings
at work

stressed colleagues
the restaurant nearby,
She ordersher lunch

on the mobile APP,

she starts to feel
pressure, Her mood

15 getting worse

http:l/www.designthinkersgroup.comlportfolio_pageldesigning-with-customer-journgx;mgi;@ingl (
C 2 C v

SOLUTION ' BIZVALUES



Lk l.‘/ LR I

~ 314 restaurant case )) customer journey map

-»:uom ' P

-A
Y
- ..
y)
s
~
—

TOTAL ,
ENTERPRISE :

http://www.designthinkersgroup.com/portfolio_page/designing-with- customer-Journey-mgpmngj|ZVALU ES



TP

. Segmentation

e
' | |

@
~ 9 0 Targeting

https://www.slideshare.net/shourov999/ segmmtatio@rgeting-positioning-and-product-branding

ENTERPRISE
SOLUTION ~ BIZVALUES



High Price |
D
Mercedes Benz

s i

Y
L y) High

oﬁod';/o*iom TEERE,

& O

Low " Volkswagen
EEEEEEEEREEEYRXNX

Performance T Performance
2 TOYOTA
CITROEN
Low Price
o

https://stepstraining.co/entrepreneur/5-key-branding-



wodsuwsuusnis/yivdouladouds uazszunauikung
(Segmentation & Targeting)

unna OVANS
- INCUNNUANEQS - INTUNNUANEQS
- INUNUSEEINSANEQS - YUNQDYANS
- INUNDOINEN - UsHnnssio
- InouUNwANSsuY - Life Cycle
- INTUAUNYK - INfUNUYM
ENT Hev&?ew* (! 49
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1 Observation Pattern

Change of perspective

Needs, patterns of behavior,
shortages, expectations,
characteristics etc.

-
y

Size, revenue,
profit, region

Differentiation Criteria

—

® . Q
. Gustomers |
4&\ <
Customer Segment A Customer Segment B Customer Segment D

@ o @

3 Specific Value Propositions

Value Relation-

Customer Segment A Customer Segment B Customer Segment C Customer Segment D
P
‘ —

Value Proposition Value Proposition

Product Portfalio 1 Product Portfolio 1 Product Portfolio ]
Time H ] Time ] Time I
Quality : 1 Cuality R | Quality H 1
Price 1 Price 1 Price 1
Service 1 : Service 1z Service El |
Relationship ] Relationship [ Relationship £ ]
Brand ] Brand 1 Brand 1

Product Portfolio 1
Time 1
Quality H |
Price 1
Senvice 1 =
Relationship Iz
Brand 1

TOTAL
ENTERPRISE
SOLUTION  BIZVALUES




The Value Proposition Canvas

@®Strategyzer
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NISWAJUWAONTUN/USNS

Marketing \

WSsuusms/

OVANS

\ Innovation

widdoulddoude

TOTAL
ENTERPRISE
SOLUTION  BIZVALUES
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Dreaming Together
Co-ldeation

Deciding Together
Co-Prioritization

Developing Together
Co-Creation

TOTAL
ENTERPRISE
SOLUTION

Q
b

BIZVALUES

Customer-inspired
Innovation

Putting the customer at
the center of product
innovation

53



Leads to:

Value taken
by business

BUSINESS
RELATIONSHIP
STRENGTH

(increasing with time)
Strategies,
business, rules,
offerings

Drives knowledge
and relationship
strength

Business

Knowledge

CUSTOMER LIFETIME VALUE
REFERALLS AND INFLUENCE
CUSTOMER STRATEGY ENHANCEMENTS

Co-created

value

Customer
needs and
expectations

Shared

knowledge

TOTAL

ENTERPRISE

SOLUTION

Customer
Knowledge

C

BIZVALUES

CUSTOMER
ENGAGEMENT

(increasing with time)

Leads to:

EIVERELGE]R
by customer

Drives trust and
increased knowledge
thereby increasing

engagement

ADVOCACY
LOYALTY
CUSTOMER SATISFACTION

54



5 A’s according with Phillip Kotler’ s

Possible Customer

~—
=1
E
S
-
v
=)
O
>
o
x

Customer Behavior

Touch Points

=
2
w
w
@
—
a
E

AWARE

Customers are
passively exposed to
a long list of brands
from past experience,
marketing communi-
cations, and/or
advocacy of others.

* Learn about a brand
from others

+ Inadvertantly
exposed to brand
advertising

+ Recall past
experience

APPEAL

Customers process the
messages they are
exposed to-creating
short-term memory or
amplifying long-term
memory-and become
attracted only to a
short list of brand.

« Become attracted to
brands

« Create a consideration
set of brands

Prompted by their
curiosity, customers
actively research for
more information from
friends and family, from
the media, and/or
directly from the
brands.

« Call friends for advice

« Searcg for product
review online

« Contact call center

« Compare prices

« Try out product at
stores

I'm

convinced

PR A
OLUTION  BIZVALUES

Reinforced by more
information, customers
decide to buy a
particular brand and
interact deeper
through purchase,
usage, and/or service
processes.

+« Buy in-store or online

+ Use the product for
the first time

« Complain about
problem

+ Get service

AS

ADVOCATE

Over time, customers
may develop a sense of
strong loyalty to the
brand, which is reflected
in retention, repurchase,
and ultimately advocacy
to others

* Keep using the brand
* Repurchase the brand
+« Recommend the

brands to others
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&

i) PowerPoint for Windows (De... >

i) https://powerpoint.uservoice.com/forums/288949-powerpoint-for-windows-desktop-application/filters/top

L

‘ Enter your idea

Hot New Category

966

votes

Vote |

846

votes

Vote |

588

votes

Vote |

552

votes

| Vote

[v] status [v]

My feedback

Allow for portrait and landscape orientation in the same presentation

When creating a new presentation, users should be able to alternate between landscape and portrait slide
orientation in the same file, similar to how Word allows this. Forcing portrait or landscape makes users have to
create multiple presentations and then splice them together outside of PowerPoint.

412 comments - Flag idea as inappropriate...

Automatically show the total number of slides

PowerPoint allows me to insert slide numbers. I'd like to be able to have it worded as "2 (of 12)", "3 (of 12)", etc.

335 comments - Flag idea as inappropriate...

Embed online content besides YouTube, such as Vimeo, Wistia, Facebook,
and Stream

It would be so helpful to have the option of embedding videos from other sources other than just YouTube. One
great source is Vimeo and it typically doesn't contain a bunch of annoying ads. For example, | want to show a
particular video that is only on Vimeo and is not on YouTube. So, | need to find a workaround for this and try to
make it look like a video playback as much as possible. Thank you for the consideration.

151 comments - Flag idea as inappropriate...

Introduce Saving a Table Template in PowerPoint

Provide the ability to save table design templates (similarly to how chart design templates are saved). This
would cut out the need to use a separate programme like AvoPress and allow consistent tables throughout the
deck.

142 comments - Flag idea as inappropriate...

BIZVALUES

v @& @ || Search... PO~ - @

( search
\

Give feedback

PowerPoint for Android 69

PowerPoint for iPad & iPhone (i0S) 209
PowerPoint for Mac 653

PowerPoint for Windows (Desktop Application)
2,063

PowerPoint for Windows (Mobile Application) 35

PowerPoint Online 732

’J‘?: Office.com

13:49

& ENG  148/06/2019 B

7z dx
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& Microsoft

Usraunsainisladauosandn

HHNDNANUNS LU

Microsoft ssnnansudoyamioiigh Taunndsduinussnsiiunuiduegvlsiiamsuduussndu

aaiudsndsliiiusruannlosisdasudomnuisndu Google sioliil

Wnsheotineds Wiuge a9 Laiiughs liiwiudhoaineda aiszy

Google whTadamiiduras

iBayot Tugnavnssuasnedn O O O O O O

i

WAnAUITLAZUS NSV

Google nouauaIANNFDINTG O O O O O O

vnegsAavosduled

guflmnudasiulu Google Tw

AUSAENLAXINNN5Y DAY DY O O O O O O
asdnsvossunuUooulalogg

08:21
A @ x > 1
@ & " 06/11/2019 ?3

TOTAL A
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Google navanaIANNEDINIG
vnugsAavosduld

guflanuidosiulu Google Tw
AUSAENLAXINNNSYDY A DY
asAnsvasdunuuaaulaipng
Uaamsy

Google sauvingsAasulaiy

Google {WuuzEniifininngss

'
=

mamaluladifdanuiAsgag
AUGSAAVDIAU

Google vihld@nin Microsoft Tugula

lHeoma197

ANONADUNIN

danusaly

TOTAL
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" How likely are you to recommend?

o

Il Il

U

Promoter Passive Detractor
e e——e ® ® - & @
ExqeneE o 9 8 7 6 5 4 2 1 0 Ffemey
l

Unlikely

@
Likely | :

- INZLEEEEAN = Net Promoter Score

E{

TOTAL
ENTERPRISE

SOLUTION  BIZVALUES
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Strategic Management Model

Leadership

Strategy & Planning

Products
Resources

Supporting
Process

Key & Services Expected
Process + Results
Values

Evaluate & Learning

Copyright © 2013 KITTINAT PANOMRIT

TOTAL
ENTERPRISE
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Strategic Alignment

o

2 |

B
smewwns | ob0 | |

| u-}m u-}m

Individual

TOTAL
ENTERPRISE
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nagnsanumuzwugnu 4 Us:n1s

> W N

nagnsiduisovsoomsaswaruA (Value) 9inmsens:auianuawnsnniboy (Leverage Competencies)
ﬂaa;ns'lflulﬁaoﬁooﬁoéuhuuu]ﬁoahole‘iaaaho (Trade offs)
ﬂaqnélljul§0\)UO\)ﬂ37UW£ﬂEﬂUOEﬁDlGUS:UU l?'ﬁaufaor]ﬂhu:)ammuaodﬂs (Synergy)

nagnsidusoondovcnidumsdallions:u:o1d (Continue)
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Workshop2: Value Proposition Canvas

.S. STAKEHOLDER SEGMENTATION & TARGETING

Organization / Department :

Process & Quality :

Budget Control :

Compliance :

(Deputy) Prime minister :

Minister : Board :

Secretary General :

Government/
Policy Maker

Regulator

Public

Academic :

Other Department :

Local Government :

Private Sector :

Community :

Individual :

Media :

NGO :

Public Figure :

Political Party :

Sector

Contributor

Supporter /
Fan Club

Offline :

Online :

TOTAL (
ENTERPRISE =

SOLUTION ' BIZVALUES

Influencer Activist :
Detractor
Academic :
Other Department :

Local Government :

Private Sector :

Community :

Individual :

66



C LDD-Business ecosystem
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FARMER NETWORK
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The Business Model Canvas

Designed by:

Date: Version:

Key Partners é Key Activities
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Workshop2: Value Proposition Canvas

Discussion Notes - Large Group

Value Proposition

How does your value
proposition address
the contents of the
empathy map?

Customer Relationships

How do your custom
relationships reflect

the empathy map?

Channels

How do your
channels reflect
the empathy map?

Customer Segments

Ths work (tenplate) o heersal asler the Coeatove Compons A%rlatan-Shre Alike 30 Unported Ticesse To view a copy of ths hoeme, vist zp

o sond & lefies 1 Crestive Comsenes, |71 Seomd Soat, Seite 300, Ses Franciacn, Californis, 34105, USA

Creatis ecomma otp luosses Ty a3 00 = o
2 NEp MAwww businessmodalgans abon com
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[AsvsuuUIaoPNIOSSND (Business Model)

' INFRASTRUCTURE ( PARTNER || OFFER (" CUSTOMER | CUSTOMER |
[ KEY § NETV{ORK VALUE K \RELATlolNSH"’S ol CUSTOMER }

CHANNELS

(CONFIGURATION |

___________________________________________________________________________________________________________________

COST REVENUE
STRUCTURE STREAMS

___________________________________________________________________________________________________________________________________

FINANCE
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» YouTube ™

‘a Pop Music - Topic Recommended videos

The TOYS - axanaan (100%)
[Official Music Video]

Whattheduck &
73M views * 1 month ago

‘ Genierock Recommended channel

.
/ ’ ' n.‘
| U

“\.‘j*f

adaunau - PALMY | Official
MV Audio |

Genierock @
64M views + 1 month ago

e 12 Tsédaona

ThaiStandupComedy
3.2M views - 2 weeks ago

aaundu - PALMY [ Official

Genierock @
65M views - 2 months ago

’43 ’
Bedroom Audio - Shilagav
[Official Music Video]

BEC-TERO MUSIC @
48M views * 1 month ago

“/(.

A HH0"

bodyslam “ Td#5alviaun ”
BIG MOUNTAIN MUSIC...

Genierock @
143K views + 2 days ago

BIZVALUES
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00 348| vevo Ql

Maroon 5 - Girls Like You ft.

Cardi B (Volume 2)

Maroon 5 4

100M views * 1 month ago

by
¢ £

(
¢2 ; 2:25:49
o«

~ N
27 NOV 2010 aautdsa

BODYSLAM LIVE IN ashu

Genierock @

707K views * 2 weeks ago

==

SUBSCRIBE 14M

SIGN IN

7Aals - rinoauiliaciaas
g Handusunouan

SdaengSod Thailand
607K views * 2 months ago
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Thai Media Consumption Behavior across 3 Generations

4 5 hriday 49

4.0
3.5
3.0
2.5
2.0
1.5
1.0
0.5

Mobile usage

m Baby Boomer
(46-65 years old)

Source: TNS, 2015

Traditional TV
consumption

mGen X
(31-45 years old)

Online TV and
VoD consumption

m Millenmials
(16-30 years old)
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AVoD OTT TV in Thailand

Digital Video Advertising

mTHB
(11 Tube 4,502
L
[ 2165 (X2
mTHB [ - -
2,165 mTHB 2559
« Digital video advertising is expected to
grow from 1,599 mTHB last year to 2,165
| mTHB this year (an increase of 26%)
502mTHB » Currently, video advertising dominates by
will be the spending on YouTube
allocated * The increasing number of platforms and
to parties; the changing of consumer behavior

LINE TV toward on-the-go TV will be key driver of
digital video adverting in the near future.

m‘:-E: & Others such as Sanook.com Source: TNS, DAAT, Thailand Digital Advertising, mid
e year 2559, TIME estimations
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11:09 & ® Z¢ © .allLTE, @ 89%

¢ © Youlocation | i

Q@ | Chamchuri Square T

=WANNTE o 19min @ B 50min § 1hr8

ulalongkorn
Dniversity S 4

RONG MUANG
wpa9 spdlas

POM PRAP

N \\). ﬁ:R_a

19 min @ el
P

L
Lurr/1phini Park
[/ auauiil]

~Rama g~

Directions from here

0:00 PM
: Ban Khun Mae ==
39 kkhh p
ha UMY Yau 8 U Wy
i

. b Directions to here =
- A !
/ —cAROA MAHA MEK X Dak Galb  hates here?
DAK GALB,
. Search nearby
21 min (5.6 km) Print
Heavy traffic, as usual Add a missing place e

Report a data problem

Measure distance

TOTAL %
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The Business Model Canvas
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Date: Version:

Key Partners é Key Activities
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TOTAL o
ENTERPRISE Q‘ 3
SOLUTION  BIZVALUES

85




1. navanAMIUNKUNY (Customer Segments)

Customer Segments

¢ TnsnisdovdouauntuAili?
* TnsiluanAndAtynan?
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2. Jaiduontum (Value Proposition)

Value Proposition

olsAiontuANIS1D:dooUIkAUaNAN?
olsfioUryrwovanmnisiansngoaun lula?
olsfion>udooMsyovanfNIsIAiovaouUaUOD?
o:lsAiodumksousMsnIsIv:UniauslkanAIcia:Nau?
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NONSSU: YandolduonruA (Value Proposition)

* Stakeholder Analysis

* Value Proposition Statement O:)
Of/)

' c

e stk 20 © AUSEEIBUDENNIKU v
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The Value Proposition Canvas Desgneor

=

Products & Services

& Gain Creators

On:

Designed by:

Iteration:

%
O
&70

[V e—

Customer Job(s) o=

v
A

b Pain Relievers

Value Proposition Customer Segment

www.businessmodelgeneration.com

Use in Conjunction with the Business Model Canvas
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3. doomoMsthiivanA (Channels)

Channels

IS TBooMvo:lsTNoND:THoaNAN?
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4. AWAUWUSHUaNAN (Customer Relationships)

Customer Relationships

. V. BT
R T ¢

)
|
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5. 5791 (Revenue Streams)

Revenue Streams
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6. NSwanskKan (Key Resources)

Key Resources ‘

* otlsfionSwenns tla:AAISNAINTY NMIRISIENSD d5wuatindontuA d510
AWFUWUS tazdSrowamisla?
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7. stuUMUKan (Key Activities)

Key Activities

* otlsfio “stuudnukan” NMIKISIENUISNES W tasinddnruAn aSwndWduwWUs La:
aswowamlsla?
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8. AMd1ATY (Key Partnerships)

Key Partnerships

*lnsAoAMN&NYuoDIST?
*0:lsA0d0dATYNISIAOONMSDINAANYOIS?
*o:lsAofionssudAYRGIGUNSSOUNUAA?
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9. [asvaswaunu (Cost Structure)

Cost Structure

* otlsApdunudnyaNsULUUSSDUODIST?
e olsfonswennsnijdunudonan?
* o:lshonvnssundauNUgeNda?
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g
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3

Vision & Mission + NNKUNY Environmental Analysis

Strategic Target Value Proposition

5

4.

Strategies Action Agenda

Key Resource Core Capability

TOTAL c
q
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INNOVATION FUNNEL

Area of iInnovation Idea Management Execution
'S z R = S g
- Evaluate Shortlist & Execute
F SIxStegize Ideas —~ ~ Propose . PoC / Pilot i dmplement :
& __ 45 A - < - e y B

'8
¢

.
0
L
00
0 |
(
¢
¢

= Analyze business = Short list ideas based |M Execute Proof of = Review outcome of

and identify ideas on criteria established Concept PoC or Pilot

innovation challenges = Capture Ideas Y .

Yeaser S : : - Crowd Rating, Depth ! = Arrive at the business 'MW Gather Pilot Customer = Select candidates for
PRI RUSINESS = Promote discussion & Breadth evaluation case foridea feedback implementation

insights around ideas i i
= Assign budget & time

horizon

Determine next steps
for the ideas
shortlisted

= Arrive at criteria for
selecting ideas
= |mplement

e . 7 T T -

1
!
1
I
1
I
1
I
1
I
I
i

= Launch Campaign : = Reviews & ratings of
1
I
I
1
]
1
1
I
I
1
I
!

| o o o o

| 7 e
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The 8 Wastes

To remember The 8 Wastes, you can use the acronym "DOWNTIME.”

D Defects

W waiting

R 5 e s i N x
Uwverprocd uil Lar N =L LINLEE0D

Efforts caused by Production that is Wasted time waiting Underutilizing

rework, scrap, and more than needed or for the next step people’s talents.
incorrect information before it is needed in a process skills. & knowledge.

T Transportation

M Motion

-_ Unnecessary Excess products Unnecessary More work or higher
movements of and materials not movements by quality than is required

products & materials. being processed. people (e.g.. walking). by the customer.

‘ i, 115
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NISN Process Mapping

1) MSUNUGDIU (Operations) LINUSTYaNUTUQDE

2) MISINADUSNY (Transportation) UNUATYNUOIADEY :>

3) NISSOADEY (Delay) LINUSTYANUBNUIQDE

4) NNSOSIDEOU (Inspection) LINUATYANUNUQDEY

5) NMSIAUWN (Storage) LINUATYANUNUGDE v
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Time Study Summary Sheet
8P Neler) i)
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5 [ idhiie b 1 58
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8L e EniaRg)
D | @aitnens s ussemmini 15
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U |eeinbbingg 19
1 PGSl gan 33
B |ieheenhEng 30
7 |90eeTnes 312
B a0 13
18] ammamiﬁqwﬁﬂ 08
20 mamfrf@wﬁy 28
21 |9l reeLaei i han 1
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Process Chart

Symbal
Description Distance (m Time (min. l_.__;> Remarks
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A v 4
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i i "ol o 3
91 LT TN 125 ok L )
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Time Study Graph
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The 11 ISO/IEC 27001 Domains

W Security Policy

Organization of Information Security
JAsset Management

(Human Resources Security
Physical and Environmental Security
JCommunicationsand operations
management

Access control

information Systems Acquisition,
Development & maintenance
Winformation security incident
management

(Business Continuity Management
WCompliance

Operations

Legend:

Management Aspect

Technical Aspect

Physical Aspect

Organizational Structure

Management

Organization of
Information Security

Access Control
\
Information security
incident management

Human Resource
Security

Business continuity

management

Information Systems Acquisition,
Development & maintenance

Communication and Physical &

Environmental Security

Operations Management
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HR and Business Strategy

Business j‘> Business j‘> Business
Vision Strategy Goals
HR _:> H _D
Vision Strategy m

TOTAL g
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WUgNSANEaS HR @9asuNUIWUINSANEOSODANS
(Strategic-Based HR)

LLEIHL

E!"l-ﬂﬁFl"lﬂ[ﬂ‘% Balanced
a4 I-‘-In-ﬂ 5 Scorecard

HEM

HE. Scorecard

( HARAMHONDUARINT
s

h

or J‘ -
HEAAHEo2IFRNS

>4

#

|
I BIZVALUES
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Msldaussnusluns:udouNISUSKISNSWaNSUAAA

ﬂ')SEfSSK')[IE?:ﬂ')SIC?i‘JUL/F?&7ﬂ5
Wodhsod kL
-MISPanMwWUEUNoQUAES W

A WeoItiov (Succession Plan)

-Right Talent, Right Place, Right Time

dlSsSnu:

NISUSKISWaNISUNUGOLIU

NISUSKISAI00UINU

(Performance Management)

Skill and Competency Based Pa
P 4 4 Achievement = Performance + Competency

TOTAL
NTERPR '

.
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A wwnwuluonu (Work Engagement)

A UWNWUIUDIU (Work Engagement) fio nsnunnakSogrinounuinisome
fMdvadloyny 1az3a1olURALILYODOUIDD

Schaufeli 1a: Bakker (2004):

ADINSEAUNSELY NMsoNAQUIROU ADUDADDIUMU
(Vigor) (Dedication) (Absorption)

TOTAL N
ENTERPRISE
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A wwnwuluonu (Work Engagement)

Bakker (2011):

nSwannslunnoiu (Job Resources) nSwennsdouunna (Personal Resources)

Social Support from Colleagues High Optimism
and Supervisors High Self-Efficacy
Performance Feedback Resilience

Skill Variety Self-Esteem
Autonomy Start a Motivational

Process

TOTAL N
ENTERPRISE
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A wwnwuluonu (Work Engagement)

Bakker (2011):

NSweNSIUARIOU
(Job Resources)

A WWNWUlUDU
+ 1 (Work Engagement)

NSwennsdouynna

(Personal Resources)

TOTAL n
ENTERPRISE
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Competency-Based Training

Competency-Based Training Framework

Finding the Gap in the Competencies

Required
competency
level for certain
position

Current
competency Competency
level of the Gap

employee

2

.o Training &

%’;@Zﬁgﬁ‘{ ———> Development
Program

2014 Entire Contents @ 2014, Ax Choudhary. All Rights Reserved
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Workshop3: Business Model Canvas

The Business Model Canvas

Key Partners é Key Activities u Value Propositions ] Customer Relationships ' Customer Segments m

Key Resources B ‘ﬁ Channels B [

)

Cost Structure 0 Revenue Streams ° é

@ @ @ @ @ DESIGNED BY: Business Model Foundry AG
Tihe makers of Busiiess iodel Seneratan and Strarzgrer



N ETFL'X - Business Model Canvas

Keys Partners OO Key Activities ./ " | value Propositions 1 ¥ | customer Relationship Customer Segments ;',
Production & Licenaing
Qelf-Service +
Contumar Eletrorics Al Recommendations
Development of Netfix
Platform
Watch on-demand
Cable Compandes & - entertoinennt where and Movie Lovers
; Key Resources base when you want it Channels
Netflix Platform and Movie .
Portfelio Aoy e
Producere
Marca Netfix App
Cost Structure ‘ Revenue Streams é
Production & Licensing Technology Developenent Subseription

|=|= | THE BUSINESS
mmwwms| MODEL ANALYST

businessmodelanalyst com

SOLUIION = BIZVALUES



TOTAL
ENTERPRISE %

SOLUTION BIZVALU ES

STUUNNSIO MISIIASIEK LLasNISYANISADIUS La:wadws

(KUDQ 4: NSO MSIIASIEK LIA:NNISVANISADIUS)



KN2Q 4 NSJQ MSIIASIEK UAzNISYANISAIINS

4.1 nsAauua
I atianIsAan N
Jruagedldszansua

4.2 A15IASITUNAIN
ADUARALAIIA TUNA

Y =l o
srau tNanIswAdagun

4.3 nslamnusuay
ey Tunisunideyiin
B UUTRATTLUANA

4.4 n15U3KITANATS
2R ANTAUINA BAY
ATUSusTULNITYINeIY
L - =
duaivaansduuy

Advance
(Alignment)
ANTIIUNULALTIUTIY sTUUARNITUAUA f""""ﬁ"-mﬁllmﬁﬂum )
danauareriannszaulag fdszandaw Uaaasin ssaumAniilsy o
TdwmaTuladasaumna dndlada wiauld wihdedne ﬂa#'{=ﬂ1ﬂu
1aglisiassasua
a . - ol o

MsIATIBHAINTaYS arumaiwaualegnn asuTaonatunnsyéy

uaraiatwaunleym wazuAlatutdouioune :

Tuns¥uIunsAE ey

warnsusugnsAaas

ManIanIsaladniiLAe

NTTIUTIUDIAAINTDLINY
-
tuszuuialdlunns
Baug Walun uaraauan

SianwviidanTavAurana
WR¥aIAAIINGANN
mouanitaudileyviiuay
fvuianssu

vavAaug T l5ualse

uAanszunsaduda
USTREVEAFATURTAS
g5 vuanIwuglsranu

MoumulSusduuunis
Vi UUREANTTIUTIU
dayatiluszuudiviaatng
ddszandaw

dsruuainuiuaonielal
luas uWarAISLASHNNITaN
Tunnzanidu

TOTAL ™
ENTERPRISE

SOLUTION  BIZVALUES

1ddsvaliaviy
szandawnszuiunis
AAGUNU LAYTIUTINADUA
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4 " _ . 3
g oy Ly O S SR, SR L R

Key Performance Indicators Feersamsse—— FE D T8 o R
| PERUnSSE™ B e Objectives & Key Results
= =

-

"

e e e
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Objectives and Key Results (OKRs)

OKRs = Objective + Key Results

“qUALIPESI (MWESOELS) tad: (Sawaagwls)”

A WANISAH0o:lS

Objectives

Sawaosgwls

Key Results

BIZVALUES



Fact & Figure Understand Understand
5 Situation Pattern/Relationship

...». J'vp L l :

STORAGE |

V\)uu('/\)b A \
cpVID ’ WISDOM

/KNO\ILE—DCE\\

P

, ¥, | NFORAATION g
ANALYTICS pr— //4

LINMAL

DATA N\

TOTAL N
ENTERPRISE
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S1AsTtR uazuSuusowanisaduns

*  wadxludoly
drussaldksoll
*  2:USudsodlo ?

»

ga  AANISDUwa

. walngullwu
e odsavifialu

e [omausudso/
udanNssuy

. daaraundwdAny

. thludfjudogils ?

TOTAL
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AUKIBOPIWNIWAIS-Knowledge Gap

Organization’s strategy

“Must Do”

Strategic gap

Knowledge required to
execute strategy
f

Knowledge gap

Actual organization knowledge

Organization’s capabilities
A\ n 4
Can Do

TOTAL

ENTERPRISE
SOLUTION  BIZVALUES




NISISYUISIOAD IS

Capture
SOUSOUADIS

Analysis
SINS1ERADIZASIUSIULT

Validation

Q1S2DEOUNUYNEOD

N N C N )

Modelling
aswusuuuuovAnUS

|
|
|
|

> 4

g

soUsaUAWSAINgITovNIKEDCOMEIU/
MYUDNOOAMS

HENUY: LONUSHIAU das:dsu

QS2vdoUAUNCDVYDTONA/ADISASIUSIULN

a5 Pattern/Model
vasULuUlRIKNEaunUMSIdou

.
N BIZVALUES
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Organizational Knowledge Creation Process

SECI Model
Tacit Tacit

Articulating tacit
knowledge through

Sharing and creating
tacit knowledge

through direct Socialization Externalization dialogue and
experience P reflection
(Empathizing) AN, | ‘o (Conceptualizing)

4. Articulating tacit

knowledge using

symbolic language

: 5. Translating tacit

", R knowledgeinto a
SO 3 conceptor prototype

Systemizing and
applying explicit
knowledge and

1. Perceiving reality
as it is fromactivities
2. Empathizing,
resonating, recognizing
and foreseeing
3. Transferring
tacit knowledge

Tacit
yoldx3

. o
v .
., .
------

Learning and

acquiring new + PO R - information

tacit knowledge in 'O ¢ y (Modeling) )

practhe_ ﬁ "6 Creating relationship

(Practicing) ~ and hypothesis among

9. Embodying explicit concepts; modeling,
knowledgethrough | ISR N, S : prototyping
experimenting, = | SRS 7. Communicating and
hypothesis testing and e e sharing explicit
reflection EXP"C“: EXP“CIt knowledge

10. Contemplationin | =Individual, G = Group, 8. Editing and N
action O = Organization, E = Environment systemizing explicit

© Nonakal., H. Takeuchi & N. Konno knowledge

10 Copyright 2012 Monaka, L



Exteriorization

Dmmension
Explicit
Knowledge
Tacit ' o
Knowledge
Ontological
Individual Group Organization Inter-Organization

Level of knowledge

TOTAL >\
ENTERPRISE
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dSoVANISUKOMSISIUS IUWSaUNUNISDANSAIS

d5ws:uUMSISUS TUOPAMS
d510UssgNNIFNS:QUIRINANSISEUS d510dssAUSaNSSY
thinAlulIUTIBIWOSANSAILS tasWUWURD IS

mHua
gnsAEnS

ndaiRu

MHua
gnsmans
nJaIu

ssuumsin S:UUMS
2JAMS hasAms

Beudido
asuassa
u3nNssu

uSunyaJaJAMS /
Copyright © 2015 KITTINAT PANOMRIT
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NNSNUNJUISIUSS:QUKUDEDIU

MSIIASIEK LlaznunduUwanNIsaaUNIsUstNFUQNK

WhkuNgvovdUakifoosls
IsTrhoslsdSoueluduanki
Isiulawenlasisv:ussawunsluidoud

Jrym) QUassnﬁ'lswwuﬁooﬂs IS19:Gooun lwogwls KSotovns
AWBYIKED duuduunnlns

JUankKtNEovRis dovlkAUdATyAoosls IhKkNgvovisfoo:ls

MSJIASTEK Ltaznunduwansatdumsus=oidou

WKUgMsAduNsyovidoudioo:ls
IsTnoslsdEvmudKueTwludoudung

doAisrinaoandod JUWUSAUIhKWENSAEQSS:AUWUSHD (Business
Unit Strategy) r3olu

uuloksolusniso:goalRgnsAEss:auwusio (Business Unit
Strategy)ussacmuidkung

doAisrinaoandon YsouNMSAUKLDEMUBUNINEITooKSolL

isilaigausaslslkuludoud nxw3lkudnostnlulsuusons:uoumsla Kéo
wiodulkynanns w3owddouldenaulku

BovdnAtyRisidiovusuusolraiuluidoukthdoBovozls doomsms
duauunnlas KudgolKkudw

WNKUNEIGOUKUNUODISIADD:]S

|
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NISNUNDJULSYUSS:AUWUSHD

MS31AS1tK LlaznunouwamsAduNss:auwusno (Business Unit Strategy) sholasund

Wkuhslusoulasunavooisifioo:ls
e sroclsdrEomuitnkunetislusoulasunad
*  waawsmsadumsyolda:wusnoldoanaovnugnsAdnss:auovAims (Corporate Strategy) ua:ysounnsnus:KIWWUSHdKSO

*  kINSUUsSsawaawsauUs:anEwala:nIsussawusno tlaiwaawsuwsuusmsuaswidouladoude 1HiaonmMsdins:k § Suusms/widdouladoude
amumsnumsiJaguudas K50 MSUEOTUNAKSOlU

« silueslsnourikungnsmaass:auwusiio (Business Unit Strategy) Asonwiuun uciaoudisI3udn
« 1sounanwinSuduluionla (Knowledge Gap) Ao:rinlRis USsamUIdKUNG

*  FoAisiosdolu (Stay) dvAisiAdskuar (Stop) KksosiUILIKL (Start) Foosls

BIZVALUES



NISNUNJULSYUSSEAUIDANIS

NIS3IASIEK Llathunouwani1saltiuniIsstAuoOvANIS
(Corporate Strategy)

*  wadwsauvuuUs:zutu NsdU taznasidulavovovAnsiiu
ogwls

*  waawsmsandumsgnsFdass:auwusnaduogols
*  waawsMsAOUMSyNSANEQSs:aUKLDgUITUDE IS

*  waawsauNsUNovANIS MsMNUQUa ta:NMsasoAnuUNS
codonuiduagols

*  AWIEYLNISINISSHIASIY LlAzlOSgUSUDoluouNnOAoo:LS

o 1shodlsdrEamuihkugtiioludRwIULN

waawsMsaduNMsgnsAdasiicia:s:audoanaovnuksolL
waawsMsANdUMSUda:WUSHDYSTUNNSHUKSOLL
A WS TKUAISIAUWUDINMSKOUlUTAW ULNTo ST

wamsdIns1:k 6Cs  (S:undIWNINME A WIAISYU ta:fond
[BognsFdaslu 3-5 Udokin)

3d9nAU NSOUWUSHDDADIUIKUN:EUNU 6Cs  Tuounnaksoll
:AIFUNAU NSOUWUSHDIGU KSONDSUSUIKL

ulsuredrAnydikSuucia:wusnalutdnaludioo:ls

|
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is a goal-setting framework
for defining and tracking objectives and
their outcomes.

(

J .
N BIZVALUES



OKRs Superpower

WikludovdAny

(Focus and
Commitment to
Priorities)

UwSuwagoulia:
GaMUOY

(Track for
Accountability)

NTERPR

USUAANOIKAUWUS
Auta:mMoiudunu
(Align and

Connect for
Teamwork)

GoKUNEAMNY

(Stretch for
Amazing)

.
OLUTION  BIZVALUES
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‘ aovISUINISOOVNY

v

Objective

-
o 1NaQUIHUN

i,l\l\VLV'\l' niow " 152
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’ rfuDgINaQUIKUN

Objective MufdsSvid

DEINHUG
peNNUauMwa

DEINHIUWU

TOTAL C
ENTERPRISE 153

SOLUTION  BIZVALUES



‘ Key Results

Results

dhndnaaav 5 fila metu 3 1dau

TOTAL =
ENTERPRISE 154
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‘ Key Results

More measurable Key Results

dhndnaoav 3 fla 22
BMI 910 xxx t0u YYY
% Tudu

usandwiiio

1@22atav xxx

aalsaidorm 99n XL 1WWu M
e | O
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OKRs Key Steps

*  AUUSKISIKUQ Objectives ¥o0oVANS

_ e Qoolulodn Objectives 1WuiBovdAryRaandoorlkdEaluBonard
Start Commitment from the top e fKUQ Key Results u00oofms

*  KUDYOUNNS:AUIUOPANSNUNOU OKRS YovovAmMs
°  99nuuu OKRs S:QUKUDYMU

Then go to the Bottom *  nunoumsdadssAnswennslugoandnAiny
*  (aduldmkua Committed OKRs U Aspirational OKRs

*  FoamslnnAauluktidsonudilo takudoenu OKRs yookUdevU

Review-Revise ®*  nunbula:usu OKRs
_ *  UaNWAYUIBYUSSKIWKUDEU
Committed-Shared
]

SOLUTION ' BIZVALUES



Single Vision Organization

Corporate

Purpose

|
Vision
4
| | |

OKR OKR OKR

Functional OKR

BIZVALUES



N1Sas1v Objectives and Key Results

CEO

HuasAnsnyadugnen

BRIINISAMIgNALAN > 80%

¢
Whgaala

1
=

HARFWANAIADIAIN
gnINNIAUUAN < 1%

&%19 Brand fidndaie
% Top of mind > 80%

v v
HNUNYY NWUNAUUaUUNISUIY HNUNGDUUISL

WHNIULFINGNAN 8319 Community W lAmTasansldauleians

AzUUUANNNINDlagne > dmu Register lu Platform % Downtime < 1%
4/5 ageiay 60,000 37

TOTAL C
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OKRs Guidelines

fKua OKRs Adawu Sald Wusielasuia walkinandwAdonlumsiioiu

Focus Asva:luiiu 3 Objectives ta: 3-5 Key Results do Objective

nunou OKRs Jusigduank seidiou shglasuna

MNelia:asowadunns Google uu:thdnAdsauSsay OKR 70% Tuudaslasuna
Uszntu 50% woo OKRs A2sikuan bottom-up Go8nUIRLBDOUYODWUIDAUUTYS)
nnAuluovAMsaNstIdnfodoya OKRs govnnAuWondWIUsola

OKRs Govmilknnauyondudntylunisooidesnu duuduugonuia:nulunns:au

BIZVALUES



NKUQ OKRs 2 Us:inn

WhkunenSududosussaauith WhKNehfMa/asouseUuaalo
(Committed OKRs) (Aspirational OKRs)

WhkunenSududoorlkdisawoussa K Big Hairy Audacious Goal (BHAG)\
MUIUNKUNEYODODAMS o TladuthkuenoanuuuulRring s
AGoomIkamWI uSvanuoan mglulided ridoldon

0udonAuoiu Committed e Bns:AulkAuAauUONNSsaU AUKIISMS

Sawanmsussamuid Tk
e ldsawanmsussamuidh ucdanAs W

waay

o v

TOTAL _
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~ ,Moonshots inspirieren®

Alle OKRs werden bei
Google als anspruchsvolle
,Stretch Goals“ formuliert,

80% Zielererreichung o KRS at

gelten als hervorragend G I

»They're part of the culture, they're
part of the DNA, they're part of the
language that you use at Google.”

OKRs werden durch das
Feedback erfahrener Kollegen
iteriert und sind dann offentlich
fir alle Mitarbeiter einsehbar

NTERPF
https:llwww.workpath.comln;ag@zb‘nelokrs-bei-googlel

Ziele sollen zu 60%
bottom-up erstellt und
durch die Google Teams
vertikal und horizontal
synchronisiert werden

+ABSOLUTER FOKUS“

Pro Quartal diirfen maximal
5 Objectives mit jeweils
4 verfizierbaren Key Results
formuliert werden




CFR

stands for
Conversations, Feedback and
Recognition



USKISWavuag1vaaLlionadsy CFRs

NISauUNUN

(Conversation)

NSUaNIUAYUSEKI W
WUoAUUTYBY
A= 1AULAUUTYBIDEINDSD
yowhluAnisduindou
wadaums

mMsiBwWauln
(Feedback)

doansaoononiglunau
StKIWIWOUSIUMIU IWoUs:LTU
ADWUNDKUN taslkAuUnMs

MoulusunAaBoNULA: AU

TOTAL
ENTERPRISE >
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MSBUBUENGOD

(Recognition)

LEQPAUBUBUGOUAAA
AlkAWSIUTalUNN 9 du
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Definitions of OKR & CFR as per
John Doerr (Measure what matters)

“A management methodology that helps CONVERSATIONS : an authentic, richly

to ensure that the company focuses textured exchange between manager and
efforts on the same important issues contributor, aimed at driving performance
throughout the organization.”

An OBJECTIVE, is simply WHAT is to be FEEDBACK : bidirectional or networked
achieved, no more and no less. By communication among peers to evaluate
definition, objectives are significant, progress and guide future improvement
concrete, action oriented, and (ideally)

inspirational.

KEY RESULTS benchmark and monitor RECOGNITION : expressions of

HOW we get to the objective. Effective KRs appreciation to deserving individuals for
are specific and time-bound, aggressive contributions of all sizes.

yet realistic. Most of all, they are

measurable and verifiable.

NTERP Q
https://vijaybankar.blogspot.com/2018/A1/what-is-okr-cfr-and-how-it-works.html



PMQA Mechanism

MKUQ
gnsFaash
Bawu

szuuMmsun
ODANNS

4

Buudiio
asoassA
udanssuy

) 6

wauunAu/

SEUUOUIWO
douou
AtUA

Joya
Jounau

Copyright © 2015 KITTINAT PANOMRIT

e

a50assAwo
QoUdUDYADW
GoonsluaunAQ

aouduoYAY
Goomsludouu

ussa
danUs:avAkanvon
QDANS

° USUNYODODAMS

TOTAL A
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PMQA Mechanism

MKUQ
gnsAnEash
Bawu

S:uuNISUN
ODANNS

Boudiio
asoassA
ud0nNSssuU

finkuQ
gnsAdash
Bau

szuumstin
OVAMS

Bougio
aSwasse
usanssuy

Copyright © 2015 KITTINAT PANOMRIT

aSwassAnio
[Tl aupt)
wauunau/ Snslae
S:UUDUIWO ussa
dousu Sanuszavfkan
. QOUALBIA YD0O0FINS
AU doomislullogiu
SUNYOLOVAMS

TOTAL
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PMQA Mechanism

KuUQ
gnsAnEash
gau

finkuQ
gnsAdash
Bau

S:uuNISUN szuumstin

OOAMS OPAMS

Bougio
aSwasse
usanssuy

Boudiio
asoassA
ud0nNSssuU

Copyright © 2015 KITTINAT PANOMRIT

USUNYOLOLANS

TOTAL
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Workshop4: CFR

.C  CoNVERSATION FEeEDBACK RECOGNITION CANVAS

Organization / Department :

Key Areas / Stakeholders :

Values to create :

Strategy

Objective : Key Result :
Frequency
O Weekly
(] Biweekly Tactic
R ol e e AR A R 1 R S R R S BN AT S e SRR e e &Re ) Monthly / TaSk
O Quarterly
Success :
Failure :
Discover :

TOTAL
ENTERPRISE y
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Items :

Due
date :

Hit or
Miss :
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Think Big | Act More | Fail Fast | Learn Rapidly

n www.facebook.com/BIZVALUES

Account

o g:‘f?cial @415d pou

M businessvaluescenter@gmail.com
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