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relationship)



%5ﬂﬂ*}'§ﬁ 1 '&j\‘i‘ﬁ nA (Customer focus)

E)\‘lﬂﬂ’]imﬁ)\‘lWQW’]aﬂﬂ’] G]Q‘L!‘L! @ﬂﬁﬂﬂﬁﬁ]ﬂ@@ﬂ%’]ﬂ’ﬂﬂi%ﬂﬁ] :

mJmmmaqmﬁsumaﬂmmsluﬂwuuua Y DUIAR LLauG]E;ﬁ
WmmumLuumﬂ‘mu3ﬁammmaqmﬁﬁuaqaﬂm SN
‘W&ﬂmmﬂ,vimuammmﬂmwmaﬂm 99ANTILAN N
. fj%waaiuamammaqLL%@ﬁuuﬂuaammaqmmﬁﬂﬁumLaq
Tyfan Imaiwmmmﬂmmaaﬂmmmu 9P D9F519AI1Y
LﬁzﬁlaﬂmmuLawaﬂmumaﬁaﬂmmﬂﬁﬂmﬂuﬁaammum
ﬁuaqammﬁmamLuumﬂwLﬂuiﬂmmamwumuu WAy
WmmmﬁuﬂﬁﬂwmuamwaLua\‘i N ARIUITOET
mamuimLﬂummmmmm@qaﬂm wIaUINAINALYILY
g3nausznnAeiule Aatiu mﬁﬂmummﬂivmﬂma
‘Ui‘mﬁﬂ‘iu‘UQUﬂﬁﬂﬁfﬂﬂﬂ’]i@ﬂﬂﬂ’]i%\‘m\ﬁLUUﬂﬁma‘Uﬁuaﬂ
anA

Advertising
& Branding

Customer
Y Centric Teams

Relatlonships

Sales Support

Program Mgmt. ' —

Tech Teams

E-mailiFax Blast

Telemarketing



wanNN15h-2 AU (Leader ship)

——— = e - — ~ R

fihvesesdnismstin L g imuiesinisegadna LagATasIUTTEINIAYEINITYINU 9
wgesugliuaainsidmsnlunsdnina deliussananudmuievesesinis windives
fiiluesdnisfife msdaviuuamsmsiidunuiagingUszasdvesesdnslidaaunasdudunis
Sty wieauradinsmeunsussrduiusuazasiaussenimaninuandesluesinislagly

1

WUNULEIUTINTIz T UN1ESANLRLlakarAuwelalunsYiTue I N ULma Y

—LEADERSHIP -

P ry - Iﬁ N -. : 3] ",
i ¥ o ] = ’

: .':.:\.-\.' :".
[ T i T e a L ! e - s
GUCARCE SeuTion VISIDHN TEAMWORER DIRECTHR TEATESTY  CORMUMICATINN - adal.




UAAININNILAUABIILIVDIBIANTT ﬂ’]i‘i?ll‘Uﬂa’l.ﬂiL%’]Sﬂf]ﬁﬁ’mﬁ’aﬂuaﬂﬁmﬁ g binnaulaly
mmmmazﬂ,‘mLﬂﬂﬂﬁﬂmumamusmmﬂwamiumﬂmmﬁuwmmﬁﬂmmw 04ANIIAITAINUN
wmmmwuﬂmwmmwﬂuammﬂﬁlmmemmumﬂumsﬁmm LY SUIALATYNUNS
9UTU 91UATIIEDU UUSUUTS druunuImaranosualuuiiy ﬂwuagﬂmmwumm
%’UﬁmauLLasmmmmﬁaLﬁ@lﬁléﬂ%mmmmamaqwﬁm'mLwiazﬂu‘ﬁﬁagja&hqLﬁuﬁiﬁtﬁm

Uselovunaainnis




NISUSUITAANTTULALNITNYINTLVINTZUIUNT Y
M LANAANTDY19UUSLENTAINAITUITEUU
vInsann1nbulgadunts aisiansanluds
nsyuIunsAe Jdadeinn (Input) ANINTIUANS
mLuumu‘mmaLuamuaamﬂuﬁvw uadnsile

(Output) aaﬂmmmammeuﬁmﬂmaﬂaum-

VlﬁULWEﬂ%ﬁ’]@J’]ﬁﬂﬂ’JUﬂiJﬂi yUIUNITWAZUTELNU
USEaANINAUDINTY mumﬁuuimmamﬂ{jmmﬂm
NAUNIILATIZA IR T UL INTEUIUATITLNDAUND

v
YV =R

anuazUsziiunazun lauTuUsslAnvy

POCA gy &~
(YOLE \oAwp s

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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Organization & supplier
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both to create value.
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Creating a Win-Win strategy during a negotiation
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Focus on Our Objectives ——>

Focus on Their Objectives ————>



Creating a WIin-Win strategy during a negotiation

Negotiation Styles/Strategies
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Focus on Their Objectives ———>



Creating a Win-Win strategy during a negotiation
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Creating a Win-Win strategy during a negotiation
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2. Sales Force Automation (SFA) Lq19
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How Analytical CRM Functions'

Analysis

prafiles &
behavior

+ Target

CUBlemers

» Evaluate

&5 ponsn

+ Event Analysis

Modeling
B-u Id and

J}NH chive
models

+ Score

customaorns

sommunicaticn
dialogues

| Optimization
[ Prioritize and limit
communications by

Personalization
» Generate personalized
offers by customar
+ Bulld personalization

+ Deploy outhound

= Regulate frequency
uantity o

+ Manage workllow

Communication

- Plan contlnuaus + Personalization

+ Rieal-time
= Dofine katch and real-tima
avaiil mibed and Hgger

lnduntry LDM

E&ta Warehouse
ALL CUSTOMER INTERACTION DATA

Interaction

or manage
panding
Inboundievent-
driven
communications

of Interactions

Morge

persanalization
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4. Sales Intelligence CRM agianidosmansl
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5. Campaign Management CRM ﬂ%gkﬂwﬁaga%i
TugUbUUNEANNEIUTEWING  Operational  CRM
LAy Analytical CRM  leelag593ia NN5594
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ulm e Marketing am! Campaign
- Planning

® Planning Campaign

® Budgeting ——

® Monitoring Wh=t § Whnen il Who

Target group
selection
v ® Modeling

® Segment
creation

# Selection

Campaign Execution
Activity Management

Rl

PheneCall  wep  Mobile  E-Mail

(D Campaign Analysis

® Success
Measurement
(e.g., ROI|

® Third-Party Data

& Profiles
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6. Collaborative CRM {ugUsuuvieinunamnnig
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7. Consumer Relationship CRM pgaimgsl
w2 na3BN1FIaNIsIugNAta e gusifivii
%ﬁﬂ‘ﬁﬁ@@'@Lgagé’@ﬁaﬂﬁmé’mﬁuéﬁ’u@ﬂﬁmm
ANANT G2 kYUADIANANTALVINRUNTBa i
anewazgustnanguiibilssaadaganning
Wlunisnnely ngLeauadaaniingnugavinle
TuUgzLBUEAe TibAIgiaafudINEa s a9l
WoaldimINNEEN wagvirugnaluSlne




AINUAIAEUADINIFTUTHOSD
Qﬂﬁﬁé’mﬁué

1. @%519m37ube LB auLBangLLelaeid
(competitive advantage) @& N19694
AN LANENNLULAZUENNS THLAaM 3N
weaneariagueladulugsiatiediy
111U AS19ANNLLENENaTY 4 BN

—
N—

ANFESINAINNLLANENNATUNEAAUY (product differentiation)
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N15AAAINANAT (Customer Prospecting) ABNISLAIZMANMANEIANABINTT AUTNTY
Y03anAY warlalin1vN5d1519AUTIUTINTNA19) LD EUNARS DN

auwuﬁmwnuanm (Relations with Customers) A9 ﬂ’]ilﬁﬂmu ANSWNRILUINITSN® LLAaZNITS
aﬁﬂwaqmamimmmaaaamwaiamaﬂﬂﬂﬁ%ﬁﬂﬁ@wuw

N15USWISN158081555W 3197 (Interactive Management) A9 n1siinisinsaldneu
Fauled wanideudaaune nsU duius usenINgnAIUBIAng

n'mﬁfj"ﬂ,ﬁm'a'mmw%’wmgnﬁ"] (Understanding Customer Expectations) Ag N3zUIUNIT
NINANAIIAAMUSAITUAMUAINNTIANNTNTUVIGNAT WSBUNAAANIN N1TUINIT
Nanandiugnen

q



29AUTENBUNANYBINITUINITANATAUNUS

5. n1sAnauanAn (Customer Prospecting) ABNISLENZHANMIANYIAINABINT AU
Tluvesgnartud wazlalin1svinn1snislyg1u1a (Empowerment) 111883 N5EUIUNTT
Tiemsatuayuduaiunaynsliastaunintnaunlesisusasidnlunsadeassdnmuen
wazagwnlydymiignanta

6. n1suiugdIu (Partnerships) Mun8fia N1sdEsUANUAYUNITALTUNIIAY WNETAM)

auA @ﬂ’ﬁ/ﬂ,ﬂllﬂﬁ]ﬂ'ﬁ'ﬁﬁJVIﬁ'ﬁNﬁiiﬂﬂUQﬂﬂ?L‘V\IllLL'ﬁQU'ﬁ’]'ﬁﬂuﬂﬂTﬁUiﬂﬂiﬁjNamﬂELW]

7. mailvlanizianzasyana (Personalization) Aa nsusuningiiaza1891UgIAa
UlausgnAwasiauvsawssunansausianglnievdniugnandunisianizianzag



Han msu%msgﬂﬂ”ﬂﬁuﬁué

1.ﬁﬂwé’ﬂiumﬁﬁwaﬁﬂﬁlﬂgjmmﬁwL%f\ﬂumiﬁ%ﬁu

330958888 LL@'Lﬁaqmﬂmmé]’aqmﬁmaqqﬂﬁwum'az
s798AULANAIIAY CRM Fatdruniant 7
iAsaslonenIsusmssansiiletaeliesAnsanunse
IANITATEUIUNITANY 9 A1lUDIANTABUAUBIAD
mméfaqmﬁsuaaqﬂﬁwﬁﬁmm warnnatele @
YaNNSENAY luNITUTMIgNAFUTUSUTENa U

h~y

3.a58malulad mealuladfiduiisadesdu
Jsznause waluladifindemslsianianansa
AnsanUedAnIla 1 SeuU Call center, Web site,
Interactive voice response Jusy LLazLVlﬂIuIagﬁ
IﬁiﬂumﬁmeﬁuazﬂizmamaLﬁ@ﬂﬁLL&JﬂLLazQﬂé"}
N3N UANNAAYVDIGNAT

2. MIUFIUTILUAVDIPNAT FIUVDUANDIYNABILAY

viuadisagiaue aunsasengnannnriieauly
89ANTANYITRINUGNAT ANTHenUseLangnAIain
F1uveya WewngnAwsazsell Value Linfu

1
Q

FIPNATUTENBUAIY JNANIULIN JNANTATEY

1Y Y
Y o

Uszundusiug uazgnaAtnzady



“an 8 Usgn1svay CRM

m&NNNSUSEANTA 1 : CRM anansavinidule

wdnnsUsENS 2 eadnsanansasuilefulymussgnénle
nanNTUsEANSA 3 1 nagvslunsveanansayhnsauayls
mdnn1sUsENS 4 : nnsuSunagnsluluin 360 eerm Taswiuluinisudnsgndiduinei
MaNNNTUSEANTA 5 : NENNNTUSANTAMILEES

mdnn1sUsENS 6  nagnslunsinwigndAensuinisiduan
n&NNTUSEANSA 7 : NagnSCRM wangiunnqaaiunisel
nanNTUsEANTA 8 : NMsais Website Thduusslowlls

ns:uAUdUWuSAUanATRGuEND

coee=un L MM bularoaulad




FTAULALIULUUAMUFNNUSTENTN9UTENAUGNAN

= a ¢ v

YUINA |INAUAT (2546, U, 44-46)nannvulanisasianuduiusseninausdniugne dludaiy
snanAluauAUSEMilay 6 s Fail

32AUANAIAIANIS (Prospect) ndsanmvayainselatinudululalunisdndulade d6una

1%

9
P99 @U150RnaUlAYRAUAINTBNITUSANS mﬂﬂﬁjmgﬂé”]ﬂ’]mwi’q6lu6zjwaqa%’8mﬁamjmwﬁ@mamﬁatﬂu
Qﬂé’wmwi’q %mauauawiaiﬂmﬂﬁmm'ﬁmmﬁﬂﬂﬁLm'ﬁmﬂfﬁu'%mﬁgﬂﬁﬁmﬁuémaw%ﬁm

v vl o A v v Y a Y o o ed
52AUR@D (Purchasers) TusinlUusgnaasdnlusinsunisnain kazlusunsun1susmsgneanduiusy
wlvgaatinduungedieganeiiodlussusiiainile
52AUaNA1 (Client) HUSlnAYTogININTRAUAINISUINISVDIUTENOE 1saI o uTussaznamila 1
AMNENHUNR HUANUIISNANG FEUSENLAZEUAIUIDNISUSNISUUSUIFUANUIDNITUSNISVDIUSEN A
noulanaanalinsey vaundestaideaainnislannveseudaluiian



FEAULALIULUUAMUANNUSTENT9UTENAUGNAN

Yy v od?/d’

a. iuﬂUQﬂﬂ’lﬁdﬁUUﬁuu (Supporter) fiagnAUsydizanvoULIEM  viruARnnanYalaa sie

'UTU‘VILLa83Uﬂ’]%3@ﬂ’1§U§ﬂ’]'ﬁsU@\‘1Ui‘HVl mﬁmv‘mﬂ%aﬂmmauuauummu @@ﬂﬂJWﬁUUﬁUU@EﬂQQNﬁN

o <

'Ll‘L! U'ﬁ'b‘ﬁ/]ﬁ]’]LUUW@Q&?N%&IWUﬁﬂUﬁﬂW}NﬁUUﬂuuaﬁJN@@L‘L!@QL'U‘L!i‘“?J”L’Ja’m’m

u

AU

5 fgun13nal (Advocates) fio gnanglunisaduayuianssuvesusenuinaen Aol
aNALAZENA

ﬂﬂ’]ﬁ?ﬂ@ﬂi%ﬂ’]%@ﬁﬂﬂ’]ﬂ’]ﬁ‘Uﬁﬂ’]ﬁ LSUNINYINITHAINNIYUD LN UUITEN

eD) eze

aQ /= I!

6. 3eAURUEIUgINR (Partners) AognANIUlUTudunilavesgsfadidusinlusesusedng

LazNanlsvauI Y | et
- | .
S e €=
~ \ A 5 9
lr 1 N -
/40 1




CRM HLLUIAALAZITNISNUANAIINUD Y1 AINAY
Taen2lu uwuseanlaldy 7 Ussinnhe

e

Operational
Sales Force "Automation
Analytical
Sales Intelligence
ampaign I\/Ianagement
- “Ccollaborative s
7. ConsuireR Relatlonshlp




1. Operational CRM 1Ju CRM #ilsinsatfuayuuinsyuiunisgsiafidu “Front Office”
F139 919 N3U1E MIRan wagnnsiiuims Uidustusiugnanlaeildavgnifiusiuralilu
JsgdRnsinsevesani dadvihiiamnsafaedeuavesgnaungliiiledniu Usyiinng
Ansertugndivantazdielidmihdiansadigdeya smansiidifyresgndldesiessing
yanidsanslusumuaeunudesasnandlaenss gausasives CRM Ussuamiiilidiouims
JansnnssaussfauAuazuInIg nMsddumsiiunisrata masudumaiionszfugonuie

LAY SEUUUIUITIANNITNITVUNE




Evolution ~=-

e
L

=
:r."i

No Formal
Customer
Relations

—~
e
2
~
C
O
S
)
£
O
-+
)
<
(0}
O
—
O
L
wn
9
)
(V)

Prel1970's 1970's 1980's
to to
1980's 1990's Current




2. Sales Force Automation (SFA) 1Ju
AsAmuaRanssuAgatestun1snsedu
gAY D17 NITUINITNAINTIUAING (PT
AMAUARNITINIAIYBINITVIINNTANS 15D
N199ANRUIY) N1TRIIFTNITIUNITADUAUD
ASLTLUTILIU N1SUTUITIANITLONTALAY
A15UTLLEU NITUTMITINNITTEUUT IR LLAY
N15UN8ENTUUYBLUIMNNY LagnITUIUNTT

Y

AASLLUIUNISEIUDILAALLDAUNE

Your Business Needs Sales Force Automation Software




3. Analytical CRM 1uisnsiiianesidoyaanindefnguszasdsnag 919 nmsoenuuuLas
FUIUNNTIUTIANNTAAIATEINEaNTINY NTORNLULLALNNTTNTIALRTILY 1 Mgl
aneluideg nstasulenalunis “weua” “wudn” v3e “Wavau” s3ude “99la” lvgnangy
saduladondnsusivensiluudn fAnnsandenansaueiaus musn liiesdududviousng
vealsLesfiieg vosuNundu veaudtnluiade viouwsiudvesiusiinsgsfavansfiniu 1A
nstasialiies (Cross Selling) wdausiusnsgslalviandsosendodudfifiiadaadu Sonin
Junisdesieen (Up  Selling)  1Hudiu nmstinsevinginssuduilnafiovhnissndulad
Arteetuauiuazuinns (MsmmunIan e simuINanSue) szuudeyatniasie
N159ANIS (MIS)




Operational CRM ~ Analytical CRM

(Front-Office Systems) (Back-Office Systems)
» Sales Force Automation ‘ » » Data Warehouses
» Customer Service and Support * Data Mining and Visualization
+ Enterprise Marketing Management * Business Intelligence
* ERP Systems

? [ ] [ ]

Méthé&s aﬁd fe;:fnnélogles to ‘ ‘

Facilitate Communication

¢

Sales and
Marketing
Managers

Customers




'“ fﬁ: @ @E Customers

Face-to-Face EMail Call Center Chat
Contact Contact

& & YD -
{ | |

3 " %
Operative = Marketing i Sales Force Service
CRM | Automation J i Automation Automation

Collaborative
CRM

skt
CRM

__ Customer
Database




4. Sales Intelligence CRM 3ziidnuwzAa18nu Analytical CRM
LAE LA 090N159181AEATININNTT FIUTTLAUNADINTLAWLINMUNT

P18lA1iednannLIaIfalIesved Cross Selling / Up Selling / lanna
lun1sduddeugnan / N15gaukdugna / UNUINNIINIUNISUIE /
LUILUURUTLAA / 1159058 08UYBINISLND99NAT / @IULNNNTD

‘Uﬁgi&]ﬁzju‘mgﬂﬂﬂﬁaﬂﬂiu Infor Sales Intelligence for CRM




5. Campaign Management CRM Uﬁzl,ﬂ‘iflﬁ%a@ﬂugﬂLLUUNﬁﬂJNﬁW'ﬁW’iN
Operational CRM iag Analytical CRM  lagagsaung mﬁﬁamdmﬂmmamﬂ

€d

Wu%maﬂm‘mmaLLUQmwaﬂmm%m@T@qmﬁ Msthdsdefiazsussdlinailogndng

=

Bonuad tngldioinnedneg 019 dwa Insdne lusuald vse SMS 1Judu n13
Aulans PIUTUNUTOYE WaLIAIITRARANITIUTIANYILT TIMINIRLe NaRDU

n it channel manaque”t

SuresgnAuInsevkuilitlusuiae

MARKETING
DATABASE

-

campaign optimization

CAMPAIGN
MANAGEMENT







6. Collaborative CRM LJu3UuuMNN13ANISAUGNAITDILSIRE
LNUNLUDIANTLUANYALDIATIY WU WNUNYIY /gatduayunaila

¥

Lazeien19naa Wudy el minNvesdas i unaIunso
wanagutayansiusiuliifganugnaAla fegieansiiveansingy

~

YDYANBUNAUIINFILNUATUAYUYNALALINUAITIAUINITUALTD
FenFasvesgnAniindunn Feaziusslevidonisusulsennnin

Enail

NSAUSNISUDIDIANSLAYTIN seochiomen Q

on Websi

£E ? ¥ $
Empowered Compare
\Customers Produ

cts & Servicas




6. Collaborative CRM

Customer
Interaction




7. Consumer Relationship CRM AS8UARNLINLTBIIENITINNITAUGNAN
I@&J@uéﬁﬁmﬁﬂﬁa@ﬁiaLLaz%’mﬁfﬂﬂssmﬁmﬁuéﬁuqﬂé’waﬂmﬁm AN UVD
psAnsashmihiAnrefugnAuaziuslnanauitlivszasdazeanunanduns
melu Msdeuarmthaiunsailalulsediuse MAadearudngn S

v3alifinu3an wasrirusvaeuslag

* Assign Leads

* Qualify Leads

L * Convert Leads

& " Track Opportunities

* Run Campaigns
* Generate Leads
* Form a Database

CUSTOMER
RELATIONSHIP
= MANAGEMENT

* Manage Cases
* Conduct Trainings
* Provide Service
* Develop Knowledge base™




CUSTOMER - BRAND RELATIONSHIP MODEL

BRAND OBJECTIVES:

Tadored Cormmunity Engagement

_3,5 EAMATICAL
@ PROTECTIVE

) AFFECTIOMATE
PASSIONATE

.
o
£
L
. ¥

O RELEVANT
‘:{SQ PREFERABLE
Ly

AWARE
FAMILIAR

LACK

OF KNOWLEDGE



ANDIUNIYUN

ama%maLLmﬁm‘ﬁugmﬁummau‘%miqﬂﬁﬁuﬁuﬁ‘ (Corporate Social Responsibility—CSR)
QQB%U’]EJLLu’Jm’mﬁﬂﬁugm CRM (Customer Relationship Management: CRM)
9BFUIYANUFIAYVBINTUTMNTYNANFUNUS
3995U88IAUTENBUVANYBINITUTINTRNAFUITUS Usenauniuaslsund
WBBUILUANNITUTITYNAENNUS IanwausiTuguls
WesUIENsiAudAgyiuauA1vegnal Mddnvaziduduls
99FUIYTEAULALTURUUANUFNNUSSEUINaUTENAUgNAn

995 U8 uNNevad CRM INTanwaeiJuiyuls

2993018 CRM Suunfnlazdsnsfiunndaiusgnsuainnany Usznousneiussian ozlsuns



Y/AV\&7L

o

WO@@LM
o

NI

GO0

SN,
N NN

00 ot

P
3
o
“®
o

[ ]

ol 0:

.QQ.
@

V\ N /@

i

e



*!-..'.-""

ENVIRONMENT ECOLOGY
Ty CORPORATE iite.
o A S AL CUiacty  ~
% SERVICERESPONSIBILITY Gorcne ™

PROTECTION COMMUNICATION BUSINESS

TE_{‘_HHGLGC‘?In.

"
| ﬁ




35 o i o CS
BANIAUBAIOIUINALETULLA L3542

NUSHNAZE YT CSR baZN15911 CSR JNaLbAAS
ANNANBOILFE U LUSUE LG LYY 959%5abil danauay
luglageiiu L5190 AURIN LA Naw3IN CSR Aaagls

v

CSR #9a Corporate Social Responsibility #a s
LUReAAUAFIANBLALZAILIASANADNIANANT FaRaNIFE1LRURANT
el franageas9basNIs9anN1576 LaeISUR AN UG AIAN LALEILLIA
dosntanialuwasneunnaedng wWinunluguinkansgaeagafaniseinm
fisragiu Taen199in CSR WA IURTN2IAINIFRAEIFVINNISAAIA 51
AT A NNINANBalkazN1FUSzeN &S aaAnslEan3 8K



3ie11 AINANFKUCI21a9 CSR

“C SR #a wiRefiudsineau g R [:) C¥ ”

R VR R IN R RN oW (G EURTR R I I
Aaamaenbilunszuiunis Nodeaal ' n

eineiiu genawasnIsiUfdutwg
ﬂﬂ@mﬁ?u}@kﬁ?ﬂﬂﬂ%iﬁwugﬂu “CSR vfu LB R9ARNNIFARIANS
NISNTEINEIeAINNELTATLa”
‘nrgeciugsianialenan
AFLEIFUHASNIFTNINUNE AIVA
1 o GL |6L o o o % ‘[; I = GL ¥
Ununastatageeaganieand e e Inandl LAY InNnNIILNn
wagAvaangau Liinuibilgnis
WeNUNGINAB eI el

AAUAUAFAAUSELAURLATEEAA Al

U5z leeifume 2AAU TS B15 NIE



ﬂqqm%uﬁ@%audaﬁhﬂmﬂaﬂq%ﬁa

WU Ngeiniugsianieldvanasensss
wagnIsiTugwananisiiamaugliiunisls
lasnwidununasdastanday tialilgnis
W@yuﬁq%ﬁa@m@ﬁ\ﬂﬁu agueIleIeI2IeIeIAINU
le3a nageduiangsunielutasnieuan
avEnsiiadebanansenuaadany alu

sesulnawaslng Taelalaidemdesielne
1091989

avAns9isi CSR  sialaigaFansaaiugndn laidalng
ane LavaiiSeugan lavianadawandaunsanrinsis)
sgedlaesay vanueiiaUsslarigeannoeansway
damal sililgnisviaaasingsiadiy

gaaulng Aa adgdn

ql

=

QU S

LACIR adlnadafuaamnsg

1 Y

laeasy Lawn gndn @A

ql

@%@ﬂ@%ﬁ%@wwﬁﬂ@ﬂgﬁm%uﬁ
ANANTEAIRE 2195938
IO AR NKZTAFTSUUIILIA

P | v QU

fanalna Aa {iiigddiaanial

AaPNSLlaesiagl Latn ALl




) \% 0sb
::'\ :" i , x R oy Social —
’ Ccmpsorate ‘} Resp{pnmmhty

Social

y
W et ¥ P S
< v[o[L|uIN[T|E]E|RE Responsibility -;,'} R:i}?\;:h
|

(¥ S =

NIFUBUITYNATTUNUE Kaneda nszudunIswiananssules NN

v

A%19ANNANNUEAUGNAT N1F9a519a90 FanalaluaIduIkas

ugn1sthiugnAldacinadaiiing N199nEIgNAT LiiatHgnATie
AINUIITNA N LUATIBUATLAZASINANUTUN RS SUBsaaanng Laely

lasuuszleeniasnanig MasiadagnakazagAns (Win-Win Strategy) W
2121968 LA LT IUTLeIZeINIUNU m%@i’ﬂLﬁ%@%ﬁ@ﬂﬂﬁéﬁ%é’ﬂ@%ﬁﬁ%ﬁm v

LAZNIFANAUE) Lgaﬁam%ﬁﬁmuvgjlﬂﬁumﬁ%ia%’ﬂw%%’\mm LAZEIbLL7 _.;*'“Kﬁf |4

peial Linnllgniewaiuigsiansinadiagiu

r p, \ Y
)

S1IWOEDAU .':-fg-‘j_:';-;':--. oy (\ \M’ ®
T csittrue P CSRIMRPC

|
o




NS HRAaNgINN1alvkazAIeUAN
auAnsfiFdafananssuusadans v
Tuszaulnawazlna Taebiluifeaden
dnelaviady aadAnsdisi CSR eaallsige
ZOIIaIUaNAN baisdalnagnan Laivan
WFeugdn Lavinanadanindannsaiii
Segpendlaasau vanuaidinilsyleond
FawnaeAnshagaany auuilignis
Welunasinasiagia




wleiunel ﬂaﬂméggammumuﬁif@mu«a’amﬁﬁ%gﬁmﬁﬂﬂmgag
UggBnNBradinaneaiu CSR Mflutfigafansssaatasinis
aneItalugzeIzdubazsEeze Suaan1FLiasleaiua e
LAZAINNANNNTONSINADIANANT LA WIIAEY  NIFTRISNTN
29 CSR Taendsannwulde veudiisieadinaiia i
§1UAINFAINLEN AT NG IBLHA LA RIAN TG R FiAI1
LiReemusadannlud1udiueg waniaannnigadranilswasy
UHUBE AN KNS

n1sanen nzad CSR TagiSua1nuuifn nowif
Aeadaadaluingiwanaganudilaiuwszimgle
89ANsT9RBIRAINNSURRZaUsadIAnTuA T WE
waniteannn1sasennlsuazufuRninngnane




NM19R312NTNAAT CSR I@m%ma'}mm'm@ CI/Ié]cisl'cg:]‘i/l
l>|ﬂ€|’3?la\‘jBW@B?J%‘W%%’]%@YQ’]SJ%Q’B’]&Ib?l’]i@’a’]b‘v\l%’]‘”
B‘H@i@ﬂ\ﬁﬂﬂ%ﬂ\‘]@]@\‘]Nﬂ’&’]&%ﬂ%@%ﬂﬂ@]ﬂﬁ\ﬁﬂ&

—> WWIAR NOH) 't—
Nufinedaan
S *"_‘ W

UszLAUNNAIAN




=

LUIAA ﬂqﬂg

Au maﬁ'mu )4—
dqu’lﬂdfamﬁﬂ )1—

T

Lii

—»[ UszIAUNNAIAN )1—

Y

LLIAA LASIINUAINNARAUEHFTFTN
(Legitimacy Theory)

AJNNSUNAGRENE196WE  (Public
Responsibility)

Responsibility

J




LbIABLALIINUAINNADUETTU AINUSUNABI GG ITUY
(Legitimacy Theory) (Public Responsibility)

srunatunistaduselamiannusnengasssuend  usdue agsgsiasedanaslaladanadl a1
LLAZNTNENFTUAAAYBAIUTUNAINIUNITALUY  (Outcome) mﬂm%@ﬁgﬁuﬁq%ﬁa%@\m%ﬁmﬁgﬁ@ﬁuﬁm
gIiadwdifiasawds usHvldduantazsiuia  fuiilesasakaziudisarinediug wanwmiinanniiudi
ﬁ’ummﬂé’\mﬂué’ﬂwmgﬂm“ﬂuéimmémwﬂm}"'m%ﬁ'a AeluaanuLag dananeilulsgeiuniadans
ﬂﬂﬂéﬁﬁgf’é@uloaéﬁum%@i’ﬂLﬁuq%ﬁa%@\m%ﬁmﬁaﬂ (Social Issues) 6149 ﬁ\aﬁé’\mmamﬁu@’ﬁﬂ%umma
asaeINAINAIeRTIaaddanaTaesan i wen1sUGUElRUSELeY SadaainiuuEEnsinTing
AUATLALUSNIFANNNFTAOAUAUDIANNEAINTT  ABEAINNULYUIBASLLLININFEa RUlalingannal
TRundamulevsalsl Jogilszaadnaznarfidanilsisaun



‘ N3igaulesude
w 1. Stakeholder Theory

Nufimadaan
ANS S p——
.[ il ddoude )‘ 2. Business Ethics Theory

—>  1lsziAuneEIAN "— 3. Corporate Citizenship

( ATUAN '
CSR ﬂﬁ)@%’%’7%%%\3@@\3%%@%2%5’7%8%@63\1@\3?/@\367\3@9\/

éﬂ%ﬂﬂ%@ﬂ@ﬂ%@@@ﬂg@ﬂ@é%@i%l@&?%\ﬂﬁ%ﬁi%ﬂ’)%i%
Useleoifainunswenngigludan




douldide
10 ndUHAN

Stakeholder Theory

LI A 6193 %'alﬂﬂ’\aui@uf\g@@\au%ﬁmﬁ Sl
nansznulHiawngddiuladiudadiiesdiag

o mw i g v u e Business Ethics Theory
UGN lmmagmugﬂm NWUNNTI1U wam;m AR

al ~ ¥ o e U A OF PN v
duely n1aSguazeuaw Taaudvuinies ﬂﬂ%%@]u’]ﬁaa@y%w%‘mmu@%umﬁ%auéﬁuﬂﬂ'ﬁéﬁ%ﬁaﬁﬁﬁm
' [ =] p="] (% o
2 fipalfasdaanalauasalnudaanislens  (Moral) tiuegasiiadodulalunisiivueileunewas
3 o W p="] 1 = %) S b N Y 0
SduA UL S dL B aaEaUL A naguaAaIUFENNIana1IandanilenAani158g1nsl
Aats53 (Moral leadership)

SEN
q

)
20

Corporate Citizenship wuimnudaiisndnuasuddinfiumiendaieuwindy
YAAE S USHudaaiiniindifivwasinefitanadgreiuibiedu anfi amnusufiaeay 4 Usens
2AANNELAD (AINNFUNAAAUNINLEAFEFGNAA (Economic), NHKNNE (Legal) , a52a553 (Ethical) thag
N19nNAa (Philanthropic Responsibilities) fiAa mﬁm%’uﬁ@%auéﬁumwwgﬁ%mLﬁ@é&ifmﬁtﬁé’\a@wﬁ@
NFWEMRNaginadiagiu



& | asr = = s L Lo
m?muuﬁwuﬂﬂﬁmaﬂuﬂmm‘umuﬁtgnﬂﬁulﬂﬁﬂmﬁﬂ

1. fuuaRuTIaAy j

l ? C - »umymmaﬂ )

fanumely damalng danlna
¥ -
- fifetiu - gnin - guptafiu
- e - A - anuAnslugum
- winau - Al - miuﬂﬂmmﬂuhlwﬁz

X

ANTUYsEriY Aslaanfiiredduda ANBU Y
adnAn wilnau mrdaetaflusriy afaAnrmingu

\( ——
(

3. UsziAunadIAy

)
. )

4. Transsu CSR

naNE1AsyAnIN1Fe1L T UAaNTIU CSR Aadiail
Famdnanis 1Eadadinadngvinuudaasiiunis
a1l zleenildLAndiuiuvaaa BN wazdansl
AelaTiaT Fetae Aedidaesusnuidawiinwraned)
daefutinuauduriiy “las’ wag “agjfilnu’
AINNRUIL B NT R AaN19A1MUAAITNRNE
2ad ‘e’ way “Fildruldaiude” 3nagiiluu
wazsilulagiuLag

aeinalsfia LHaaaInNA13N “daml” TaanUTLIeM
Finsgeananaziiddey Taausunviedensaag
wEazadANIauTAubane1aT Tasevinasiu
LS1AIFLENFRNUeAINNUTAdaauNIele nanbileg
ﬁuﬁéﬁ’\a@miﬁﬂﬁauﬂéﬁﬂé’@@@ﬂﬁﬂ%&ﬁﬂﬂ@@%%a
fgamaulnd andudasg aeneligiuiitandna
vsadaasulnaaanky



Aangs CSR fieimasanunsalssanulssleend
Aol bnvadanbazaadnsbidndage fu
anngugfiaiuladluidetinnanawazilssau
Fapudilduwas n1stdangiwuufanssud
wanzadagfiudiunauaaan1sas19n Al

Nan354 CSR A6 a9 cEaMEVMERY LAgiuriasaeiineg  CSR nelunssulaunis (In-
process) il CSR #agilunsziaunisansiiy

A o 295 v 35
U586 %?_/ﬁgfg[@%% 616 @%ZWH UV g5 UFTHN R LENFEUIRNIFTAAN I BIU
Famsagaangliingae) i msudin auianisiaa e

11 P o A o %y S N U v
Laigragtdanisaniite Gafidfsyfife wiu2en CSR N190%
AAEAEYFTUNIFVIIINAITY dnneian



A AINNTURAADUGDAIAN LALRILINSANADIANANT FRBNIT
gLRuAaN TNl ERANATUETIULAZNIFIANIFIE LaaSuRaaleas
fapunavdaadasvanialunaznieuanaedng wiaunluguinuane
guaeAanisiaudisadu Toan1svin CSR ludiunileananisénsgs
YINNIFAANG FIAINIFOAZINNINSNBI bALNIFUTEANTUWUEBIANT
Tgan38ntia anungawiaaantilu 4 seau eadl




SEURLIIAN m%ﬁq%ﬁaaﬁ%ﬁﬂﬁé’i@\mﬁﬁﬁ
T flulUaunn BN Lasn LN
(AANTKRUARINNHFIIE) LAETad bAUW NOWNIEF AT e
AUSLNA, NOWUILLLFINIU, NIFaTE
N9 L2 NS LRNNRANE LTI BN
CSR Blue river USuEnsaanaliinaswniin
Packaging  bveiitalaguaniineuasiaailala

5¢m1 1 Mandatory Level




WHNEA Y NIsAgsAan1dada
AINNEINNTOLUNIFOY TR O AL bHN A
(Uszlainiarasugia) MALLLNULAETaRW darinledileadu
daafleiriileglarinainnigwieesiiey
AAA 121K NNFELAETABRNIFTNINIIU
210119 U Blue Elephant tbil5w6
ABAIAIThAZLAT AN NS 18U e
N31 20 USLUATIILaN

530U 2 Elementary Level




380U 3 Preemptive Level snei nsfigshasunsaadananils

WS aRUbElUTa5 1M1 E N LA

Usznaugshalatalaviialdfilsylaeninay

e WVULLA&RNINNAY Tasawzdannlng

o Pagjgaudnafifinanuaiandednaglada

N19QLLa KIaatatdangiusznaugsia

L2 NSNARTLIINaIaAawInaB N

Panpuri ATl aluneIfilea e
szeubanedanuiballe

(AFFUNUFTFUNINAEGINA)




5901 4 Voluntary Level

(AA1ETAFLA)

Carporate
Social

Hespomsiolity

Hued e Nsatiugsianaunnunis
UHUE A0 6bUIVIGARG CSR B38IMIN
ssmstalaldgniBeandavaindanu danns
Usgnaugsianguuilugiualaaniss)a
Uggleeidaavdanatdudgnrsy teiu N
Ugniln nseilendagUsgeausds Aae
Yatd N1TUFTANAABIUBTEY LN Lu s
UFWNNRA1RITAErStuLASaLUNIENG



UggtnnAagd CSR

In process | Hianeidia Aanssutiiadansiazdaninsaniifinasagiidaulsgauidetay

R9LbINAAUAANANANT b2AL nq%@uaaé’aﬁmﬁwﬁnmu, nsuandeaaiilaivinane

Aaumnand, ﬂqqm%’uﬁ@%au@iagnﬁ'\, ANSvinAangsuasbangai Liludbu

After process NG AanssuLindandbazaawlIndnufifinasadan wazaawInanudibuvierana

NSENLEUINIUADIENANSLOLIATY LU NI1FUYNUN, NIFUFTANAYUNISANTN, NFFUFIA
ag1vamsniin, nigetenaaUssausie

As Process  #3neitia anAnsiidnsadivuiiineienéindunuwasianingas baebsisjandananils
LI 3alE WIe ANNANNISNAAENNE LTIUEY

‘CSR fifia wiifividveagusunlusrusnatdavaay danu 1Judaiiavanggan

.y

UfgiiEe el sunsdnglunigleagleenianuswennsiidludanu’



fuslnmdamaldfmanuadideyfandnuaunediuss andi sl nwunefuganN MK auEIIN1591% beibu
AULLEIIINU WaﬂLomﬁL%'mﬁﬁﬁmﬂmﬁf\ﬁgyﬁ’uu%ﬁmw%@Lgu%u@ﬁ‘ﬁaﬁmqm%’ueﬁ@%@u@i@é’\aﬂm (CSR) 311naiu
Tasdinmuneenagsiau Laldsaieanadnunarilsndadan wedaadiungadatsgleendlsiwne
dauldarudenazananaenidaeeiuii fatudansnnuigueIN1en1guin CSR dail

n1saaywEEaludalnle dudanuwazfawinda
N5 12 b5 IR LIS A eIfTF"
N1selLESUNNFYINY ey Liian1snea
N1slalafuSaadaninaans
NF3jaaaLaNgau




6 UsztAnNansgsgyd CSR tiNagaal
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m%u%mmﬁam%qﬂa (Corporate Philanthropy) Respon5| b| | |ty

ﬂﬂ%@ﬁﬁ’}%ﬁ?%%ﬁ@%ﬁ&l%u (Community Volunteering)

m%@m@mmg\ﬂggﬁﬁuﬁmw%ﬂm@m (Corporate Social Marketing)

nsUssnavgsianevsulinuausagdand (Socially Responsible Business Practices)

HINRANFUIAIUAINURIAANTFHUANT baaaIFagNUINTansTu 3 aRawsn Lhesiaaiy
NeANFFUUIINIFYA WIana1EnTaniladnfiunisdasaisnisaanedicsinenanisensiiv
Aangsulaelsnsnensuanavmnsiilenan (Social-driven  CSR)  @3ufiangsu 3 2ifiniian
LRSI AT UNE BNTFUVINNIFNGLYIN “EaLTlunIgecbufangsuaasaasng taelsivswengdi
Jaginetuaaangsiiunran (Corporate-driven CSR)






QUESTION




NANFUFFUNIATIN 7
| ean Management

BIAL. LEINEUSAA TR



|
_— -

T




LEAN

“Lean Aan15fl § UJUAs1ulanunay
29935 Un32UUATI9 U 18 LAN
v, 5 Iy v
ndivszgngnnuand ulass19lsung
38 wud vrlnerutsrfiaauas evda laia1ueeas
wasfivszdngaanaindy Faduuszlosunesvans
wash U@ donalnaurinerufaaugy
wazevansansativialasg1edvdunsly”

u19350 andszasa
894 110 1INGANIBUAZETINATUNA

(i

7* )
% LE“ < nw N
’J‘%;é;‘.;.ﬁ'; ®

wanluihionowsauuooaulng



Lean Aaagls

L ean wdain “cau sude u1a” a1tlFeudieunumidleman kel
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Lean +flu holistic & sustainable approach #lgiynAaynaeinatinga
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Lean Aaagls
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The 7 Wastes —_—

MULDA e the Japaneze word for WASTE.
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Seel it owt ond get rid!

Over Processing

“ Processing bayend
the standard
raquired by the
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-; gorrection
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. Transportation
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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)
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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
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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
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The 7 Wastes e

MULA e the Japeness word for WASTE.
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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
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. Transportation B
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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
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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
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7-Defects

—

2-Overproduction

o

5-Transportation

“Icia”

“919U09”

“GRcnw”

6-/nventory

“gcaonuin”

m “@arugauds 8 Usznnslunisvinew”

‘Do’
7-Votion
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3-Waiting

i

4-Non-utilized
talent

Aoiliiy

“YsanwTagnivom”

&-Extra-processing

“Unciowlsm”




ﬂ'aqsu@eyméﬂum%u%%ﬁé’@mﬁ (3 M)

Mura ws3amanubiasintaus 91udisimangibal
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Lean Production System

UszNaUE el
O NFUsULTLUNISHNER (Leveled Production)
O suUsN (Pull System) (Taeilsf Kanban Wluwadaaiia)

O NFUIUNIFTNEALLLUEIRLLAY (Continuous-Flow Processing Standardized Work

Kaizen (Continuous Improvement)

O sauL3IaNIag51% (Takt Time)
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“A31a” (Kanban) £33N
Aapaaludafidavnisluianfidagniswazludiuludidaanis way Lﬁ@m%mu@mggag
ﬂ%ﬂﬁ?ﬂ%%@’aﬂxﬂﬁ%wﬁ@LL@%?HJ’S%(M%?I%Q'”]?;ILﬁ@%ﬁﬂbﬁﬁlﬂ N1SWNaaMANINLAwb
(Overproduction) khag@udnasnaadisinniulal (Overstock)

T L L R e —
Kanban Aa&oucuneungasneagLaeasiudal |
b shedsyaaumsaaen Kavean Deck |l
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dsgnavuduaildiasauiiadadayayraelian

51 didaaloilsenasannbanN N a2 a3

Kanban @Aa 1asdilsitunisaadaysyied

3, ] %4 & %4
Loerageflunisadadeysyiauunanndunaiden bl

ABNANIFNAE SIaURNTULLURIUANDUABWITTIN 9

Tun1alazadindtTandt anndanaun
(Downstream) #8130 (Upstream)
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One Piece Flow
Batch and Push Manufacturing

All processes are 1 minute, 3 consecutive processes and lot size ( batch ) of 10

Process A: 10 minutes Process B: 10 minutes Process C: 10 minutes

Lead Time : for the whole Iol minutes
Continous Flow E v a7 Y
“produce one, (f-\l\ _ | Lead Time: 12 minutes
L

deliver one” i
NN
ENEEEEENEN
EDDDDDDD
3 min.




Separately Positioned versus Continuous Flow Processing*

Separately Positioned Processing Continuous-Flow Processing

Material

N/
000 O

Process 1

s
SRS %fﬂvﬂﬁ@

Process 2

RS SIl=l=

P‘r ES 3 |::>

* Adapted from Tovota Public Affairs and Operabons Management Consulting Divizions. 1993,
The Toyoia Production Sysiem. Toyota Motor C orporation. p. 21.
hitp:/ /maaw.info/ArticleSummaries’ ArtSumToyotaProductionSystem him



“ The order information is quickly incorporated into the production ling

Produclion instruction

Production plan

{detailed production plan) Product order

Heijunka sequence plan

o e P [ P I
Efficiently producing vehicles with different specifications one at a time,
in a timely manner while ensuring high quality

X

Various parts
The parts The parts
refrieval kanban retrieval kanban

Various E Only those parts that have been used up
completed paris are retrieved in a timely manner
Production

insiruclion

Various completed parts

N Various parts

[ Efficiently producing and replenishing

only those parts that have been retrieved

Parts plant

https://michelbaudin.com/2013/03/29/\ean-is-from-toyota-not-ford-and-not-15th-century-venice-boat-builders/




(2) NsAuANGLtaalaesnlusid (Jidoka /

Autonomation) #anfilaluniseaum AanIn
iialadlitimaatdediu wasilaailailtdaeaarde)

Tusiangsuruniseala (Built-in
Quality) Usgnauael

O NMFA3UANEILNIFTHAILHY (Visual Control )

O au e (Andon)
O syuLtlaanumINURNaNaE

(Poka-Yoke)

Lean Production System

Standardized Work

Kaizal'l (Continuous Improvement)




#1954 Jidoka 91 Toyota 18flunsgurun1sninay
2 AAAINNRANAA LUNIFTHNAABINIFHFTZUU
sebuslB (Autonomation %i%a Jidoka) ﬂ?’iagﬂm@
NFYUIUNISNEA LA H bUsTRVUTA LS aLinm3
Renanalunisuae WawdleldZeudasnauiiay
etfenIsnaanea bl

fameinateliu LilafingUsznausiueaIu
Aueinlulussun seuuselusid Jidoka  agwee
NSLUIUNIFNEAFHIAF1Y AN RLNTiazLsinkl
FonsaiuaIuiiiunauiiazendunisadacates
syUl Jidoka 91 Toyota 1efaias asleffiudeyaed
T Flagadnediueiiainnauiianaielunisude
ﬁ%&l’]Lﬁ@ﬁ@ﬁmwagﬂmﬁtﬁﬂ/ﬂﬁﬂ\ﬁ%%ﬂq@ﬂ’%’%ﬁ.l’auﬂ”ﬁ
NAB LbAZWNINWTLAeI2Iaa L2l b kIag L3N
15gleeninanaaa Jidoka e 2ieitlaaiaelailvienu
fsinautienatangebilsanszuiuniseie bl
FAuEanaalUauEaiiagna

Jidoka

Aaazls? FzuUNIFHNaAALUL Aalang Aa

AN Y Uil ad1 Autonomation H5aN1S

prunulaedalusld w389 Toyota 1ol

AFZUIUNTITNEB LNAABAMITUNANAIELLALA I

EYLALANNNFEUIUNITNEE (Waste)

Jidoka_

Manual feed and
watch machine cycle

i Automatic A f Automatic feed Vs 3
t \fead \ ~ =" Andon
- = - light
o g
‘3 “‘-{l Automatic
& -, Ejection
& ’-i-"""
\ N\ V.

watch machine cycle

Self-monitoring machine
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N1FUFHNS L5 9UAILNANNIFNaILRY (Visual  Factory
Management) Lﬁu%wuﬁiﬁi{aﬁfuﬁﬂéum%ﬂ%’uﬁqamﬁmﬂﬂwﬁfaﬁ\a
‘E%\amui@mﬂ%@u@qmﬁ\aﬁaﬁgﬁhﬁ o] FNLAU AINNUARANE AELNTN
NSENUAUASILIAT NFTASINNANILS LagNISa919TaY-Nadba
(Employee Moral) Taeigjasinasaeideayias waud wageoyanial
i o Tuaauiivinagu aldndnaurdagiesdoalésunsiu
bAZLANLAFNTAULNABINN 6] TULIAIBUTIOLS




d195UnanNN1S Visual Factory Management gnsinsaantunbatilu

1. Visual Display

Hiunsweanaasauunaiatiniinaiuly
fneranunagiilfiieenulufuilésumnsu
Taafin1guitaualugUanakuu) ke y
NSIN B2y NN TIN/bNUN S Ll e
LEadeaaAIYFTIULE W (Monthly
Revenues) NS LAONARAYANANTT

U LB

Work Team 1A

Productivity

Attendance _

=R

[— o -
2 Loay ve v wal o vty dilana ) u
wy |89 288 C0 80 o
= |9|® @|@|®|C|C 8|0[C
wy @O 008 C0O 800
w |80 0le|®|ClO 808
“ |80 9\®0|C L lie}ie]
wu @)@ 8|00 |ClO 800
@ O @ e = Team
Communications
—==— 20 Keys
Team Metri To date 20 Kays “ |
1. Work / (Work + Muda) 68% J ] =
2. Quality 92 ¥ 1 i % I i li ]
3. % Absenteeism 4 i ]’}i”!lig Gl =
4. % of Plan Output 98 SRRl |
5. % Completed On Time 99 1 &
6. WIP (% of Output) 05 ! B L
7. Kaizen Action Sheets Comp. 8 o
8. Kaizen Events Y [ — Lo ]
Kaizen Action Sheet System
- 4 -
Blank Submitted i Working Resolved
1
]

WO [eqo|BuBNEY MWW




2. Visual Control

NISAIUANGIANITHANRY LT1WTE
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— N tefdeysyunauLdlea (Audio Signals) tiialeiwaatbinuileywditingil
Tsaaundaanatdendi Sound Warning  tiu nastiedleynnadagdanseiadiaat
FNeINISNAS WanaNUdalddnsun1gLaaLIaGuaukasrgaNNNI1FUNIY

— ANFAUNANIFAAGLHEY (Visual  Information)  wiialsitlaaniuamang
NewWam (Prevent I\/Iistake)ﬁ'maLﬁ@éﬁumﬂm%ﬂcﬁﬁ@mu SiasinbaimasiaeIgaie/
WOUR (Color Coding) %3an9lelagaanusLanagssumdnlanasie ( Safe
Range ) @iy N9lefwaudwanssyauingdumaznigldaainudasadinunadidia
Al uﬂmﬁgm%%umuiuamm%ﬂ%gﬂaﬂﬁﬂ%%’ﬂLgufaam\m%’mﬁguumﬂamé’fm
ANEIANAZRUTUANINAA AR E 591U
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THubad aanuziiue ialraulnalenginasnumu

Andon tansiufiviluiteraaniug gadiadlsinatig
Fun1svineuandrundatuife wel| LS8N S8 1518
s9uuiu Andon flagasumistinuladiszyliana
Toyota  System #1371 N1svinanuagdavduluanay
O LFRENIUNIFTNTNAR LG aciNade (Virtual  Check)
s1gdtasagdnssiden tdnlufastiotfludue
wilneufiazgdneasaednsdileynn Adeeneanisiinenu
wa3LFaNFIMUeUKEagiiAeadnaldusuiainnis
wiibel agsaaundnagwilacasa lhagnauganiwgd
L2ieI3mIUNG

Stop button

for the line
@supervisor
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— Supervisor
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—
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Takt Time (w#1abunsd; T/T) nunede ansdluniswde Ssnainn1ueassiy wiladn
FarIzauns datsls Takt Time Tun1giinuedenIznisuandudaasuldiiuluasdars
QNANERNNIT YA WiTNeWYNALEaeAILANSNHIZNITNAn R e lunEaaafn saaa Ty
wulsiiAuanfidirual’

paruUnAansTuriiu

Takt Time ANSANUIUAN Takt Time

JMusuBUIUNEaINISHOAU

WAL T/T A WU EIANEDWIY 1211 (FUNT/EI WTi/aiunEacralam / 2i)
eINEIASINL2AL UFWNLIIHTN FIRKUELIAIVINIUUNELT 8 $ralana LIanwn 15 w1l 2 ASa
Toer TunTia S udnan192iananIw 600 2 fratiad Takt time aguiniu 45 S3uniidadia
Takt Time = 0.75 wW1disiagiu = 0.75 x 60 = 45 Fudisadiu



d1wtinanule a1t AuUNINIaITIAIBRUe agvin i uZenbad
faNTamaUauadsanNdiaan1ggnetuiululd Taedgly
ngwiladiaynid s fudavrinnigusuanitiaivingiveag
winaueiazauldagneldivaainigiteuees Takt  Time
WIaaNIEnTadbuaugaUSuantIatvinauaswiinaeIule
UZWHNA 51U a9 WA 1N19Y191%LE A WTNa1w Tueia
L1 O.T. diaesnansiludiaadniand Takt Time T9tad da@n Takt
Time dagtSe1n31 Actual Takt Time
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Cycle Time vs. Takt Time

Cycle Time TAKT Time



1. 9ASTIADIUADINISVOIZNAT
:0AAINIAUD INIJUIRAIIUADINTS
VavanA/IuuwWan IWUVuUKSoanay

2. 192N Tun1swan / AW
RoJN1sanA1 = 480/960 = 0.5
UIi/BU KUIBAIIWIINNG 30 TUIA
9:f avuannIUs:noulasSeniivsu
Tunnq 30 3unn

1. 1antElumswannsous:nau
JUKTNSAUNS:UIUMS

M8 IEU NsUs:NauUINNIKY
BUlAVAUA 3 anvIu AUADIMS
anA1 960 AR (8 BL.)

2. panlglunisusznauviuvay
Ifa=an1iviu 1su

amiivun 1 tioan 20 suni

amiivun 2 tioan 30 suni

amivaun 3 T§i0a1 28 3ui

KN Cycle Time vadima=anad
agmelA Takt Time naavdidawisn
wamuula nwidnureinanisina
agsallioy (Continuous Flow) N6t
ilalns Cycle Time vovandvulag
an1dviunteiginanu 30 sulf
N9:=IAAOVIRA (Bottleneck)

AN LLEANEIINTSHING Takt

Time way Cycle Time



1. ?i’a‘?ilétcﬁ@ojﬁlﬁq ﬂqﬁlcﬁai%ﬂ'\%&lﬁ@] Wluldasingmatibaseatfiaaaumandeaanis

ﬁf\fﬁu’@%mL?ﬁ'mﬂ%aﬁ\aﬂmﬁmLﬁu@nmmméﬁa\ammm@ﬂﬁﬁ
saLaBsiwazimunsnasgIulvnisvinaeldiialdiinaninwazlssdngann

> W

A130N56LEEa LT Real-Time Targets tunswae

Takt Time 5@L‘ﬁ%Lﬁ%@\ﬂﬁ@%ﬁﬂﬁ?ﬁ’aﬂi%ﬂﬂ’ﬁ%ﬂwﬂﬁa\l@Jﬁﬁ’]ﬁlﬂﬂ'ﬁﬁd?ﬂ@] (Line Balancing)
Sagiusznaunisanunsadnlulssenatdssniunisdanisreantuktazssaand vialie
PRSI MEalnduaeiy wlaaaraangsywlansuinainaauasinenean g
agvinl¥ansngafiunandalduindiuaiumnudaenis aatlaminacin wazaisngals
AIUANNISHAATIINNLAWLUEN e
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TOM LbagN15USUIRIRESFTUAIANIT
FIIAREUNINLLINAE (National Quality Award)
Customer Relationship Management: CRM

SiX Sigma

QSME

ISO 9000:2000

FLUUVURLIANAR (JIT : Just-in-Time)

WAL LANELTIA AFRIRY



TQM (Total Quality Management) MiZeiniiu
31 “m%u%%ﬁ%@mﬂqw/l%ﬂﬂumﬁfau%fam” “NNFUZTHNF
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5230” e FENSawLInluNITUSHISaA 1T T A
FawazsanunafinaiilslussezenIfIenNIFa519A 9
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aeinasiaLiing (Continuous Improvement)
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CHECKED

FNIIINAMN NGB (National Quality

Award) dsgrmalvedendn Thailand Quality Award
for Performance Excellence : TQA Wlusnadadisiau
TwnavdNsyNUsEenY ﬂqﬂ%uﬁ@ﬁ\mm%’g%a&@ﬂ%uﬁ
finnsugrnsannistiutariieurvinsgausnasgirlan
s195adlgi8n1sUszLTuanndnenet 7 sadia Tas
aaAN15TleSUs19TadaaleinguulseLiie 650 AT
sulUainAzwuuLdia 1,000 ALWUU FNITE R URNTN
wiaeBifialeadntiiusieiassduuiansgrulantnsgle
NUFIUEIUNATALATNFTSUIUVNITFABULHE UL
FIIAAUNTN LA BADIAKTFALUFNT (The Malcolm
Baldrige National Quality Award)
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(Customer Relationship Management : CRM
2l ﬂﬁﬂq%éﬂﬂ%ﬂ%%ﬂ%’gf@ﬂﬂ%@%i”]\‘j%ﬂj\‘j ﬁagnaamwummﬁmﬁag
ANANIFLIRAINIFTONANITNTLUIUNTEE N1 TRELTHUNS
lénginvsanangagtazaalauagsanINERINIFARNgNAN Vel
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Frelb@diiingiu waznigvininlslussezens dnsuurenudieinla
31 CRM  Wfluzinuiinad dusauliunsisdruniivananagmd
CRM dfludavandemaluladunfiuesaadialunisiiudaya
anén daifludaudndnfaziinldnednisanunsasiiueiuiie
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9ingi 2ingln (Six  Sigma)  WJhuwmedansudisl
nandialaels Six Sigma Tuilagiiuiinadnisgsiaaue
Tuejuntulsfuninawdszauninudida viiaunanin
AuAn aedaunwsaalunssuiunisvinaiukagiinfls
T fuaamnig N1541 Six  Sigma  ldufuEldussea
NAEILSATU BNANTIFIS AFANrUalE Six Sigma kTl
WHNUNALVSADNDIANIS LilaLANFNNINAD A INT LU
naswideyrniadariussuy un1seadulalanals
P fusiays wagsHutsagn a1 nLIiuaE ey
Toean1zAuNINTUYNUBNADIGNAT FIAZAB LN
ndusnlugUaaanaisznaunisiideaenednisludige
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5. Control

Maintain the
i!]lpl’ﬂ\'&‘ LI i]rﬂ('&‘H-h'

®
4. Improve

Determine and
implement

improvement
actions

Gy

1. Define

Define the process
and the problem

|

2. Measure

Measure the current
performance
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FLUUNULIANWaR (JIT Just-in-
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(Automation with Human Touch) ‘ﬁugﬂu%@\ﬂﬂﬂ%
wﬁmﬁﬁﬂ?’i@@ﬁa NISNAAEILAINUENE A LbUULFTU
bFIUNNSNER (Load Smoothing Production)

Just in Case vs. Just in Time
Push vs. Pull

Store A
as much

we can . ' |
we need L

Production Precision

Production Approximation

Anticipated Usage Actual Consumption

Large Lots Small Lots
High Inventories Low Inventories
Less Waste

Better Communication

More Waste
Poor Communication
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Below the line Aailuni1séagsaay
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AangsumaetfiaLsiig N‘U%'Icﬂﬁ Sales Promotion ¢ Discount Coupons
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Television * Radio ¢ Internet

BUZZle.com
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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
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(Customer Relationships Management :

1. ﬂﬁ%baaﬂaﬂﬂ’ﬂmw (Customer Selectlon) SEURTIN
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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
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(Customer Relationships Management : CRM)

2. n1sKIgnA1LlKa (Customer
Acquisition) %mﬂmmﬁlﬁmmaﬂm
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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.

G

NsLeNgagnAndSagilaatseeldnaasalauiananislenndiagndfiilagydaena
elmdnigigindiafansianysalwuusfinsatuayunineiulunstagngn@itunsl walinén
= v ' ' <= s s o o v s A
Hangdinnfilasaeinewsiinaniimansadl stusalaswsnifivangilsngimsunagungniseeii
smfanTgiiindugegndigsialusluaninmiadnndaauLiise
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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

Tﬁ”ﬁﬂ%%ﬂ%ﬂ@ﬂﬁﬂ%ﬁmﬂ@m@m"jfmmrm mmf}gﬁﬂ%%’uﬁmmﬂu,mmo‘ii\aﬂagﬁ/lé BWIRUIVN WNNI1FEAa16)

MAKE IT CLEAN
AND SIMPLE TO USE

DESIGN ATTRACTIVE
CLICK READY CREATIVE

SOCIAL MEDIA
MARKETING

@ SEARCH ENGINE
OPTIMIZATION

HUsEnaun1s daensven WnIeeizgeia vad nasldangegndianunsawdtals 100% wazilsuweabans
A3NNENINIFADIARY AMEINIFaWALAE fandn Usuauialanay wasgls1aldimkuisiuAIN6aanis
leiungiagndntusugasnaniwaziiaiusuialigennanaiiaius e wesiuanat
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(Customer Relationships Management : CRM)

3nN1ssnw¥1anm1  ( Customer

Qi

Retention) wKuUNYaNAANTINNINNITEANAY

o o 2 ‘[) S = [V Y |a; @ 6
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o3 % N P= -3 P =N
ﬁﬁ@@i%%%@l@%%@@ﬂ”}%’a bPRIFGNIEIIITAFTAIO - Talk 1o Your B - O Excelent R rar * et

Questions S rt Feedback Purchase
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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
wsn¥SalaiAeaginafild

o m'ﬁ?nglaum@faﬂ%qﬂfmaﬂ%u (Up-Sell)  WJludruniiveaaniganesinuudasiauet atatflenisens
AUA WINPT LN IND

* NBTNAUNINTSHU (Reactivation) m%Léaimmuaﬂmmlml@%@aummmuwmuﬂu‘i%ﬂaumﬁa@
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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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(Customer relationship management:CRM)



aaAlsznauranimabieana CRM dssnaualsigau
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1. Market Automation N85
SYUUNITH a6 8 6 b3l 64l
andludinanndegiueingea

2. Sales Automation ANANS
ﬁ%ﬂ@%ﬁﬁaﬂmaﬂ@au%@ﬂﬂaﬁ
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URinaNvinNIFILASIZR

CRM Application

3. Customer Service RaNIT
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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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CRM (Customer Relationship Management) faifluinaaiionianisnann 1uensdu 9
ylvgldaudiAnauasindnddusauduardeadenldauiiatug edrereiilos Tnaidives
Audndasdinisdoastugliauduuy 360 asm auansavilfauddsudilududunies
FInvoaustnalule

Adasilofivinll nszutuns CRM  Idkaeghafiuditu FeserfensAnundeya nsvinise
Aerfumaiauazdudn nsvilaideuniiies deluiid Sldvueianisdaanelidungugndi
Fesegnafien wivanedanis doarsynguuuy Hansitladaue wiaunfifeis nsdediad nns
f1 Call Center tialsifoyauniuilng denseurummnodiearlfuafuasiiussansniwasan dos
JszneusnedeyaluFesanudlunslduinig (Frequency) svavnaniilduinig (Tenure) Usuna

N15La1e (Share of Wallet) ane

o
U
360 ‘ = VI A
a2
()
=

MARKETING, A |




Maove to Marketing &
Repeat Mass Communication
[I | i

Customer

Issue Entry &
Resolution Tracking

Record Opportunity
& Capture Data

Move
to Suspect

Service
Customer

Ship Order &
Invoice Customer

Send Online Literature
& Product Information

“Enterprise 21
! CRM 360°
> Customer View

Review Customer File &
Convert Quote to Sales Order

Qualify, Record Buying
Criteria, & Track Competition

If Prospect

Move to Move to

Customer

Prospect

Schedule & Record
Face to Face Meeting

Receive

Purchase Order
Quote

Prospect/

Analyze Pipeline Customer

& Sales Forecast

Review Pricing, Up-sell,
& Cross-sell Gpmnu nities Copyright 2006 © Tochouloey Group leaenmiomal Al Rights Resorvod 1



INNIFeVAL (Vision) teaiu CRM

a519fnen1w (Create Performance) Mg CRM lngagnaudnlagnen nowansaniinlufsdnly
lavasgneAn w3eiMsend Consumer Insight

Customization A® NFASNATIAUIATAIT NAgNSLUNITaUBINBUANAIYBIgNAT (Value of
Customer : VOC) agamangaudvsuAagnaugna

AUNLATDID FaNALIT WAlulal nIalAsaasisiugu (Infrastructure) MvuNEAUIUIAYD
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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
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(Marketing Communication)

2 Online PR
Portal representation
Social media blogs and
feeds and

Brand protection
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