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Assessment Score Assessment
Item Criteria Level (%) Score
Score
1. LEADERSHIP
1.1 Senior Leadership 60 D 40% 24
1.2 Governance & Societal Contributions 50 D 40% 20
Total Score 110 40% 44
2. STRATEGIC PLANNING
2.1 Strategy Development 45 D 40% 18
2.2 Strategy Implementation 50 D 40% 20
Total Score 95 40% 38
3. CUSTOMER
3.1 Customer Expectation 45 20% 9
3.2 Customer Engagement 50 20% 10
Total Score 95 20% 19
4. MEASUREMENT, ANALYSIS, AND KNOWLEDGE MANAGEMENT
4.1 Measurement, Analysis & Improvement of Organizational Performance 55 D 30% 16.5
4.2 Information and Knowledge Management 45 D 30% 13.5
Total Score 100 30% 30
5. Workforce
5.1 Workforce Environment 45 D 30% 13.5
5.2 Workforce Engagement 55 D 30% 16.5
Total Score 100 30% 30
6. Operation
6.1 Work Process 55 D 30% 16.5
6.2 Operational Effectiveness 45 D 30% 13.5
Total Score 100 30% 30
7.BUSINESS RESULTS
7.1 Product and Process Results 120 T 30% 36
7.2 Customer Results 70 T 40% 28
7.3 Workforce Results 70 Le 20% 14
7.4 Leadership and Governance Results 65 T 40% 26
7.5 Financial, Market and Strategy Results 75 Le 20% 15
Total Score 400 29.75% 119
Grand Total 1,000 31% 310
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Strategy Results

7.4 Leadership and 2.1 Strategy Development

/ 3.2 Customer Engagement
4.1 Measurement, Analysis

& Improvement of
Organizational Performance

2.2 Strategy
Implementation

7.2 Customer Results 3.1 Customer Expectation

7.1 Product and Process
Results

6.2 Operational
Effectiveness

4.2 Information and
Knowledge Management

5.2 Workforce Engagement 5.1 Workforce Environment
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iItem Criteria Assessment | Assessment
Score Score Score
1. LEADERSHIP 110 40% 36
1.1 Senior Leadership 40 D 40% 16
a. Vision & Values
b. Communication
c. Mission & Organizational
Performance
1.2 Governance & Societal
Contributions 50 D 40% 20

a. Organizational
Governance

b. Legal and Ethical
Behavior

c. Societal Contributions
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IRLAUDUE : 1.1.a dRaNAdLazATaN (Vision &
Values)
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da121a11 : 1.1.b N1989417 (Communication)
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da121a11 : 1.1.b N1989417 (Communication)
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AALAUALUE © 1.1.Cc WRENALAZHNANITANRUNITURIRIANT

(Mission & Organizational Performance)
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IALAUALUL : 1.1.Cc WUENALAZHANITANHUNTURIAIANT

(Mission & Organizational Performance)
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TAEUBLUE : 1.2.2 NINITLALABIANT

(Organizational Governance)
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IALALDUUE : 1.2.c N3N lagllidamn (Societal Contributions)
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WNIAN 2 : NAgNS (Strategy)

%

Criteria | Assessment | Assessment
Item Score Score Score
2. STRATEGIC PLANNING 95 40% 38
2.1 Strategy Development 45 D 40% 18
a. Strategy Development Process
b. Strategic Objectives
2.2 Strategy Implementation 50 D 40% 20

a. Action Plan Development and

Deployment

b. Action Plan Modification




WNIAN 2 : NAgNS (Strategy)
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TAFUBLUE : 2.1.2 NTTUIUNNIIONINAELNS

(Strategy Development Process)
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TAFUBLUE : 2.1.2 NTTUIUNNIIONINAELNS
(Strategy Development Process)
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TRLAUBLUL : 2.1.a NILUIUNIIIPNINALNG

(Strategy Development Process)
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TAFUBLUE : 2.1.2 NTTUIUNNIIONINAELNS

(Strategy Development Process)

A9ANTAIINLNIWIATIASINFZLLNNTNIW UL T UG MU W URANLTIM 15 WL 97919919
TAgea319d11iny 61197 WUL Issues Based, Setting Based Waz System Based %78 i faqiiuilasdnsiinis
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Based TNAzLMNNZALNIUIES Integration 1#38A£279ULIL Customer Based luusiazngugnan wisanguie
WIRNUN Teazas1adingun1azaesnguiiuunsuuy Cut Across wazaseiulantuazizumluusazivum
a dl 1 o U ] [ %3 U ¢ dl dla al o d”d
asgaauansteiuly dusiu dougtununisdnlaseaiieesdnsau) NluudAsiae;

— Product/Service Based

— Geographic Based

— Matrix Based

— Network Based

— Team Based

— Customer Based

— Channel Based



TalAUBLUE : 2.1.b TA1lseasAmaNatNg (Strategic Objectives)

*  AANIANINLINAUNIINNIRNAN T IRnUssasAuaz I @InagneNdenasie N19u99
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*  AIANTAINLNIUNITRBNNITNANIUNTNNAEL NS IWITI Macro 11nnN37 Micro L Growth
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Emergent Strategy Tuﬂﬂia’éﬂqL@?uqmmqﬂuﬁwmﬁm LAZNN9A8N Tactics 138
enaiafazsilunnsimunzan i
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Talaualue : 2.2.a NanvwNulfiRNsuazn1stnanengnns

Uf1R (Action Plan Development and Deployment)

*  AIANIAINLNIUNITARAIINULIZHIULATAMNANAT TAENANTUIRINAINANAINIG
AT FANanTULATAIAN 1Ta SROI Tunsasuuazdsiinsifzeudaunis i ssnnng
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fnel insnzluaqiivusiazunulfiEnislifgvey lsifniaden uazunulidiings
WAITIANNANAMIUATEHTANMTUAZAIAN

*  a9ANIATNNITUFULI9eN9ZLAUNNT Action Plan Development and Deployment A1nAx
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1 uazllgunutlszant aaflunistnaunu 2 duazinanull AuiuesAnsaqsliunig
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dnemanuNuiNedaaAtamuaIngzez3-5 1 llguuulszanl Inaisnunsiasnannig
UgIgNUsNALAZIRYIFYE WEaNTIINMUAFNTIA TuAN UL OKR (Objective & Key
dl o % = % dld 1% 1 09;

Results) @923t Focus warHqaLiiunal Momentum Tunsussqualininndi antiu
14199 Strategic Roadmap waz Timeline Roadmap warnszans hldaunuilfianis
WaniurAn ez e Uz



Talaualue : 2.2.a NanvwNulfiRNsuazn1stnanengnns

UfUR (Action Plan Development and Deployment)

* asdnsAInumauNsiaulRN sl sU iR L un nsanEsaniiiasanly

= o £ Qi v A 1 o a ! %
@mmmzﬂ@auu Luuvl,ﬂ‘il]ﬂ’?'j")ﬁLGNLE‘N’]EMN’]ﬂﬂQ’WﬂﬂAﬂWW"]J’ﬂ\Tﬂ’W?ﬂ’] LLUNIT A N@1®

Tazanslaadaulundindneiasaus lldn15a

* asdnAununanluasauresiiulfTRLazAulAsnIA LN Iae

fa190W1 ANANAN, Strategic Impacts 178 Momentum $93VIIARMNINNINNINLENIDY

1A79N19

Mission & Vision
Strategic Goals
Objectives

Tactics & Tasks

Long Term

Mission &
Vision
Annual Annual This Year
Strategic Goal 1 Strategic Goal 2 (& 5 years)

_ - This
- - T




IALALDUUL : 2.2.D m':rﬂ%?”ut,ﬂaﬂutmuﬂﬁu“ﬁm@ (Action Plan
Modification)

. faqﬂﬂimimumﬂmmi@mmmmLﬂﬁmmmmmﬂﬂmmuLmuﬂgumrmmmmLW@
dog NN smTENNITUAL LLmumimmmmumLaumummmﬂmmummiﬂmLﬂ@ﬂu
NITUIUNNIIANITF] IUUAASUEUL RS

* avsngarsnsliulpsruumalulagansaumanialuaamenlasiayanes svuie
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IRLAUALLE : 2.2.b m@ﬂ%’mﬂﬁ'ﬂmmuﬂﬁfﬁm@ (Action Plan
Modification)

* asdnsmInumaugtiuuLnsRanNuas sz utaLauL RN svse Tz s Tudn e D
{uNew Initiatives HBIRINNNTANANTINATRALE UL IBAN UL TN bR bl lia s 138
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wa Feedback MiFuazlndianindng wazvnnldlfuavise ldiduldmunisananisad
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a1auFuLLlasu Action plan tasiunsaanianldniun s

Action Plan
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UN3AN 3: gNA1 (Customer)

%

Criteria Assessment | Assessment
Item Score Score Score
3. CUSTOMER 95.00 20% 19
3.1 Customer Expectation 45.00 A 20% 9
a. Customer Listening
b. Customer Segmentation
and Product Offerings
3.2 Customer Engagement 50.00 A 20% 10

a. Customer Relationships
and Support

b. Determination of
Customer Satisfaction and
Engagement

c. Use of Voice of the
Customer and Market Data




UNIAN 3: gnA" (Customer)

WNIAT 3 1 gNAT WUdAIAzIULNIT sxifiuesluszal Approach 71926t 20 % vialudauma

mmwﬂfwmqﬂﬁﬂ (Customer Expectations) LL@ZﬂQWNQﬂWuﬂQQQﬂQﬁW (Customer Engagement)

Yo & = o a dl o 1% o ¥ 1% o 1=
wlananlian esAnsinisamiunsnaaiugnAnlusedu neneudinlagnén tneealiiiaonu
AUTANNTEND9QNAT LaZEReNANIIAINATLAILAL AV NENAUILIGNAY

v 1% v K 1% v 1 v 1% = 1 1%
i lagnA LN DNQNAN @3719A0LAN 1igN AN MUBNINQNAN




Talgualue : 3.1.a N75UR9gNAN (Customer Listening)

* avAngAInLMAUliiinIs Ui Aasua9gnAn (Voice of Customer) uazfiNdoulsids
AnAtyuau gnAmssy luddasirdiaziusia 1Hun “unauuuskiuaulng” was “yanauay
& 1 " 1 o Qi 1 aaa o dl 1 [ 1 di
a4ANINNAIAAIL” aziiienisfuialunngn uariasnsfuisnuansneiuetingls e
i llgdnseenuuun@niugiuariiznig iainenssuazndensagnAlungusine Ing
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mmﬁmmmmmﬂm@ﬁmimﬂhmmg@mmwmm LAZWANTEUN 7 Service Quality Gap

% % 1
= o =

Q
‘ﬁLﬁmumﬂizmumﬁ‘mezu Area to address U84 Customer Information

. mﬁﬂimiwumuumﬁ@ﬂﬁ%mﬂuma‘%‘uﬁqqﬂﬁﬂwﬁmmﬁﬁﬂaﬁm‘%mLL@zBﬁunuﬁ@ﬂ
Wmn@lﬁyu U N9 LA Customer-facing apps , Online Chat, Social Channels ﬁijﬂfjl,ﬁ@
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Dashboard WALAATIEUANUFNN7 111 Trend Analysis, Ratio Analysis, Gap Analysis
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Talgualue : 3.1.a N75UR9gNAN (Customer Listening)

6

A9ANTAYINNUUANGNYNAT IUAUIARLAZAS 1NN IZLINUNI T LR ALN 189N A lWnga
o 1 ‘ﬂl = = EZ v Aﬂl dl o o a 1 Y o
\‘iﬂ@'ﬂLW@Nﬂ’Wﬁ‘LﬁIﬁ‘EINﬂ’]?1Q@QQMM’1 WARLTRNNTNITATLUUNITIRINQNAN ﬂ’ﬂ,u‘]j@”‘g‘]_lu

a4ANIARTRNINLINIUNIIF LR AENTDIgN AN TueIANgszMINaiUbae Wesannlu
tlaqriuiliiesnisdnauazilsviivannuivanalanialuasdnslazais aeazdonliiina
nsdiulpennuninuardsz@naninlunislitiznisnialuuaznisimun Service Level

1 v
A t 19imes
greement tRENUL Seven Service Quality Gaps
| Customer needs I CU STOME R
and expectafions |
I 1. Knowledge Gap
Management definifion MANAGEME NT
of these needs
I 2. Standards Gap
Transiafion info |
design/delivery specs |
3. Delivery Gap
Execution of 4.1.C.Gap Advertising and |
design/delivery specs sales promises
I 5. Perceptions l é. Interpretation Gap
Customer perceptions of Customer interpretafion | ... :

product execufion of communications

7. Service[ Gap

Customer experience
relative to expectations




TALAUALLE : 3.1.D NNINUUNYNAATHARTUT (Customer

Segmentation and Product Offerings)

° ‘ﬂ\‘lﬁﬂ?m?ﬁm?aﬂmﬁ’]LLuﬂQﬂgﬁ’fLugﬂLL‘Ll‘Ll Psychographics wag Behavioral
Segmentation WNBNANBANNIANTaN1Z I ud91 Geographics kas

Demographics Segmentation waz-finyanisauungnaniag lulaqiiufdinsedn
nazantuaridinyauazansaumandalianynd

Market Segmentation

Country Age Lifestyle Benefits Sought

City Gender AlO: Activity, Purchase

Density Income Interest, Opinion Usage

Language Education Concerns Intent

Climate Social Status Personality Occasion

Area Family Values Buyer Stage

Population Life Stage Attitudes User Status
Occupation Life Cycle Stage

Engagement




TALAUDLUE : 3.1.b N1FIALUNGNALATHARITTTUH (Customer

Segmentation and Product Offerings)

*  AIANIANINANIRNNUNIULATLIZINWIN HARS LAz LEN T TN Tue ARuazTaqiii
nevAnsugdanat Uszatanudiarnetlscatanuannan Lazn193uuNNgRgnAn
azdiayaedgnANdIudAtysianNd3aiTaduaatingle

*  AYANTAIINANTTUINIINT Research and Development IWBILATIZFANNARINIIANNNNT
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TalAuaLUE : 3.2.a ANNFNAUTUAZN1TaLALUgNAT (Customer

Relationships and Support)

. mﬁﬂﬁ‘ma‘ﬂfaﬂﬁ‘mwma‘ms’éﬂqmmzﬁ”mﬁuﬁﬁ’umqé%uﬂa‘ziﬂﬁnﬂﬁmmﬂéﬁ”uﬁ@wn
tlaqiiuagAnsitiunisaseaudniusitiunindunianaduian munea39dunug
wazmsgiLayuiunguand it vng igunsdiyy @Jn’m‘ja%m AN LeNT i by
ALY TaArsazianTnnainanuduuiTidenasia Customer Life Time Value

Inactive Nonprofit Able Active Profitable Very Active Very Profitable
Customer Customers Customers

20,, 20,

MEDIUM
CLvV

Number of customers

Lifetime Value = (Average Order Valus) X (Number Of Repeal Sales) X (Average Ratanl



TalAuaLUE : 3.2.a ANNFNAUTUAZN1TaLALUgNAT (Customer

Relationships and Support)

*  AANIANINANINANEILATLIFUTLLLLINIAE A NAN LS AT NNFATLIALLgNAATN
sz CRM 1fl1 SCRM TngifianTedaaniasine dlu Customer Centric iieazliiasya
LT Big dataNN A HUAT UL ANITHLATANINABINIT89gN AN TALa3
Platform 1158 App 7 Link AUWEANITNANAT 911 AN 0D NUULILATATIUATNGINY
IHuuuenizypnULas LRNIZNAX

CRM SOCIAL CRM
e @ )
E_ . WHO %) 'H] rH' Specific departments ————— 'H] 'H' Everyone
0,0 .2'
S iy [ WHM%) E Company-centric process ——— @ Customer-centric process
E e T U
— . .
Char Cobrowse WHERE—»> w} Defined channels ———————— %wé Customer-driven dynamic channels
M @d\'c“"‘me‘ E”Qagf’c;@ (> | \
o ) ! - WHEN —» . Set business hours ————— " Customer-set hours
- | )
Phone Internet of Things WHY%) 'HI$ Transaction N 'H]’ rﬁ‘ Interaction

Case Knowledge Business Voice of the Service

obile  Field Service K__A i
Management Management  Process Customer  Intelligence Moble  Field senvice HOW %> Messages flow outsidle ——— }( Messages come inside
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dalauauy : 3.2.b N19lsziiuANanalaLarANENAUTAS

@Jﬂﬁﬂ (Determination of Customer Satisfaction and Engagement)

*  AIANIATNAITUINITHAUUNNTAT AL LTEHUAMNENAULBIgNAIN WA NN
ENTULAZITANNITLIUNNIATIIAINENAU (Customer Engagement) fAUINTEUAUNI431
o/ o 6 o 1% . . . v ‘ﬂl ol/ % %
ANNANNUATTLQNAT (Business Relationship) tn8N194319AMIm@suLazN13 [IRING
ngnAnaztin sz Tuailiasg adnsaiiiane naan Customer Life Time

usiness

CUSTOMER
ENGAGEMENT

(increasing with time)

RELATIONSHIP
STRENGTH

(increasing with time)

Drives trust and

Drives knowledge and increases knowledge

relationship strength thereby increasing
engagement
Leads to: Leads to:
* Customer lifetime value * Advocacy

* Referrals and Influencer * Loyalty
* Customer Strategy enhancements * Customer Satisfaction



dalauauy : 3.2.b N19lsziiuANanalaLarANENAUTAS

@Jﬂﬁﬂ (Determination of Customer Satisfaction and Engagement)

s di a = = o o

* avAnsAsmanleanislssiiuANienala Ao linanwala wazANKNTL L
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WAFEUNAILANITATN Interest AL Loyalty

Company
-
Selection L}
— Interest Experience EmluU Immersion Stay Purchase Recommend
n Peace of Mind ® Trust § Enthusiasm @ Preferences »
Customer Effort iy satistaction ® Enjoymente Feelings @
Moments of Truth @ Affection @ Attention Impuises @
. Oblgation® Learming @ Action @
Absorption @ W e
' Emot
haring @ ’
Act
Br)



dalaualuy : 3.2.c N7 lidayaAtNU99NALAZAAIA Use of Voice

of the Customer and Market Data)

* avAnsAInLmaUliiinIslfidenansgnAtuazaanatluman (Key Driving Force) Tunis
TULARELINUTI0IANS %'\mfmrﬁT”qLﬂumiqmmw%ﬂmzﬁﬂmﬂugﬂLmu@uﬂ?ﬁﬂ%ﬁm@
Lﬁmzqfﬂ@y@Lmzmmumﬂﬁﬂu Customer Insights waz Market Insights ek
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High Value Information eanAgausinge ’Lumﬁum?ﬁlfaumm?wLzﬁmgﬂmfaz

'! MEASURE PERFORMANCE OF p.‘dw
= ENTERMARKETS PRODUCTSAND/ORSERVICES .-I.

Filiering__

Low-value
information

High-value
information

Validation

"\ AVERTISwG Mt )
e Y EEe
allowyou to:
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dalaualuy : 3.2.c N7 lidayaAtNU99NALAZAAIA Use of Voice

of the Customer and Market Data)

* avAnsAInLmaUliiinIslfidenansgnAtuazaanatluman (Key Driving Force) Tunis
TULARELINUTI0IANS %'\mfmrﬁT”qLﬂumiqmmw%ﬂmzﬁﬂmﬂugﬂLmu@uﬂ?ﬁﬂ%ﬁm@
Lﬁmzqfﬂ@y@Lmzmmumﬂﬁﬂu Customer Insights waz Market Insights ek
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Filiering__
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information
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Validation
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UNIAY 4: NIFIA NITAATISRUASNITAANITAIING

(Measurement, Analysis, and Knowledge Management)

%

Criteria Assessment | Assessment
Item Score Score Score
4. Measurement, Analysis, and
Knowledge Management 100 D 30% 30
4.1 Measurement, Analysis &
Improvement of Organizational
Performance 55 D 30% 16.5
a. Performance Measurement
b. Performance Analysis and
Review
c. Performance Improvement
4.2 Information and Knowledge
Management 45 D 30% 13.5

a. Data and Information
b. Organizational Knowledge




UNIAN 4: NI5IA mfa‘%Lﬂmzﬁu@zmﬁé’mmﬁmmﬁ

(Measurement, Analysis, and Knowledge Management)

WNIATI 4 : N30 NNIIATIEILAZNIIRANITAINNT NUIAAZLUWNIT sidivag] luse sl
dl o q9// ] o/ a2 6 o/ o a

Deployment 719261 30 % 919 1U41N1390 N139LAF1E9 Larn 9l FulJanan1saLtunIaas
A9ANg (Measurement, Analysis, Improvement of Organizational Performance)itas n199ANI3g
ANTAUNA LAZNIIIANIIAAINNG (Information, and Knowledge Management) tilapaiuléian
A9ANTHNIANTHUNTNLIALNTTA NNIATIEILAZNNIAANNTANT TusALl wenenading
faagl Inadsluiannupudanisaivessinuduarn e enasToy i sanisasnadsng
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nnz adsziiuléidn asdnsasluszAunidsdnnediaagil

v v Y KR v A & v v o
N ladaya NDeTedsy ATN9BIAAINNG AENaNGufallally
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LIRLALALLE : 4.1.a N1TIANANITANLUNNG

(Performance Measurement)

2/

* asdAnsArsinnliulgesnddniclu@ennininuaziiunu Ing
a 1 A 4 o v a o a a o o
— AN NA19ADABNIA IINIILTUN WusNA FdeviA

— BN na1ana Taqiiis (i 2563)

v
o/

* JfaTdRsTAL Corporate KPI iauss 43 fin lAwn:
— whumnesialy 2 69 (mmwR 10T)

— wruneaniz 10 fa ANNLNY 10 1

v v 9/
o A o o 1

— FqddmeeAnstsranilnnu Balanced Scorecard 21 fa (15 fRddananILas 6 faadntias)

2 9/
o A o %

* FnTdnITAL Functional KPI 199Ng8911 150H1 A1Uaw 150 6a (107 Aaadananuas 21 a9m
793 Health Literacy 15 67 Time Bank 7 #7)

4
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UIALALD LIS : 4.1.D NIFIATIZHLAZNLNIUNANITANEINNNG

(Performance analysis and Review)

faqﬁm‘mﬁ‘ﬁmﬁ‘ﬂ%’uﬂnguumimmmmLL@zmiﬁmmu?ﬂ]ﬂyjaLﬁfaﬁl?‘ﬂumﬁquﬁum
NUNIUNANIIANHUNNTIABENNADY 39A139 AZAINFABNITINENIULATILAINEN LAY
AN iiunnsgIuReaiu W Stage Gate Review Process, One Page report Lag
Onsite 1758 Online Assessment uazidianlasdiayalilgnsinssinadnilaesnlug(
Automatic Analysis Results) Iaein1saaszdazuand liduiunlinmsasssuuung
7197 lugtluuy Dashboard PidenltefausszAUaing TUdssiuunundn wazszdy
mbreadenguen fazdaelidnlalide uazamnsnillgnisutlauasyfudss
n13ALINNNT lHaeN9TIALEY E e oo

Goals and
Full Stage-Gate Process "A Measures

Flow down
Strategic
Priorities

and Measures

Aggregate ®
and Review Process
Performance Measures

Functional Measures
Department Measures

Individual Measures

Analyze ® Execute @
and Take and Measure
Action Performance

“Just Do It” (JDI) Process




Talgualue : 4.1.c n13UfulNan1sANLLuNNIg

(Performance Improvement)

o/

B4ANIANINUNIUNITLIUNNTANANTINATRWIULTTRN90ind Aty TnaiansninDs
— nslsuifiusnadayan Update a1nan1un1snduay Ecosystem Aneuan
a dl A 1 1%
— nstlssiiuAdnudesviselannaetinaseunny
— nsdszidiulngldieyauarasanineras Customer & Market Insights

— nsdsziiiuaniunisnllugiuuy Scenario Model 38 Multiple Future T4 One
Future L{lusu

T T T T T T T T T
80 Projection (no re-infection)
Projection (re-infection :

= P Datja ( ) Forecast Planning Scenario Planning
) Planning for ONE Future Planning for MULTIPLE Futures
()]
0
)
O =-
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c AL 3 ,A
g™ gl -

P> TODAY'S KNOWNS .< gl
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Z 10 & 4
A__ A
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Talgualue : 4.1.c n13UfulNan1sANLLuNNIg

(Performance Improvement)

*  avANIAINANIRINTNNITUF UL sINeRTiuN s e luasAns Taannsan s S ung
AtiuNIg Use@nininaenisaniiueunarnis inineans wazinlignisiuilyelu
ANUFING7] LT

— Efficiency Improvement

Creating Value

Quoli®y for Customers & Society

LOWesp C ost

— Productivity Improvement

The House of Lean

Technical Systems Social Systems

— Quality Improvement Leadership & Alignment

Seek Challenge
Eliminate Waste
Scientific Method
Go-And-See
Level Production

— Cost Reduction 111161

Jidoka

* TnuavAnIAfslavenald Lean Methodology

Visual Display

Respect for People

Problem Solving

WaE Cross Functional Alignment

Continuous Improvement

Continuous Flow/Just-in-Time

TulFudgenszuaunisanitiveunis iy Standard Work  System Stability | Teamwork

© Lawrence M. Miller




TALAUBLUE : 4.2.a TayALATANT@WWA (Data and Information)

*  AYANIANINANIDINNINN EA (Enterprise Architecture) 1inaaaitiunigluilaqiinlu
fwoiz Module?t s agi Tiinneiuduszuy v Fesannifledananuiianais
szuvIunjaz Breakdown v 39n1508NULILAYS Lean Process Uax1H Poka-Yoke 1u
n197am Human Error Lag System Error JN1INNIRANNTEULIANAAY antidliiRansan
Risks Prevention and Control k21111414 Process Build-Ina wazinl#iszuudnely

# ks Governanoe

[

dudai inamauland User Friendly Tunnstindiayauazasaume il

*  A3ANIAINANDNLAZNLNILU L Ty LAannTs UL

Components Components

v % dl 1 1%
fnyauazarsaumauiaqiiviaznanaindtazlian

1
= Indorrmation Managemeant

atrakegy

N3N EA 1iaanniiunises] 1luEes Anninaes < Oat sty
» Business Intelligenoe and
F'I:I' lIrEf |'r'|.]|'r!t' lL{JI'IJHEI'rrII':'I'ﬂ
» Enterprise Data
Managernent

v g o - . y B
TAYA AUYUABINITANTUNIT N1FUNTEALNTT M « Data Arcitecture

» Privacy/Security

* [lata Hetention and
Archiving

UszTaaiansdaya saus DM lilg IM waz KM

u

DATA MANAGEMENT

WuAY manlasnuagnels 197 Value agnels iludu

= Architectune and
Teschnodogy Enaklement

INFORMATION MANAGEMENT



TALAUBLUE : 4.2.b ANINIUB9BIANT (Organizational Knowledge)

v
%

*  AANIANINANIDINNINLNIUITLUNIIAANIIAIAAINNGFIUE IFAT TN T0NaL 20]
uazilszidiu Values of knowledge Niag antiuAstAnAaNYTaanTA Knowledge
Assets 51797 Wiansnti 14 lGeeineiidsc@ntna Inadninifu Knowledge Package

1 Qi 1 1 v o v 3 EX 1 = Qi9/ o
5119°) PdreisianisAumntin i 14au 99093 Obsoleted AanaiinvisandaNeaanann
211

]
c =

*  AIANIAINANIUNNUNIUBNAANGNIANAN TN Bt LazErnatluN19U99qN19ATHUNNS

LT}

paxLuNNg dRUsraIAsIuNagNs WusNaLayIduiAl

* avAnsAsiansanlfasdaanaginnlunisantiunnslfas9finlss&nsnnuazvansnin
A9ARINT IMHNeIAnsaztinnNmaniu Customer and Market Insights [NAWENUNBIA
% 1 ¢ = al v A o dl o | a Y} A Y]
ANg U lnnzessnsmuniugausiuisaluiulanazii lignisAnAu viseasns
WINNIINAIUNNT a3 10dInguN19e Tugl v



TaldUBLLE : 4.2.b ANNIUIBIBIANT (Organizational Knowledge)

*  aIANIANINAITUINTIATINRIIARINTNNN TIN199AN199ARNIHU T ANTRARUsNTg
= ! v K - v v . - v v
FIANABLAZLANINANAAITNG ALl Enabling Technology N3 Capture BNAAING AIE
Fast Learning N19 Retain & Reuse mﬁmm’g‘ Aagl Knowledge Assets LLAZNITULRILAL
#3749 Collaborate 84AA9143 Tael Community of Practice

Capture and Sense Making Retain and Reuse

Learning Before
(Peer Assist)

Learning Duri
(Action Review. Fast

Learning After 3
(Retrosgoct) Lean“ng

Collaboration Enabling Communities
, Leadership
- Technology of Practice ¥ Suppor

Expertise e
Location * Driven by

Secure Access Practitioners

Connect Collaborate



NN 5: UARINS (Workforce)

%

Criteria Assessment | Assessment
Item Score Score Score
5. Workforce 100 30% 30
5.1 Workforce Environment 45 D 30% 13.5
a. Workforce Capability and
Capacity
b. Workforce Climate
5.2 Workforce Engagement 55 D 30% 16.5

a. Assessment of Workforce
Engagement

b. Organizational Culture

c. Performance Management
and Development




UNIAN 5 UARINS (Workforce)

WHIAT 5 YAAINT WUdAzuUN1lsziiueg lusesDeployment Rszsiu 30 % sialudau
ANNUINABNIBIYAAINT (Workforce Environment) LAz AMNENWLABIYAAINT (Workforce
Engagement) wilananuléian mﬁmﬁmirﬁhLﬁumﬂﬁ'mﬁummnﬂuizﬁu WENLITNNEN LN AL
TnadialaiianuanudanisasaguAn HRLLAAINTLAENNIAT TN TINALYARINS Tetlsziiin

o [.%4

1549 a9Ansag]luszAUNAIWMUNILARINS

FITEINAL WoNUIAL A3NANAN AL | A9I9TRNUEITNAL




dalaualuy | 5.1.a AANATNITDLALAAIINAILUAAINT

(Workforce Capability and Capacity)

° ’ﬂ\‘iﬁﬂ’:’J‘WJﬁ‘ﬁ@’]ﬁ‘mqﬂ’]ﬁ‘mumquﬂ’]ﬁ‘ﬁ/ﬁ/mu’ﬁﬂWJ’H\IZQ’]N”]?E]‘IJ@QHQ@’]ﬂ?LW@'&’]NW?ﬂ Lead,

Apply 91914 Collaborate NMFAINIEITNUNE HIBNTZLIUNNTWINUNETET7Y

(Expert Development Program) @4mq3dsnaiiluansosy Adaptive Expertise bl

Routine Expertise NANAUSALNNTETHANIINULUAN (Core Competency) Ua98dANTIa

laqiiuiazauap MuiNaNnmaaUauessiadnnlssasAianagnsliatnsdna

wasannlutlaqiiuwunisaniineuineesniawmun Tudundsusayaaa (Individual

Development Plan) N9 Career Development wa¥ Competency Development AN

AN W13

Core Competencies

f
[ |
\ Expertise|
\

~_
\\

\\\\
\

Resources

|
| availability /
A—N — 1

_—

”i.‘ Strategic
fit

Skills

(_i:”?;?_?:ﬂ

Expertise Task or Role
Acollectionof skills . Performance oo 8 set of skills
supported by relevant Meodel at a certain level of
experience J competence
Competency

The collection of skills and attitudes
needed for a task or role



%@L@‘LA@LL‘LA% ' 5.1.b m?mmﬁm?ﬁﬂmm@mﬂmm
(Workforce Climate)

*  AIANIATNANTUINIINLNIUNIINTEI Workforce Climate v‘%‘tumu Workplace
Climate uag Workforce Policies & Benefits LaziaufiunnsALagnaELAN WAL T A
ANNAINTD LATANIINULUANTBIDIANT (Core Competency) 1aNDINNTNANTUNqALTI
TN 263519 AN DA S AUE TN TILALT A SaasiinalnanTasanisanI Ay
Engagement, Capacity, Capability 38484ANg

Workforce Focused ‘

Capability & Capacity c Workforce
Climate

Satisfaction & Climate
Engagement

RS @] ﬂﬁg - Development Eapacity &Capability



TALAUBLUE : 5.2.a N197UUAMNYNRULDIYARINS

(Assessment of Workforce Engagement)

TnaidiagaannnisAnen* wusn

1 1
= o

=X 1 & v A 1% [ % [
—  AuNenale maamnaummmiummmﬂm UTWINLASNTUBRNTU

a

s ° aa = o = ! Y1 o o
- uﬂ@qﬂ?ﬁlﬂ\jﬂ\iﬂﬂﬁ‘ﬂﬁqqﬂﬁﬁliuﬂqﬁ‘mf]qqu 9 UBl Nﬁf]Lﬂ@ﬁliuﬁ‘zﬂllﬂf]uﬂ@’mﬂﬂﬂqﬂ (LL‘]J@Q/]ﬁqqﬂiﬂqf]ﬂ\ﬁﬂﬂqf]wﬂqcﬂ)

a o 1 % &

—  anugulusinu Happy Worklife Happy Society UWaz Happy Family NNanSitid1Atysianauynwiessng
— anuanistasAnsasliull e luisesasialligu ;

* AmauunulifniuaN@esiATuNNg . .
*SNBIAIN INIINUEV

* mspeANdatiasaInAuluesAng o ARt anamasd Bed

* maaewiy UiuAaeuuny “AUAY ANNTINNE A FiaAIIN

e Tanadulaluanu WNWLTBIYAAINTARFDAIENINY
NONYUANLAYUNTAFIIATNGTN I

(aaa.)” 1 2559

*  NIANHIDLINUAZANTWENUNAN LN
= o

*  ANNLATEA IUNNTNINIL

* n9lBsusedanazN1LaNEL

* nmnanssuNilulesluminadiau

*  ANMNMNNZANTDILTHN NN LA

YNRIANTARTRLEUN IR LB NIz AL ANNTNNE T luN1991 AYNgE N9 ATNynWsesAnsTneinTg
diudgeatinesaiios uaziliunisidiusonaeantineuiaznis Feedback HANIIANHWINUAINAY



TALAUBLUE : 5.2.a N197UUAMNYNRULDIYARINS

(Assessment of Workforce Engagement)

M15199 5.1 aguamaiuaady wasdnnleauuinnsgiurassiuanuianelinonsdns

AMuNanalanoasAns Aiady SD. | msuwlana | duAy
m3i1adAng 3.87 0.69 Wiee 2
DU 3.78 0.65 Wiude q
msUfjiReaUsAudymlaunss 3.89 0.73 WRUAIE 1
nsimIkaznsEulRlue N 3.49 0.76 \AURE 6
ANWUEVDINUY 3.82 0.68 470 3
ASUTHIIHANITUL URaU 348 0.74 170 7
anmwnaaxdlunvieu 3.52 0.78 170 5
nslesusieiauasnseausy 2.98 0.61 Yunand 8

*ANBIAIN INETNUG
SN

AR NENIN AININNLF
B89 “Anug AN
wela AeAIINYNILYRY
yﬂmn?ﬁﬁﬁiﬂﬁm‘vnmu
NN UALLAYUNITATN
sugunn (aaq.)” o
2559



TALAUBLUE : 5.2.a N197UUAMNYNRULDIYARINS

(Assessment of Workforce Engagement)

ANaNN 5.2 agamsiuaadn wazdudsauunnnsgiurndseauavanlun1sinau 9 46

ANugUlumsIay ARy S.D. nsulana duAY
Happy Body 3.1k 0.86 170 1
Happy Relax 3.23 0.71 Uunand 6
Happy Heart 3.58 0.73 17N 2
Happy Soul 3.42 0.69 110 5
Happy Family 3.44 0.91 17N a
Happy Society 3.18 0.69 U1unand 7
Happy Brain 3.46 0.75 4N 3
Happy Money 3.41 0.76 U1unang 5
Happy Worklife 3.75 0.81 un 1

*ANBIAIN INETNUG
SN

AR NENIN AININNLF
B89 “Anug AN
wela AeAIINYNILYRY
yﬂmn?ﬁﬁﬁiﬂﬁm‘vnmu
NN UALLAYUNITATN
sugunn (aaq.)” o
2559



TALAUBLUE : 5.2.a N197UUAMNYNRULDIYARINS

(Assessment of Workforce Engagement)

ad

M3 5.5 agUkanmaasuaunAgun1sIden 3 e 9B amna ST

argulumsiiny | anugniiudessdns | wantmaseuaNufg AuAuS pifaN
Happy Body 0.143 (0.133) Ui Lanauungy seAUin AR NETRL PRI
= £
I, - _ (TN “AINNGY AN
PPy e 0.234 (0.013) Ui aauupigu AU ; o
- wela AeAIINYNILYRY
Happy Heart 0.190 (0.044) U asauusgu sEAU y@@qnyﬁﬂﬁ@gﬁqu”nmu
. o ¥
Haprgeey 0.200 (0.034) Ufjlasauyigi AR NENNUANLALUNITAIN
a =
: . AINGINN (AA4.)" 1/
Happy Family 0.284** (0.002) LR TG i FEAUA
2559
Happy Society 0.363** (0.000) poufuaLAgIy TEAUUILNANY
Happy Brain - e T
0.227 (0.016) Ujasauungiu SEAUA
Happy Money 0.145 (0.128) Ujjiasauusgu SHAUAT
Happy Worklife 0.527** (0.000) HOUSUAINAFIY THAURN




URLALALLE : 5.2.0 TBNUEIINAIANT (Organization Culture)

A9ANIAIINANTOUNAFTNTRUTTINEIANTULL New Model Mawnnng Change behavior to
Change thinking (John Shook’s Model) Tmﬂﬂ%’]\i’ﬂmﬁuﬂm Values ﬁi’ﬁﬁmumi’éu?ﬁfumz
UHINATATHAL Positioning, Brand Identity war@31931luLe94 Rituals Heroes
LAy Symbol auans |dentity Y0 IUATINAIANITIFA 1AL

SHOOK'S VERSION

Old Model
Change
thinking

to change

behaviour

New Model
Change
behavior
to change
thinking

VALUES AND
ATTITUDES

CULTURE




TRLAUALUE : 5.2.c N129ANTTHANITUN TR ULAZNIW AL

(Performance Management and Development)

= dl v o v v dl = (.94

°  Aullesandanusingnsuluizes n13UssiiuANNWLIeIYAAINT (Assessment of
Workforce Engagement) AN4ayaNad143aeaa3ANNENNULAANAIUBILAARINT
1M lunstfulgaivasnssAumnugniusa A Ngeluesdng 81989m01 INaNTunug
P09A0 AN ANIWeE nudFednistsusaanisdimsuiuiEesnyaainss

= Y QII Y o o o [-%% 095 &I dl 6 v v

mqum%uﬂﬂmmfmmﬂmﬂmimmaLmzmiﬂ@mu AIUUITIDINDIANTHAI LA
mﬂmuslwmﬂ%uﬂgﬂﬁm NITLTNNIAIRDLILNY NITRENBIANENINBIYAAINT NIT 1N
Tan1an19a319RALAEN19HL IR TN NN9LEUNaRANIIATvanuetinalluessd Las
nN7UNEaY TUTY N7 LTI ALAZNNTYANSY TAEaIANTANTHLNUNITWEUNLNAENTZ AL
Ao nienalalunnsenu mugalunieinanu auygnuseesAnslaainisliulseting
AaLilag



UNIAT 6: n15U)URN15 (Operation)

%

Criteria Assessment | Assessment
Item Score Score Score
6. Operation 100 30% 30
6.1 Work Process 55 D 30% 16.5
a. Product and Process Design
b. Process Management and
Improvement
c. Supply Network Management
d. Innovation Management
6.2 Operational Effectiveness 45 D 30% 13.5

a. Process Efficiency and
Effectiveness

b. Security and Cyber security

c. Safety and Emergency
Preparedness




UNIAT 6: n15U)URN15 (Operation)

AT 6 - N9l URNT wudrAAzuunnssziiuet luszAl Deployment Tiazai 30 % vialu
471 NITLIUNTINIU (Work Processes) Lay Usz@nanaredn1sLijinnis (Operation
Effectiveness) hilanauléian 'ﬂﬂﬁﬂ?ﬁﬂ’]?ﬁﬂLauﬂ’]ﬁ‘ﬁﬂ'}ﬁ/‘]_lﬂf]‘]_lmﬁﬂ’]ﬁ‘ Th8 WEENNAT
aussnuzen Tnadelaifanuiudanisdentlszanuanunasnisaineuina vy
QUNIY FetlsoifinlFan 29AN92E IUILAUNIAIRFNANTINULINY

A51972ULNU ATNANTTNUZIU TaNUTAIUINY 2451999 1 114913
A

FHK
aaa




UIRLALALLE : 6.1.a NTRANLLUNANAUTLAZNTZLIUNNG

(Product and Process Design)

* asAnsAiufiosiiatsunsziangnAnaedesAnaalasting Lazgtluniuees Products Uas
Services TataiANIIazdsmeLINaa%19 Customer Values flazlsléfing guluuuresssuy
miﬁfmwéfﬂmmmﬁm%@'qmus@mﬁm%mzﬁmﬂﬂﬁqqﬂsﬁfn,ﬂu@mq”lﬁ (v‘%jqwmmq
LAz Ndan) InENIzUINNNTRANLULKARS W AT NATIWIN9 T LR AENDIgNAY
(Voice of Customer) Lmzﬁﬁmu%@ﬂﬁﬁﬂﬁm mﬂ?‘ﬁ%]mg@ Customer & Market Insights,
Brand Positioning Lﬁ'@ﬁﬂﬂ@jm@ﬂ@ﬂufuumamﬁmeﬁumﬁﬂmﬁ@mu Wusna AdeiAY
TN AATINAENG WAZIINNLIDIBIANS %'wmﬁmﬁzq Product and Service
Champion 714 _uLainmeaaUNaRTuLazTNNInauaINa L LGN AN



UIRLALALLE : 6.1.a NTRANLLUNANAUTLAZNTZLIUNNG

(Product and Process Design)

A9ANTAIANATNNNUUANANINUNTE AT AT TUNNIANTUN IR UN IV U NARA DU
LaznIzUIUNTiaRaLauaINIsussqulinnendaRunriassasngluilaqily

AN Fixed Function, Fixed Process, Same Products

New Product Blueprinting

7 Seamless Steps

1.
Market
Research

Identify most 2.
attractive Discovery N
opportunities Interviews Business
Case
Uncover .
unmet : / Justify costl
customer needs ';"'te‘:f‘;;-’e"‘,s: deve{gpmen{
6.
Prioritize 4. Technical
customer Side-by-Side Brainstorming
needs Testing
= Internally
Understand Product brainstorm
competitive Objectives solutions
offerings ‘
Create
detailed
product design

Excerpted from New Product Blueprinting, by Dan Adams



TALAUBLUE : 6.1.b N139ANITUALNNTUFU9aNTzLIUNNg

(Process Management and Improvement)

'ﬂ\‘iﬁﬂ';TWJ?W@’]?M’]V]UV]'M?%UUWW%’N’]umﬁ/ﬂLL@%?%UU@ﬂU@Huﬁﬁ’]ﬁﬁyﬁ/mﬁ’]Lﬂu Model
184 Value Creation Process, Supporting Process LAY Business Process T ALa1491
Naudsedanuniuednels waznvuasdnd Ll ssdnin nuazlssdnsuaaaenig
SN TiFaLaL 1Ty

— AN (Laws & Regulations Non-Compliance )
— ANIIALTT (Below Standard/SLA)
— ﬁwqu (Over Base line/Standard Cost)

— ANNLAEIN (No. of Issues) H11F1



TALAUBLUE : 6.1.b N139ANITUALNNTUFU9aNTzLIUNNg

(Process Management and Improvement)

o FuilasanniaEueuusluvnda 4.1 ¢ §1u Performance Improvement @4 1&uueiinlis
89ANIAL9UITYNA 1T Lean Methodology, WAz Cross Functional Alignment w3139
nazuquNIgatlIuNe L InadauzinuAnsuazindulasanisfulgsasinady
e ULLATHNN T2 AN TN NLA L2 AN BN AN A ULAZMAINITANIEIUNITUAZN1 2 e
aiiag LiulAINT9F9) i

Alignment Goal and Strategy

— Efficiency Improvement
Go-to-Market Pl
ValueOAddz;d gﬁeriﬁ: — Defines the Customer
Alignment Strategy and
Category/fisie o ;_' Go-to-market Plan
Management

— Productivity Improvement

— Quality Improvement

Organization/Process/Technology/Skill Requirements

= Identifies and prioritizes

. 4
— Cost Red UCtIOﬂ Lﬂumu Cross Functional Alignment and Commitment capability improvement

- initiatives

Top Customer 2-3 Year Strategies
-

Customer Annual Operating Plans Insures implementation
W through a comprehensive

Implementation/Monitoring/Measurement customer planning
process




dalaualiue : 6.1.c N199ANNTLATATLNERLNIY

(Supply-Network Management)

*  AIANIANINAITUINLINIUIELUNIININNULDAUATET AN et TusrtiL ecosystem 913
Y = a o £ o £ dl v 1 v =

Player lating Huvsnnguaznisnananas lsting nutinneslsliauas ldating &
Capacity Capability ka2 Competency tduaeinalsting ivainuniaia Player Map 294
YU ecosystem widasinNasuINIsatiunisiaelinalnaesiAsatnemaindugiuy
Tunsiaan Key Stakeholder luusiazemarani fsazinliiiiu Key player uay Gap 19
\Azadelun19A1HUN953896197 NEaRUNINENTY Yialazdae TRAN s RNLANYTaNIs
WENWILATATNEFNY 7] LNORBLAWBNNIINA TDIUAAZBIANTIINY

0 Key Players In 5G

nnnnnn




% o = 1
AALAUBLLUE 1 6.1.C ﬂ’]ﬁ‘@ﬂﬂ’\‘j‘mﬁ‘ﬂsﬂ’]ﬂ@‘ﬂﬂ/ﬁu

(Supply-Network Management)

Most Polarized Tags in the Developer Ecosystem
The color of each node represents what % of Developer Stories mentioning the tag disliked it, with orange representing more disliked.

perl_
~ regex  agi
{”’t
tdd
haskell
go scala
plsq ®
= cloud apgthe-spark
oracle angular hiadon
g amézon ebsservices @cker ’
W ices -
windd, | g | eclipse
. -
xamarin sy ipt devops
A / Yonet typescrip
o 8 azure ? mgven o
: = 2 spring-boo selenium
Ilnq 3 .l_ Sql-sefver | pl
p g i& [ g testing
wpf =5, o % Disliked
] s p.net |' web—servict/as“ ;-!: 30.0%
entity-framework ' g | ‘eSl \
asp.net-web-api N 10.0%
gve 4 P angular2 i embedded 3.0%
1.0%
m Ioa%
ionic-framework Ki"" matiab

angularjs | redux

s g
lﬁ}y%sly__ react-native

twitter-bootstra;

—& N —
twitter-bootstrap-3  pymi ascl d& js diongs o shel
b ll. G 5Rss \jax _ :godb / ] ) —
oo j - mongod apache %
v g hi,__.)mb f— S j{ ubuntu
less ,@g ) mYS(ﬂ ‘ : I \"".ginx ‘.\ :
wordpress cogeigniter  p~ @postresal  anqrgid-studio &
photoshop elasticsearch ,I R
‘l osx
laravel ) > powershell
excel-vba drupal ruby-on-rails
e 4 jective-c

ruby
excel IS v‘ge. is
vba




IRLALALLE : 6.1.d N1FAANTTUIFINGIN (Innovation Management)

*  AIANIATNAITUINLNIUNTTLAUNNINIEAUIIAANIANTIN d19alalulanamanagns

NéAty n19asv/lseyndesfnnng nsivisamalulatineatiiayumasiuliligale

£ o o o nﬂl = [~ a 09; Y o o =
LL@$@$6L‘VW’1Q’]NZ\YW’1E]&IT]‘LILﬁ"ﬂ\‘i‘l/lﬁ“ﬂﬂﬁ‘zl,ﬂuﬁl,ﬂLﬂuWLﬁH TANMNARINNAUDIUAAITNATNITO

PDIBIANTUATNIRLNDANART 9INNIANINZANTUN93RATININENTUAE

sudszanaslunisyaiuanuudnngsy

Customer &
Customer
Insight
Scoping *Explore
&Plan llil'lg consumer &
customer
*Define focus neecl:ls,
motivators,
& scope behaviours
*Discovery &
Research &
Analytics
*Kick-off
session
*Staging
Session

Divergent Mode

Discovery and Exploration

Industry
Foresight

Opportunity
Identification

Convergent Mode

Evaluation and Implementation

*Explore
consumer &

*Understand
emerging
markets/indus
try trends,
best practices

customer
needs,
motivators,
behaviours

*Make

strategic

decisions *Explore

*Create consumer &

business customer \ *Understand
vision needs, emerging
*Define maotivators, markets/indus
fprioritize behaviours try trends,
opportunity best practices
platforms

fconcepts >
*Refine

i *Engage key stakeholder *Take short term action
Strategic B : - L
X *Orchestrate new insight and stimulate visionary thinking ¢ oate foundation for sustainable
Alignment +Create foundations for implementation Innovation practices




IALALD LS : 6.1.d N1FAANTUIFINGIN (Innovation Management)

*  asAnIAINANTUINTTNLTiusTe NN saseudmng N uLLY OUTSIDE IN Tinnnaiw
Tpe1iindq1a89 Channel Innovation La Customer Experience Innovation THuNE9au
wasannilaqiiu Tiidiui INSIDE OUT

Ten Types of Innovation

INSIDE OUT OUTSIDE IN
process oivery _rinance |

guiedg NH
e e oo N SRR SRR N Y senavioral
Business Innovation Innovation :
| | I | moation  Management > Management cuue
Proprietary How you How you create Enterprise structure -
processes that service your an integrated and value chain Enor
can add value customers experience for S Fopting
customers Produc
Enterprises gy o Computational
Exte system How the =
structure / value that surrounds an How you express citerpviceinakics Innovation
chain & offering your offering’s s Management  1oety
partnering benefits and values to
customers
Basic features
performance and How you
functionality connect your

offerings to your
customer



IALAUALUY : 6.1.d N1IAANIUIFNGIN (Innovation Management)

3 a 1 v v o & Qi v Ve YV A d” a
*  IANIAYTNANTRIINITHALTUNNIAS RN ITN AN LU BgeAN s T LAgey I TN auas
WAL Nl a9U RN ITNA1) AaNTIaTNETNAIN N RLT AN ALAY
UsAnBnInngeIuaInimu

@ Health And Fitness

oD Related Digital Gaming
- Personal Self Tracking
Devices For Health And Fitness

DIGlTAl— m | [}i.gitallnfnr'matinn

HEALTH

Access And Sharing Technology
PROMOTION

h Usin.g Big Data To Generate Insights

m Into Health Behaviours

e Sensor-Embedded Environments
And Citizen Science Initiatives




AALAUALUE © 6.2.a UTLRNININLAZUTEANTHAYBINTZLIUANT

(Process Efficiency and Effectiveness)

* auAngAvTiANTiINIsUsEy sz LuNImIgIulunTTeun MU Bible 10ausiaz
ey Ineenalszgnsszuy 1ISO 9000 undaunn 1 tnatinianie 6 Mandatory

4
o

Procedures 8198AAN17 TN19LFUL99R 1 1UL04N199AN 99T LLNNTA TN AIT;
— Control of Document

— Control of Record

Control of
Non Control of
Conforming = Records
Products

— |Internal Audit
— Control of Nonconforming
Mandatory

Products & Services Procedures

— Corrective Action

Preventive Internal
Action 3 Audit

— Preventive Action

Corrective
Action




IALAUALUE * 6.2.b ANNNLARAALLANIFSNENANLaaaReUWIAaN L
.Ua35 (Security and Cyber Security)
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NIST Cybersecurity Framework Overview

IDENTIFY

PROTECT

DETECT

RESPOND
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RECOVER

» Asset Management

* Business
Environment

+ (Governance
* Risk Assessment

* Risk Management
Strategy

* Awareness Control

* Awareness and
Training
» Data Security

* Info Protection and
Procedures

* Maintenance

» Protective
Technology

* Anomalies and

Events

» Security

Continuous
Monitoring

* Detection Process

* Response Planning
» Communications

* Analysis

+ Mitigation

* |Improvements

* Recovery Planning
* |Improvements
« Communications

NIST : National Institute of Standards and Technology, USA
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N1azanLaY (Safety and Emergency Preparedness)
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Business Continuity
Management

1
Establish
policy

5 2
Training and Risk
awareness | assessment

Planning Methodology

IT BUSINESS SUPPLY

RECOVERY CONTINUITY CHAIN SECURITY CRISIS

Mitigation Critical
strategy function
identification identification

SUPPLY CHAIN SPECIFIC
MANAGEMENT SECURLTY INCIDENT

DRP BCP



UNIAY 7: NAANS (Results)

%

Criteria | Assessment| Assessment
item Score Score Score

7.BUSINESS RESULTS 400 29.75% 119
7.1 Product and Process Results 120 T 30% 36
a. Customers Focused Product and Service

Results
b. Work Process Effectiveness Results
c. Supply Network Management Results
d. Innovation Management
7.2 Customer Results 70 T 40% 28
a. Customers Focused Results
7.3 Workforce Results 70 Le 20% 14
a. Workforce Focused Results
7.4 Leadership and Governance Results 65 T 40% 26
a. Leadership, Governance and Societal

Contribution Results
7.5 Financial, Market and Strategy Results 75 Le 20% 15

a. Finance and Market Results

b. Strategy Implementation Results




UNIAY 7: NAANS (Results)
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7.1 NARNSANUNARNA LA ZNTZLIUNNT (Product and Process Results)’aﬂjslui::ﬁ‘l_l Trend 9 30%
7.2 HAANSAUGNAT (Customer Results) ag/luseAt Trend 1 40%
7.3 LAANEAIUYARINT (Workforce Results) agfluszll Level 1 20%
7.4 LAANEAIUN9TNBNANIUATNIIANNLALABNANS (Leadership and Governance Results) 8¢ luszatl Trend 11 40%
7.5 HAANSAIUNNTRY PAIALATNALNS (Financial, Market, and Strategy Results) ag/luszatl Level 11 20%
Y o1 & = v [ @ o O [ % =X o aa v a o 1= 1 o/
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o rdl = a 1% 1 = v oA a o dl a Yo & 1 o
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IALALDUUE 7.1-7.5 : ATLNAANSG (Results)

* avAnsAsLsvynAlEssuLNsiARALLL HYBRID Taeld w11 Balanced Scorecard
39N OKR (Objective & Key Results) Tagiin OKR dnd@ss luauninlinsasansg
1 v 1 1 [~ (] 1 e e a A ac
a,‘lqtuu"l,ﬂgl,ﬂwmﬂfamammm W uarulud (New Initiatives) “sadanilu
UIANSGSHN (Innovation) VLELALNNNNWNFAIAE19ANNANFaLLUAasTuAas 1] 911
v % [~} Y o 6 dl9/ % ve v v o = Qi
asapudinudsWinuesAns unsesne ElElAn N IR gIN ulszavisaum
Faeniludn® (BAU - Business as usual) a9ansazldszuu KPI NI ALAL

Y v w
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LANDULAN OKR vs KPI

L [
OKRS =t (.0, P Visionl

= Objectives (3) + Key Results (3)

5 0: 5 0 =HE Strategy

Up/Down Leadership Team Objectives -
oty ot ity ) 3 csFs [
[ Messuaoie, grades / , o ) Performance KPI's -
Gascaded Y puko )
g 1 Top Down
((compwry) [ Team | (et ) (Wogstaed Teams
\ 7\ / 7\ J
OKR (Objectives and Key Results) is a goal A Key Performance Indicator (KPI) is a
system used by Google and others. Itis a quantifiable metric that reflects how well
simple tool to create alignment and en- an organization is achieving its stated
gagement around measurable goals. goals and objectives.
OKRs are frequently set, tracked, and KPIs link organizational vision to
re-evaluated — usually quarterly. implementation at each level of

the organisation.



IALALDUUE 7.1-7.5 : ATUNAANST (Results)
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10.

11.

12.

13.

Recommendations for Improvement
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Measurement, Analysis, and Knowledge Management
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Questions?
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kampkit@gmail.com

081- 420-5720




