Teaching Materials
QMT 3512 Customer Focus

College of Innovation and Management
Suan Sunandha Rajabhat University



mé&ela (_ ustomer Focus

> - —= _ ~ = i = e — L - 2.5,

Asst. Prof. Ekgnarong Vorasiha



course description

S = - - ——— = — — - -

Concepts of customer segmentation, analysis, customer needs.
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lesson plans and assessments

Title/Details

Learning activities

teaching/media used

Orientation for teaching and learning of the
course, workload, and evaluation by students
participating in planning. and evaluated before

teaching

Important characteristics of the criteria for the

National Quality Award

® Overview and Structure of National Quality
Award Criteria for excellent performance
National Quality Award Criteria for

Excellence Performance : Structure

course introduction
Lecture, ask questions Discussion
use teaching material

PowerPoint Media

course introduction
Lecture, ask questions Discussion
use teaching material

PowerPoint Media




Title/Details

Learning activities

teaching/media used

Quality system and productivity activities
TOM and Organizational Culture
Adjustment
National Quality Award
Customer Relationship Management: CRM
Six Siema/QSME/ISO 9000:2000

just-in-time system (IT : Just-in-Time)

concept of customer segmentation

Important characteristics of the criteria
for the National Quality Award
Overview and Structure of National
Quality Award Criteria for excellent
performance

National Quality Award Criteria for

Excellence Performance : Structure




Learning activities
Title/Details
teaching/media used

7-8 analysis of customer needs ® Lecture/example, ask questions, discuss

9-10  customer data analysis issues, express opinions and analyze case

11-12 customer satisfaction stehes

® Use teaching materials, PowerPoint

materials, and exercises/quizzes.




Title/Details

Learning activities

teaching/media used

Management of customer complaints

Concepts and roles of customer relationship
management and customer relationship management

procedures.

Students present their assisnments. /teacher review

final exam

Lectures, examples of
calculation methods, ask
questions

Use teaching materials and
PowerPoint materials.

sub test




learning evaluation plan

attendance Participation, throughout the
discussion, suggestion semester
subtest throughout the
semester
report throughout the

semester

final exam 17
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Importance of quality

Quality (Quality) means the overall properties, benefits and
specifications of products or services. that demonstrates the ability to
respond to the needs both explicit and inferred from circumstances and
reality in general

There are two parties in commercial quality, namely buyers, called

customers, and sellers, called suppliers.

If the delivered product or service meets the specifications and
can be used in accordance with the requirements
(Specification) As agreed, it is considered that the product or

service has quality.

Kaoru Ishidawa classified quality into 2 categories.
1. Backward Looking Quality is defects, flaws and flaws.
2. Forward Looking Quality is a product that has good features and other good selling

points that make it superior to other companies' products.

f @UALH’Y Quality refers to the quality of the product or the production of the

{ & 100%

product according to the specifications. (Specification) of the
product that the manufacturer specifies. Quality of products or
services It is considered one of the key factors that make the
organization successful in business. If the organization can
produce products or provide quality services that meet the needs
of customers. create satisfaction for customers and is committed
to making quality that exceeds customer expectations That
organization will be successful. Quality is always changing and

evolving.
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Quality has many meanings. But in general, when customers
buy products or services, they often have to consider the
characteristics related to the benefits of the product. in order to
satisfy consumers or service users.

Quality is important to an organization. because it will allow the
organization to achieve its goals successfully as specified Quality also
affects all levels of operations. Each organization often has guidelines

and forms of activities in accordance with the operations. resulting in

222202208

quality control in the production process

Quality of products and services
means products and services that

free from defects or defects @&/&
» Compliant/Compliant ;§¢
» customer's requirements
>Satisfying/impressing customers ‘:‘::;‘;»Eg
e T2

»Excellence in all aspects Agss
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Quality will have different meanings

according to the feelings or needs of

users and customers, which are often
measured as well.

"Satisfaction" or "Impression"

of customers is important

Elements that make customers happy

2y L o

o0
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Production B e e

®* Performance

® Reliability

® Durability

®Ease of use
® Availability of options and expandability

®* Reputation

service

® accuracy

¢ timeliness

® completeness

¢ friendliness and courtesy

® anticipating customer needs

® reputation
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The reason why we need quality

® Customers are becoming more demanding and demanding
[ ™

every day . W
® more competitors freely / | o

-
®* Change happens all the time - B m= = A
6T A v R F
¢ crisis all around t ¥ "H“”m ﬂ" a’
® We all seek "good things" in life. "Quality" makes us all receive.

“Better things” We have a better quality of life.

when we have quality

products that can be sold —) higher income

satisfied customer — have regular customers
lower cost — higher profit

continuing business — survive and grow
systematic work — more efficient

satisfied staff —) love and dedication to the organization
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A quality organization is an organization that
has the ability to compete. Increasing or
developing their own competitiveness Must
adhere to quality management principles that
are suitable for their organization. To build
confidence for customers or as a quality
assurance for customers

Building quality in various organizations It is
not the duty or responsibility of either party.
But it is a task that all members of the
organization must participate in solving
problems. creating new innovations to
improve one's own quality
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Quality Control / QC

Started with no checks at all. Trust was used in ancient times. When buying a product
or exchanging it, it is usually not inspected, when it is found that it is not good, it is returned.

Later, the quality is controlled accordingly as follows.

1. Inspection is Inspections began to increase. Because products and services are becoming more
complex and distrustful. must be checked

2. Quality control Control is the use of a documented audit technique. And use the recorded
results to analyze how the error occurred. in order to determine corrective measures to obtain
quality products

3. Quality Assurance are all operations that the manufacturer Confidence that the products will be

able to meet the needs of customers. by applying the protection principle

Qreslion




Lecture 3

QMT 3512 Customer Focus

Quiality and Productivity System Activities (TQOM and Organizational
Culture Adjustment) National Quality Award, Customer Relationship
Management: CRM, Six Sigma ,QSME,ISO 9000:2000 JIT : Just-in-Time

Asst. Prof. Ekgnarong Vorasiha

Main Idea

Quality and productivity activities Is the heart of quality management in
an organization as a tool that executives and personnel in the organization can
apply to suit the type, type or size of the organization. Every activity requires the
ability of an executive or leader. qualified personnel Everyone is involved and
it's an ongoing process, no matter which form of activity takes place first. It

depends on the organization's culture, nature, and factors of that organization.
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Quality system and productivity activities

1. Implementation of quality and productivity systems to be applied in the
organization for job development. ‘

TQM and Organizational Culture Adjustment = 1800001:2000
National Quality Award

creating satisfaction/loyalty to the organization
Six Sigma

QSME

N oAk

Just in time (JIT) system

1. Implementation of quality and productivity systems to
be applied in development organizations

Executives can apply various techniques. of the quality management
system to increase productivity can be applied in manv oreanizations such as
® TOM and Organizational Culture Adjustment
® National Quality Award

® Customer Relationship Management: CRM

o 1509001:2000

® Six Sigma
* QSME
¢ 1SO 9000:2000

® just-in-time system (JIT : Just-in-Time)
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2.TQM and organizational culture adjustment

TQM (Total Quality Management) known as TQM is a way of managing an organization
that is engaged and aims at long-term

Quality management that everyone profits by creating customer satisfaction.

participates in”, “Organization-wide quality |ncluding creating benefits for members of
management” or “holistic quality the organization and society as well.
management” an organization that adheres to the

promotion of quality Therefore, TQM
techniques are popularly used as a model
for managing the organization to achieve

The most important objective of TQM is overall quality widely. "Quality of products
or services" that can prove and confirm
Continuous Improvement. that customers can be tangible with

satisfaction.

Key principles of TQOM

1. Focus on customers by seizing to create satisfaction for customers or
responding to customer needs to be the center of organizational
management.

2. Process management with a focus on management or process
improvement (Process Improvement) to produce quality products or
services at reasonable prices for customers.

3. Total Involvement by focusing on executives, employees and all involved
people. Participate in work improvements or process improvements. For
everyone to be a part of the success of creating quality that can satisfy
customers.
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3. National Quality Award

® Thailand called Thailand Quality Award for

Performance Excellence: TQA.

®It is an award given to all types of
organizations. All sizes, both public and

private sectors, with excellent management |3 human resource focus

comparable to world-class standards. This
award uses an evaluation method based on

7 criteria, with the awarding organization 5. process management

having to score 650 or more out of a total

of 1,000 points. US National Quality Award

(The Malcolm Baldrige National Quality | 7. business results

Award)

LR AZHUL
1. strategic planning 80
2. Information analysis and management 80
100
4. Customer and market focus 110
110
6. Leadership 120
400

EietY 1000

3.1. Strategic Planning

This topic is divided into two parts: “strategy development” and “strategy

implementation.” work processes and related people, whether it be

customers, partners, competitors, suppliers, markets How to find and use

information Weaknesses and strengths of the organization in terms of

implementing strategies into practice. The organization shall describe the

details of the implementation of its strategies. to prepare to deal with

obstacles that may arise
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Strategic Plan Process

SWO
Analysis

Gather Inputs SWOT Analysis Review Inputs Strategic Matrix Define Strategies Final Reviews

+ From all - External Analysis - All Stakeholders - All Stakeholders +« Objectives - All Stakeholders
Stakeholders + Opportunities * Review Inputs » Define Strategies + Key Strategies * Review Strategies

+ Customer « Threats + Review SWOT to address SWOT -« Short and Long « Review Goals
analysis « Internal Analysis Analysis combinations: Term Goals * Review Plans

« Competitor + Strengths + Define 3-4 key + Opportunities vs « Operational Plans - Adjust as
analysis + Weaknesses statements Strengths necessary

+ Industry analysis « Strategic * Opportunities vs

+ Environmental Questions Weaknesses

« Company « Strategic Issues * Threats vs
performance Strengths

+ Company + Threats vs
strategies Weaknesses
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3.2. Information analysis and management

Is the cornerstone of organizational management called If the organization
is unable to manage information effectively It is difficult to manage other
parts. of the organization, therefore, the criteria for considering the quality
award determine Category 4 to assess whether The organization
selectively collects, analyzes, manages and improves information. and

knowledge assets

.

N’\ﬁmﬁ'\:ﬁ / 2

Oaduiiugu ( .. .'_‘_‘H“

l : Sl FOREX mil E II AL
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3.3. human resource focus

Organizational executives must not forget that every
employee in the organization is an important cog that drives
the organization to overcome obstacles and move towards
the success of the organization. Therefore, it must be an
organization that takes care of its employees effectively.
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3.4. Customer and market focus

It is a topic used to assess how an organization determines
the needs, expectations and preferences of its customers
and markets. How does the organization work to build a
good and stable relationship with customers? and determine
the key factors that make customers satisfied How to retain

customers and grow your business? Ty

3.5.A159ANSTUIUNNS

Lﬂumswmmmi UUN; (Process)
mivuuLLamu'aemummeuamﬂm'ﬁ
‘lﬂJ'J']‘OSLUUNaWﬂﬂJ“Vl UIN1T ey SupLreD
ASLUIUNITNINEINANTI8ES19AAN L9 PROCESS
o o 1; . 9 Y MANAGEMENT
Qﬂmuaz’mauamms SAUN et

PREDICTABILITY

nIEUIUNSATUAYUNd1AYaUY o)

BUSINESS

CONSISTENCY 'SUPERIOR QUALITY
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3.6. Leadership

It is an assessment of the senior leaders of the organization that How has
it been conducted in terms of values (Value), direction of the organization,
both in the short term and in the long term? Creating value for customers
and stakeholders empowering employees to make decisions innovation
Creating learning in the organization as well as assessing how the
organization is responsible to the public.

3.7. business results

It is the last topic that is like a summary of all the operations of the
organization. It is a summary of management results. both organizational
performance and business improvement in 6 key areas as follows:

¢ Customer Focus Results B W -

® product and service results \\\/\’ S “Jll

® Financial and marketing results i e
® HR Results i “ [‘ %

® Organizational Performance Results o NS & U

® Governance and Social Responsibility Outcomes
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Level of Standardization

Asst. Prof. Ekgnarong Vorasiha
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Importance of quality

Quality (Quality) means the overall properties, benefits and
specifications of products or services. that demonstrates the ability to
respond to the needs both explicit and inferred from circumstances and
reality in general

There are two parties in commercial quality, namely buyers, called

customers, and sellers, called suppliers.

If the delivered product or service meets the specifications and
can be used in accordance with the requirements
(Specification) As agreed, it is considered that the product or

service has quality.

Quality of Life

Quality has many meanings. But in general, when customers
buy products or services, they often have to consider the
characteristics related to the benefits of the product. in order to
satisfy consumers or SEervice Users.

Quality is important to an organization. because it will allow the
organization to achieve its goals successfully as specified Quality also
affects all levels of operations. Each organization often has guidelines

and forms of activities in accordance with the operations. resulting in

© ¢
222222298

quality control in the production process
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Quality of products and services

means products and services that

free from defects or defects
>Comp|iant/Compliant
» customer's requirements
>Satisfying/impressing customers

» Excellence in all aspects

CuSoMER ‘a
2y lorATY

/%ﬁ

Quality will have different meanings

according to the feelings or needs of

users and customers, which are often

measured as well.

"Satisfaction" or "Impression"

of customers is important
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The level of standardization and the
evolution of both domestic and
international standards.
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Thai Industrial Standards Institute (TIS) mark

TIS mark. Products will receive this mark
when they are certified by the Thai Industrial
Standards Institute (TISI), Ministry of Industry.

That there is a quality product that there is a

- quality product that meets the specified
standards, is safe for consumption and
consumption.

GMP Certification
Good Manufacturing Practice Codex Alimentarius

The GMP certification mark is a guideline for good
production methods. according to international
standards By the Codex Alimentarius International
Food Standards Agency, which has been established
to produce clean, safe, quality food, with an emphasis
on eliminating risks that can adversely affect
consumers, such as personal hygiene. Control of
insects and disease-carrying animals Cleaning
production sites, machinery and equipment Controlling
water used in the factory chemical control, etc.44

GMP STANDARD
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HACCP Certification

System for hazard analysis and critical control points in
food production (Hazard Analysis and Critical Control
Point) according to international standards by the
International Food Standards Agency, Codex
Alimentarius.lt is a standard system that will guarantee to
consumers that the production process is controlled
safely without substances or contaminants that are
harmful to consumers in the product. There will be a
factory audit. Production process for certification to
manage the quality of safety It is used to control the
production process to ensure that food is free from
harmful  microorganisms, chemicals and physical
contaminants such as glass or metal.

Standard Q mark

Standard certification mark for agricultural products The
mark that can certify the standard is the standard Q
mark itself, which is a mark that has been certified by
the Office of Agricultural Standards. And the national
symptoms Ministry of Agriculture and Cooperatives By
getting the Q mark, the manufacturer must pass the
standards according to other certifications before, such
as Good Agricultural Practice; GAP). GMP and HACCP




food and drug mark

certification mark Food and Drug Administration Food and
Drugs Administration under the Ministry of Public Health
Organizations that must act in accordance with the law on
health products By using the abbreviation that we know very
well in the certification that is FDA. Most of the health
products here are Medical cosmeceutical products,
cosmetics, drugs, various supplements, including food, all of
which health products must be of high quality, standardized
and safe in order to promote correct consumption behavior
with reliable academic information. and is appropriate for
consumers have consumed safe products are contaminated
with various hazardous substances

Halal food standard mark

Halal standard certification mark is a mark that
has been certified by Office of the Central
Islamic Committee of Thailand (The Central
Islamic Committee of Thailand) The sign that
the Halal Affairs Committee of the Central
Islamic Committee of Thailand Or provincial

Islamic committees allow manufacturers to put

FULANENITUNMINa g ualszmelng @ stamp on the product to endorse the Islamic

religion. in order to be able to consume can
consume that product with peace of mind.
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ISO standard mark

R

ISO

N

International
Organization for
Standardization

International standards related to quality management
systems. The full name of ISO is International
Standardization and  Organization or International
Standards Organization. or the International Organization
for Standardization with an emphasis on management in
the administrative system The primary purpose of ISO is
to foster international cooperation in standard-setting. for
the development of the manufacturing industry and
eliminate international trade disputes Including cooperation
in the development of science and technology, so the ISO
mark is internationally recognized.

ISO consists of 3 types of members.

Member Body It is a national standards institute, which means that it represents the

standards of that country and has the right to vote on academic matters. It is eligible to

be elected to the ISO Council and can attend the General Assembly, and each country

has a single ISO member body.

Correspondent Member It is an agency of developing countries. which does not have

its own standard institute Members of this type will not participate in academic matters.

But they have the right to be informed of ISO's movements and to attend the General

Assembly as an observer. (It is an agency of a country that has not yet established a

specific standard institute)

Subscribe Membership This type of member Open for countries with relatively

small economies to be able to contact ISO.
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Important ISO standards

ISO 9000 standard for quality management systems
" ISO 9001 Quality Management System Standard Used for

responsible organizations from design, production,

installation and service
Iso " ISO 9002 Quality Management System Standard Used for
responsible organizations from production, installation and

service
" ISO 9003 Quality Management System Standard use for
ISO 9000:2000

organization with specific responsibility for final inspection

and testing

ISO 14000 Environmental Management Standard

It is a standard applied to the organization's
environmental management to have the least impact on
the environment. both in terms of internal affairs
production of goods and management of impacts In
other words, it is an environmental management that
covers an organizational structure. assignment of

responsibility  performance  regulations  Resource
Stewardship Processes ISO 14000 is applicable to
both manufacturing and service industry systems as
well as ISO 9000.
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ISO 14000 Environmental Management Standard

" ISO 14001 is an environmental management system specification.

" ISO 14004 is a guide to principles and techniques for organizing systems.
" ISO 14010 is the general principles of auditing.

" ISO 14011 is a method for auditing environmental management systems.

" ISO 14012 is an auditor qualification requirement.

ISO 14020 is the basic principle for labeling environmental products.

A =y

i — -
: | |

ISO standard

" ISO 17025 Laboratory Academic Competency Assessment Standard
" |ISO 18000 Occupational Health and Safety Management Standard

" ISO 22000 Food Safety Management Standards

ISO/IEC 17025
A

6’0 R moQ

22000:2005
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leadership

ISO 9000 is a quality management system that focuses on quality control in an
organization by managing operations or related activities to support product quality that
meets specifications or standards. It is also a quality assurance that ensures that all
activities resulting from systematic planning are can ensure sufficient quality that
products or services meet customer satisfaction. In addition, ISO 9000 It is a quality
management system that allows an organization to continuously monitor its quality
management system. Quality management in all operations While the world has quality
management standards and has been widely accepted Organizations that implement the
ISO 9000 quality system will be successful. as well as consistent performance standards
and services. Every organization can apply the ISO 9000 standard to develop work at all
levels.

History and Background of ISO 9000 Quality System

ISO 9000 stands for the term International Standard Organization,
which is an international organization responsible for setting or adjusting
almost all types of international standards. so that countries in the world
can use the same standards

ISO 9000 is an internationally standardized management system that
is a fundamental quality assurance that aims to provide a uniform quality
system between organizations and nations.
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History and Background of ISO 9000 Quality System

The International Organization for Standardization, or ISO in Greek,
means equality, is an international organization engaged in activities for the
benefit of mankind. The organization was officially established on October 14,
1947, at first with representatives from 25 countries participating. meeting in
London Has a resolution to establish an international organization on
standards. and the United Nations has recognized it as a specialized
organization type of non-government agency with the aim of promoting
cooperation And set industrial product standards to be unified for commercial

benefits or to create a more complete world standard system.

History and Background of ISO 9000 Quality System

The establishment of I1SO 9000 quality system standards is a prerequisite for entering the
global market. because it is like a key that opens the door to trade more broadly Because this trade
term focuses on the needs of customers, namely customer satisfaction. This standard focuses on
working as a systematic step. It is recorded as evidence, can be checked at any time, is constantly
updated. and put into practice effectively

The reason why countries adopt the ISO 9000 system is because for the first time the
European Community, which is an important trading partner of many countries, has merged into a
single market. Has brought ISO 9000 quality certification or European standard EN 29000 as one of the
conditions for allowing imports. Then countries such as the United States of America, Japan, Southeast
Asian nations, Australia, etc., which have high trade competition. They must be alert to provide

management systems with ISO 9000 standards in their countries.
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Table 1 Name of standards in each country

[
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Characteristics of a systematic organization Good quality is as follows.

1. Stick to the philosophy of prevention rather than finding problems.

2. Focus on reviewing key problem points in the process of corrective actions and inspections.
continuous results

3. Communicate within processes and between standard users, as well as regular communication
with suppliers and customers.

4. Always keep information and control the preparation of important documents efficiently.

5. Make all employees aware of quality.

This gives management a high level of confidence.
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Key characteristics of the ISO 9000 quality standard

It is a standard about management systems. does not apply to product standards

It is a quality management system standard that is internationally accepted and used as an
international standard for countries around the world to apply.

It is a quality management system standard that can be applied to all types of organizations,
both in the manufacturing industry. service business All commercial sizes are unlimited.

It is a management system that involves all departments and all employees in the organization
participating.

It is a standard that specifies requirements that must be included in a quality system

document.
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Key characteristics of the ISO 9000 quality standard

6. It is an administration that places importance on operational documents. by bringing what is
already operationalMake a document and then organize it into categories, systematic for use,
convenient, efficient and effective.

7. It is a standardized system that allows for continuous improvement. and flexible

8. It is a standard system accepted by leading customers around the world. And according to the
terms and conditions of GATT : General Agreement on Tariffs and Trade which is set as an
international standard.

9. It is an international standard system requiring audits by third parties (Third Party) for
certification.Then the quality management system must be maintained. which will be randomized at
least 1 time per year, after 3 years, must be examined Reevaluate all

10. It is a quality system standard that Thailand has certified as a quality standard TIS 9000.

The heart of the ISO 9000 quality system standard

1. Executives at all levels in the organization must understand their roles and responsibilities in setting
quality policy, setting organizational management structure. Assign personnel to suit Problem solving
and budget support workeu

2. 15O 9000 quality system focuses on the preparation of quality system documents because it is
considered that the document is an agreement that everyone in the system understands the
operation. which the document The report must be analyzed. Assign duties to monitor operations. to
make improvements The quality is systematic.

3.1SO 9000 focuses on the establishment of an audit agency (Audit), which is an audit. Within the
organization to follow up on the performance to ensure that the established quality system is
implemented: correctly and on target. The objectives of the preparation of the ISO 9000 quality

system standard
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Choosing a quality system standard

ISO 9000 has a large structure consisting of 1ISO9000, ISO 9001, ISO 9002, ISO 9003 and
ISO 9004. From this large structure, it can be divided into two groups: the guidelines
group and the model group.

1. The Guidelines group is a guide, clarification, explanation, definition and guideline. A
subsection which provides more detail is ISO 9000.

2. The model is a quality assurance model, which is the standard of the quality system.
or the user contract The standards must choose to be registered and implemented,
including ISO 9001, ISO 9002, and ISO 9003.

ISO 9000 is divided into five main contents:

ISO 9000 guides the selection and use of aynsuaasg e 1ISO9000
SO 9001, 1S0O9002, 1ISO9003 standards. see
the level of importance which is related to
the appropriate quality system mamde, naakeds
ISO 9001 is the most comprehensive quality

system standard governed by organizations L JRODOO
that design, develop, manufacture, install

and service, such as ESSO, to obtain
certification under a specific scope,
lubricants, by design.

fugade
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ISO 9000 is divided into five main contents:

3. 1SO 9002 is a quality system standard. For
entities that do not have a specific design, supervision,
production, installation and service, such as SHELL, ask
for a specific certificate. Lubricants are the same as
ESSO but without the design. which the world has
received this certificate the most

4. 1SO 9003 is a quality system standard. for
final inspection and final testing

5. I1SO 9004 is a guideline for quality

management for maximum efficiency.

4
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Principles of Quality Management ISO 9000

Quality Management Principle The eight principles of quality management are as follows:

Principle 1: Focus on the customer (Customer focus)

Principle 2 Leadership (Leader ship)

Principle 3: Involvement of people

Principle 4 Operation is a process (Process approach)

Principle 5: System approach to management

Principle 6: Continuous improvement

Principle 7: Factual approach to decision making

Principle 8 Mutually benificial supplier relations relationship)
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Lecture 6

concept of customer relationship management

Asst. Prof. EKgnarong Vorasiha

Customer Relationship Management: CRM

CRM is a management strategy. It is designed

to help organizations manage their internal processes to
operate aligned and responsive to customer needs. in
order to give customers maximum satisfaction bring

CRM 20?:157 (N

Flelaﬂonshlp
Munagement

customer |loyalty




Customer Relationship Management: CRM

is any process or activity That is used
to build relationships with customers,
creating satisfaction in products and
services for customers continuously.
customer retention To make
customers loyal to the brand and
build good relationships with the
organization. by providing benefits for
both parties Both towards customers
and organizations (Win-Win Strategy)
continuously for a long time

Creating a Win-Win strategy during a negotiation

Negotiation Styles/Strategles Strategic and effective ways to negotiate to build and maintain

relationships. and get productive and sustainable results in challenging
markets Are you a win-win or win-lose negotiator?

Win-Lose Win-Win

Win-Win, Win-Lose and Lose-Lose are game theory terms
that refer to the possible outcomes of a game or a dispute involving two
parties. and more importantly How each side perceived their results
compared to their state before the game.

Note that a "win" is a result when the outcome of the
Lose-Lose Lose-Win negotiations is better than expected to a "loss" when the outcome is
worse than expected. Two people may get the same outcome in a

Focus on Our Objectives —————>

measurable way i.e. $10 for one may lose, while the other may win. in
other words Expectations determine the perception of any outcome. He
summed up three situations:

Focus on Their Objectives ——>
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Creating a Win-Win strategy during a negotiation

What is a Lose-Lose?

Lose-lose situations usually come from focusing on the wrong
objective or from a broken relationship. (Think of a typical divorce. But
I'm sure you can think of many business examples as well.)

Lose-lose means that all sides end up worse. An example of

this would be a budget cut negotiation where all parties lose money.
Wounds matter — the question is where and who will get hurt. In some
situations, loss - loss All parties understand that losses are inevitable
and will be distributed equally. in this situation Lose-lose results may be
better than lose-wins. Because at least the distribution is considered
fair.

Focus on Our Objectives ——>

Negotiation Styles/Strategies

Win-Lose

Win-Win

Lose-Lose

Lose-Win

Focus on Their Objectives ——>

Creating a Win-Win strategy during a negotiation

What is a Win-Lose?

Once we have defined and can focus on our business
objectives. We can formulate a strategy. With Win-Lose, a
strategy is simply achieving your objectives at the expense of
the other's objectives. Therefore, we compete with our "rivals"
for the largest share of the existing value.

A win-lose situation occurs when either party views a
positive result, so a win-lose result is less likely to be
voluntarily accepted. A distributed negotiation process based
on the principle of competition between participants. More
likely than integrative negotiations to end in a win or lose. Or it
could result in a situation where each party gets a portion of
what he or she wants. but not as much as they might have
been if they had used integrated bargaining.

Focus on Our Objectives ————>

Negotiation Styles/Strategies

Win-Lose

Win-Win

Lose-Lose

Lose-Win

Focus on Their Objectives ——>
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Creating a Win-Win strategy during a negotiation

Negotiation Styles/Strategies

What is a Win-Win?

On the other hand, with Win-Win, we
achieve our objectives by helping the other party
achieve them or collaborating with our "partners" to
optimize value creation.

Win-Lose Win-Win

A win-win outcome occurs when each
party to the dispute feels they have won. Since
both sides benefited from the situation. Any
conflicting resolutions are usually accepted
voluntarily. The process of integrative dialogue
aims to be achieved through cooperation of both
parties.

Lose-Lose Lose-Win

Focus on Our Objectives —————>

Focus on Their Objectives ——>

CRM stands for Customer Relationship Management, also known as
Customer Relationship Management. which is to build relationships with
customers By using technology and using personnel with principles. to find

ways to satisfy customers which will eventually lead to loyalty

The workflow of the CRM system consists of 4 steps.
Identify — Collect information about who your company's customers
are, such as customer name, customer contact information.
Customer Differentiate — Analyze the behavior of each customer. and segment
Relationship customers into groups based on their value to the company

Life Cycle Interact — Interact with customers to learn their needs. and to create
long-term customer satisfaction

Customize — Offer products or services that are uniquely suited to

each customer.




CRM is related to information technology in the use of software
development to attract customers. Build relationships with customers
such as Web Site, etc. CRM software helps in managing customer

databases. analyze data And is a way to contact customers, which

1. Operational CRM is a front office software used to help manage business processes related to customers,
whether sales, marketing or service, such as customer contact management, quotes, sales management.
customer behavior data collection customer service system, etc.

2. Analytical CRM Customer data analytics collected from Operational CRM or from other sources. to divide
customers into groups and find target customers that the company can offer products or additional services

3. Collaborative CRM The system helps to support interactions with customers through various channels such as
personal contact, letters, faxes, telephones, websites, E-Mail, etc., as well as helping to manage the resources that
the company has, namely employees. Work processes and databases (Database) customers to provide services to

customers and help maintain the company's customer base better.

summarize ’l i‘
im .

Because customers are the most important person in doing business. Organizations

must find ways to create customer retention measures. build relationships with
customers creating satisfaction in products and services for customers continuously
customer retention to provide a group of loyal customers increased purchases of
corporate products or services It can also be a more effective voice than advertising
through various media.
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Many people ask, is it really necessary?

That companies have to do CSR and doing CSR only

affects to create a brand image, is it true or not? Before \f )

reaching that point Let's understand first what CSR is.

o

CSR or Corporate Social Responsibility is corporate social and
environmental responsibility. which is operating under ethical principles
and good management with social and environmental responsibility both
inside and outside the organization. To lead to the ultimate goal of
sustainable development by making CSR a part of marketing

communications. which can create another way to create an image and

promote the organization

DEFINITION MEANING OF CSR

“CSR is a concept that the company
integrates concern for society and the
environment  into its  operations.
business and our interactions with

stakeholders on a voluntary basis.”

“Operating  business under ethical
principles and  good  governance
coupled with caring and preserving
society and the environment to lead to
sustainable business development”

fanssu

SISIR m{ﬁm?nﬂ

“CSR is about how the organization responds
to economic, social and environmental issues.
by aiming to benefit people, communities

and society.”
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Business social responsibility means Conducting
business under the principles of ethics and good
corporate governance along with caring for society and
the environment to lead to sustainable business
development Explain by expanding that
Implementation of activities inside and outside the
organization that take into account the impact on

society both near and far without harassing any party

An organization with CSR will not exploit employees.

The close society is those who are
directly involved with the organization,
such as customers, business partners,
and employees' families. community in
which the organization is located This
includes the environment or ecosystem.
Sangkhom Far is those who are indirectly
related to the organization, namely

do  business competitors. general public, etc.

not cheat customers do not take advantage of partners

Does not destroy the environment or harm surrounding

communities All for the benefit of the organization and

society. which leads to sustainable development

CSR

Corporate

Responsibility

[t can be concluded that CSR or Corporate Social Responsibility means conducting business
under ethical principles and good corporate governance along with caring for society and
the environment. to lead to sustainable business development Explain by expanding that

Implementation of activities inside and outside the organization that take into account the

: W\ osb
S Social

Responsibility

'/ﬂﬁ\

impact on society both near and far without harming any party, an organization with

CSRWill not exploit the employee do not cheat customers do not take advantage of @

partners Does not destroy the environment or harm surrounding communities All for the

benefit of the organization and society. which leads to sustainable development

. ASswIwodony g
e CSR PEA™ csrtrue

TRICATY AUTHORITY
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CRM (CUSTOMER RELATIONSHIP MANAGEMENT)

The development of an effective customer
relationship management system is important
as the core of management is to recognize
the importance of each customer that each
customer is not equally important that the
organization can make customers loyal to the
organization. that It is the key to leading the
organization to success in long-term business

operations.
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What is a CRM system? CRM is a management strategy to build

good relationships with customers.

CRM (CRM) stands for Customer Relationship Management, which is customer
relationship management or customer relationship management. This means
how we manage to make customers feel attached to our products, services or
organization. When customers have a good relationship with us And the

customer does not think to change their mind from our products or services.
It gives us a stable customer base. And bring stability to the company, so to know the status of
the relationship with the customer. We have to rely on the observation of customer behavior.

then analyzed to find the relationship between Customer behavior and our marketing strategies

DEFINITION OF CUSTOMER RELATIONSHIP MANAGEMENT: CRM

"Marketing activities done to customers It may be a consumer customer or an intermediary
customer in the distribution channel. Each of them continually strives for customers to
understand and have a good perception. As well as feeling like the company and its products
or services. It will focus on two-way communication activities aimed at developing a long-term
win-win strategy between the company and its customers.”

“Marketing strategies used to treat customers or target groups. The practice is a one-on-one or
specific group to meet the needs of each customer or group, which leads to satisfaction in
products and services, including loyalty to the brand or organization. This

UL
sustainable relationship and for the long-term profitability of the organization.” a;‘* S X)

a

Ve
D
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Integration of electronic business tools and customer service processes in sales direct marketing

Accounting Management and Ordering Process and support to provide perfect customer service. for

customers to have a good understanding and recognition They must also be able to analyze the

importance of each individual customer. (Customization) Build loyalty (Loyalty) and build a good

relationship with the organization forever.

N CRM is a combination of policies, processes, and strategies

that are implemented by an organization. to achieve unity

of interaction with customers and to provide tools for

0 finding information customer news This includes using

technology to find new and attractive customers that can

help businesses increase profits.

CRM combines

that are directly related to each

many perspectives

other, such as:

Front office operations that interact
directly with customers, such as joint
meetings. calling sending an email
message or other online services, etc.
Back Office Operations Operations
that affect Front Office activities such
as billing. maintenance, planning,
marketing, advertising, finance and

production, etc.

In summary, customer relationship management refers
to any process or activity That is used to build
relationships with customers and create satisfaction in
products and services for customers continuously.
customer retention To make customers loyal to the
brand and build good

organization. by providing benefits for both parties

relationships  with  the

Both towards customers and organizations (Win-Win

Strategy) continuously for a long time

o
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OBJECTIVES OF CUSTOMER RELATIONSHIP
MANAGEMENT

1. to increase sales of products and services

T

2. to create a good attitude towards products or servi \,\ ’/)

3. so that customers are loyal to the company, goods

services

4. for customers to recommend products or services to

others word-of-mouth speech (Words-of-Mouth)

IMPORTANCE OF CUSTOMER RELATIONSHIP
MANAGEMENT

Friendly relationship with each customer
(Customized) (Personalized)

Sales will occur in the long term from the
customer's impression. Having a good
understanding and recognition is a long-term
relationship with customers.

The company and its customers benefit from
Win-Win Strategy.

Helps to create two-way communication (Two-
way Communication) (Chunchit Jangjankit
(2003, p. 44-46).

Build customer loyalty (Loyalty) in the long term.
increase long-term sales Studies have shown that the
cost of acquiring new customers is 5 times more.

Old customers are more likely to purchase products
and services from the company in the future, building
a high reputation. good image of the company
Because customers will tell each other by word of
mouth.

Increase business growth opportunities (Piyanart
Singchu. 2012)
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IMPORTANCE OF CUSTOMER RELATIONSHIP 7% -
MANAGEMENT .

1. competitive advantage

* product differentiation

" service differentiation

" people differentiation

*image differentiation
2. customer expectation

The use of modern information and communication technology as a tool to understand customer needs.

Make use of the customer database, use of services, or past transactions, personal information. liking or interest and
other information That is beneficial to building a good relationship between the organization and customers. Access to

customer information

CORE COMPONENTS OF CUSTOMER
RELATIONSHIP MANAGEMENT

1.Customer Prospecting
2.Relations with Customers
3.Interactive Management

4.Understanding Customer Expectations




CORE COMPONENTS OF CUSTOMER
RELATIONSHIP MANAGEMENT

5. Customer Prospecting)

6. Partnerships

7.Personalization

P
R

:

INCIPLES OF CUSTOMER
LATIONSHIP MANAGEMENT

1. The heart of leading the organization to
success in long-term business operations. But
because each customer's needs are different,
CRM comes in as a management tool to help
organizations manage various processes within
the organization to respond to the needs of
In customer

diverse customers. relationship

management, it consists of

‘, o
S
7 A
DEN

3. Technology The technologies involved include
technologies that increase channels for customers to
connect with the organization, such as Call center
systems, Web site, Interactive voice response, etc.,
and technologies used in analyzing and processing to
distinguish customers. Customer prioritization

2. Having a customer database The database must
always be accurate and up to date. Can be retrieved
from all departments in the organization related to
the customer. Customers are categorized from the
database. Because each customer has different
Value, which customers consist of initial customer

Customers who help publicize and repeat customers
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THE 8 PRINCIPLES OF CRM

Principle 1: CRM Can Make Money

Principle 2: Organizations can deal with customer problems.

Principle 3: Sales Strategy Can Be Controlled

Principle 4: A 360-degree strategy shift, focusing on customer service as a criterion.
Principle 5: Risk Management Principle

Principle 6 : Customer Retention Strategy is Service Excellence

Principle 7: A CRM Strategy Fits Every Situation
Principle 8: Building a website that can be useful /

ns:uAUdLWUSAUaNAIRBuen i,

I ases:uw CRM uuanoaulau I i

THE LEVEL AND FORM OF THE RELATIONSHIP
BETWEEN THE COMPANY AND ITS CUSTOMERS.

1.

Chuenchit Jangjankit (2003, pp. 44-46) said that the relationship between the company and the customer. leading to
loyalty in the company's products, there are 6 levels as follows

Customer expectation level (Prospect) after finding out which one has the possibility to make a purchasing decision,
has purchasing power, can decide to buy a product or service. from a group of prospective customers in a network
of doubts to a group of qualified prospective customers It responds to the company's customer relationship

management program marketing program.

2. Buyer level (Purchasers) Next step, the company must organize a marketing program. and a customer relationship

management program that will keep these buyers coming back for a period of time

3. Customer level (Client) A consumer or business that continuously purchases the company's products and services

over a period of time. have a good image loyalty To the company and its products or services, to recommend

products or services of the company for others to try and ready Both defend their reputation from competitors'

attacks eventually.
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THE LEVEL AND FORM OF THE RELATIONSHIP
BETWEEN THE COMPANY AND ITS CUSTOMERS.

4. The customer support level (Supporter) is a regular customer who feels like the company. Have a good
image attitude to the company and its products or services To make these support customers came out to

support it seriously Companies need to build relationships with sponsor customers on an ongoing basis over
a long period of time.

5. The level of advocates (Advocates) is a customer who has always supported the activities of the company.

Keep introducing customers and other customers to buy products and services. It's called doing external
marketing instead of the company.

6. Business partner level (Partners) is a customer who steps ub to be part of the business. participatine in the
income, expenses and profits of the company.

THERE ARE MANY DIFFERENT CONCEPTS AND
APPROACHES TO CRM, GENERALLY DIVIDED INTO
SEVEN CATEGORIES:

=,
= C.\=2M

Operational

Sales Force Automation

Analytical

Sales Intelligence

campaign Ma nagement
Collaborative

Consumer Relatlonshlp

g
24
=
q.
5

S
T
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1. Operational CRM is a CRM that provides support to various “Front
Office” business processes such as sales, marketing and service. Customer
interactions are typically stored in the customer's contact history. Which
the staff can retrieve the customer's information when necessary. These
customer contact histories allow agents to access the information.
Important customer news at a glance Avoid interfering with inquiries from
customers directly. The purpose of this type of CRM is to manage campaigns

for products and services. marketing operations Actions to boost sales and

sales management system
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2. Sales Force Automation (SFA)

defines activities related to stimulating
sales, such as managing various activities.
(Scheduling of telemarketing or by mail),
finding ways to respond report writing
Opportunity Management and Assessment
Accounting and Sales Management for
Target Accounts and the process of

organizing orders for each sales

3. Analytical CRM is a method for analyzing customer data for various

purposes, such as designing and executing targeted marketing campaigns.

General design and campaigns such as acquiring new customers Being given the

opportunity to "offer", "recommend" or "invit", including "incentivize“
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4. Sales Intelligence CRM is similar to Analytical CRM, but
with more direct sales tools. The issues that must motivate
sales staff to keep in mind at all times are Cross Selling / Up
Selling / Opportunity to Switch Customers / Losing Customers /
Sales Roles / Consumer Trends / Organization of Customer

Access / Add-ons or benefits that customers will receive

Infor Sales Intelligence for CRM

5. This type of Campaign Management CRM is in the
form of a combination of Operational CRM and Analytical CRM, which
will include the integration of target groups based on existing
customers divided according to desired criteria. Delivering campaign
items to selected customers by using various channels such as e-mail,
telephone, postal mail or SMS, etc. and analyzing campaign statistics

made Including extracting customer feedback to analyze future trends.
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Letter/
Brochure

m Target
e < channels

Store Web Email Show

. Manage
5. Campaign Management responses using
MS Dynamics
CRM -

Use CRM to manage and analyse
your responses

Analyse results
and tailor future
marketing

i I | campaigns
= b

Use the results to finesse future marketing campaigns

6. Collaborative CRM is a form that comes to deal with the

customers of each department in the organization in a holistic manner,
such as the sales department, technical support department. and the
marketing department, etc., so that the staff of each department can
exchange information collected about customers. Examples of cases of
receiving feedback from customer support representatives regarding the
service and customer claims that have been returned. This will benefit

the overall service quality improvement of the organization.




6. Collaborative CRM

Customer
Interaction

7. Consumer Relationship CRM covers aspects of how customers are
dealt with by the center that acts to contact and organize customer relationship
activities of the organization. Representatives of the organization are responsible
for internal contacts with customers and consumers who wish to remain

anonymous. Early warning can be done on various issues. related to the product or

feeling and consumer perspectives

* Assign Leads
* Run Campaigns * Qualify Leads
* Generate Leads * Convert Leads
* Form a Database -3 * Track Opportunities
CUSTOMER |

RELATIONSHIP
MANAGEMENT

* Manage Cases
* Conduct Trainings

* Provide Service b
* Develop Knowledge ba

30/12/65
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END OF CHAPTER QUESTIONS

Describe the basic concept of Corporate Social Responsibility (CSR).

Explain the basic concepts of CRM (Customer Relationship Management: CRM).

Explain the importance of customer relationship management.

Describe the main components of customer relationship management. What does it consist of?
Explain principles of customer relationship management. that looks like

Explain your focus on customer value. that looks like

Describe the level and nature of the relationship between the company and its customers.
Describe the goals of CRM. that looks like

Explain. CRM has many different concepts and approaches. How many types does it consist of?

W o N o R LN e
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Lecture 8

QMT3512 Customer Focus

CORPORATE SOCIAL RESPONSIBILITY: CSR

Asst. Prof. Ekgnarong Vorasiha
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Many people ask, is it really necessary?

That companies have to do CSR and doing CSR only

affects to create a brand image, is it true or not? Before \f )

reaching that point Let's understand first what CSR is.

o

CSR or Corporate Social Responsibility is corporate social and
environmental responsibility. which is operating under ethical principles
and good management with social and environmental responsibility both
inside and outside the organization. To lead to the ultimate goal of
sustainable development by making CSR a part of marketing

communications. which can create another way to create an image and

promote the organization

DEFINITION MEANING OF CSR

“CSR is a concept that the company
integrates concern for society and the
environment  into its  operations.
business and our interactions with

stakeholders on a voluntary basis.”

“Operating  business under ethical
principles and  good  governance
coupled with caring and preserving
society and the environment to lead to
sustainable business development”

fanssu

SISIR m{ﬁm?nﬂ

“CSR is about how the organization responds
to economic, social and environmental issues.
by aiming to benefit people, communities

and society.”
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Business social responsibility means Conducting
business under the principles of ethics and good
corporate governance along with caring for society and
the environment to lead to sustainable business
development Explain by expanding that
Implementation of activities inside and outside the
organization that take into account the impact on

society both near and far without harassing any party

An organization with CSR will not exploit employees.

The close society is those who are
directly involved with the organization,
such as customers, business partners,
and employees' families. community in
which the organization is located This
includes the environment or ecosystem.
Sangkhom Far is those who are indirectly
related to the organization, namely

do  business competitors. general public, etc.

not cheat customers do not take advantage of partners

Does not destroy the environment or harm surrounding

communities All for the benefit of the organization and

society. which leads to sustainable development

CSR

Corporate

Responsibility

[t can be concluded that CSR or Corporate Social Responsibility means conducting business
under ethical principles and good corporate governance along with caring for society and
the environment. to lead to sustainable business development Explain by expanding that

Implementation of activities inside and outside the organization that take into account the

: W\ osb
S Social

Responsibility

'/ﬂﬁ\

impact on society both near and far without harming any party, an organization with

CSRWill not exploit the employee do not cheat customers do not take advantage of @

partners Does not destroy the environment or harm surrounding communities All for the

benefit of the organization and society. which leads to sustainable development

. ASswIwodony g
e CSR PEA™ csrtrue

TRICATY AUTHORITY
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“CSR SHOULDN'T BE JUST A SUPERFICIAL TREND OR JUST A
MARKETING PROMOTION ACTIVITY AND A SPLASH OF COLOR
FOR CORPORATE PUBLIC RELATIONS.”

Implementation of activities inside and outside
the organization that take into account the
impact on society both near and far Without
going to encroach on any party, an
organization with  CSR will not exploit
employees. do not cheat customers do not
take advantage of partners Does not destroy
the environment or harm  surrounding
communities  All  for the benefit of the

organization and society. which leads to
sustainable development

SOME FORMS OF CSR ACTIVITIES INCLUDE DONATIONS.
ENCOURAGING PARTICIPATION FROM SOCIETY BUT THE
ROOTS OF THE THOUGHT PROCESS THE OBJECTIVES AND
AIMS ACHIEVED ARE DIFFERENT.

Clear policies, strategies and work plans have different Projection of CSR starting from the
efficiency and effectiveness from CSR which is only a short-  concept Relevant theories as a basis for
term and long-term sales promotion activity. Including truly ~ understanding why organizations must
linking to the values and core competencies of the have social responsibility in other areas.
organization. The projection of CSR starting from the In addition to making profits and
concept Relevant theories as a basis for understanding why Obeying the law.

organizations must have social responsibility in other areas.
In addition to making profits and obeying the law.
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THEORIES AS A BASIS FOR UNDERSTANDING WHY
ORGANIZATIONS MUST HAVE SOCIAL RESPONSIBILITY.

—>[ UUIAR NORY J<—
v
—P[ Hufimaedann J<—
/'y —>[ andauladauide J<— )
v
—b[ UstiAUN1RIAN ]1—

—[ ATUAT }—

TROJECTION OF CSR STARTING FROM THE CONCEPT RELEVANT

‘ RELATED CONCEPTS AND
THEORIES

1. Legitimacy Theory

2. Public Responsibility)
——

L

Responsibility
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RELATED CONCEPTS AND
THEORIES

(Legitimacy Theory)

The power to utilize the company's natural and
human resources for business operations is in
fact The company obtains that right and power
from society in the form of a temporary license.
Under the conditions of the company's
business operations, it must meet the
expectations of society as a whole, such as
whether the products and services can meet
the needs of society or not.

(Public Responsibility)

The company must be careful and pay attention to
the consequences (Outcome) from the company's
business operations that occur directly in the area
and other adjacent areas. in addition to its own
internal space This has become a social issue
(Social Issues). The society will determine the
guidelines for the company itself. Subsequently, the
Company has a duty to formulate policies and
decision-making guidelines that meet the objectives
and values desired by society.

| stakeholders

'-. _..
diigaulAgauldn

CSR IS ONE OF THE DUTIES OF THE COMPANY AS A CITIZEN OF SOCIETY. IT IS

1. Stakeholder Theory
2. Business Ethics Theory

3. Corporate Citizenship

WHAT THE ORGANIZATION MUST DO IN ORDER TO OBTAIN THE RIGHT TO
UTILIZE THE RESOURCES AVAILABLE IN SOCIETY.
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STAKEHOLDERS

10 ngundn

Stakeholder Theory

The concept is directed at company policies
that have an impact on the stakeholders . A
involved in the company. Whether it is Business Ethics Theory

customers, employees, shareholders, partners.  \oral leadership is the decision-making tool for
competitors. government and community The
company has a responsibility to meet the
needs of its own stakeholder groups.

company policy and strategy, in other words, moral
leadership.

Corporate Citizenship In this concept, we see companies as a unit equal to individuals.
Therefore, companies must also have the duty to be good citizens of the state, such as
the four responsibilities of citizens. (Economic, Legal, Ethical and Philanthropic
Responsibilities) are humanitarian responsibilities to help society achieve sustainable
development.

SOC IAL "The main principle of CSR activities is what the

society needs. Or what an organization does

SPACE must be a real synergy of benefits for both the
organization and society. Therefore, what you

msfusuiedIATE e TRl duEl need to know is that the goals that are

Py A
1. fvuauinesany

responsible are "who" and "where". The meaning
EIII'JH ARIUAD
of "society" and "stakeholders", where and who

they are.

Aanumely o Fanalna

- ey -k - qunateddu : .

ae gn e " However, because the word "society" has a wide and

- g - nuiamsmlaems ) ) o

Lot . rfrrum b important area. The social context of each organization

/ \ \ is different. Initially, we should start from the internal
Ao T a social area. Out to the surrounding social area that is
adaAmminanu mrimneathadussm sdaAmminnu

closest to the organization or society, then gradually

expands to wider areas or distant society.

4. Tanssu CSR
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\ SET SOCIAL ISSUES

A good CSR activity should be able to

9 synergize benefits for both the society and the
s__ h/ organization at the same time from the
~ b/L targeted stakeholder groups and social issues.

Choosing an appropriate activity form will be a
Good CSR activities should be able to combination of creating value for both sides.
In-process CSR is the CSR that is in the
business process of the company. From the
the organization at the same time. procurement of raw materials, production to

marketing.

coordinate benefits for both society and

no matter which way you choose What is important is the core of

CSR, focusing on doing things from the inside to the outside.

CORPORATE SOCIAL RESPONSIBILITY : CSR IS HOW
SOCIAL RESPONSIBILITY BENEFITS THE BUSINESS.

CSR is corporate social and environmental responsibility. which is
operating under ethical principles and good management. by being
responsible for society and the environment both inside and outside
the organization To lead to the ultimate goal of sustainable
development by doing CSR as part of marketing communications.
which can create another way to create an image and promote the
organization Can be divided into 4 levels as follows
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BUILD IMAGE AND CORPORATE
PUBLIC RELATIONS

Means that businesses have a duty
Level 1 Mandatory Level to comply with relevant laws and

regulations, such as consumer
protection laws, labor laws, paying
axes, such as the use of blue river

(legal requirement)

CSR abor laws, organic fruit production
companies. Thai people who take
Packaging  -are of their employees attentively.

BUILD IMAGE AND CORPORATE
PUBLIC RELATIONS

Level 2 Elementary Level
Means that the business takes into

(economic benefits) account the ability to survive and provide
returns to shareholders. Which profits
must not be profits that arise from social
encroachment, such as taking care of the
employee welfare of Blue Elephant
Company, a restaurant and curry brand
that is distributed in more than 20
countries around the world.




BUILD IMAGE AND CORPORATE
PUBLIC RELATIONS

Level 3 Preemptive Level

(Business Ethics)

Means that the business can generate profits
for shareholders at an appropriate rate and
that the business operator pays attention to
give more benefits to society. Especially the
surrounding society that expects to be taken
care of. Or attention from business operators,
such as the production that does not destroy
the environment of Panpuri, Thai spa products
used by world-class hotels.

BUILD IMAGE AND CORPORATE
PUBLIC RELATIONS

Level 4 Voluntary Level

(voluntary)

Means running a business while
following CSR guidelines voluntarily is
not required by society. The business is
pbased on social benefits such as
planting forests, helping people affected
by disasters. foundation Donation of Pet
Focus Company, animal feed company
in Betagro Group

30/12/65



TYPES OF CSRS

In process

Refers to social and environmental activities that affect stakeholders and the environment of
the organization, such as taking care of employee welfare, producing things that do not
destroy the environment, being responsible for customers, doing activities to reduce global

warming, etc.

After process

Refers to social and environmental activities that affect society. And the environment that is not
directly related to the operations of the organization, such as reforestation, scholarship donations,

awareness raising campaigns, helping victims

As Process

Refers to an organization established to help society and the environment. Not for profit, such as

foundations or charitable associations, etc.

“CSR is one of the duties of the company as a citizen of society. It is something that the organization

must perform in order to obtain the right to utilize the resources available in the society.”

GUIDELINES FOR DOING CSR

Consumers continue to focus on personal goals, such as health or career goals. but at the same

time They also start to focus more on companies or brands that are socially responsible (CSR). It's

not just about profit or numbers. But it has to create benefits for stakeholders and the public as well.

Therefore, | would like to recommend CSR guidelines as follows:

1. Investing in new initiatives Society and environment

2. "Ethical" labor &
3. Promoting merit making for charitable causes ﬂ TN .
4. paying attention to the environment {;éji‘:

5. aiming to reduce global warming N
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6 TYPES OF CSR ACTIVITIES FOR SOCIETY

1. Promoting awareness of social issues (Cause Promotion) corpora te )
L=

Marketing related to social issues (Cause-Related Marketing)

N
Marketing aimed at solving social problems (Corporate Social Marke so c I a I

Charitable contributions (Corporate Philanthropy) ReSpOI‘lSi bi Ii ty ® ®

Community Volunteering

R S

Socially Responsible Business Practices)

If considering the meaning of CSR activities, it was found that the first 3 types of activities
were related to speech behavior. Or in other words, it is a marketing communication that
is related to activities that mainly use resources outside the organization. (Social-driven
CSR). The latter 3 types of activities are related to action behavior. or as an organization's
activities by mainly using the resources available within the organization (Corporate-driven
CSR)
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Lecture 9
Lean Management

Asst. Prof. Ekgnarong Vorasiha
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What is Lean?

Lean means "thin, slim" if compared to people in a positive sense. It
means a person with a balanced body. Without fat layer, strong, agile, energetic
If compared to an organization, it means an organization that operates without
waste in every process, has the ability to adapt to meet market and consumer
needs in a timely manner, and has superior efficiency over competitors.

Lean is a holistic & sustainable approach that uses less everything. but
get more results The work that is closest to the needs of customers.

Lean Management = weighting the organization (Important concept to

reduce loss, wastage, wastage that occurs in the work of the organization)
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What is Lean?

Lean concept is the transition from waste to
value.

From the point of view of the recipient Never-
ending improvement

Lean is not about working harder or faster but
about finding waste and turning it into value. that
our recipients want

Lean is not a ready-made toolkit, but a perfect
combination of ideas, activities, and methods that
help drive organizational culture in the right
direction. Through the development of good
conscience and the right concept in working for

employees at all levels.

- “The 7 Wash
MUDA s the Japanese word for WASTE. o 8 ot
potentiol
o e
LS o s 0 BENENIDY roduction Ts preduce sesner, faster
D_s-kn-n gt rid! orin quantities
Over Processing 1

.‘ Precessing
the standard

Copyright TE 2000

Lean




Data commerce revolutionizes

the world of commerce

Lean Thinking

Continuous

5 Principles

0 5 of Lean

Manufacturing

403"
crea;eysptuel:; 04 ‘g:':::unus

Workflow

Lean thinking is about creating value by
eliminating waste and increasing organizational
resilience through rethinking to create value
throughout the process from the initial planning
stage. Lean focuses on identifying waste to
eliminate and streamline processes by
identifying and creating value creating actions.

What is reduced is wastage, cycle times, suppliers, obsolescence, manpower, tools, time

and work space. What is increased is operator knowledge and power, flexibility and

organizational capability, productivity, customer satisfaction, long-term success
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Lean Thinking (WKINNATISAALULRR)

wrAnUUAN iunsaienmdnlngajsednanugyan

Apply strong

leadershap and

—— (creating value by eliminating waste) ua:mitﬁum'mﬂﬁmjuﬁm
padnsfinun1sAnimi (rethinking) tReRSANANAREANS
NYUMNTINATIIENIINTDINITANNAY (initial planning) Tag
Auaniviunnaagyuafesiiumssinesnuasiug
nsrumMsRaEMssTyuarai A NI IRNS (value-
creating action)

. A . L} ‘
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4 o
1A3Bsile 1981 uRTNAUG IR
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Lean Thinking

5wy

It is an effective methods for identifying and eliminating waste. For the

“ Lean Production System (LPS)

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.”
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Why is Lean so popular among organizations?
1.

Lean specialty L@EQ 4

Lean is proven Lean principles and techniques have been successfully applied and
implemented in thousands of organizations of all sectors, types, and sizes.

Lean makes sense In an age of complexity, Lean uses simplicity to respond to all kinds
of challenges, in every situation.

Lean is accessible Anyone with determination Not difficult Not fragmented Not
expensive

Lean is inclusive The Lean concept allows unlimited use of tools and problem-solving
techniques. It is complementary to TQM, Six Sigma, BPM which can be used together.

Lean is for everyone everyone can learn and apply easily.

The heart of Lean

1. Make only good things come out. produce..fit
2. Made to fit no waste
3. Do it efficiently. Flowing.. not tripping

4. Adjust to equalize the workload. (production
smoothing)

There must be continuity according to the PDCA cycle.
Over time, every process has to speed up.
Reduce wastage (3 M)

Reduce costs (reduce excess, reduce steps, increase potential, increase technology)
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WHAT IS MUDA
MURA, AND MURI?

The Tow . and later on the concept of
Lean, was around eliminating the three types of
deviations that shows inefficient allocation of resources

Overburdening

result from Mura

Any activity that consumes
resources without creating
wvalue for the customer

Muda means wastefulness, which is
contradicting value-addition.

Unevenness
in an operation
The seven wastes are: (1) Transport
ie. excess movernent of product, (2)
Inventory i.e. stocks of goods and raw
materials, (3) Motion i.e. excess
moverment of machine or people, (4)
Waiting, (5) Overproduction, (6)
Over-processing, and (7) Defects

non-uniformity, and

Lean Manufacturing Competitive Scheme (LMCS)
us: heees, .aci.org. PP to avail benefits for MSME

equipment or operators
Muri means overburden,
beyond one’'s power,
excessiveness, impossible or
unreasonableness. Muri can

Mura means unevenness,

irregularity. Mura is the
reason for the existence of
any of the seven wastes

Management waste (3 M)

Muda, Mura, & Muri ®* MUDA (Loss) : 7 - 8 Wastes

it ®* MURA(Uneven / Uneven):
e Problems from planning. (Do

ormachines...

e it without a plan, the plan is
\ not stable, it changes all the

Mura
Urvlevel workloads time, the plan is unclear)

on people or machines...

* MURI (Overload):
Management Problems
(Doing things over strength,
doing nothing Safety, forcing)

Any form of Waste
in the process...
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Management waste (3 M)

MUDA (Loss): 7 Wastes or wastes. It
can occur in many ways, such as the waste
caused by waiting. moving Modification,
rework, controversy, etc. For example
Meetings can be wasted. If the meeting turns
into a debate wasting time on unconcluded

meetings or in sales activities If there is no
plan to organize the area to meet the
customers. It will waste time traveling and
wasting unnecessary expenses.

Management waste (3 M)

The 7 Wastes | 1. loss due to overproduction (Overproduction)
MUDA is the Tapanase word for WASTE An Bth weste =80 2. Loss due to iﬂventory
z 'f[ﬂ mii - .
P r.‘%&ﬂ@ Overproduction ,,,,,‘__,,,,, = 3. Loss due to waiting (Waiting)
Seek it out and get rid! greater quantitias
Over Processing 4. Loss due to movement (Motion)
& Precessing beyend,
il 5. loss due to transportation (Transportation)
curtomen
Rework | 6. Loss due to production of waste (Defect)
okl 6
btz L7 Loss due to production process (Processing)
of a pmon’/,_t' |
&4 > |
Transportation

Unaeces: movement of people 'lmhnm
ey -,.-u‘:ym..-mm‘ H N ,&N u:l:::':h

Copyright TE 2010
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The 7 Wastes

MUDA is the Japonese word for WASTE.

5 [2
= 1] 4/ |3]|e
Seek it out geot rid!

Over Processing
‘ Preocessing beyend
rtenderd

Copyright TE 2010

Aadugeytdan 8 Usznns
(8 Wastes; DOWNTIME)

= X S
Wiy 1Bou Wu SRS aﬂuMWaaLLr’ﬂv
(Motion) (Excess processing) (Defect)

. _.- o g

Auglan 8 Usznis -
8 WASTES o =
oaillifl

Audnenag 7 naniAu (Over
(Inventory) v l Production)

| e 'vﬁvlm:ma

AnuAnadisassAnlsildinunldusslovd :
(Non utlllzed talent, Ideas creatlve) e (Waltlng i

facebook.com/doingl

dnulon §
(Transport)
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2-Overproduction
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5:Transportation 6-Inventory
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7-Motion
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L
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4-Non-utilized
talent
Agiitiy

e

“sawlagniuom”

&-Extra-processing

“Vcrowlsm”

Lean 8 Wastes (8 Wastes DOWNTIME)

Lean thinking (Lean Thinking) focuses
on creating value that customers want
(Value Added) by aiming at reducing or
eliminating things that do not create
value for customers. (Wastes) from the
concept of Jeffrey Liker, written in the
Toyota way book, has summarized the
story of all 8 wastes. Consider
DOWNTIME to make it easy to
remember and help you figure out what
it is. wasted time does not create
value, consisting of

Transportation
Unnecessary
products & materials.

8 Wastes DOWNTIME

= HIY

Defects Overproduction Waiting Non-Utilized Talent
Efforts caused by Production thatismore ~ Wasted time waiting Underutilizing people’s

rework, scrap, and
incorrect information.

N m;, e

for the next step talents, skills, &
in a process. knowledge.

Motion Extra-Processing

Unnecessary More work or higher

people (e.g., walking) by the customer.

by quality than is required
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Lean 8 Wastes (8 Wastes DOWNTIME)

Lean D Losses from having too many
defects (Defect lost) is a task that
must be corrected (Defect) producing
products that are not of good quality.
Causing to waste time in editing
Waste of resources, both materials
and labor, followed by malfunctions,
resulting in broken jobs Having to
rework (Rework) is a very high cost
for the manufacturer.

Lean O Losses from overproduction
(Overproduction lost) is a loss from
overproduction. beyond customer
requirements

+ [ FIEIE

8 Wastes DOWNTIME

RI=ZIHE

Overproduction Non-Utilized Talent
Effortscausedby  Productionthatismore  Wasted timewaiting  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.

Transportation Inventory Motion Extra-Processing
Unnecessary Excess products Unnecessary More work or higher
movements of and materials not movements by quality than is required

products & materials. being processed. people (.8, walking). by the customer.

Lean 8 Wastes (8 Wastes DOWNTIME)

3. Lean W Losses from waiting (Waiting
lost) Waiting will occur only when raw
materials are not used in the production
process. and stored for a long time
before being used further

4. Lean N Losses due to no use of
ideas from the team (None use idea
fromm team Lost) inability to use
personnel with knowledge and abilities
to their full potential. loss from not
listening to the opinions and
suggestions of people in the
organization

8 Wastes DOWNTIME

CI=HE

Overproduction Non-Utilized Talent
Effortscausedby  Productionthatismore  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.
‘V oY .A W— }
P -
J = ofe
Transportation Inventory Motion Extra-Processing
Unnecessary Excess products Unnecessary More work or higher
f and materials not quality than is required
products & materials. being processed. people (e.g,, walking) by the customer
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Lean 8 Wastes (8 Wastes DOWNTIME)

5. Lean T loss due to transportation

(Transportation lost) Losses from 8 Wastes DOWNTIME

overloading. It is the movement of

raw materials before and during the

process that takes too long and ORI e e

time. i‘l%?iii??é“a"n’a e “;’éf‘?ﬁé?:.:?.‘;g e
incorrect information. before it is needed. in a process. knowledge.

6. Lean | loss due to having too A
much inventory (Inventory lost) ¢, -A N 2-
having stock of raw materials or . [ Bl

stocking more products than e ey
movements of and materials not ‘movements uality than is required

necessa ry’ IOSS from ha\/ing too products & materials being processed. people (eg‘wa\?’ngj & hyr,;be(usmmqet

much inventory.

Lean 8 Wastes (8 Wastes DOWNTIME)

7. Lean M Loss from excessive

8 Wastes DOWNTIME
movement (Motion lost) is a
movement that is not necessary in
the Work_ AS a result’ Work Overproduction ng Non-Utilized Talent
Efforts caused by Production thatismore  Wasted time waiting  Underutilizing people’s
. . . rework, u'rap‘ a‘ﬂd than needed or for the next step (i':ﬂ!i“shﬂs_ &
capacity is lower than it should be. bl " W N R
o
8. Lean E Losses from having too 7, ., -A al_ 2-
F =00 ove =
many prOCCSSCS (EXtra 4 - Transportation Inventory Motion Extra-Processing
Unnecessary Excess products Unnecessary More work or higher
Processing) is a loss from having el e L, Sl

more steps than necessary.
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Management waste (3 M)

Mura or Irregularity A job that is uneven
in terms of the workload, the way it works,
or the mood at work. causing unevenness of
the works as well that means The results

that come out do not meet the standards. if
everyone can maintain the standard of work It will make the work
efficiency higher. for example In the meeting, there were never
any attendees at the same time. this time missing that person At
that time, this person was missing. And in sales activities it is the
same. Employees may have inconsistent positions. If it's not until
the end of the month, don't try to sell, etc.

Management waste (3 M)

Muri or forced act disobeying
anything However, it often causes some
long-term effects. For example, regular
overtime work It's physical abuse, which is
not good in the long run. may cause physical
exhaustion Decreased productivity in meetings if there is
not enough discussion. but in haste to make a resolution
will have a wrong conclusion in terms of sales Forcibly

lowering prices to get orders Or accepting tasks that
need to be delivered too soon are also not good.
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‘It we find and eliminate
Muda, wasteland, Mura,
inconsistency, and Muri,
reluctance can be
eliminated. The work that
has been done will be

accomplished well.”

Implementing Lean in work processes

Building a LEAN system, the first thing that
must always be remembered is that it must start

from people or employees throughout the Quaity
organization, especially those at the operational Delivery times Costs
level. and supervisor by enhancing understanding |,..*:'... \mﬁ‘
create the right attitude. o Lean _

Pution | MANUFACTORY | oo
Avoid starting with the implementation of ] [ ]
e ety

LEAN tools within the organization and then start

analyzing the current situation. Systematic planning [.L:.:m, “’”‘”’M“’i“"]q
Set goals for improvement and use various tools to

help improve continuously. The process of creating

a LEAN system is divided into 7 phases, namely




Implementing Lean in work processes

. . . . i#lenrwsaunsrurunisedienoouridau SIPOC
Prepare in various aspects, including

the location, the necessary equipment
Personnel and internal communication
channels between project members Including
training to provide knowledge of the Lean
system to executives and working teams.

Identify the operational process
values required by both internal and external
users. Then summarized into requirements,
components, processes and operational
detalls (using the SIPOC Model).

A Customer

Implementing Lean in work processes

3. Explore the current status of all processes. Then

summarize it on the Value Stream Mapping to

Delivery times

identify the problem. and use it in planning the

development of the value stream in the next step. T LEAN e

Puifon | MANUFACTORY | sncs,

4. Evaluate process conditions, performance [ =

[ 58 (Contirualimproameny  Kaizen ]

indicators, and project goals according to the lean g

(Robustnoss - 1:3 8 3:1) ]

system approach (LEAN Assessment) to be used
in planning process development.1g
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Implementing Lean in work processes

5. Plan and implement process improvements based on Future Value

Steam Mapping in conjunction with appropriate development tools.

(according to the structure of the above system) considering non-value

added activities And it is a waste in every step from the value flow

diagram (Value Steam Mapping) created.

6. Continuously drive activities based on value streams (Value Steam).

Focus only on what users want. by controlling the lean management

system together with the use of tools such as 5S Kaizen, which is an

important tool of the system

Implementing Lean in work processes

7. Continuously creating value
and eliminating waste By
finding invisible wastes and
improving processes with lean
management systems. along
with expanding the results to
other areas across the
organization

Delivery times Costs

JIT Jidoka

Jed I vre At on srrrelty

Takt Time LEAN M:::N
Pull flow MANUFACTO RY soparation

Standard
working

[ 58 (Contirual impecveent)  Kaizen \
[Stability (Robustnass - 1:38 3 |:\I )
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What is a SIPOC?

=

6666

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:

QUESTION
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Lecture 10 quality system activities

1. TOM and Organizational Culture Adjustment
2. National Quality Award

3. Customer Relationship Management: CRM
4. Six Sigma

5. QSME

6.1ISO 9000:2000

7. JIT @ Just-in-Time

Asst. Prof. Ekgnarong Vorasiha
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Six Sigma

SiX Sigma It is a management

that focuses on reduce mistakes reduce
wastage Reduce workplace modifications and
teach employees how to conduct business
with principles And will not try to deal with the
problem, but will try to get rid of the problem.

Six Sigma It's best when everyone in the
organization works together, from the CEO to
the general staff in the organization. Six sigma is
a combination of the power of people. and the
power of the process, which if the Six Sigma
value is higher or more variable It's like making
more mistakes. This potential error is known as
DPMO (Defects Per Million Opportunities).

Six Sigma It is therefore used as the name of a method to improve efficiency in any

process with a focus on reducing uncertainty. and improving the ability to work to meet the

goals set to bring customer satisfaction And the results obtained can be clearly measured

in terms of money. whether to increase income or reduce expenses
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Basic Concepts of Six Sigma

Six Sigma organizational development is a development
that focuses on excellence. Which has set guidelines in various
areas, including énun1s8asns

® strategy building

® policy

® policy distribution

® incentivization and

® appropriate allocation of resources in the organization

in order to improve the organization continuously
and systematically Emphasis is placed on the involvement
of talented employees. intend to improve must gain
sufficient knowledge to improve Including having a talented
team with a willingness to improve There is a team of
highly skilled and experienced consultants available to help
and support. so that errors in production and service are
minimized improvement management concept

A six sigma organization is different from traditional
management concepts. that focuses on improving the
work starting from the executives and then distributed to
various departments in  the improvement organization

without a system of advice and proper assistance
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The six sigma concept

Focusing on each employee to create works by All possible input Xs

1.

Setting up a team of consultants (Counseling groups) to

advise employees in formulating work improvement 5 )
creening

plans. experiments
2. Providing resources needed to improve (Providing
resource) Ch:xr::rtie":i:::ison gﬁf;&;ﬂ
3. Encouraging Ideas to give employees the opportunity to
suggest new ideas. Optimization
4. Focusing on employees to be able to think by e
themselves (Thinking) so that employees can define v
improvement topics by themselves. under the Critical few Xs  [nternet Mﬂﬂﬂlillﬂ
requirements of the organization's executives
The six sigma concept

1. It focuses on building skills and learning for employees in a systematic and
rigorous manner, recognizing problems and setting them up as short-term and
long-term improvement projects.

2. Measured primarily at improvement results.

3. Use a team with good or excellent evaluation results to make improvements and
make decisions so that talented people have up to 100% time to solve problems
for the organization.

4. Build future project leaders. Sekafiu LEAN Sig Sigma

5. Only use data as a decision maker. ;R’% L

6. Emphasis on project responsibility INWUNIIUNAS:A

7. Commitment from management
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Six Sigma process

Techniques for increasing productivity using Six Sigma have been found to be used by many large
business organizations to be successful. increase product quality Reduce defects in work processes and increase
profits for the organization. The principles of Six Sigma consist of a 5-step process:

1. setting operational goals Both in production and in serving customers, the goal must be understood and
accepted by everyone. People in the organization from executive level to janitor level

2. performance measurement There must be clear performance indicators to get accurate results.

3. error analysis There must be an analysis of the root cause of the error in order to lead to the correct
solution to the point.

4. improving By looking at the defects that occur, such as fixing the system to reduce the duplication of
work. modernization of machinery and tools personnel development, etc.

5. Supervision and management system A management supervision system must be put in place in
accordance with the plans, projects and goals set.

6 Key Points of Six Sigma

1. Really focused on the client. Focusing on executives is the highest priority.

2. It is data-driven management. Apply the concept of fact-based management to a more efficient
level of management by improving information systems. Knowledge management and others

3. various practical processes will happen immediately product design, service, performance
measurement Improving Performance and Client Satisfaction Six Sigma sees process as the
key to success.
proactive management taking action before an event occurs
cooperation without boundaries The absence of boundaries (Boundary Lessens) is an essential
ingredient to success. Trying to work together to remove obstacles and improve teamwork
across organizational structures at every opportunity.

6. pushing for perfection or enduring failure




Six Sigma Road Map

D M A I C
ev Collect basehne Create focused Create possible Develop &
PEUSE DS data on for root

vision and possible causes stanaard practices

cause
Map the Piot defect data Explore potential | Select soltions | Train staff teams.
over ume & causes
process analyze for
special causes
Create & stratily = = plans
Understand frequency EY causes performance
customer do Pareto anatysis Piiot pians

needs (80/20) Coliect cata Create process for
caiculate - Use procecures
El a

S methods to quantify
cause & effect Measure resuts | gummanze ana
Create communicate
process maps Evaluate resul
Recommend
future plans

Define Measure Analyze Improve Control

Define the Quantify the Identify the cause Implement and Maintain the
problem. problem. of the problem.  verify the solution. solution.

The Problem Solving Process of Six Sigma Teams

1. Project identification and selection Project selection should be based on the 2M, meaningful and manageable. The project must
be truly beneficial to the organization and its customers. And it's something that the team will be able to accomplish.

2. Team building when problems are identified The next step will be to select the team and team leader. Members must be
selected with knowledge and ability to work in accordance with the relevant situation.

3. Developing a charter, which is an important written document that guides a problem or project. It includes the rationale for the
implementation of the project, objectives, work plans, activities, scope and other considerations. Review of team roles and

responsibilities

4. Training Training is a top priority at Six Sigma and it focuses on the DMAIC process and the tools used. It typically takes about 1-4
weeks.

5. The DMAIC will be responsible for the team's resolution actions. does not look at problems related to other groups The team
must develop a project plan, training, piloting. and implement the team's solutions. and then check the resulting thickening

6. Send results of solutions Once the task is completed and members can return to their normal work or next project. Formal
ceremonies are usually held. The owner of the process is responsible for the preservation of the successful method.

development team problem solving and process design, about 5-6 people per team representing various departments In the work process, they will come

together to work as a team. The process will have the following steps.
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Process of 6 sigma- DMAIC

Select and Understand (@) Build () Measure Analyze
ovaluate requnromentd 0@ [ status causes
i : Analyze cost of
Establish :
2 projectplan | ?(';gg‘?g}ndatag bgdiqualrl]ty(%%)
@ Organize team : K elect those
Voice of ey causes ..

Prevent
error

! business ! ’

timize

pr%cess (1) Standardize process

(%) Test operation
Train users

Put in practice

) Quality control system

n Measure the
3 returns
") End project

operation

problem solving model DMAIC

Step 1 Defining the problem (D
Define) will define the steps for the
project. It can be considered the
toughest challenge for the team. have
to think about questions such as what
are we working on? Why are we
working on this issue? Who is the
service recipient? What are the needs
of service recipients? How is work
done now? And what are the benefits
of doing development? After
analyzing this problem, the Team's
Charter can be established.

Process of 6 sigma- DMAIC

Selectand Understand (@) Build () Measure () Analyze
Ot [OOSR D aik
i =29 W ) Analyze cost of
ogrsotﬁeb(!{quan e e ectdata — bad q&?ﬂy(ggg)
@ Organize team : gram - D kSelet:tthose
Voice of | Wt ey causes .
customer busineeg }

Prevent (O OPlimize (T Standardize process
error process () Test operatio’l)'l
i ) Trainusers
|ja4c- ©) Putin practice
< J ‘ 1) Quality control system
L. o7 Measure the
Preliminal .? etumns
‘operation IEnd project
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Step 1 Defining the problem (D : Define)

Step 1: The project must be consistent with the main
goals of the organization (Business Goals).

Step 2 Assign different departments who proposes a

Process of 6 sigma- DMAIC

Measure () Analyze

QSeIedand Understand (@) Build
project to consider a strategy (Strategy) to operate in evaluate customers’ |~ HoQ status causes
rojects
accordance with the main goals of the organization 0 pEleabllsh m Analyze cost of
(according to step 1) : eflect data =" bad quallty(g g
P %mjedplan diagram (@) Select those
rganize team F
Step 3: Each department presents its strategy to the  Org Voice of | Voice o 8y causes
customer busmes e 1
executives. and when management approves Go back e
i >
and define the area to be operated (High Potential 1 T T
@:{g,“"“ﬂ ane Prevent Optlmgge 16, Sk’mdardue process
error (1) Test operation

Area).

Step 4, which is the final step. After determining the
area to be processed. let each party go back Consider
the subsections that will be used in the action.

18 Train users
19 Put in practice
¢1) Quality control system
1) Measure the
returns
End project

8 |7,

Prelimina
‘operation

problem solving model DMAIC

Step 2 Arrangement (M: Measurement) The
arrangement is followed by a logic (Logic) to
determine and is a bridge to the next step,
namely analysis. The measurement will have two
main objectives:

1. Gather data so that it can be used to validate and quantify

a problem or opportunity. Usually this is critical information
to improve and complete a project charter.

2. Start distinguishing facts and numbers. This may provide
an accurate assumption about the cause of the problem.

the word “Measure” is a process to

In addition,
measure the capability of a process that is true today. The

measurement process is divided into 5 steps:

Process of 6 sigma- DMAIC

Understand (@) Build () Measure @ Analyze

Selectand
Odmar  Paenin, O O oais [ =
(2] Esljabllsh Ny nalyze.coglsgf
project plan "= |e ‘?C}n 3% bad quality(355)
@ Organize team HEgra éSVGl:ea(Ltstggse
Voice of -
777777 4 customer_i_;‘?s’,_"};%g________ 35
i _l Improve o

16 Slandardlze prooess
Test operation

18 Train users

Js Put in practice

) Quality control system
||m|'na 2

D Measurethe
operahon 2 Endprmect

Prevent () Optimize
error process
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Step 2 Arrangement (M : Measurement)

Plan Project with Metric step is to plan and perform
the selection of appropriate metrics for project
implementation.

> Analyze -

2. The Baseline Project stage is the current realistic Understand M
easure
measurement of the process capability. by measuring esfé?g;?e"d customers’ status 8 C’leaslgée
through various indicators selected from the Plan projects m Anal
. X " nalyze co:
Project with Metric step E%l‘aebé{sl‘;an eflect data™ pad q¥.|zallty §3§)
) ) ) projectpl diagram @) Selectth
3. The Consider Lean Tools step is a way to improve o Organize team elect those

processes by using different techniques. of industrial
engineering

key causes ..

[ Voice o -
customer | busines n_,

4. Measurement System Analysis (MSA) step. This step
is a very important step. It is a step to check whether
the tools or equipment in the work are normal or not
before starting the process. Organization Experience
refers to the experience that the past of the
organization to think about solving the problem

aorm concept&s}a‘%e [EPrevent Sptlmézse 15 Standardize process

error

A‘ 4
% |1
% Prelimina 3
‘operation

1 Test operation
18 Train users
Putin practice

) Quality control system
D Measure the

E%d project

problem solving model DMAIC

Step 3: Analysis (A: Analysis) In this step, the team
will go into detail and expand their understanding of
processes and problems. The analysis will cover the
following things.

* Method (Method): The process or technique used to do the job.

* Machines: various technologies such as computers, photocopiers or
production tools used in the process

* Raw materials (Materials): information, methods of making, number of
facts, forms and data files.

* Measurement (Measures): Inaccurate data is caused by measuring the
process. or changing a person's actions with a prejudice about
something that is highly measured Including methods used in it.

* People: Various keys in how other elements will combine to achieve
the results of the organization

Process of 6 sigma- DMAIC

Understand Buulu Measure
customers’ S HoQ status : &Zﬂgﬁe

requirements
Ee%ecl dal

Selectand
o evaluate
projects

Analyze co
(2) Ersé%t::l{sl}an bad quahty(ggg)
project p diagram (@) gelect those
@ Organize team ‘ key causes

Voice of | Voice o E
customer | pusines:

[mprove ~ Confrol

®Ferm m“ﬂi[)ﬁ"“ Prevent (L) OPlimize (T) Standardize process
‘n: : ey ones™ orror process  ¢F) Test operation
; 7 18 Train users
_|BNCA 19 Put in practice
363 _] o Quality control system
% 3 Measure the
Preliminary’2

‘operation Eend project
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Step 3 Analyze (A : Analysis)

The word “Analyze” is to analyze the
root cause of the main problem. This

@ Process of 6 5|gma DMAIC
| > Analyze

customers’ HoQ

is a statistical analysis to identify th€  gseiectand @ Understand Bunde Measure P Analyze

root cause that directly affects that projects
o -

problem. This is known as the KPIV projsciplan &

(Key Process Input Variable). It must

evaluate reqmremen g causes
Eﬂ@ﬁ Analyze cost of
O Cstabish ? eflect ﬂf& bad q‘t’.uzamy(g%g)
Organize Select those
© Organize team | key causes

Voice of | Voice of]
customer bus’mess 7
iy Improve

be able to clearly define what is the W R hedBPrevent l())ptlrnlze ) Standardizeprocess

KPIV of the problem and must be able

ocess  ¢F) Test operalion
(1) Train users
KB Putin practice

. . c
to relate to it. main body of the imma %*:;';{f:,",}s'svstem
process Also known as KPOV (Key - operation Eendpmlect

Process Output Variable).

Step 4 Improvement : (I : Improve) Improving
Practicality must be carefully managed and
monitored. This will require a pilot project.
The team will conduct a careful analysis of
the issue to determine what might have gone
wrong. and be prepared to prevent or deal
with potential difficulties

“Improvement” This step is a root
cause adjustment (KPIV) with the aim
of achieving the desired process
results. With the use of experimental
design techniques (Design of
Experiment: DOE) to adjust the various
process conditions to meet the needs.

'q;rglcon:sm Select @er%‘;em Optlm|ze

:problem solving model DMAIC

E@ Process of 6 5|gma DMAIC

> Analyze
Selectand Understand (@) Build () Measure () Analyze
Ofise [eimenl” W P st ™ 7 cleds
i Analyze cost of
Ersc}jaebc“tsg}an dlg i a bad quality( ggg
Organize team - S Select those
© Org Voice of [~ ‘ key causes
| _customer ! busines: ]

Improve =
(D Standardlze process
Test operation

18 Train users

19 Putin practice

30 Quality control system
1 Measure the

End prolect

ey one

0Cess

Prelimina ;2
operation
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problem solving model DMAIC

Step 5 Control (C : Control) Tasks related
to control that the Black Belt and the
team must accomplish are

Process of 6 sigma- DMAIC

Understand (@) Build Measure () Analyze

Selectand
1. Develop a tracking process to maintain the changes oevaluate Suslomers. J  Hol status causes
made. projects
@ Establish geged data™ b‘é’éﬂﬁ?@?@%ﬁﬂ
2. Create a response plan for details about potential project plan diagram (1) Selectth
problems. @ Organize team e uase
Vo:tce of | Voice o ey causes ..
3. Keep management informed about the results of the __customer business__ M 1 _ !

project. and measurement of process factors

4. Transmit projects through presentations and
demonstrations.

5. Hand over the responsibility of the project to the people
doing their normal work.

6. Ensures management support for the long-term
objectives of the project.

OP“'T"ZG 16, Standardlze process
rocess Test operation
18 Train users
‘-U 19 Putin practice
Prelimina ?
‘operation

Prevent
err

(30 Quality control system
D Measure the

IEBnd project

%

Step 5 Control (C : Control)

“Control” The design of a process quality control
system must be undertaken to ensure that the
process recurs with the same problems. DMAIC is
the fundamental method in the process. A brief
definition can be given as

Define: There must be no tolerance for mistakes.
Measure: An external process that finds qualitatively
critical points.

Analysis:Why did the error occur?

Improve : Reducing mistakes that occur.

Control : Must be controlled to meet the target.

Selectand Understand (@) Build () Measure 3- Analyze
Ofir  [aiii,” e P sabe™ P i
i [N W Analyze cost of
2 Efot?ebc'ﬁﬁian L) digg‘?ac}“ a D bad quallty(ggg
@ Organize team g’e'écl}slggse N

Voice of | Voice of
customer ! busines:

p 16 Standardlze process
process  ¢F) Test operation
n 18 Train users
jB*C» 19 Putin practice
_l 20 Quality control system

Measure the

P
peration Enﬁ project

loperation
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Meaning QSME

QSME stands for Quality System for Small and Medium Enterprises. It is a
basic quality system established for small and medium enterprises. who want to
lay the foundation to advance Quality system in accordance with ISO9000
international standards, QSME requirements are aligned with the ISO9000

system. its purpose is to develop the quality system of small and medium enterprises. to have a basic quality system
baseline And are ready to develop to various international standards such as ISO 9000, QS 9000, TQM further, with the
target group being small and medium industries with no more than 200 employees who want to improve and develop the

management system as a basis. Upgrading to international standards

/N

WE LOVE

CHANGI
QSME SERVICE

1S09001:2000 2.2547
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SMEs

SMEs stands for English Small and Medium
Enterprises or translated into Thai as "small and
medium  enterprises" for the meaning of
enterprises (Enterprises) covering 3 major groups

of businesses, namely

1. Manufacturing (Production Sector) covers production in
the agricultural sector. (Agricultural Processing)
Industrial Sector (Manufacturing) and mining (Mining)

2. Trading Sector covers wholesale and retail trade.

3. Service sector such as food sales, beverage sales of
restaurants and restaurants provision of entertainment

and recreation rental services, etc.

SMEs

1 N N _U_N_U_ U U A

dgwilkl SMEs UU‘IUTHU SME

e Yy
nwyus=naunisAass "P=

susaulon : SMEs ioms

towaerdnin SME qnoycadutkias
Toswarsunlasnisdasaon

uulanan 51_200 g 1.8 du 31_100

n (Medium) (au) fiv 500 &

1‘?.'! ;‘i?ﬂ@i,’

mnmsuan AIANISANAZUSAIS

msdwvu | KSo 519 A1s31007U
(Au) E (un) (AU) 5

3 s1ggay [=
'fun'mmsmaq v 1-5 !
uazNIANISUENISUAzNISAY (Micro) (Au) Tiuﬂldn'l:l 5
udaldtunishsuanguitmure 4
Tunisddiady aluayuuazdIvinda uulagay  g-50 “S“’?"o")'sﬁ‘*‘“ 30
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Key requirements for SMEs

For SMEs who plan to fully step into the ISO9000 quality management
system in the future Should prepare according to the details of QSME as follows
1. Administrative responsibility Executives must clearly define the roles and
responsibilities of personnel. The person responsible for the project is
appointed and the quality system manual is prepared. to describe the
activities performed Including holding a meeting to review the quality
system on an appropriate agenda.
2. resource management The organization must select and assign personnel
to work on the basis of education, experience, as well as adequate

training for personnel

Key requirements for SMEs

3. Process Management The organization shall establish a method for managing
the process from accepting customer requirements. Guidelines for receiving complaints
Procurement/Hiring Control control of production conditions and methods for moving,
storing, delivering raw materials/products to prevent damage Including the need to maintain
the tool. production equipment

4. Measurement and improvement The organization shall have inspection/testing of
raw materials or products. before use or before delivery to the customer by methods and
tools used to inspect/test must be accepted by customers In addition, the work of staff to

improve Including methods for solving problems and preventing recurrence.
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QSME

Benefits of developing a quality system according

to QSME standards

The organization has a quality management
system that is suitable for the organization.

Help improve the management system. To
improve the quality of products and services to
make customers more confident and satisfied.
Have a good document system

Reduce the cost of implementing quality system
development.

Be ready to apply for Basic Quality System
(QSME) accreditation from an ISO certification

body.

The National Productivity Institute recommends

procedures.

National Productivity Institute business support It is an

agency responsible  for  providing  speakers  and

consultants. Provide advice, advice and training for the

establishment according to the plan. The steps to give

advice are as follows:

1.

o g ks 0N

preliminary survey of the system

training

Preparation of documentation in the quality system
Verification of work against documents
Assessment of the entire quality system

corrective action

Goal: Highest Quality, Lowest Cost, Shortest Lead Time A

ust In Iime High Quality
Mudi Muri Mura
Operate with the minimum
resource required to Process
consistently deliver: Min
« Just what is needed Input

* In just the required amoung

» Just when it is needed

| o.:
Output | . Harmonise humans &

» Just where it is needed Method

» Detect abnormalities
+ Stop and Respond

machines

Minimum Lead Time

Heijunka

Standardised Work

Kaizen
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: Highest Quality, Lowest Cost, Shortest Lead Time I

Just-in-Time I Jidoka

machine work
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Takt Time
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Pull System SO ead

Heijunka Starbt‘:l’gl:i'l(ized Kaizen
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Just In Time

Just In Time ( JIT ) is

the production or delivery of desired
items. at the time of need with the
desired amount By using the needs of
customers as a tool to determine the
production volume and the use of raw
materials. This includes personnel in
various work areas that require work in
process (Work In Process) or raw
materials (Raw Material) in order to
achieve continuous production. This will
bring unnecessary inventory in the form
of Raw Material, Work In Process and
Finished Goods to zero.
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The purpose of just-in-time production is

1. want to control the inventory to be at the minimum level or equal to zero (Zero Inventory)

2.  Want to reduce the lead time or waiting time in the production process to a minimum or

equal to zero (Zero Lead Time)

3.  Want to eliminate the problem of waste arising from production to zero (Zero Failures)

®* Want to eliminate waste in production as follows

* Overproduction : Parts and products are produced in excess of demand

* Waiting : Materials or information Standing still or stuck, moving inconveniently

® Transportation: There is movement or material is being transported for too long

* Inefficient production processes: There are unnecessary operations.

® Availability of materials or inventories : Raw materials and finished products are over stocked

®* Movement : There is unnecessary movement of operators

* Production of waste : Substandard materials and information Poor quality product
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The impact of just-in-time production

For small production quantities, the JIT system attempts to keep inventory to a minimum
SO as Nnot to incur storage costs and opportunity costs. thus producing only the required
quantity

Short installation and commissioning time As a result of reducing the production scale to
be smaller As a result, the production department had to increase the handling
frequency. Therefore, the process operator had to shorten the installation time to avoid
idle staff and equipment time and to maximize efficiency.

Inventories in the production system decreased. The reason for the need for material
reserves is due to uncertainty. The unevenness that occurs during the production
process, the JIT system has a policy of eliminating all reserves of material from the
production process. by allowing employees to help eliminate the unevenness problem
that occurs

able to control product quality thoroughly The operator will control and inspect the quality
by himself.

The benefits of just-in-time manufacturing

1. This is to raise the quality of the product to a higher

level and reduce the waste from the production to
be less.

2. Responding to market demands quickly

3. Workers will have a high level of responsibility for

their own work and for the work of the public.
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JIT = Just In Time
(Just in time production system)

Just in time production system There is an important basis. Must have standards for work

And there is continuous improvement, consisting of two major pillars, namely

(1) Just in time production (JIT) means Production of

necessary goods or parts in necessary quantities

when necessary, including

® Leveled Production

® Pull System (using Kanban as a tool)
® Continuous-Flow Processing

¢ Standard Time (Takt Time)

Lean Production System

Just-in-Time
+ Leveled Production
+ Pull System

= Continuous Flow
Processing

« Takt Time

* Flexible Work Force
" 3Ms

=55

Standardized Work

Kaizen coninuous mprovementy

L eveled Production

is the management to reduce unevenness in
production both in terms of production

volume and production sequence. By
averaging the number of types and quantities
of products produced in each period to be
as close to the needs of customers as
possible. to avoid the problem @ of
overproduction and reduce production lead
times. in order to support a wider variety of

needs
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Unleveled Production
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Pull System (using Kanban as a tool)

will be produced only when needed Use kanbans in a pull production system.
The workpiece will only be produced when the next process picks the
workpiece, resulting in a “pulling” effect.

KANBAN
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"Kanban" (Kanban) in Japanese means "display sign" is a small sign board. to
produce what you want, when you want and in the quantity you want, and to
control and improve production and handling processes to avoid overproduction

(Overproduction) and excessive inventory (Overstock).

The Kanban system (kanban) is the —

| ‘ ANDAN Dezk
details of parts or raw materials needed. For

example, the assembly department uses the ‘\g"""i“ To Po L‘ R'%rTes-‘*“s

kanban card to request parts to be assembled TPRL ugJe ug\J:_‘_'

usu:t@

use of Kanban cards to send signals with K

from the assembly department.

@ | D
Kanban is a card used to send l'_.

signals. It will send a signal from the next step

of production. Return to the previous step.

which in logistics is called from downstream

(Downstream) to upstream (Upstream)

Continuous-Flow Processing

One Piece Flow
It is the production of a single product in Batch and Push Manufacturing

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

large  quantities continuously  using 8

e P o e P i

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

specialized machines. This is usually the

Lead Time : for the whole lot @ minutes

production or processing of natural

= o=

i i Continous Flow 2 s R
resources into raw materials for the next BE6

“produce one,

step, such as oil refining. chemical ~ defverene”
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production, paper making, etc. |

Lead Time: 12 minutes

Ve
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Separately Positioned versus Continuous Flow Processing *

Separately Positioned Processing Continuous-Flow Processing

i

* Adapted from Toyota Public Affairs and Operations Management Consulting Divisions. 1998.
The Toyota Production System. Toyota Motor Corporation. p. 21.
hitp:/ /maaw.info/ArticleSummaries’ ArtSumToyotaProductionSystem.htm

[l e order information is quickly incorporated into the production fine |
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Efficiently producing vehicles with different specifications one at a time,
in a timely manner while ensunng high quality

&

Bndy pmcessmg w

Production instruction

Heijunka sequence plan Product order

E—IR

Dealer ! ;

Customer
Varos pars e i iy
The parts
relrieval kanban
Various o e £, Only those parts that have been used up
completed parts = 2 = are retrieved in a timely manner

Various completed parts

Efficiently producing and replenishing
only those parts that have been retrieved

Parts plant

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




JIT = Just In Time
(Just in time production system)

(2) Automatic self-control (Jidoka /

Autonomation) Mainly used in control. Lean Prodution System

quality to avoid waste. and prevent |ustinTime

* Leveled Production
« Pull System

waste from being sent to the next +ontinsous Fow

process (Built-in Quality) consists of T
® Visual Control o
L] Andong (Andon) Standardized Work Kaizen (continuous mprovement)

¢ Error-prevention system (Poka-Yoke)

What is Jidoka? The jidoka production system, Japanese for autonomation, or automatic
control, is a method used by Toyota in its manufacturing process. To reduce errors and
losses from the production process (Waste).

For Jidoka, which Toyota uses in its production m
process, it reduces production errors by means
of automation. (Autonomation or Jidoka) that c\ lh\umm Amn\:m_boq—-_’ Aocon
automatically stops the production process -‘/ s I 5 /C: ‘ E'gi"ﬁ_i‘f
immediately when a production error occurs. in ' \" %
order to complete the correction before

Manual feed and watch machine cycle Self-monitering machine

proceeding with production watch machine cycle
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Visual Control

It is a work control system that allows all employees to
easily and clearly understand work procedures, goals, work
results, as well as to see various abnormalities and fix them
quickly by using boards, signs, symbols, graphs, colors, etc. to
communicate. Employees and related personnel all know the
information.

Visual Factory Management is a system that supports
the improvement of productivity throughout the factory covering
factors such as safety, quality, on-time delivery. profit generation
And building morale (Employee Moral) with a focus on signs,
color bars and various symbols in the workplace. so that
employees or related persons can acknowledge and understand
information in a short time

Factory management with vision principles

(Visual Factory Management)

For Visual Factory Management principles, it can be classified as

1. Visual Display

It is to show information to employees in
the department or workers in the area to
be informed. It is presented in the form

of charts and graphs, such as the use of

Te 1 T
Work / (Work + Muda)
Quality

% Absenteeism

% of Plan Outout

% Completed On Tine
WIP (% of Output)

graphs/charts. To show monthly sales

(Monthly Revenues) performance data

Katzen Events

display.

Katzen Action Sheets Com.

Work Team 1A

Productivity

Attendance _

Team
Communications

o o (o
:
A
» o | o
H i
: .
Kaizen Action Sheet System
Blank ||| Submitted |i i Working Resolved

[
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Factory management with vision principles
(Visual Factory Management)
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2. Visual Control

vision control It is a method of
management control to be used as a
guideline for work and to control the work
to be done properly. By displaying
benchmarks against real status, faults can
be identified immediately visually. That
means presenting existing data to be more
easily understood by converting data into

tables, labels, stickers. Markers, boards,
symbols, pictures, diagrams, etc.
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Factory management with vision principles

(Visual Factory Management)

— The use of sound signals (Audio Signals) to be used to notify
problems that occur in the factory, or may be called Sound Warning, such as

machine failures in the production line.

break times of work.

It is also used for notifying start and

— Visual information to prevent mistakes (Prevent Mistake) that may
occur from operations. Which is usually indicated by a code / color bar (Color
Coding) or the use of a mark indicating the level of safety (Safe Range), such
as using a color bar to indicate the oil level and using labels or stickers to
classify workpieces in the line. The assembly for the construction of the visual
control system depends on the condition of each factory.
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Andon

Andon n Japanese, Andong is pronounced as a
light bulb. There are many things that we have to keep an eye on
(Monitor) that it is in any state and that state in order for the work
to flow smoothly.

Andon By itself, it's just a status. Which must be used
in conjunction with another part of the work, that is, stop, call,
wait, when combined with Andon, will fulfill the conditions >~
specified by the Toyota System that the work must be smooth
and the production situation can be easily seen ( Virtual Check)
because if the machine has a problem The light will turn red.
Employees will know that the machine has a problem. must stop
working and call the supervisor or relevant person to know to

make corrections and wait until the correction is complete The
light will return to the normal green state.

Stop button
for the line

Error prevention system
(Poka-Yoke)

POKA YOKA This word comes from two Japanese words
“POKA” (pronounced po-ka) meaning accidental mistakes. Or
mistakenly, and the word “YOKE” (read Yo-ke) means protection, so
when combined, it means Protection against unintentional mistakes
The cause of the damage lies in the error of the employee. and the
damage is The consequences of ignoring these mistakes

which is mostly related to quality problems or when the error has
become a product Finding and selecting the bad out of the good. It will take
a lot of time including the expenses followed by Or finding a bad one is
difficult and may easily fall to the market or customers, which at this point,
to prevent or avoid production errors in the production line process, not to
be out of the process.

In the production process, "Poka Yoke" has been brought or
installed in their own lines. (How to touch How to set course and how to

check at the process of sending workpieces)

-
Uaithz T Materal
mamunving misehy
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Increase productivity by setting TAKT TIME

Takt Time (bbﬁﬂl‘iﬁsj; T/T) means production speed Derived from German, it means
music rhythm, which we use Takt Time to set the rhythm of producing products per piece
according to the rhythm that the customer wants, that is, every employee must control the

rhythm of producing things in one production station for a long time. no more than the

specified time

|oa'1ﬁ1\nuUnﬁegn§[unﬁdﬁu Calculation of Takt Time
Takt Time =

JuouBUUAGiDINISHOAU

The unit of T/T is the unit of time per workpiece 1 piece (seconds/pieces, minutes/pieces or
hours/pieces).

for example a company The normal working time is set at 8 hours and break time 15 minutes 2
times. In one day, 600 pieces of work are required, so Takt time is 45 seconds per piece.
Takt Time = 0.75 minutes per piece = 0.75 x 60 = 45 seconds per piece
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If the employee takes more than the specified time
will make the company unable to respond to customer
needs on that day By way of solving this problem It is
necessary to reduce the working time of each employee
to be under the working time of Takt Time. Alternatively,
if it is not possible to reduce the working time of the
employee, the company needs to increase the working
time for the employee. During the O.T. period, we need
to calculate the new Takt Time. This Takt Time value is

called Actual Takt Time.

b

Cycle Time vs. Takt Time
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Difference Between Takt

Time and Cycle Time

How does Takt Time affect

BN

production?

1. Helps production flow to be stable and continuous according to demand.

Eliminate waste or excess production according to customer requirements.
Promote and develop work standards for quality and efficiency.

Real-Time Targets can be demonstrated in production.

Takt Time is a tool that helps maintain line balancing, which operators can

apply in conjunction with time management at each station. in order to have a

relationship or similar to reduce wasted time caused by work delays This can

increase productivity as needed,

control overproduction.

reduce bottlenecks, and can be used to
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Lecture 13

The role and importance of customer
relationship management.

Asst. Prof. Ekgnarong Vorasiha

Today's customers are pleasing and difficult to take care of.
Customers have knowledge. And the demand is increasing and
more diverse, and if the company is unable to fulfill the demand
Customers will go to buy from other suppliers instead. According
to a study abroad, most companies lose more than 10% of their
customers each year because real-time technology raises
customer expectations. and want instant gratification or some

may call it Never Satisfied Customer
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Generate demand with CRM

Creating a  Customer Centric
Organization is the goal of CRM, which is
more than just improving the efficiency of
sales or marketing, because CRM drives
transformation in the relationship between
a company and its customers. related to
identifying, attracting and retaining
customers. and focuses on privatizing the
entire organization to build long-lasting
and profitable relationships with

customers.

CRM emphasizes the principle that each
customer must be treated differently.
Because different  customers  will
inevitably give different returns on

investment to the company.

CRM tries to identify customers by
looking at the best returns for the
company. and create the most suitable

relationship with customers

Companies that do CRM focus on results that will be

received in 2 main ways:

1. To gain an increase in the share of customers (Share of Customer) refers to the percentage of a

group of goods or services that a customer buys from a company. For the company, the increase

in customer share means a lot. Because it will allow the company to earn money. And make

more profits without the cost of acquiring new customers.

2. to improve customer retention ability Because in the past, many companies have found that the

cost of retaining customers is much lower than the cost of acquiring new customers. It was also

found that loyal customers have more lifetime value because

— This customer group buys more often than other customers.

— This customer group buys more than other customers.

— This group of customers buys more high-margin products than other customers.

— This group of customers also helps to tell their friends.
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Why do organizations need CRM?

1. CRM will be a tool to help focus on adding value to customers and
creating customer satisfaction. who is our important person to make our
business successful

2. CRM is the obvious reason it is. The need to differentiate in order to
compete in the market.

3. CRM happens for the highest customer satisfaction. and bring customer
loyalty. can make more income And there is an opportunity to make

profits in the long run continuously.

Where are the goals of CRM?

that CRM goal not only focusing on service, but also
Collecting information on customer behavior towards our products and services, such
as seasonal product usage behavior. Behavior of product use during Saturday and
Sunday Is the behavior of using products during the day different from the night?
Product usage behavior at the beginning of the year different from the middle of the
year or the end of the year? What is the spending behavior of our products and
services?

CRM is a tool that will reduce the rate of loss of customers to our competitors




Benefits of Customer Relationship Management

(CRM) for Companies

1. Revenue Increase)

S

Customer Life Cycle Management
Decision Making Support

Operational Efficiency

Telesales, Cross-selling Wag Up-selling
Marketing

Customer Service

Customer Billing

Field Sales and Service

Loyalty and Retain Program

Benefits of Customer Relationship Management

(CRM) for Companies

5. Increasing the speed of service (Speed of Service)

6. Gathering customer details(More Comprehensive Customer Profiles)

7. Cost reduction in sales and management (Costs Saving)

8. Creating added value (Value Added)
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CRM with each customer group Double Standard

In making CRM, he treats each group of customers differently, namely dividing
customers into first-class citizens, second-class citizens, with discrimination (Double
Standard), while trying to add value. By managing the customer mix (Management
Customer Mix) because we will be the one who knows customers that Which groups are
most valuable for business? Or any group whose service is not worth it, gradually get rid
of it.

So remember these 4 words, IDIC.

CRM with each customer group Double Standard

1.Identify
2.Differentiate
3.Interact

4.Customization
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CRM Concepts

CRM is therefore a strategy that we will use to generate profits
(Optimize the Profit) by focusing on customer satisfaction. which you must
always realize that customer is god Or use two existing rules for customer
service:

Rule 1: The customer is always right.
Rule 2. If the customer is wrong, read rule number 1 again.
Because the customer is always right, because the customer pays our salary,
not the company, not the boss. the customer pays If one of our customers is

lost, we may lose our job.

Successful CRM management has important
steps as follows:

There is a dedicated cooperation in implementing the CRM strategy of personnel at all levels in the organization.
Employees at all levels and all departments collect data to properly support the CRM system.

CRM tools must be consistent with the management system to make it convenient for employees and customers
to use.

Use essential CRM report data and share it across the team.

The implementation of the CRM strategy is not focused on bringing expensive technology as the key, but the
organization can use existing technology, although it is cheap technology, but the organization can use it to be
effective. If compared to the introduction of technology Hi-tech came into use and caused chaos. and increase
costs enormously Using existing technology will create more value. Doing CRM will help tell the organization that it

should retain new customers.
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The concept of customer retention helps to reduce costs.

Because if the organization can maintain customers with the organization. It
will help reduce the cost caused by reducing the work to a minimum. Organizations
do not have to restart work processes frequently. If customers come in and out, it
will cost costs and not create profit opportunities. The opportunity to profit is partly
from cross selling and up selling.

Cross Selling means buying continuously.

Up Selling means buying up to the top.

Statistics for analyzing long-term customer
relationship operations

1. The cost of acquiring new customers is six times the cost of retaining existing customers.

2. Customers who are dissatisfied with the products and services will tell 10 people about
their dissatisfaction with the products and services.

3. 91% of customers who are not treated with complaints will not return to use and buy from
those organizations again or stop being a customer with them.

4. There are 4% of customers who are dissatisfied with complaining to the organization.

5. More than 65% of customers do not return to the organization again. Most of the reasons

are due to lack of care. more than satisfaction in the quality of the product
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Key principles in customer relationship
management

1. having a customer database
2. having technology

3. Customer Retention Practices (Preparation of Frequency
Marketing Program, Preparation of Loyalty Program or
Preparation of Community Program)

4. Evaluation (in order to know if the organization can retain
more customers or not, how the various criteria must change,
the focus or focus of the organization must change to retain
customers (Keep Relation) in the long term and increase Value
to customers to exceed the value that customers expect)

marketing strategy design

Step 1 Analyze who your customers are.
The first step in formulating a CRM strategy is figuring out who your target customers
are, Trade or Consumers, or both. And the consumer market is very different.

Step 2 Analyze the market environment.
The company must analyze the market environment. which includes the external
environment (i.e. the macro environment and the micro environment) and the
internal environment Companies that want to be successful in the market Must create

a marketing information system that is useful for decision making.
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marketing strategy design

Step 3 Market Segmentation target market and position the product
From the customer value creation network to the marketing environment data warehouse. It
helps to know who the customers who have the possibility of organizing the CRM system are.
Organizing the CRM system for every consumer is the same, it will not make consumers feel
that they are "special people". Therefore, there should be some criteria used to divide customers
into segments called market segmentation. Sub-segments that can be divided have something
similar within the segment that is different from other segments, called segments. Dominate the
market (Market Segments) is a wholesale business. Retailers, consumers use one or more criteria
together to segment their customers. Marketers want to divide them into the smallest possible

subsets of the market, known as the "Niche Market".

Step 4 Prepare a market diagram (Market Map).
After the company can select the target customers of the
CRM system from the most interesting and likely market
segments. Next step, the company should prioritize each
target group. Which target customer groups should be

prioritized first and second? The tool used is Market Map.
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Step 5. Consider the unit when making a purchase decision. and the
relationship level of each customer After the company knows the target customers
of the CRM system Prioritize each group of customers in the company's CRM
system. The key to a successful CRM system Is to consider that in the target group
of each CRM systemWho plays the role of User, Influencer, Decision Maker, Approver,
Interceptor Buyer? Consider the level of relationship between the company and the

target customers of the CRM system. Each group is at any level.
Step 6: Creating a Marketing Plan for CRM

Step 7 CRM Plan Implementation and Evaluation

30/12/65
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Lecture 14
Relationship management for new

customer retention

Marketing

ransform customg,
'\n(urmalion into

ﬁ(“\\oﬂame knawysdge

Asst. Prof. Ekgnarong Vorasiha

How to make customers happy for service people

The principle that "how to make customers satisfied and

v -

interested in using our services in the future" _IYJH -
H “ . . . 9 ’:‘ ’{.m'i‘
Notice the “basic customer information”. XX,

Notice the “what the customer does until it becomes a habit”
Notice the “expression of the customer's face”
Notice the “words that the customer responds or conveys’.

R “s . . . ’ m“‘”
Notice the “indirect information that happens”. N ﬁ?ﬁo
= E LY




Below the Line...Tactics to Win Customers' Hearts

Above the Iline is buying and
advertising through major media.
including television, radio, print media
To create brand awareness among
consumers within a short period of
time quickly by using advertisements

to introduce products or services
through the media.
Below the line is a two-way

communication with consumers in the
form of marketing activities to reach
specific groups of consumers.

Television * Radio ¢ Internet

@

The Line Advertising

Below T @ @

Sales Promotion < Discount Coupons

Buzzie.com

Database Marketing and Direct Marketing [EESiE

/

/

Database marketing is to create (build), maintain (maintain) and bring customer database

(Utilize) or Customer Database used to promote marketing activities and this database is

the heart of direct marketing or direct marketing. and 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.”

“Direct marketing is a 'two-way' marketing method that uses one or more advertising
media to generate a measurable response or transaction wherever it is located. ”
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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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Customer relationship management
Relationships Management : CRM)

Customer extension

* ‘Sense and Respond'

* Cross-selling and up-selling
* Optimize service quality

* Use the right channels

Customer selection

¢ Who do we target?

* What is their value?

* What is their lifecycle?

* Where do we reach them?

Customers
Customer retention Customer acquisition
* Understand individual needs & * Target the right segments
* Relevant offers for continued 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 relationship management : CRM

1. Customer Selection Defining the customer segments w“l\ﬁir #’
that the Company will market to means identifying "\

customers in order to develop products and services that xrn'rh) ’?lefll
cater to specific target groups as well as marketing goals

during acquisition, retention and expansion. The customer

base can be categorized into 2 types of target groups:

based on value or divided according to the electronic

business life cycle. May want to choose a group of

customers who use the Internet to communicate for the e o o
convenience of doing business online. 'r T 'r

Customer Data Base Example of a process without MO:

1. For each campaign/offer, we select customers from our data base that
a ll) have the minimum requirements
. Is not in debt

\ *  Doesn’t have the product we are offering
\ m f . 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
Supression Rules (debt, do not rules 8 palg P
contact, already has the product, u . X
etc) 4. We set the final targets for each campaign/offer.

Eligible Customers

ViR RF i

ToT

Selected Clients
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Customer Relationships Management : CRM

2. Customer Acquisition customer
acquisition Marketing activities are
carried out with the aim of building new
customer relationships while minimizing
the cost of attracting new customers as
well as targeting high value customers.
The quality of service and choosing the
right communication channel for each
type of customer is critical at this stage
and important throughout the lifecycle.

'CUSTOMER ACQUISITION

Our ready-made customer acquisition helps you build a thriving customer acquisition

model with the perfect acquisition strategy to support your employees in attracting

new customers. The magnetically lattice horseshoe magnet projected in the first slide

is a metaphor for acquisition strategies to attract new business customers in the

ecommerce environment.
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"Yin Yang" of customer acquisition and development and their life cycle from
recognition to support. Customer acquisition channels through digital marketing

strategies and sales funnels.

‘.CUSTOMER ACQUISITION

CUSTOMER ACQUISITION .
AWARENESS
o hmrcnes n the

STRATEGY FOR STARTUP :- state of brrmng sometung, ch = the
s Ut e s coenes up vy mee e
Apvocacy * NURTURING

refers 0 actions Laken by indhidusls o rougsto *
romote snd peotect the nterests of the buying puble

CUSTOMER
ACQUATION

CUSTOMER ACQUISITION

DIGITAL
MARKETING
STRATEGIES

CUSTOMER
UFECYCLE

CUSTOMER ACQUISITION

The Customer Acquisition Rep is responsible for acquiring new customers through outbound
and inbound inquiries. This position is responsible for reaching out to potential customers
courtesy and professionalism

delivering a sales presentation with passion,

6 BEST CHANNELS FOR

CUSTOMER ACQUISITION :-
CONTENT EMAIL
MARKETING MARKETING

SEARCH ENGINE
OPTIMIZATION

SOCIAL MEDIA
MARKETING

YOUR TEXT HERE

Lorem ipsum dolor sit amat, consectetur
sdipiscing el 26 do chazmod tempoe
incididunt ut Labore et dolore magna aliqua

DESIGN ATTRACTIVE
CLICK READY CREATIVE

MAKE IT CLEAN
AND SIMPLE TO USE

Used for acquiring new customers from the target market. Perfect for strategic planners, team leaders,
marketers, entrepreneurs, startups, business analysts, etc. Customer Acquisition is 100% editable and
customizable to your needs. You can edit color, text, adjust icon size. And shape it to suit customer

acquisition needs, it's visually appealing and engaging to keep your audience engaged from start to

finish.
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Customer Relationships Management : CRM

3. Customer Retention Refers
to the marketing activities carried

5 Proven Ways To Retain Customers for Life

out by an organization to retain its
existing customers. It is important
at this stage to analyze the life
cycle to look for offers that will
attract customers and meet their

needs. details such as the number
and information of the product that
customers buy

Customer Relationships Management : CRM

4. Customer Extension Increasing the variety of products and services customers are
purchasing, often referred to as customer development, customer acquisition techniques for
customer relationship management are important to online retailers as follows:

®* Re-Sell Stores that are similar to existing customers are critical to websites where goods and
services are traded between businesses.

®* Cross-Sell additional stores, which may or may not be relevant to the initial purchase.

¢ Up-Sell is part of cross-selling. It may be selling products at a more expensive price.

®* Reactivation, inviting customers who haven't bought a product for a long time to come back to
buy continuously again. Referrals increase sales by referring or referrals from existing

customers, for example, members will receive the privilege of referring and acquiring more
members for a company or website




Marketing communications to find new
customers for the organization

2 Online PR
< Portal representation
1 Search marketing = 3 Online
= Search engine T, oD e = Affiliate marketing
:p;“‘zm‘seo’ - Media alerting services = Sponscrship
- search - = Co-branding
Pay-per-click (PPC) el e « Link-building
= Paid for inclusion feeds @ - Widget marketing
Advertising Direct mail
;P.r:on-l.-lﬁng :> V\bbsn:or <: : Exhibitions
Sales promotion —= e Merchandizing
3Pﬁ RERCECR : Packaging
S Sponsorship 10 Word-of-mouth
<J PN S
4 Interactive ads 6 Viral marketing
= Site-specific media buys 5 Opt-in o-mail = Passalong e-mails
= &W P = Generating media
= Cold (rented list)
- Sponsorship e Co mentions
- Behavioural targeting « Ads in third party
e-newsletters

The CRM implementation process consists of
four steps:
Distinguishing prospects and customers (using a customer database
obtained from all channels and points of contact with customers)

Make a difference in customers from (customer needs and customer value
to the company)

Organize individual customer interactions to improve our knowledge of each
customer's needs. and build good relationships

There are products and services that are specific and communicated to
each customer (e.g. Call Center and Website).

In short, the main purpose of building a CRM is value to customers.
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Customer relationship management:CRM

Sales
Automation

Order Marketing
Processing Automation

\ I / Customer
RMA Support

\ —
CRM _‘—/‘__—4—' \
E I
Portals / I \\ gnu'?:;;fte
API & Web Defect
Services Tracking

Knowledge
Management

The general core components of a CRM
consist of three parts:

CRM Application

1. Market Automation Building
this marketing automation
system requires a database.

2. Sales Automation Business
organizations pay attention to
sales transactions that have
already occurred. and bring
the data for analysis.

3. Customer Service is to keep
track of matters that occur
after the sale.
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QUESTION




Lecture 15 quality system activities

1. TOM and Organizational Culture Adjustment
2. National Quality Award

3. Customer Relationship Management: CRM
4. Six Sigma

5. QSME

6.1ISO 9000:2000

7. JIT : Just-in-Time

Asst. Prof. Ekgnarong Vorasiha

Tools used to manage customer
relationships.

”~

CRM
V = Asst. Prof. Ekgnarong Vorasiha
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A poor show shop knows customers in the
village individually, can call names, knows people in
the customer's family. act like a friend or relative
home delivery service You can buy the table first
(address money) for a week and then come to think
about the balance. Take orders over the phone and
know the customer's purchase history, know what this
customer wants. For example, saying that packs of
cigarettes are well known which brand is a traditional
CRM. To start doing CRM, you must know that
not all customers want to have a relationship or
intimacy with us and not all customers are equally

important to us. because there is no other choice

You must know the customer in your hand before looking at
the historical account information system or customer
information system. You will know the history of buying
customers who your main customers are. And that main one
buys you regularly or once in a while, comes to buy or keeps
changing your mind, which one buys us for a long time, how
well do you know him? Do you know his name? Do you know
his personality? Do you know his personal preferences? Do you
know any of their relatives who may become regular customers
or true fans of you? What products or services do they buy

from us regularly?
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Marketing with CRM
y@
1. Get to know your customers (S

Customers are the ones who will make us earn. You need to know
which customers your business earns from. And which customers are the
best customers that deserve special attention? Because it's unlikely that you
can provide the best service to every customer equally. Most of the time, if
a customer is not fussy, they won't get your attention. As a result, you have
to lose good customers because they are rarely taken care of by you. CRM

(Customer Relationship Management) is a tool used to collect customer information, products that customers buy. or service history In addition, it
is possible to schedule service visits for each customer.

2. A contract must be a contract.

terms of sale, delivery, and after-sales
service, which are stated as a mutual
agreement between the buyer and the
seller. After a while, how do you know
what promises you made to your

customers? Or is the most recent

AoWSN Dnsmw m:Tn_Jrg'u |saosn0a|aﬂnmumna‘[annﬂu'

customer request included in your

terms of service?
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CRM (Customer Relationship Management) is considered a marketing tool, a secret
weapon that makes product users loyal to the product and must choose that product.
continually The product owner must communicate with the product user in a 360-degree
manner so that the product can be part of the life of the consumer.

The tools that make the CRM process fully effective are need to study data
Conducting market and product research Doing direct marketing, which here does not
mean sending letters to customers alone. but means All forms of communication both
doing direct mail Telemarketing, Emailing, Call Center Setup

to provide information to consumers In which every process will have the best
results and efficiency. Must contain information on the frequency of using the service
(Frequency), the duration of the service (Tenure), and the amoun
Wallet).

A

Marketing &
Repeat Mass Communicalion
Customer

Move to

<)
[
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

Qualify, Record Buying
Criteria, & Track Competition

Review Customer File &
Convert Quote to Sales Order

If Prospect
Move to
Customer

Move to

Prospect

Schedule & Record
Face to Face Meeling

Receive
Purchase Order
Quote
Prospect/

Analyze Pipeline Customer

& Sales Forecast

Review Pricing, Up-sell,
& Cross-sell Opportunities Copyright 2008 € Tochondensy Gl bmermwrimnal Al Righes Riscrsed <
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CRM process

1. Lay out a vision (Vision) about CRM.

2. Create potential (Create Performance) with CRM by having to understand customers.
before delving into the minds of customers Also known as Consumer Insight.

3. Customization is the creation of measures. Strategies to respond to the value of
customers (Value of Customer: VOC) appropriately for each customer group.

4. Search for tools, software, technology or infrastructure. (Infrastructure) suitable for the
size of the organization There is no need for all new investments. To be used for all
CRM processes in the organization.

5. management change change of image The sense of corporate culture is the hardest.

Tools used to manage customer relationships.

1.  Marketing  automation  (Market
Automation) is the use of technology to help
analyze personal data. (Personalization)
customer history (type of product purchased
amount of purchase value purchase frequency)
Telemarketing (Tele-Marketing) Electronic
Commerce It is about presenting the right
product or service to the customer at the right
time. The use of data mining techniques will
help in analyzing more efficiently.

V&P

[r—— SO ——— sy U Comman ot
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Tools used to manage customer relationships.

2. Sales automation The sales process is
the process of getting products into the hands of
customers. or providing services to customers The
process starts from providing information about
products and prices, features, arranging products and
services to meet the needs of customers. Bargain
Customer balance checks, contract execution and
contract management team collaboration system The
use of technology will allow sellers to access
information about products, customers, and contact
with relevant people in the workplace. or even while
with the client

2

Sales
Enablement

A

MProve

Sales
Negotiation

5

Tools used to manage customer relationships.

3. Service is a service

customers, including a call center
system, answering customer questions,
workflow management, interacting via
IVR (Interactive Voice Response), service
centers, website preparation. To provide
services for downloading files, receiving
notifications of problems in providing

information via mobile phones.
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Tools used to manage customer relationships.

4. Electronic commerce is a transaction through the
Internet. from providing product information transaction
and payment systems. Security for the technologies

required in customer relationship management are
® Data Warehousing
® Data Mining and OLAP
® Internet Technology

® Call Center

Electronic Customer Relationship Management /e-CRM

1. Database Technology
2. Mass Customization Technology

3. Telecommunication
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Conditions for success in CRM

Organizational adaptation and understanding (Orientation) to make the concept of
“Customer Retention” is the heart of all employees at all levels.

Information about Relationships, which means collecting useful information about
customers. and information exchange system within the organization Between
different departments such as sales department, marketing department, finance
department, accounting department and customer service department, etc.

Organizational Model (Configuration) The organization's formatting is in line. that
aims to build relationships with customers By creating a mechanism of Incentives
to measure the efficiency of the service of employees in each department.
organizational structure as well as creating responsibility for each person and each
department or unit

end of chapter questions

What issues should be paid attention to in marketing with today's CRM? Explain.
Describe the process of doing CRM, what it consists of.

What does a customer information system (CUSTOMER INFORMATION SYSTEM)
look like?

What is the main goal of creating added value for customers? (Explain)
Tools used to manage customer relationships. what is the composition

Describe what an online customer relationship management (e-CRM) system
looks like.

What are the conditions for success of a CRM implementation?
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