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Adopting the Process Approach

« Plan: objectives of the system are set, the
processes are modelled.

+ Do: the process models are implemented.

+ Check: the processes are executed and
measured against target metrics.

= Act: the process results and the actual
metrics are evaluated against the target
metrics. Guidelines for improvement are
produced.
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Creating a Win-Win strategy during a negotiation
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Creating a WIin-Win strategy during a negotiation

Negotiation Styles/Strategies
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Creating a WIin-Win strategy during a negotiation
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Win-Lose

Win-Win
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| Optimization
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Personalization
» Generate personalized
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+ Manage workllow

Communication
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® Planning Campaign

® Budgeting ——
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Target group
selection
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® Segment
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# Selection

Campaign Execution
Activity Management
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(D Campaign Analysis

® Success
Measurement
(e.g., ROI|

® Third-Party Data

& Profiles
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Copyright TE 2m0
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Lean Thinking (5b3439N1\N1SA A LLULIA)

LbU IR B LLLILIAU Lﬁum%a%’ﬂ\a@mﬁﬂ@g@wé’@mfm
@mwma")(creating value by eliminating waste) bbay
m%Lﬁm@mmﬁmwﬂu%@\m\aﬁﬂ%é’hﬂm%ﬁ@i%ﬂ

Continuous

Improvement . . = ¥ ' & o
5 Principles e (rethinking)  LIBEATINARIFIAGDAYNNTSUIUNF
05 y ﬂfftei"_ BIN bbEIR1 I LTI bFNADINIFINLLNY (initial  planning)
anuracturing . : ° : - ° - o
03 Logduagajaanunalandgailattiiasidunisade
\ Create Pull- ~ , 4 AANLLAZUSTULFINTLUIUNITAINITFTSULL AL AT

 system 04, s : o : )
' ' w‘;’if'l‘;‘;“s_ @m@ﬁﬁﬂuﬂﬂ%ﬁgu@ﬂ"}% (Value creating action)

Aafiaatineiag Aa AN, 9FaUIAT, HaaNnl, AINNASIAT, N1SLELSIAY LAFaa
IR AZNUNUHUEINUEITLNNNNNAUR D AINNG LASNAIANUIRRABINUSUEIU, AINNEAYTe[1
WAZAAINNENNITOANIENANT, NRANIW, AFNNTaNa laaagnAi, aasd L Salusselze?



Lean Thinking (W&IN1NAISAALULAR)

uHaARRUUAN WumMsainamAllngsasdnANgyan
';T:{::L:fi (creating value by eliminating waste) uﬁ:ﬂﬂ’ilﬁuﬂﬂuﬁﬁﬁtjuﬂm
e 29AnsAa8N15AR M (rethinking) L‘ﬁﬂﬂ%ﬂﬁmﬁhmaﬂﬁﬁq
e I (1551 0UNNSAINAEIBHLSNTBINIEINUAY (initial planning) Tas

mﬁ.:n“ﬂl “:l:'*l' i L3 [ .||l|I L LT L
S AussanuunAHg A RaANENMSIRsanuAsUT UL

N42UIMNTAIENTSIEYRA A WANMA HNSUGIRNS (value-

creating action)

: : §
Reflantiouas Ao ATHFYLUAT, 199BULIRT, HAINBY, ATIHATIAT, N9 lELsIAN

= W e
LATEIHE 1981 wazAuUfURY
Asthisnndy fs ﬁﬂuﬁuﬂzﬂﬁqﬁﬂuﬂﬂmﬁﬂﬁﬂﬁqm, nﬂnﬂnﬂtjuuﬂﬁn
ATTHATNISOTDIDIANS, HARAN, ﬁﬂuﬁqﬂﬂfﬂmgnﬁﬂ, ANANST WSz 17



Lean Thinking (tb33M1NN1SA LbUILIAL)

B

“ Lean Production System (LPS)

It is an effective methods for identifying and eliminating waste. For the
methods, we can learn what is the non-value adding parts of

manufacturing and find out what is required to make every action

and every minute add value to our products.”
Wussuuifussaninrnlunisadeaaacdaynade vinldldfaaaideingiuyn
NFLUIUNIFIUTEUUG S AN IFLANAMALETUNISHEAKTaUSNIT wagbnadananssslen

aadibaifiuszleaend geyvalan Laisinseiin gaudnlunssusunisaantil lugeaiwnssuaad

ansgaLNEnNIsinisymiie Lean Production System @aanawfieusfenariu Just-n-Time T
BAEIHNFTUTOEUG TOYOTA PRODUCTION SYSTEM 2lanefj1]ud



*"{}“\ '

“(ean 1

eﬂi@l”p r ISE' 4
\‘N\_,\ K9 m’)/ i

AINUNLAIAY Lean

1k Lean aaeiluditieisinngrnanelunamnsgeinge

1. Lean is proven BannIswkazaiimaaa Lean besunigunlbuldiwazilsgauninugtsata
ANANTYNNIARIU YNUFENY YNAWIAULLTIUIN 9 L

2. Lean makes sense éﬁwalq@aaﬁ’mm\a@fmwifu%au Lean Memanautdendnelunisaaugawng
BIBAINUNNNILBNNUNUFTELNN ﬂ@ﬂamum%a@

3. Lean is accessible ynaueaasawingaberngdnangiesiu Laienn laikenasw laiwm

4. Lean is inclusive wiafa Lean tTlasunisldiagagiiatastmadaniswitlamsnealag
Taidnde WludefaBuiudu TOM, Six Sigma, BPM diaanangaiianleigasiuld

5. Lean is for everyone ynauasngatsaugwasiiibuidlalaienn



Walag1Asyaan15¥in Lean

1. NLbEIAANAIAANUN AR, WNa b

2. YMNABAUAINNEAINTSF leigiamardel
3. MMagalUsSENTN N 5%1‘*’1@--13j€13@3@
4. USuldiamansvintiiauiulunisgenu (Usu

bSIUNTNER)

GaafinanusaLiiag maraeas PDCA
SlaanduluynnszulunisdiaatSadiu
aeAINANELY LA (3 M)

ARG (AeAIULTY andueaw Wisdnen W thRswalulad)



WHAT IS MUD
MURA, AND MURI

The Toyota Production System, and later on the concept of
Lean, was developed around eliminating the three types of
deviations that shows inefficient allocation of resources

Overburdening
equipment or operators

Muri means averburden,
beyond one’s power,
excessiveness, impossible or
unreasonableness. Muri can
result from Mura

Any activity that consumes
resources without creating
value for the customer

Muda means wastefulness, which is

contradicting value-addition. Unevenness

in an operation
The seven wastes are: (1) Transport
i.e. excess movement of product, (2)
Inventory i.e. stocks of goods and raw
materials, (3) Motion i.e. excess
movemnent of machine or people, (4)
Waiting, (5) Overproduction, (&)
Over-processing, and (7) Defects

Mura means unevenness,
non-uniforrmity, and
irregularity. Mura is the
reason for the existence of
any of the seven wastes

Lean Manufacturing Competitive Scheme (LMCS)
REACH US: http:/habet.qci.org.in/lean.php to avail benefits for MSME




A3g ey LAt UNITUTRIFTIONTS (3 M)

e |

Muda, Mura, & Muri * MUDA (NNFgeYLael) © 7 -

(%]

. Wastes
:li::;asnnable

L * MURA(Lsigiainvaua / LladtSen)
5 UeUBRIAINNIFINAbAU (Wb
Mura

lln-lewlalwolklz_ads 1 8\i 8d\| bb N U y bb (N %1 8\i ﬁ A Lﬂ 5 eI U
on peopie or macnines...
BARALIAN, b Lall)

* MURI  (LAuN&N) : deyninnig
Any form of Waste ﬂ%%’]ﬁ’gf@ﬂ’]ﬁ (ﬁqﬂglﬁkﬁ%ﬁqéj\ﬂ y

in the process...
vinaglslal Safety, N5ElWYN )




ﬂ'a')su@eyméﬂum%u%%ﬁé’@mﬁ (3 M)

MUDA (nN158eyLéel) : 7 Wastes #3a
A3NgeYLLAT anatialdraneanialy a1l Ml
geyblanitinannnisse n1sLAdausine N1
USurudeaw n1svinlued niseantieaa Lludu
eiNFIReiNgLiY NFUsEuatatinmdIugeaylals
WinnngUgzgudunateLiluntgansiieata vinle
LAevaanlaliunisilsyeaudiballddingagil wBatuns
VinRangsunisane 61b3ifin1931akrubun1g9e
Nusinglunugnén Aagtdaranlunisidiuung
wagduLdaarnlsanelaelaidiiia




A3 sy LAt UNITUTRITIONTT (3 M)

The 7 Wastes e

MULA e the Japeness word for WASTE.

—

B
1]/ 4][3][e

i3
= . Overproduction Te preduce sssnse, faster
Seak it sut and get rid! bk :

Over Processing 1

"‘ Processing bajyend
the standard
required by the
curtomen,

Rework
Men rght P
first tima. .

Repetition
e gerrection

-I".lpnlﬂn.
?g:’gé}
. Transportation B

i hara il TR S
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A
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I

Noooa A~ W N

pugeytAeHiagannniIsxaanLiulal
(Overproduction)

ANgeY L TInNaINNIFLNUTEIRAYAEN (INnventory)
AINNEEYLE L aYANNNIFIaARE (Waiting)

1
N

AINNEsU LA iagaNNNTIFLAARaULI (Motion)

D

2
Q

1
N

AN LAILUANAINNNFAUAN (Transporation)

D

=
Q

ALY LE L aIANNNIFHaA2aaLES (Defect)

AINAE B LALILUIAIANNNFTZUIUNIFHER (Processing)



The 7 Wastes

MUDA iz the Japanese word for WASTE.

L]

Ul B
e o s 0, BMENENDY
Seek it sut and get rid!

Over Processing

&




Lean A3Ndgisybaiel 8 1s3n135 (8 Wastes DOWNTIME)

LLUIABLLULUE (Lean Thinking) Q%Lﬁ%lﬂ‘ﬁ' 8 Wastes DOWNTIME

ﬂﬂ%ﬁ%”w\a@m@ﬂ%aﬂ@ﬂ@@\aﬂﬂ% (Value Added) m % . ﬂ

I@mma@%%@%a@mmma%wmum(i%ﬂ‘uaﬂm
T%%m@lﬂ g%ﬂﬂﬂ%vuauﬂﬁﬁmlma%ﬂ\mmmﬂ

FNINET3N MINNEEYLUAT (Wastes) aNbife B~ rodicion DI o e et
Efforts caused by Production that is more Wasted time waiting Underutilizing people’s
a4 anwde lawmad Jeffrey  Liker) #aiendls nconeciifomaion. | worekBnesded  maproes, | Hoowkdt

Tumiiadadtwralaledin (The Toyota way) b6
a%m%@\a%ﬂ'amﬂmﬁmmml'aﬁ/l\msu@ 8 Usen1s 4, | A }
SR =0—0

8\Iﬂ’1%%’18\l’1B%‘EI\?@W@‘LI@’]@]@L%@\?VL’S’SW

DOWNTIME wfialéalédnewazeiqseldamngn i ELEEL e Eiﬂ:fi:ffﬁ;if
JuAa taatiitfenian Laldidnni1sasg PlEw A iyl T s peo?ri‘liif"ﬂﬁng}. e e

UgzNaUaIe



Lean A3Ndgisybaiel 8 Us3n135 (8 Wastes DOWNTIME)

Lean D AIs 6L Lﬁ%l’éﬂﬂﬂ’l%'&l‘zla\‘] 8 Wastes DOWNTIME
vReiunniiubal (Defect lost) fe vl

glenauri kel (Defect) wa@aummlml@ﬂmaﬂw

M’]éﬂﬂ‘i@@\ﬂa\ﬂ vAervaanluniswiile &e

M%Wﬁﬂﬂ%%ﬁaa@ LFIIIY AN NG Overproduction ng  Non-Utilized Talent
Ry Aol faen IR “?éfsae:?:zs:sze“n“* ko

vineinlaad | (Rework) Atfluanldanedigaann
A nsunnEe
Lean O adugeytdaainnisugan

1 lransportation Inventory Extra-Processing
Cl/l SJ "] ﬂ l) ﬂ u CIJ Ove rp rOd u Ctl O n Unnecessary Excess products Unnecessary Mare work or higher
. — movements of and materials not movements by quality than is required
IOSt) [)fu URAITNWNALIL g AR EIAGIOEAIA ISR products & materials. being processed. people (e.g., walking). by the customer,
al o

AINABIENNT LARNTIAINEINIFTARIGNA



Lean A3Ndgisybaiel 8 Us3n135 (8 Wastes DOWNTIME)

3. Lean W a31sgsytéigannnissa

ALY (Waiting lost) nssarasaay
WAediuisasiadagaulignlelunssuiunis
wAe wazgneiulduudauazgniuildealal

4. Lean N masgeytBeatiiagannlsi

sinnsldmanudmnainiiaanis (None

use idea from team Lost) lsianunse
Tdymainsfisiaang avuaiuise Laudi
UsgAnBnIn A3ugeytdeaainnishaisudls
AINMLRUBAZI B LAURINAUTUNIANT

8 Wastes DOWNTIME
Overproduction ng Non-Utilized Talent
Efforts caused by Production that is more Wasted time waiting Underutilizing people’s
rework, scrap, and than needed or for the next step talents, skills, &
incorrect information, before it is needed. in a process. knowledge.
_f ‘ o A
; ’ =0==0

lransportation Inventory Extra-Processing
Unnecessary Excess products Unnecessary Maore 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.



Lean A3NdgisYtaiel 8 1s8n135 (8 Wastes DOWNTIME)

5. Lean 1T ﬂ’aﬂmammmuaﬂaﬁn
N1 udaLmanus e £ nasles DOWINTINE

(Transportation lost) A3 &6 LEe
Qﬂﬂﬂﬂ%?l%%lﬂ%l&lﬂﬂkﬂ%lﬂ Lﬂuﬂﬂ%

h.

LAAAUSINSIART 6 é) @1 UNANDULLA Y Overproduction ng  Non-Utilized Talent
Efforts caused by Production that is more Wasted time waiting Underutilizing people’s
% o % ’3 r] \a ﬂ % °J ﬂ_l ’3 % ﬂ ’-] % C1/] 8\| % Cly C|/] ’] \ﬂ LL a o rework, scrap, and than needed or for the next step talents, skills, &
incorrect information. before it is needed. in a process. knowledge.
LIAUNL AL

6. Lean | maaigaytdlendlagainnis 7o !Jé %\_
fidudmendanntiuld (Inventory A,

lransportation Inventory Motion Extra-Processing
Unnecessary Excess products Unnecessary Mare work or higher
Iost) fin15LAU Stock fa@m@m 158 Stock movementsof  andmaterilsnot  movementsby  qualty than s required
products & materials. being processed. people (e.g., walking). by the customer.

AUA11NLARAINLEN L‘U%@’B’\S\Iﬁm LReIaNNN1S
Jdanmameanniiwbl



Lean A3NdgisYbaiel 8 1s3n135 (8 Wastes DOWNTIME)

7. Lean M @233&@sUuLasan
a v 8 Wastes DOWNTIME

n1svAdiaubyuaunciuli (Motion
lost)tflun1geadaulunadibadanelulu E % . n
N159119U Fadanarintdmanuanaunse i et

Efforts caused by Production that is more Wasted time waiting Underutilizing people’s

Gtuﬂq%c‘/(l)f]\aqugo\i ﬁq @i)f] ﬂquﬂ @fa%ag chju : rmark,_scrap,ar_:d than needed or for the next step talents, skills, &

incorrect information. before it is needed, in a process, knowledge.

8. Lean E mdaugadigainnisii | &L
nsguluniIsaIntiwlyd (Extra oo

S = = Transportation Inventory Motion Extra-Processing
PrOCGSSI ng) Lﬂ%ﬁgq 8\I a a—l lDa glaq ﬂ ﬂq%g\l Unnecessary Excess products Unnecessary More work or higher
movements of and materials not maovements by quality than is required
ducts & materials. being processed. people (e.g., walking). by the customer.
?I%@]@%ﬂ’]%ﬂ/l’]xﬂ’)%&l’)ﬂkﬂ%ﬂ’aﬂa\lﬂ’] L4194 2



AdugeuLdan 8 YsznIs
(8 Wastes; DOWNTIME)

> L
Wiy 1Dau W —— undaudly
(Excess processing) (Defect)

(Mc::-tlon}

A ugUtlan 8 Usznis
8 WASTES

o ) _— : - il &
R G R LR _ mamﬂu (Over

(Inventory) 2

AuARESedsIAN L ldununTdUs =T
shts: reserved (Non utilized talent, Ideas, creative) JafAay (Waltlng

Production)

drevow
{Transport}

0 e R R T MErts r2sgread
Doing LESS Getting MORE (DLGM) sw. facebook.com/doinoless

e VT R LA



7-Defects

—

2-Overproduction

o

5-Transportation

“Icia”

“919U09”

“GRcnw”

6-/nventory

“gcaonuin”

m “@arugauds 8 Usznnslunisvinew”

‘Do’
7-Votion
'_.._

A

“I0w 1998 ’W"

3-Waiting

i

4-Non-utilized
talent

Aoiliiy

“YsanwTagnivom”

&-Extra-processing

“Unciowlsm”




ﬂ'aqsu@eyméﬂum%u%%ﬁé’@mﬁ (3 M)

Mura ws3amanubiasintaus 91udisimangibal

asinvauabiinazeilulutdaglSunaeu 38nN1991a1
W3aa19ual1UN1FYIN9% vinldEiAamnalalasintaua
2 AAHNAITUANTNUA Y WURNUIUAINNTT NAITUT
naNdballiulia1uNIaTEIU BINYNAUEINITOFNEN
UBS519aaa1ULbILE Aazrinl¥ius s AUBA WA
a\aéau eindiameinateiu Tynasuszeybaiimefiss2ingasy
U AUNSAUNTINLAS ASINHANNAUITI AN a AT
ggaﬁum%nﬂﬂaﬂ%ﬁmm%mgﬂLoamg@g'aﬂu NI
anasimaaeatudibaiasintaus drladatansedawiibal
WLININHNS bTITEL




ﬂ'a')suqeyLﬁéﬂ%ﬂ'\%ﬂ%ﬁﬁé’@mﬁ (3 M)

Muri Kgan198uvin n1stusindales A
AN YN L E LA NANSEUUUINA SN b UTL LN
eINEIRLINNILRIU NIFUNINUAIILIANLTIUUFTZA T
n15Rluganegabiflunadlugsezena aravinld
FINILBAULNEAS UFZRNENINIUNIFVININUAR AN
Gﬁum%ﬂ%goaqm nnebifin1sUEnwInIZadiaunn
Weawe wandutsesalvdnisasud fagle
%@a%ﬂmm@wm@ druludunsenedi m%em
a@%ﬂmmaiﬁl@%u@m@@% WIANIFFUIUTG g
AasiauSativlunbudana el



http://th.jobsdb.com/th/th/Resources/JobSeekerArticle/%E0%B9%80%E0%B8%A1%E0%B8%B7%E0%B9%88%E0%B8%AD%E0%B8%95%E0%B9%89%E0%B8%AD%E0%B8%87%E0%B8%97%E0%B8%B3%E0%B8%87%E0%B8%B2%E0%B8%99%E0%B8%A5%E0%B9%88%E0%B8%A7%E0%B8%87%E0%B9%80%E0%B8%A7%E0%B8%A5%E0%B8%B2?ID=8421

“BINLFTIAUBRILAY
NNae Muda m3N3lg e
L11lan Mura ma3bad
ﬁajﬂbﬁm@ LbaYs Muri
N15RUYVN L ErualuLe
UAvinAagedLSa
sENReHle




N1541 Lean b2l wnsgu231n19911914

NISE91N98UU LEANUREsNTiiaaabdLae
ﬁaa YAAILTUAUANNAUKRTANWNITIUWNIVIN

AN I@@L@Wﬂkuﬂmuiu%v@uﬂgﬂmm% //M\
LbAZHINUINIU I@gm%m%mﬁ%mﬂ@mmm% ivery tines =
Mﬁﬁﬁmﬂ@ﬂmu@@ﬂmﬂmm WANLANNIFLINEIU i
mgm%u%mm%@\mam\a AT UU LEAN et | A ANUFACTORY | e

soparaton

Tulsinelunvnisarniia@arsustasngaian 1w o
ﬁ"jaafuu 19NN UR NN LT UFZUU N1HUE %‘
mﬂ%mﬂ@ﬁﬁum%ﬂ%uﬂ%\aLgméﬁﬁamﬁaﬂmam\a 6] [Stability e 13831
Lommm?m%uﬂ%\a@m\m@L%@ﬂ%ﬂu%u@@um%

AT LEAN nantile 7 $8e1g fa




N1531 Lean bUl2ibaang211934n15919713

1. LASANAINUWSAUAIUEANGE] bbbl
dauil tASaadiagilnsediian s
YAaINFhazAnInIanIsana1sn1elu
SENINANTNH AL TULATINIS FIUE
n1sAnausulinlnganeszuud WL
AUFHITLHASAUEYINNGTU

2. F%UAMANADINTEUIUNIFTUHUBG1U
AlAUTNI5HRINIFIINILUAN LAY
N1aly walagueiludanivue
AUUTTNAU NTTUIUNITUASIILaSLDA

n1sUdUEew (Taalsd SIPOC Model)

D

i lenrwssunsruruniseeodaoudiday SIPOC

Tsarru
aﬁ' hal =Ty L
AL T
vt wiSEn
LFENT ]

SL.'FJpher :' =, TUNTE Yy e
\ Input
i Pp— i
L @ﬁ' “*
ﬁ A
) 1=
o Output o
FProcess A Customer



N1531 Lean bUl2ibaang211934n15919713

3. e1998071UUaaUUADINFTTUIUNIFVINKNG /o\
LAIAFUUUBLANRNATINNTSLEAAAN (Value pr cosi

T Jidoka

Stream Mapping) tiiaszuilsynn wagiibulefly == =

LEAN Var-

Takt Time Mechien

m%fm\aggmwﬁ@uuﬂﬂ%gggﬁ@mﬁﬂwﬁﬁ Baud6 b Piatox | MANUFACTORY | Mincs,

i
Standard
working

4. U5 LIUANTINADINTZTUIUNT, BIATONE
LAZLUIMUIAAANILAFTINTF AN LU IN I AN
SLUUSFW (LEAN  Assessment)  bilasinlalle
UFLNAUNTIFGIN LbANUWBIUNNFSUIUNST

58 (Contiral imgeosaTont) Kaizen

[Stability (Robustness - 1:3 & 3:1) ]__




LEAN

N1511 Lean lﬂiiﬂunﬁquumﬁ%qmu

Ual-—
Piires | MANUFACTORY | Jher

wowerent)  Kaizen

O. ’3’1\‘]bLN%LLao}@’Ib%%ﬂ’]%ﬂ%’ﬂﬂ%\‘]ﬂ%’uﬂ?%ﬂ’]%@qmLLf}\I%cﬂ’W/\I
ﬂ%ukkﬁ@ﬂé@q@%q@@] (Future Value Steam Mapping) %’SQ\Iﬂ‘LIﬂ’W%GL?i
k@%@\ﬂ&@ﬂ/\l@d%q%k‘ﬁ&lqwﬁ&l mﬂm‘E@%\aﬁ%ﬂ\m@\a%uum\mu I@]“&I
wm%mqﬂaﬂﬁﬁmﬂwww&]mm kkﬁwkﬂ%ﬁfaq&lﬁmLﬂﬁ’]i%ﬁ/lﬂ?l%@]@%
mmkmuﬂﬂww%kgﬁ@mm (Value Steam Mapping) ‘1/]621%"1\3%%

6. °.>_I‘LIbﬂaa‘uﬂﬂﬂ%ﬁ&l@]’]&lﬂ%”%ﬁ@w@’] (Value  Steam) aldaN
Gaiia Lum@wqwmwﬁ%u%m%@mm% I@@m%mﬂ@m%mum%
UFRIFUU U Fasfun1sldiaSanatinteie 5a latdw gl
NN R IR EEATY



A543 Lean bull2ibaanssuauni1svinenid
Quality

7. ﬂﬂ%a%qﬂ@mﬁi%gagﬁqé’@

Delivery times
ﬂ?ﬂ&@ﬂgbﬂé’]aﬁi’]ﬁ@iabﬁaﬂ [ ..,,JL‘:,.;T [:L':i:m.ﬁ.r
GReN1FAURIA I 6y bU AT | L ean ]
WaalditRuwwaausu g Rt | MANUFACTORY | il
NFLUIUNIFTEOIYTSUUNIFTUTHNG — l —"
LUUAY WITBNUIAYUHE 55 T — |

= =4 YR, s
UFLIEWRUE] MIVINNIRNT |E'rtﬂhill1:l_.r (Hobustness - 1:1 & 3:1] |__




What is a SIPOC?

56666

.-::-5'-:1

'-i-:

SUPPLIER INPUT PROCESS OUTPUT CUSTOMER
Person/Organization Resource thatis Series of steps where Resource thatis  Person/Organization
that provides Input added to a Process an Input convertsto  the result of a that receives

to a Process. by a Supplier. an Output. Process. products or services.

A SIPOC is a high-level view of a process.
It stands for Suppliers, Inputs, Process, Outputs, and Customers:
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AUAAUNITNN
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LARNINUEIAEY
ALAFIERNFLUIUNIFVNNIUBEN

Uz edutleysin

LaaNIsUUsiag (Ueyirn)

0911 Flow Process 3tA518H%
MUDA,MURA MURI

n1ae MUDA Usuilga Flow Process
UL LHUNA

4091 Work Flow Taiad

LEAN

MURI

Unevenness

Overburden
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QUESTION
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1.

N oA N

TOM LbagN15USUIRIRESFTUAIANIT
FIIAREUNINLLINAE (National Quality Award)
Customer Relationship Management: CRM
Six Sigma

QSME

ISO 9000:2000

FLUUVURLIANAR (JIT : Just-in-Time)

WAL LANELTIA AFRIRY
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ginei &n3in (Six Sigma)

S|X S|g| Na dunsudmisiisfaiu
TuN1s aaAMIMUNANATIH anmlaNuUasl
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Wanibagans UBwsgniisdisidnuesssinaeaneaiu

Black-Belt agdavvinnuiadilantslausiafiuanwlé

neinafllszandaw devdancasaesiafiagainunldlunisusualgald
neinatmangas Lusausndladadiiieadaeiulangsenisusuilgeann
wiaadinyasg q Aeluaednis eannwiineuauiessaugdnnns
a¥amnusiuladnunadusiildarnnisudinlgeansnsanaagldnanalll
Black Belt dagldsun1stinaususilaldsinanagiiddelunisasilgs
N199191% SaAINUEHEN  21ed Black  Belt  tilani5vinlaganis
UgulguitagléSulssnaudan AmNgnI9aia A3nuguadunig
UFHNI5LA59NN5 AINNFNIeaIuNIsAaaTwazn1suTlugunlnsens

LAZAINNGLNDNIFUSUUFIR RN WEY

The Six Sigma players

Customer "}'lf'lﬁ«lI','I_f'lﬁllﬁ"il.llﬁ:'p-i"lll'lnfiiuﬂﬁ'iﬂﬁlr‘li-'1"|l'r“|:ll-'.1"

Green Belt

Black Belt

Master Black Belt

Champion

Executive

leadership

sflunvnasasvTudonaaduaun BB project
v Project Wdudpivunidn

Wudiazdduiiluniniy Project

Aoula: AU AU AT Project
!-I.'niluaTan'mﬂ'vsd*!uLJT,-um:ﬁn::

ghuimda Champion Tunariua Project ilanmsuduuy

AoullaE MR sl BB ua: GB
ApAsiAU riuauAumiibDua:anu=wor Project

MAEA WV R TRIUS TR oRNTINND
aduTuuaduauu Project
fivun Project inomusuds

fmua Vision woaruauuaudniavos Six Sigma



(3 o) QU o 1 ° °
avAUsgnausan eUNANUNUINEIR Six Sigma

5. GI‘GGI’] belt Aanidnarudivinnendlasenis

mumﬁumﬁu%mmmmwmaﬂﬁamgmﬂmuﬂﬂwq
%II@]GL%%QJ@ﬂJﬁ”]?LIL?I%I’Q saluUNIFUZRHIT six sigma 1 67
M”}%%fmmu Green belt Q”Lﬁ%f}\l?i’a?_l?l@\‘] Black belt aﬁu
AV Mf\%uﬂﬂum%ﬂ%ﬂﬂ%\ﬂ@ﬂ%wmmu%u\a
RADNNIFYVINNN1UUNE uﬂfaﬁm%ﬂ%uﬂ%\ammmmm\a Six
sigma blsfulegan1sle @1u15010 L8 wIAINUAe
kLaw’aﬁﬂ’W%ﬂJ%ﬁﬁJ%\ﬂﬁJG&lﬂ’W%Nﬁ@]@i%%%@%\ﬁ%%@\ﬂ@]%L@\‘]

e

6. Team Member Tlasensynlasenis

AL ERNTANNENIeIUN 4-6 A TaeLTIuE D WU aaALd
vinanulunssusunisiiagluaaveineandlasanissou
F1FeTgabun1syin Six sigma  Aa Tusu8n wasilen
Gai\aawm%uqméﬁum%@gmi%m%auvﬁuu AT AN
\amjfﬁo,mmmwmwd’fmmau Six sigma wagsanag
ANUAYY USNLUAE

The Six Sigma players

Customer

"Wndinduduuasiy Auaadandano”

Green Belt | Project Utuupuunnidn

Black Belt *

slunvinasiuasuTutoyaaduauu BB project

Wudihuasiduihilunnin Project
Aoula: s AU T Project
l-i.'ni'luaTan'!Hm's;HuLJT,-m'n:ﬁn::

+ ahuwAs Champion Tunardmus Project tfionisuduuy

Master Black Belt -

Champion -

Executive ,

leadership

AouiA iE sl BB ua: GB
AoamiAuAur nAUmhuaanusuo Project

MANEA NIV N IRIUSTIMIWDANINTINND
atusuuaduayu Project
imvun Project inonsududs

rwun Vision lomluauuarudidauo Six Sigma
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UNUIMLALANNEIAYVBINITIANS
ANFUNUSAUANAN

NALLONMSIA 5N

andmntuilionla uazguasin gnAndanug wazauiosns
Fiuagvianuats 1ndu uazduienldanmisaduiunudonis
e anénfagludonnidduunu mnuansdnulusisssmanuiy
USgndiulnggyideanaiunnnit 10% luudasl insiziunalulag
LUU Real Time yilugnAtinaumiands wagdaansiinouauas
Anuienalakuuiuiviule vIeu1arueIsendt gnAgliinenals

(Never Satisfied Customer)
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a5199Us9AR28 CRM

N15851989ANTUUUALENAT9GNAN
(Customer Centric Organization) Aotdnung
199 CAM Fatfuninnitudnisuiuuss
UsgdnBnInUeINITvIeY 30n159a1R 11z CRM
szduimdeuliAnmsasuulasesauduiug
sEMI19U390 wargnAn wuaAnildsandann
AenssuiiAsadesludanisszy Mg uazfnw
anély wasulufinnsuussuiisesdnsiiioaths
AwdTTusisuULaE Ae Al TugnAT

CRM Liumdnn1siindesguagnausiayau
Ldwidoudu insggnAtdredudenly
NamauLmumﬁamusiau%ﬁwﬁﬁi’mﬁulﬂ

CRM ng1eufiagseygnAalaggini st
HAMBULNUGIAALAUTYY wagnalin
ANUFTUS I auigniugnen

UIENivin CRM sjswaiiazlasuag 2 niawan ¢ Ag

1. ielldduutesgnén (Share of Customer) Lty mnefafosasaasnguuesaudviouinsngunis
fiandnaunisdonnuitn dmiuuisudinaiuduresduutmognddiaumineagnewn inszay
yhliusmansnsomneld uagindlsldunntulneilidestidumilunsmgnénlsl

2. evfulssmnuamsalunsinwignéent iesnirnumaneudswuindunulunisinwgnanly
dushnidunulunmsvgndlydun wenanismuingniiifinnuasindnd (Loyal Customer) a¢il
yaAmaene1ede (Lifetime Value) 1nndunsizd

— anAnguilgeusuningnAnguau
— anAnguileunnnitgnAinguau
Y I & v dao | Y =
— anAnguiledumniinlsasnnnitgnAingudu
A
G

9

(%
v |

- gnAnguilfaiiguendaiiiouresnu
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M luaeAns@aenin CRM

1. CRM 9z \uinesiiofiaztosjatiunmsifiugaaliuigniuazaiisaiuils
welaliurgndn daduynnaddnueasn fegsilssiaveasiuszay
Anudnsale

2. CRM luvswatisiudaife anudeansaiseuandaiieliaunsoudedu
lupaala

3. CRM iAntuiileliigndnifinaufianslagean uaziandsauindvesgndn
anunsaviliineldifiutu werillonaftagvindlslussozeniediedoiiies

WUwisng CRM agnsslviu ?

e CRM u ilditufissuenisusnisuindu uddsude
mafudeyanginssuvesgniniifidedufuazuinisveasn 1wy wdnismsldaudauggnia
NOANIIUNTIEAUAIYITTUES WAL TUDTIRg weRnssunsldRuAIINaITTLLANFI9RIN
nansAuvFolal nAnssunsTdaudidesud unnssanntisnansd wieumeTviel ngdnssy
nsldaneRuseduiuazuinisveusilustials

=] 4

CRM ewasasfiefiazundisandnsnisgaydegndludagudanslinaiues

Y
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Uszloiuaan1susnsgnAtdunus (CRM) fauiem

1. mstﬁm’w‘lﬁﬂ’mms"u’lﬁl (Revenue Increase)

2. NUINT99357INV9gNAT (Customer Life Cycle Management)

3. msuuszansawlunszurunisindula (Decision Making Support)
4. nssuuszansamlunisaniiueu (Operational Efficiency)

Whgune: Telesales, Cross-selling hag Up-selling

* fen1snain (Marketing)

. ﬁﬁagnﬁ'ﬂﬁuﬁué (Customer Service )

* seazBuavan1stisEAduAmTauInsTviiugnAn (Customer Billing)
Y a aa v v . .

¢ nsveualivimsluaaunngnAdaans (Field Sales and Service)

* fAanssunaiieanuinfuaznisinugnd (Loyalty uag Retain Program)

Uszloaiuaan1susnsgnAtdunus (CRM) fauiem

5. lixAMUsn52Tun1519%USA1S (Speed of Service)

6. N13TIVTINTIYASLDYARIY %aﬂgﬂﬁ’l (More Comprehensive Customer
Profiles)

7. Msansunuluaun1svIekazn133AnIs (Costs Saving)

8. msa%’wgaﬁuﬂlu ( Value Added)
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CRM ﬁ’UQnﬁﬁLLﬁiazﬂEjaJ Double Standard

(% '

Tunisvin CRM wliuuRsieandudaznguuansineiu fie uwusgnandunailos
Funils duaes fimaidenUfoR (Double Standard) vy Aneneuiiazifine e
uan FensuImsTansaruNaNT A UgNAITuIN (Management  Customer  Mix)
wmszis1azduihedidingninit ngulmidinuedmiusshauniian viengulvuiuinis
u&lsidu Aroeq fdaii

y

2zuU1%a1A1 4 A1 Av IDIC

[y

CRM fiugnAusazngy Double Standard

Identify ausiuiassoavenlsiliin gnénnadelas? wasngulmidunduiinaudonidim imssgniriivarsssdiu gniunaunioutengu
Wi{3 fivimse aunsaadieilslianlann uwitgndndumniivhla feseudunn desnishiu desnnsil fenilinsusmsivusiazads

g9 uazduAesAnldangann Sendn Cost Per Service g4

Differentiate uslonuii gnigudslas vimnnsaiemudiniusudr auazdesaismmuunndied nqulvufinaansnsafiauyaild
- 'S4 ' =) a A £ -y Y o oA o o =% v vy

wiallld uasmnnauivuiinaufiuyaaildtng Aunuenaaeiitne widdlanuamsalunsyhilsegidmesuld

Interact msuggwiusiuen Anlusunsailumaweneiugnén eflarld3ouiussaunmsainnin iedumasiiundosns dslivseu uavthdsiinngey

widamsinadhendnfasivideusmslifiyadidin msyaquiugndusiazass iezliussaunsaiunegisnnn thiendeyamanilldidlulilu Data Warehouse

voun diearlddoyatiuglndulszlen]

Customization snmsauffuiusivgnd faransnsathanyinsnandudrseuinsuuuengaznuANLfesnIs Yo

wiaznguld s duigniutarauliiniiout mamanunsaivszaunsalndedeyaiiinideuinngniutazauninns aanld iy

anansaviinlsvesesAnsla
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J9An CRM

CRM Faflunagnsiisagldlunisiazairssarls (Optimize the
Profit) shemsiiuluianuilswslavesgnén danaufifosmseviinegianoin
anfnfenszid viseldngdmiunmsuinisgnéndiiled 2 4o Ae

nndeil 1 gnéngndfeaiane

nndedl 2 mngnéndnlsilusnungded 1 Tual

INIEgNAIGN Fadaue nsegnAduAuTietudows lliuien
lilvdune gndduaudne mngnAmgelusevilsnninieisdesanau

N15US11S CRM azuszauanudnsalauusl

E24
=1

Junaundngy A9l Av

finnsrauileriuegaumlunisaniy nagns CRM vasyupainsynseauluesing
Wﬁ’ﬂﬁﬂunﬂizﬁuLLaBV!ﬂ%ﬂ’JEJLﬁU%@HaLﬁaﬁﬂUﬁEUiBUU CRM asi’mgﬂéfm

Tdfayasenu CRM idnluwasiinsuustulugiiueu

DA e

wialuladndegiudinazdunalulagsaignusesinisanunsaldifauszsdnsamls mnieudieuiv
mathwalulad le-wadunldudwiliinanuiung wasiindunuamea nsldmalulagnfiodiaz

AeliinAuALINNTY 113911 CRM asidufitieusnesin1sinnisassnwgnalssnnle

\w3nelle CRM agsasdananadfiumsyuunsiiuimsivelininnuuazandfianuasainlunisldau

mssdunagns CRM duldlinisgadunisiimelulagsiaunaduiladdyusiosinisaiunsald
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a o & w Y v & ' v
LL‘L!'JﬂﬂLﬂEJ’Jﬂ"I'iLﬂUiﬂ‘le}’]QnﬂﬂmﬂU’m 9 uua3%38aﬂﬂunu

1esndesdnisamnsninuignnliiegiuesdnisle agdaeidunisan
Funuitinainnisannisineldindedesass ssdnslifeaiunszuiuns
vinulvaivey 9 wngnedn o oen 9 agvilvidesunusazliialenialunis
¥iils Flonmalunsilsiudunianainnisi Cross Selling  waz Up
Selling

Cross Selling 11899 Ns@anaLilel

Up Selling ninedis nstosiaseon

Adfion15As1EHASENLTUANS A5
ANMUANNUSAVANANSEEZEN

£ [

1. funuveanisuaangndtivadandu 6 wih vesdunulunissnwignAiuld
2. anclunelaluduAinazusnig azusnse 10 AW 9 ANYlinelaluduawazusnis
andn 91% vesgnAnldlasunisguatenlalddedeseasuaslinduunliuinisuas

sdufanesinismvantudnrsednlugniiuesinismaiiu

w
D e

)

il
4. flanm 4% NlinelanazFeaseunduindiesinig

s v ! ) [ 1% 3 a & dy ] 1

4YNAUNINATY 65 % ‘vﬂ,uﬂaumLﬂuqﬂmmaqmﬂmﬁaﬂ mua%mmuimgu’mmﬂﬂ'ﬁ

Liguatenlald unnndenuianelalunaninuesduen
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nanasardalunisusrsanddunius

1. Asiigudayawosgna
2. msfimalulad

3. msUfddiesnunand (Msdmvin Frequency Marketing Program
nsdavih lusunsu Loyalty Program wsemsdavin Tusunsu
Community Program)

4. msUszafiuna (Welinaunasdnsaunsasnunandn ldinndunsols
otdls Touinauaisi 4 azdioaapuluanuiu use Focus vasasdnns
faadpuinatiinnssnunagndi (Keep Relation) Tuszuzumuasiis
Value Trugnd Tunnninaaueiiandaanis)

N1399NKUUNAYNTATUNITAAIN

]
=

a ¢ 1 Y
UADUN 1 Qtﬂiﬂzw%ﬂgnmtﬂﬂﬂi

Qe

e

U U

Fuusnlunismanagns CRM Hu Fesmsuingnddmanedulas used
Trade vi30326fU Consumers viavisaaangunsainsamudiiudgndlusaingsfa ua
naARUILAATIAULANG1a LB 19N

fumaudl 2 Anedaninuindeunenisaann

Uitderilanianmuindonniinisnain Faszneusmeaninuindesniousn
(LAWA AN MKINREUTTAVUNAA UATANNLINRBNTEAUIANIA) kATANTNWIAGEUNETY
USEitdesnsUstaunrwdiielunaa desairsszuudeyamanisaaneiidulselon
pon1ssindula
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N1599NLUUNALNSAIUNITAAIN

Junauil 3 n1suusdunan Mvuasaadivene uasinvuadurls Kanduel
nasetiensainuAkngnituadidayadninwindeunienisnain viliiingnanfianudulylalunis
Faszuu CRM LHulas nmsdaszuu CRM Wifuguslaann q nemileutugenlivilifuilaad@ninudu “aufiay” Jaexd
'3 | gy v & | A a ' ) . ] A v ya o
wnasiazlsunsegafilduusgnn seniliudu  N3endn nsuUsdunain (Market Segmentation) ngugaefiuualafidnuae
' = 1Y) ' ' = ! & a_ v 1 a_v_ a
vweganieu q funelunguuandsluanngudu Sondn drunsenann (Market Segments) 1ugsfasds gsfasUén
guslaa Mnasilanasvilvenanginuansuiuisudngugnadnnisaaindesnisudsiiviodiugogvesnaianduuin
¢ A A ewwoa y v 4 a e 4 s v M e v a oa \
dinfianinfaziild Sendn “Niche Market” Wuies Windeiissiuslna w3ogsiafnds viegsiaduaniiies 1 518 Tudm
YDINAINAUULIAANITAAIARUUNTIAENT (One — to — one Marketing) \denfanssunisaataiidnuaiduiuies My
AN LunIsdednshuuanInig afeduiusiugnAtunazsnedusely vsdnnazidendiudesvesnain 1fu
nquithuaneszuy CRM Isendndumsivuanaindmuneg (Targeting) laeviluudnagnsnisidonaaatimungainadau
P v \ o 4 v
vowaedululivans q dwd 3 maden laun
= nagnsnismaiawuuliuangg (Undifferentiating)
" NAEVISNIIIAINKUULANGNT (Differentiation)

" Nagnsn1IRaInyuanIzdIu (Market Concentration)

Tumaudl 4 SaviununwaaIn (Market Map)

n&anfiuTEnanansadennguandilivanevesszuy CRM 9nngu
vosmaaiithaulauasdinnudululdunian dudeluuisnaisaedamsu
AU Avetiazngudmuiedn astinuddyiungugnadvung
Tandususuusnuarsesasly indesilefiinnld fe ununiwaaia (Market

v

Map)  Fadulnunniuanslmiuiananssunisinsvuneduaivesu

YN
wSounegliiiudaUsuinuasuiayan1v1eueIdud1vianisusnisign

ANNUY
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fumaudl 5 Frsarmiinslunisdndulede wasseduauduiusvasgndn
wiags1e naInuTEnnIIUnauanAN N INgsEUUCRM  dduanudidanaAias
naalunsdnszuu CRM vesudtmudn Asdrdnfiagsiliszuu CRM Uszauanudiie
Aonsiansaintunguithmanevesssuu CRM usazngu tastiunuimdugly 43

%
a k4 Y v v a

andwa feindula ol freainnu farsanseauANUduiusTEnINUTEniungy
G
Y

e

nAnUmUN8veTsUUCRM wiaznguitegluszdiula

F2 ]
[ =

YUADUN 6 NISAIAVILHUNITAAINEINTU CRM

Yumaun 7 n1suuay CRM LU URlduasusiiiung
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Below the Line...ﬂq%ﬁ%ﬁﬁ%@iaqn 2

Above the line Aan192ia wagN1gYIN
I@mmwmua@%aﬂ Lewnlunsaiead 3ue)
dadefiud tiinas1ani1sdugluns
aumLgﬂmuﬁiﬂﬁiummwﬂﬁﬂu
%”%I”ﬁ%ﬁl neina50L59 berellei el
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Below the line Aailuni1séagsaay
Mﬂ\aﬂﬂmuﬂﬂ@iu%ﬁwaal@\am'ﬁa@
AangsumaetfiaLsiig N‘U%'Icﬂﬁ Sales Promotion ¢ Discount Coupons
LRWIZN S

Television * Radio ¢ Internet
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Database Marketing wwag Direct Marketing @atabasemarkeﬁ,?

v 3 4 . U . . o v v ol
m%@m@gﬂu%m&a LLUNIFTASIN (bUIld) EIANEA (I\/Ialntam) Lgaguﬂgﬂu%ayja%m@ﬂm (UtllIZG)
-t e

1’58 Customer Database 1NU L LRadataZuRaNgIUVINNISAae ey Database HLaan
3 (oY [o) Y} o . . f=
Lﬂuwaélammaﬂ@\am%ﬂm Direct Marketing 1358 N19Aa10/A53 ey CRM

“Direct marketing is: An "interactive" system of marketing which uses one or more
advertising media to effect a "measurable response”

and/or transaction at any location.”

“NNFEANAASARAITNIFVNIFEAIaLUL 'Ead1g 2 U Lasiandeda LaeadrBiiaKE e
1INNNIKIaRalutianaliinN19aauUauLaanEaLi @ﬁq%ﬂ%%%ﬂ% LUUESa3aAbe Lad3n
agagbanma”



What is Database Marketing”?

& @

Database

A collection of data and information about
customers and/or prospects that affects what and
how a marketer will sell to them.

Database Marketing
A customer-based, information intensive, long-term

methodology that uses the Database as the basis of
all on-going marketing efforts.

Demographics
LTV

Segment ,*'i X Life Events
Product Illl '
i-i 0510MEH DATA
Call
0 cental
yor Pg
‘ é@ {gq) @ Site
Display t§§ e%
EQ
B z
= .
Print T%h% qg,"ég f Meetings
; “e}
@ h
_z <
hd < D
Email
MMobale

Direct Mail q D Social

Search TWiideo



mssamsgnmaniusCustomer Relationships

Management : CRM)

Customer extension Customer selection

* ‘Sense and Respond’ S * Who do we target?

* Cross-selling and up-selling % ¢ What is their value?

* Optimize service quality K * What is their lifecycle?

* Use the right channels * Where do we reach them?
Customers

Customer retention Customer acquisition

* Understand individual needs ¢ Target the nght segments

* Relevant offers for continued H‘) f * Minimize acquisition costs

usage of online services * Optimize service quality
* Maximize service quality * Use the right channels
* Use the right channels



NNFAANIFTYNAFNWUE
(Customer Relationships Management :

1. ﬂﬁ%baaﬂaﬂﬂ’ﬂmw (Customer Selectlon) SEURTIN
m%m%u@ﬂamaﬂmmuﬁwmau%ﬂm%@m@mgmﬂ?ﬂa\a
ﬂﬂ%ﬂ\ﬂ%ﬁﬂ@’]k%@ﬂwww%’]ﬁ%@’]Lkauﬂ%ﬂ’]‘%‘@]@ﬂﬁ%@\ﬂlﬂ
mﬂamgﬂﬂ%&ﬂ?ﬂ%g@wqwm%a\ammm\amumfmmﬂm/n\a
m%@m@Gﬁu%fa\a%w%m\am%%ﬂ@ﬂmi%mmfﬁ%ﬂwﬁ@ﬂm
Lkagﬂﬂﬁ?lglﬂﬁlgﬂu@ﬂﬁﬂﬁﬂmqﬁaﬁﬁﬂﬂﬁLL‘U\?‘U%%Lﬂﬂ/l
nasttinunanels 2 38AawilvaIuAAIRT A kLA
'a\aa%%'a@ﬁ%ﬂa@L,am/l%@uﬂamaav@@\am%m@ﬂﬂam
aﬂ@ﬂmi%%@\aﬁm\a@uL@@%L%@Tum%m@@@a@mmwa
mﬂmagmﬂéﬁumﬁﬂmaﬁﬂa@@ulau

CRM)




Customer Data Base Example of a process without MO:
1. For each campaign/offer, we select customers from our data base that

have the minimum requirements
Is not in debt
Doesn't hove the product we are offering
We haven't offered the productin a recent period

2. We repeat the selection for each of our campaigns/offers

3. With the Elegible Customers for all campaigns, we set some prioritization
rules

4. We set the final targets for each campaign/offer.

Supression Rules (debt, do not

contact, already has the pro
etc)

Eligible Customers

%V G RE Tt

7T

Selected Clients



NNFAANIFTYNAFNWUE
(Customer Relationships Management : CRM)

2. n1sKIgnA1LlKa (Customer
Acquisition) %mﬂmmﬁlﬁmmaﬂm
AanNs9uNINNIgaaaciaainggyingu
Toafidngiszaadviinas1ananudniiug
ﬂﬂaﬂ@ﬂ%walmuL@?ﬂfaﬂumgla@mcﬁ%am
Gﬁum%@\a@@aﬂﬁﬂ%ﬂ%u@gmﬁ@%’ama\a
ﬂﬂ%w\aLﬁjﬂmfaﬂmaﬂ@mlﬂ?ﬂ\aaﬂ@ﬂmm
@mmm AHNABDULUUED) ADNIWNNT
T%u%m%u@ n1sLdanlsedaanianig
Ana159 LHINZEUNUYNALEIAZUTELNY
Liudedideyludunauieasd
AINAEN T AR AVNIIAT




CUSTOMER ACQUISITION

The Customer Acquisition Rep is responsible for acquiring new
customers through outbound and inbound inquiries.

.
AWARENESS

®  Awarenass is the state of knowing something, such as
ez awreness that the: sun comes up every Mmoming.

>

3

- /
2 -
NURTURING
o Whather you're in a mche industry or you have thousands ) /ﬂ -
of other competitors, maintaining an active relationship 2
wilth your customers is oruckal to business growth, - y
. ﬂ - , A
- - ] v

0

DESIRE
50@ o Msascentific concept, desine is relativily new in
BEEA consumer research. Two construal’s of desires have

bean proffered by consumer ressarchers.

PURCHASE
There ase 5 steps in 8 consumer decision making process a need
of @ want is recognized, search process, comparison, product or
service selection, and evaluation of decision.

.

) @

SUPPORT
= senace provided to help customens resobve any technical
problems that they may have with a product or service.
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CUSTOMER ACQUISITION

The Customer Acquisition Rep Is responsible for acquiring new customers through outbound and Inbound inquiries. This positionis responsible
for reaching out to potential customers delivering a sales presentation with passion, commitment, courtesy and professionaliam,

CUSTOMER ACQUISITION

STRATEGY FOR STARTUP :- AWARENESS

= Awareness is the state of knowing something, such as the
awareness that the sun comes up every morning.
.

ADVOCACY * NURTURING
refers to actions taken by individuals or groupsto * « Whether you're in a niche industry or you have thousands
promote and protect the interests of the buying public. of other c itors, maintaining an active i ip

with your customers is crucal to business growth,
CUSTOMER S

ACQUATION

" DESIRE

o Asascentific concept, desire is relatively new in
consumer research. Two construal’s of desires

, have been proffered by consumer researchers.

o
LOYALTY © Mﬁ
Proven to Boost Growth. Different customer lovalty
programs will deliver diverse outcomes, yet alter CUSTOMER
DEVELOPMENT

some time, they will all positively affect growth. :

SUPPORT * PURCHASE

sarvice provided to help customers resolve any techmical  *
problems that they may have with a product or service.

There are 5 steps n a consumer decsion malang process a need or
a warnt is recognized, search process, comparison, product or
., service selection, and evaluation of decision.

CUSTOMER ACQUISITION

The Customer Acquisition Rep is responsible for acquiring new customers through cutbound
and inbound inquiries. This position is responsible for reaching out to potential customers
delivering a sales presentation with passion, commitment, courtesy and professionalism,

fv B e S
DIGITAL in © = L1 ’
MARKETING Social Media Ingital Contents Blog Online Store, Training Matenals
STRATEGIES Ihgital Advertisng « Posts, Compansons, + Products Pages, + Online Communities,

SEO Techniques Webinars, FAQs Detnos Brand Pupes
v i : i i
1 2 3 4 5 [
CUSTOMER % a
LIFECYCLE e
- Visitor Lead Secured Customer Active User Loyal Customer
v
Continued
SALES Engagement
FUNNEL "
Closing The Deal



CUSTOMER ACQUISITION

The Customer Acquisition Rep is responsible for acquiring new customers through outhound
and inbound inquirias. This position is responsible for reaching out to potential customers
delivering a sales presentation with passion, commitment, courtesy and professionalism,

6 BEST CHANNELS FOR _ YOURTEXT HERE
CUSTOMER ACQUISITION :- gt TS

i ||ru'|:iid|.| il |A+l| W el i :ﬂr:-r# 'TIHE'I'IH - " I'IHH.

CONTENT
MARKETING

EMAIL
MARKETING
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MAKE IT CLEAN
AND SIMPLE TO USE

DESIGN ATTRACTIVE
CLICK READY CREATIVE

SOCIAL MEDIA
MARKETING

@ SEARCH ENGINE
OPTIMIZATION
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(Customer Relationships Management : CRM)
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NNFAANIFTYNAFNWUE
(Customer Relationships Management : CRM)

v

4. N3ALIYFIWANAN (Customer Extension) m%mmaumLgawﬂqﬁuﬁﬂﬁmaﬂm%@@@%&mﬂm

(o2
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* NNFAUANNNERNAN U (Cross-Sell) 51U BURANDULANLENT I a1 LN aAUN1F2a AUAIASY
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msgemsmImsamaemsmgnmIuulvinuosnns
(Marketing Communication)

2 Online PR
= Poral
1 Search marketing = 3 Online partnership
= Search engine Ml.mlmlw" = Affiliate marketing
. optimization (SEQ) e Media alerting services :Sponsorshlp
Pay-per-click (PPC) e Ao e Link-building
e Paid for inclusion feeds G = Widget marketing
1 6 Direct rmail
Adivertising
2 Personal selling :> Webalte <:l 7 Exhibitions
promotion Merchandiring
S ieromires. 8 et
5 Sponsorship 10 Word-of-mouth
4 Interactive ads 6 Viral marketing
= Site-specific media buys 5 Opt-in e-mail = Passalong e-mails
:.Adrntworks e Houss Bat o-rnalis :Buzzm
= Contra-deals = Cold (rented list) Generating media
Sponsorship - Co-branded mentions
= Behavioural targeting e Ads in third party
e-Nnewsletters
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1. Market Automation N85
SYUUNITH a6 8 6 b3l 64l
andludinanndegiueingea

2. Sales Automation ANANS
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CRM Application

3. Customer Service RaNIT
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Mass Communication

Record ul"l\r
& Capture Data @
&

Beerd Oriliree Liberabure

& Product Information

Ship tw&

Invaice Customer

oy i
Enterprise 21
CRM 360° ;

Cually, Record Buying

Review Cuslomer File &
Convert Qucde to Sales Crder Customer View Criteria, & Track Compatition

chadule & Recond
if Face to Face Meating

Analyza Pipeline

& Salkes Forecast & Cross-sell Opportunities L L n————

IaNOFeNAY (Vision) sNeafu CRM

a319Anenn (Create Performance) e CRM lngagsiaadilagndn newaizanidalufsdnly

l9ve9ane 3eisend1 Consumer Insight

Customization Az NM3a319ATIANINTNNT NAgNSIUNITAUBINBUANAIYBINAT (Value of
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3. U3n13 (Service) tJusru |
TwusmsgnAn 18un szuu call center s man99y”
MBUAININYDIZNAT NITUTMIT Workflow
N15LMRBUNIUIEUU IVR (Interactive Voice
Response) Audu3nig msdainiules e
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Toyanun1lnsansidens
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* paadaya (Data Warehousing)

2/ ¥ . .
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AUANTDUINSHIUED

Sales Promotion « Discount Coupons

Television « Radio ¢ Internet

Buzzle.com

N
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Database Marketing tlag Direct Marketing

mManangutoya Wunisade (build) Shw (Maintain) wazthgmuteyavedanal (Utilize) vise
Customer Database Whanldifindaaiufianssunienisnain uaz Database fosniluila
d1Aue9n1991 Direct Marketing %38 N13Ma1ARSY Lag CRM

“Direct marketing is: An "interactive" system of marketing which uses one or more

advertising media to effect a "measurable response"
and/or transaction at any location.”
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What is Database Marketing?

Database

A collection of data and information about
customers and/or prospects that affects what and
how a marketer will sell to them.

Database Marketing

A customer-based, information intensive, long-term
methodology that uses the Database as the basis of
all on-going marketing efforts.
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mssamsgnmduiui(Customer Relationships

Management : CRM)

Customer extension Customer selection

* ‘Sense and Respond’ $ ¢ Who do we target?

* Cross-selling and up-selling % * What is their value?

« Optimize service quality Ky « What is their lifecycle?

* Use the right channels * Where do we reach them?

Customers

Customer retention Customer acquisition

* Understand individual needs * Target the right segments

* Relevant offers for continued ‘%% j * Minimize acquisition costs
usage of online services * Optimize service quality

* Maximize service quality * Use the right channels

* Use the right channels
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(Marketing Communication)

2 Online PR
-mlm“.m.

1 Search marketing - s il i 1 3 Online partnership
= Search engine S ERCRp: = Affiliate marketing
-om.ﬂon(SEQ « Media alerting services :Spon.orshu:

Paid search « Brand protection -Oo-branﬂ'hg
= Paid for inclusion feeds @ - Widget marketing
Advertising
; Website ; Direct mail
3 Sales promotion |:|'> ‘“d”"“‘.:' <::| 8 Merchandizing
4 PR SESORCaE Packaging
s

4 Interactive ads 6 Viral marketing
- Site-specific media buys S Opt-in e-mail = Passalong e-mails
:Acﬂi'lﬁ-d-h EREICUSS Sat oAb :G.n.r-tkugrn.d-
= Sponsorship oS, e By entiorns
= Co-branded
= Behavioural targeting « Ads in third party
e-newsletters
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