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n sruuM3 4.0 nulanursnindaouulas (VUCA world)

n Innovation & Innovative Thinking (Workshop 1: Opposite Thinking)

n Disruptive Technology and Technological Trends (Workshop 2: Transformer)

onfidential

n Digital Transformation Framework (Workshop 3: Project Idea Canvas)

H The Art of Design Thinking
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n Realization Customer Centricity (Workshop 4: Empathy MCanvas)
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Value Propositioning (Workshop 5: Value Proposition Canvas)
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n Business/Mission Model Canvas (Workshop 6: Mission Model Canvas)

n Pitch Perfect (Workshop 7: Pitching Preparation)




Bingo “Digital
Transformation”

An ice-breaking
activity can help
participants get
more interactive
while warming up
to the important
keywords from the
course.

,_-
o = H -
“z' 4 Instruction: )

Step 1: Look for someone who would know about a
given keyword and write the person’s name on the box.

Step 2: Try to do the ‘Bingo!’

Digital Transformation




aan v

Nﬂﬂ’]iﬁ]ﬂﬁ]ﬂﬂUﬂ‘UUiﬁU’]aﬂﬁmﬂ U W.A. 2563
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E-Government Development Index (EGDI)

Wwan1sYaDuQu 5 suauusnuoavlan

DO U O

. dudu 1 dudu 2 dudu 3 dudu 4 dudu 5
LouusSn lﬂ'\Hﬁ?G walode wuuaua oodldasiay

WHanN1sYaDuQuU luDsau

Strictly Confidential

aban,

akan Sriratan

SO0 ®e0eber

donlus  unaide 1(3]3] uglu Wadlud Seouw BSuloalibe duyo wih ao

§455g6§75859§1o
160 77 | 8 88 | 124 146 167

ght © 2022 Dr.Chan

>~

Q.

(e}
)




iwan3v
Cna:
ioulavAu

S:tUUSI¥NIS 4.0

- o i Goviluriio
fakansssurauvrawaus:loslauuovus:s1su vovUs U
L ) _ A
IWE)SE)\)SUCIE)E!I"ISFTIEIOSUS:InFﬂnEJ 4.0 e e 72

Audnav naznuas

(nws

=

UD991IIKVADIUANISDUDVSIUUSIBNIS 4.0

NISEIUWALSEKID L
n1Aslas -
AAdudU
fudoau
(Collaboration)

nsusuidng

n1sasioudanssu A WIlUGNa
(Innovation) (Digitization /

Digitalization)

s
=
@
kel
=
o
o
>
=
=
2
=
wv
&
QO
g
5
s
©
c
=
w
&
X
g
5
O
(@]
N
N
o
N
©
=
o
S
Q.
o
)




LI ARTEUUSIBNNS 4.0

wle

71N n1n13mﬂﬁn11auawﬁnu‘imnu

-------------------------- SEsmmsssmanm e

Strateglc thinking

Public data accessibility

Public shared service

Cost competitiveness

End to end process driven

Public accountability & transparency

o 00 00 0

v/

€38 Teimitovsnuuiudnane \/

Responsiveness
Demand driven

Public accessibility
Result oriented

Service improvement

o Service personalization
= Happy citizen

2 00 o

mﬂ-ssmﬂumimsnquauamuﬁuu\/

CLCTreT e CCLTTECTTTTTT

Digitalization
Innovation
Workforce capability
Problem solving
Agility

0 Q0 00

sruusns 4.0

idan3onas
sauloonu

S:UuUsa Hﬂ 15

dovitlunwe

uands ynu
na: m ano
Bowkld

-
gaUs=usuiliu Dioaussnusgn

AUgnato deud nasnuale

robudana

tRdgaudnsa 3 ﬂ's::nﬂe/

t,« & Collaboration
& -~ AT TUHAITEIIG
aafsuaznindu q

\/- Digita\{tion

Innovation
ANSASYS Tl A suduaing
winnssy euiludaa

_—

Confidential

atanaban, Strictly

© 2022 Dr.Chanakan Srir

ight




We live in a VUCA world

“annzwindenlunisaiunuvedaneatigtu dnsdeullasegaaaniial 11057 wavenagannisel”
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Volatility Uncertainty Complexity Ambiguity
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= COMPLEXITY AMBIGUITY

VOLATILITY UNCERTAINTY

VUCA Countered by Leaders’ skills and abilities

Volatility Vision Vision seeks to create future, clear intent, clear
ANUNUNIU direction for action

Uncertainty Understanding Listening and understanding can help leaders to
a9 lduiuay find new ways of thinking and acting, listening to

leads to understanding which is the basis for trust

Complexity Clarity Help make sense out of the chaos, can make better,
ANNEAUI UL DU more informed business decision
Ambiguity Agility Ability to communicate across the organization and
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E Innovation & Innovative Thinking (Workshop 1: Opposite Thinking)

n Disruptive Technology and Technological Trends (Workshop 2: Transformer)
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n Digital Transformation Framework (Workshop 3: Project Idea Canvas)

H The Art of Design Thinking
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n Realization Customer Centricity (Workshop 4: Empathy MCanvas)
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Value Propositioning (Workshop 5: Value Proposition Canvas)
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n Business/Mission Model Canvas (Workshop 6: Mission Model Canvas)

n Pitch Perfect (Workshop 7: Pitching Preparation)
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Case Study for Innovation in Government Agency: The Digital Workplace - Singapore

o)
. i  The Digital Workplace - A suite of productivity tools and digital enablers, designed to create a borderless, seamless and
' | TK I collaborative working environment for public officers in Singapore.

\ 4 v v v
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Seamless Building A Smart Al-enabled Digital Business
Access Meeting Scheduler Card
It is a form builder tool, Public officers from various This automatically helps It saves officers the trouble
developed by GovTech, to agencies can gain seamless officers find common of bringing around their
create digital government access to other government available time slots for paper cards.
forms in minutes, replacing premises. meetings.

Qe use of paper. \ \ \

The Government Technology Agency (GovTech)
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MindLab as User-Oriented Innovation Unit
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Opposite Thinking
EXERCISE

NANTSULSN NITAAUUNTY
213 (Opposite Thinking)
< a A o 'y v
JULATDIHNBEINIUNITEIIY
AUANES19E55A NANTIUL
mmiaszifmqmiumi

AATIZRLAZNITAAUDN
NSAULNDES19AUAR L1 6

on post-its the assumptions you're making about the
product/service you are ideating. Ex: Chair has 4 legs.

.

©z:9 Instruction: > -
— fi

Step 1: In the first column ("Assumptions"), write down » M

Step 2: In the second column ("Opposite"), write down
on post-its the opposite (or modified version) of the assumptions. Ex: Chair has no leg.

Step3: In the third column ("Solution"), write down on post-its new ideas our of the opposite.

Opposite thinking

The chair has ) The chair has The chair has )
4 legs no leg no backrest

Key Takeaways:

to boost your brainstorming session, by solving assumptions and coming
up with additional, more creative ideas.
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n JruuTITNT 4.0 nulanurenisiUaounag (VUCA world)

n Innovation & Innovative Thinking (Workshop 1: Opposite Thinking)

n Disruptive Technology and Technological Trends (Workshop 2: Transformer)

onfidential

n Digital Transformation Framework (Workshop 3: Project Idea Canvas)

H The Art of Design Thinking

sriratanaban, Strictly

n Realization Customer Centricity (Workshop 4: Empathy MCanvas)

AN S

~

Value Propositioning (Workshop 5: Value Proposition Canvas)

© 2022 Dr.Chanak:

n Business/Mission Model Canvas (Workshop 6: Mission Model Canvas)

n Pitch Perfect (Workshop 7: Pitching Preparation)
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Airbnb has 5.6 million listings in 220 countries across the globe which is more than the top five hotel brands

combined and its value is currently more than top hotel brand.

Disruptive Innovation on hospitality business

Top 5 hotel chains vs. Airbnb

o . WYNDHAM Market Capitalization (SBillion)
By number of rooms or listings (Thousand) in 2020 e —
HYALT 9 H 2017 m 2021
5.6 M A -7 ? = |n 2017, Marriott is the only hotel
r ) con -131 chain valued above Airbnb.
Accqf‘;g SIS L{_('J_',SI 12 = However, in 2021, Airbnb’s market
i HG 13 cap turns to be 2.16x higher than
Inn -[ -9 12 Marriot.
- \ rls 38
&
H- A I — 9
S /2 alrbnb 33
49 M J 386 31— 106
- Current Airbnb Fast facts
& & 220+ 222 aM+
M ? Countries "' Hosts on Airbnb
HAREOT 100K+ 4 “ $110B+

— e Cities on the platform : earned by Hosts, all-time

Top 5 hotel chains by & airbnb

market capitalization " 1B+ $9.6K
£ .
L— Guest arrivals all-time & Avg. annual earnings /Host

Source: Yahoo Finance (2017); Companies Marketcap (2021) -32-
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Airbnb grew in popularity and began to address the needs of higher-value customers that would otherwise stay at
a nice hotel. Now it becomes the second largest lodging provider.

Disruptive Innovation on hospitality business

@ airbnb Airbnb is become second largest

Find hemas on Airknb | ; 3 | |Odgll"lg pl‘OVIdeI’
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Accor mproves performance with
acquisition of FRHI and Onefinestay
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Netflix Alaaagsianiaaiu laglianudrdAgiuilan Inssien1s/nweunsyanatas Original Content

WSUNUNT5E319UszaUN15aINS LU9TULLUU Personalization rnuguumemalulaghdna

N ET FL I x Usenliign DVD in 9 anunsanamngdiinaialandiue3adielnsiainid 190 Ussmaldegnals?

1ludias Netflix? E i

o o ORIGINAL
ﬁowaaaﬁuaq Ussine Y
‘ : ] sy _ m
V] Usenelng 279 Wiaou ] Y
200-500 U (Basic Plan) 2 mim/'su 1,178 original Founded SSt?rt On_lme Original
Viewing Time content Tu 2019 rMe;r;:rg Content
Top streaming service providers vs. Netflix
By number of paid subscribers in 2020 Us $475 47 $209.69b
$ C us .
peacock: |2 M . Share price Market Cap
Innovati (12 Aug 2020) :=_|aq(]
wowox [llersm "M% 6
= )1t
iSnzp-+
nmew’;m USs $20.16b Us $1.867b
P FY2019 Revenue FY2019 Net Profit

NETFLIX [ 209 M

Source: https://screenrant.com/
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therapeutics virtual worlds & forecasting anywhere
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Foundation of mobile telephony:
* Basic Voice service
* Analogue system

Mobile telephony for everyone:
* Design for voice service
* First Digital Standard (GSM, CDMA)

The foundation of mobile broadband:
* Design for voice service with some data service
* First mobile broadband

Enhanced mobile broadband:
* Design for data service
* |P based protocols

Next Generation of mobile
connectivity

~ a0 -

B

LIEA0

g ‘-h‘:
]
R—

——

Massive Device Connectivity

New waveform, cell densification; reduction in
signaling and frequency interference. Allowing
more device connection

Ultra-Reliability and availability

The network has around 99.999% of packet delivered
and 99.999% uptime

Ultra-Low Latency
1-10 milliseconds latency

Better Capacity and Coverage

Designed to provide wide-area coverage and
deep indoor penetration for hundreds of
thousands of loT devices per sg.km.

Confidential

2022 Dr.Chanakan Sriratanaban, Strictly

O
on



SK Telecom UBIUSENALNIME S519UNUNILUU Real-time Ar8wmalulag 5G tWaWMUISUUNISTUSaLUULS

AUU (Self-Driving Technology) TagdlllNUTIAZANAITZUUAIUUIALABEITEN1515USNIUSLLNA

[ )
SK et::lecom

South Korea's SK Telecom has signed an agreement with
Incheon Free Economic Zone (IFEZ) Authority to build
5G-based self-driving infrastructure.

SK Telecom will build the map
on ‘Dynamic Data Platform’,
a 5G-based real-time
update tools which will
automatically updates HD
maps with road observation
data from Advanced Driver
Assistance Systems (ADAS)
over 5G network.

Goal: to create HD map covering the entire IFEZ area
starting with Songdo International City. An HD map is a
machine-readable map with centimeter-level accuracy,
offering essential information for self-driving, including
lanes, road conditions, speed limits and road slopes.

SK Telecom plans to install
ADAS and 5G .
communication modules to M=
public transport vehicles
and official/government
cars in the IFEZ area to
detect all changes in the
road environment.

- 41 -
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n1sANEIUINNTUlunEUYaITEHIUNTaAlANYY APEX vaeUssmadenlus annadnunansiun1siaules

Uayasenineviieau gunanwasu APEX wiaussuuiuasnsdeuaglvanudng

*
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Case Study for Innovation in Government Agency: APEX - Singapore

/\D APEX (Uuunanvasuuaisguiasuusiugudnnan Result:
Uasweonulul 2017 lne the Government Technology Agency g
i : It removes the security challenges.
el of Singapore (GovTech) ﬁ o ° YI e gd' ) )
HusausiUas APEX lagfldlvle agresiaiilos meiun1sil 9 lasans

° dokok M9 mlAT99n 5 1oLaud
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Why people need APEX:

Old methods of ) f A need for data can be One example of the pilot projects: myinfo
data acquisition shared smoothly msuvstudoyanadeiugiud lead vugudoyavesmieanuiu

Strictly

ban,

between public agencies.

and transfer
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What APEX can do

Key Success Factors:

F13FINs N TULINADUNITVINITUMBRLIRANITWRIUN
ﬁ @ & indodA7 (agile development)

- PN e e . . N oL AMEYNUINNAAYAU users LaANLLY L ANAVUNS
oy wlvilddoyasmiu wisludeyaegeUasnsielaeld daluiisvuuildaune E v
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AUARBIN15LAY respond promptly nauluds user
feedback

WINRBIIUMAGS ulguigmsnTadeudng dwmsuidvihnsgyneu

(LazLanYY)

Source: GovTech Singapore, OECD — 42 -
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U381 SenseTime fiunnudga1useauginussmu saunmuinsauazgananiinisandnluni weldy

A3vFRURMUNTLaTAIUANNTS ldnININeudEvasdsTy U lunuias s Tugaelsaszuin 1adn-19

Uszmaduldszuun1siseuiveaaading (Machine Learning) Usuay1usehng (AN uazssuunis
andlunti (Facial Recognition) tafanuluntihvasdnaauntininewndisluyaelaina-19

m SenseTime USEnamsnansulguszhivg (Al) 9
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sensetime |
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Fe gaumnqiigals
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Source: China’s facial-recognition giant says it can crack masked faces during the
coronavirus, Quartz (2020)
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=b.

g Urlugmsdszauanudnzadiunisdnieguilaa wazn1s Personalization w8 Customer Journey

+ naqwéﬂqgisffe&gqﬁquLLagﬂqimaqﬂLLUU@iquqﬂﬂa

f a s v 1
LLWﬂﬁW@'ﬁﬁJ'ﬁLﬂiqgﬂﬂl@aﬂa%uqﬂlﬁ%ﬂaﬂ N ET FL I x

Netflix [dlusunsuussananadayauazinsesiiodniudaya 1wu Hadoop waz
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Source : ClickZ,Data & Analytics, 2019
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SCB adiuANdIAgyvasgsnaniunalulag waslduendagsna iaduninlu Tech Company lngifiu3em

amugsnalsznnmalulagagaiele anviedsamuluwaunaiadu Robinhood iNanauauaenseuslulaguy

X suAsinenalvduTurnulAIEIINATYgAE SCBX

Case Study

S( B SCBX aziluudmasu (Holding Company) fiflunumidu Tech Company Litegaelvinisaniiugsiainanunae

N wazanusaawulugsieduy Mresennisiulald wazdialifnenmuesSCB Tuntu Slemaunduiyuiiu

scB(10 SCB 10X @atdu Venture Builder wisusnlulne {Hunisluusonneld SCBX

SCB 10X vimhiluleadsreuniil (Holding Company) auaussvinalulaglungusuinisinemdygnamun

11503 Moonshot Mission "S¥4”
Venture Builder (VB) fia N1389%us11@3139§57aUs20M Tech Startup
Tnaiq forluseddmilugramnssusuians lngazatuayuiutuyuisusy

atuayuNITIEANMUINATBUeN auayuinay walulad n1siidaan

Strategic Investment and Partnership fia NM35uasyuuazns uiusiing

Venture Capital (VC) fie nsasnulu Startup vialan

Source: brandinside.asia, 2020 and Techsauce, 2021
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Food & Travel
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wwaanlesu Food Delivery dqyun@lve iiotienu
e Tnglifinsiivansssudealag vielddnadas
13iAnen GP (Gross Profit) Witedurlslidsny way
\ielisanudiufonuie Auve wavaudsdudle
Uselpwtiognafiuiinazifusssy
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Digital Transformation A84N15AAUTINTBVBIEUINT LAZNI5AT19D9ANTNATNUSTTUNTULARDUAIBUDYE

(Data-driven culture) GIEIUITAANTZAUAMNAUNUSIINWUNUBIALAZZNA LA

) Markets Ml Chart of the Day
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”zm 2013 04 2015 2006 ;
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H " ! 0 BUSINESS INSIDER (@]
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a U a 14 =2
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Workshop 2: Transformer @319uu1An281983198535ANBDDNLUUASNISTULARBUNISIUABULUAY 'O

]

4,. Instruction:

Out of the Box
Transforming Idea

Step 1: 4 members each draw one object in a corner

Aanssy ldea Iteration Step 2: The fifth member draws an object in the middle -

Y28 1RaI1U50 L%Eluiﬁgﬁﬂzﬁ Step 3: The team tries to transform the objects at the corners
=N g ] i i i
ANLAA a%"] 3a5S ﬁm nIukY to form a continuing process to bec‘tom? tfhf. cten'fer obj_ect

n32193U ielddunuims
vasanilun1sAnaanuen
nsaUad19lilvANIIA uas
AUNULUINIGLHL G Tuns
#5196556

ctly Confidential

Key Takeaways:

Learn how to
become generally
more creative and
discover a range
of approaches for
generating
creative ideas.
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n JruuTITNT 4.0 nulanurenisiUaounag (VUCA world)

n Innovation & Innovative Thinking (Workshop 1: Opposite Thinking)

n Disruptive Technology and Technological Trends (Workshop 2: Transformer)

onfidential

n Digital Transformation Framework (Workshop 3: Project Idea Canvas)

H The Art of Design Thinking

sriratanaban, Strictly

n Realization Customer Centricity (Workshop 4: Empathy MCanvas)

AN S

~

Value Propositioning (Workshop 5: Value Proposition Canvas)

© 2022 Dr.Chanak:

n Business/Mission Model Canvas (Workshop 6: Mission Model Canvas)

n Pitch Perfect (Workshop 7: Pitching Preparation)

_ 54—




A2IULANAT9SZAI9 Digitization NU Digitalization 1A25¥1AUIlalAssa ULl

Digitization

Digitization Uunszuiunsasusiasieyanssuy

wowndenuludeyandvia Fadugasuduresiugiunisindeys
Adviallduselevisioly 1w msidsunmsduiinteyaainuunse
A1 138 MIARasaLn ugnstuiinluguiuuRana
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Advia W PDF File WJusiu
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Application Reminders

N15UUTINNSULEUIUI DUNFUNUHIUINS AN
Waguwlamanmennundulndada
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[ | 3

e lianunsardasundatasAnsgamndna (Digital Transformation) laag1edgiu 89ANIABIATINANNEUAS

aa o

FTNIN “AUTIOULAINA” (Digital Capabilities) was “JdeviAduazyunainsaaia” (Digital Vision & People)

Digital Capabilities Digital Vision & People

Customer-Centricity —

Personalize customer experience and =0
customer value through digital channels

Digital Vision & Leadership
Create a clear digital vision and empower
leaders, talents and change agents to drive
digital transformation

Data-Driven Organization

=
:wq/’_}o Build modern data architecture and i
draw insights from Big Data analytics

Digital
Transformation

Agile Organization
Driving Flexibility and Agile to company’s
Culture, work processes and employees

Framework

Operational Efficiency

Let’s digital technologies help to solve
bottlenecks in the processes

Partnership Model c—= —9 M Develop essential mindset and skills and

prepare employees for transformation

Innovate digital business and partnership models
using companies’ core skills and assets
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The Competencies needed for Organization

The Capabilities and Infrastructure for and Employees to drive Digital
Digital Organization Transformation
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Digital Transformation

nsiasuLUas msasunlag asasunlag
L . | UszaunisalgnAn nszuauNslumMsuinenu SULUUTIND
NIRUMAUALURTUNINING (Customer Experience) (Operational Process) (Business Model)

(Digital Transformation Framework)

, 4y 54 o | audlagnan NITUIUNITNNATIIA nsiasuulasgsnadiefdia
dgrunsauuseanildu 3 Useiannan Ae 1
3 (Customer Understanding) (Process Digitalization) (Digitally-modified Business)
1) Uszaunisalgndn
2) aszuaumsiunsUfURe naiuln AUEINTAVBIYAAINT a¥19gsnandsialu
2 (Top Line Growth) (Worker Enablement) (New Digital Business)
3) UuuugIna
Yawmnslun1siadaiugnan UszAnsnnlun1sdnnig Adanldsmiuldialan
(Customer Touch Point) (Performance Management) (Digital Globalization)

Source: MIT Center for Digital Business and Capgemini Consulting -57-
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Data Driven Enterprise Strategy

Data Data Data

Foundation Management Analytic

= Data Platform
@ dmudayavuralug (Big
Data) UaA25HOAARDINIUTN

=) Data Governance
Z:@ AslNInsgIudmIuAITAdIUAN

Advanced Analytics

ﬁ’]ﬁJ’]iﬂig‘L!LVI?HG%LLQSE‘ULL‘U‘U?JEN

a o % 13 v - v a
LLa%Ui‘Iﬂ']i‘\']ﬂﬂW%'%E]Haﬂ]i]\‘la\iﬂﬂi mayjamﬂ%‘lumimaﬂa

UszaeAvasgsng
g Data Architecture Metadata ) Al/ML
o s L o E ﬂl o
Y aunsasulieldnudayadiuau == Management adnlupaianisinuiewas
wnunuvasdayan Susaslddnistuindouvasdaya duadalauauu
nanwang Wunuulisessis
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Value
Creation

Data-Driven
Business Model
Tnglddayaineafiugndn doya

Aan uazdoyauiuvm
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Data-Driven Performance *
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\WUmisngveanisvin Digital Transformations iaeAnsAdsagliAudIAsy ianazansauwiaennslugnis

WasuuUaIn T URINaDe19898U

Digital Transformations Goals for Enterprises

ban, Strictly Confidential

Better New Business . :
- Cost Employee Real Time :
Customer Agility Model . :
. Reduction Performance
Experience

anakan Sriratana

.

© 2022 Dr.Ch
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Effective End-to-End Management Competitive Compliance with
Collaboration Digitalization Dashboard Advantage Data Security
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Workshop 3:
Project Idea Canvas




Exercise: Creating Digital
Tool Project Ideas

Workshop flagties$ns Uszaunisel aanus
NeafunuUfiRfinlunsinnsesesiiendia
wazn1saiedudvzeusnsiineulandany
Aasn1svaslduladiuideatne

o =R -V}
ANSNLLUUNNYRA: e

B 52p1AUARNUTNLLAZABUAIDINATY
9717319
(30 W)

" 31LE@UD project idea YBINRUAM

Fovas Digital Project idea?

lawfiudnAgyvas Digital Project?

a 1 a . . i i X 1
aSu1edLUIAA Digital AideensiUdsuwlay/a51eassAau Wuadnals

a ' Yo o
nafanInvzlasunsazls?

95U LUIAA Digital YasnasazaiIsadnsagals

wuIRRN1sIUABULUAsRIRE YA AU 29AnIYRIRMIaEIels?

a5ungIuuIAA Digital YasnmazaiyaAwuliu gsiaviny agals

wwaAa Digital vasAmInazdreAsunlaasansvasaanduagnsls?

a5ungduuIfa Digital NAainasazsin azddeadisnisuasuulasiassdnsvasvinuludiuengg
2% NSTUIUNSHEARN AMUEINNTAVBINTNOIY Han1sAELUL ST eTRusTTuRIAnsaEels
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Digital Project

Idea Canvas

Project Type

Project :

Date : Version :

T PLUS+

Challenges :

T Plus Interserve Co., Ltd.

O Knowledge & Database
O Customer Experience Improvement
O Process Automation

O Reinventing Business Model

Project Idea N\

O Performance Management O Product Development Process
O Service Development Process O Organization Engagement

O Exploiting Core Operations O Workforce Enablement

O Other

Product/Service/Process

Internal/External

Digital Capability How your project idea transform organization? Digital Leadership Capability
O Customer Experience O Digital Vision
How : Hew :

(O Core Operations
How :

(O Organization Structure/Engagement

O Data Driven
How :

How :

(O Digital Mindset/Skills

OBusiness Model
How :

How :




¥°R PROJECT IDEA CANVAS

e One-Stop Service Application

Project Name:

Project Type:

‘B/Knowledge & Database [ Product development process E/Service development process [] Process Automation [J Workforce enablement
] Performance management E/Customer experience improvement %rganization engagement ] Exploiting core operations [] Reinventing Business Model
[] other
uaUwatatusau HenABnUNATY Suudaseann WUIAR LAz * One-Stop P Uszvnau
—— , . \ FTUULYINABNULIY sila
U $UI . ANsviRaen A998 NIABINS Service o N Usznulanu
vagauasusnis SsEnaunis danui 4 1A3] @1U150A0UTY Ensts process
1 = U ° . . L
. . ULy Application -
Vo umen vieuiien > s Tusns viseudaiou * VDY NN,
= IS = v
Uszangudnun igrudaya UszUU STUU q Al STUU nUszevuldnasn Voya/tandns seamless
NV ERTEG! Database #n tracking 91 PIN9TUNIY AATITYAY Database 24 %, agluszuu +
¥ A ' i a . A = oo
Ya3uusNsia ag19n3ay accurate cloud ez HAUAaNE Waudeany
How your project idea transform organization?
E/Customer Experience How: Wwaulpeusnisvasnuienulinleiu vinliussyrvuaunsadifwnuinistiu app wigd
Digital . v T - v Y o U v od o v DAY T =
Canabilit Core Operations How: Yayauazionasnagagluszuy Wmtnsgiewsuisnsinemu wasnfauliuiniskiunisdeasuauan
apability
[] Business Model How:
[] Digital Vision How:
L B E/Organization Engagement How: dudSuuazieuladivinenuniaiznineadasinnusuiu uaniudsudayadeiuuaziu
Capability
2" Organization Structure How: AsldniteusuRavauguagIutayauazszuU application laglaniz




n JruuTITNT 4.0 nulanurenisiUaounag (VUCA world)

n Innovation & Innovative Thinking (Workshop 1: Opposite Thinking)

n Disruptive Technology and Technological Trends (Workshop 2: Transformer)

onfidential

n Digital Transformation Framework (Workshop 3: Project Idea Canvas)

H The Art of Design Thinking

sriratanaban, Strictly

n Realization Customer Centricity (Workshop 4: Empathy MCanvas)

AN S

~

Value Propositioning (Workshop 5: Value Proposition Canvas)

© 2022 Dr.Chanak:

n Business/Mission Model Canvas (Workshop 6: Mission Model Canvas)

n Pitch Perfect (Workshop 7: Pitching Preparation)
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Tulaglu §snalauszenaldds “Outside-In” airAdufBIN1TUaIgnANEluNsTUIUNTITIBNLUULNUATS
19350151 UY “Inside-Out”

t
Traditional Approach N ERONE " Design Thinking Approach eI -¥ [} @

" s
. "g‘%nﬂ[“
8
1] 5
Product or ' Product or &
Service Service e
Organizational Organizational (i;
culture culture 5
5
Customer Journey 8
o
Product or Service were developed first, adapt organizational : Gather data and insights from the customers and design
culture and touch-points to fit the product, and lastly, the : organizational culture to fulfil the customer journey, before
customers will be on the receiving end. B innovating products and services to meet their demand.
Source: Inside-Out Strategy VS. Outside-In Strategy ~66—

- Which Marketing Approach Is Best?, Thomas Von Ahn
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N3eUIUNTT Design Thinking - Stanford’s d.school & IDEO

AeAuduiY (Hypothermia) Wuamnuwanaes
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U39 Amazon [ UuasAnINduLAfauniggnal tngusenniauiunlianal uasdeganandniusinassuuuugsng
LNBNBUEUBIAINNABINITVBIGNAT

L 4

L 4

Amazon: Customer-driven Organization

Even though Amazon began as an online bookshop with an incredibly strong brand, they put >
themselves in their customer's shoes and asked what else their customer base wanted. PP

~
I' This allowed them to expand into the Kindle, and then !
, . : . [
| into cloud computing, web services for their channel | amazon aTaz,on"
I partners, and massive online retailing of arange of ‘ am;;on TP
|\ products outside their initial offering. I =S TL : a‘f"s
— e = e e e e e mm e = 7’/ L -
.- @ An online bookshop More and more...
Making a special effort to help Connecting customers with a simple- "We see our customers as quests
customers get the best offer to-use customer satisfaction survey 9 .
to a party, and we are the hosts. It's
@ O our job every day to make every
@ﬁ @ko important aspect of the customer
- experience a little bit better." 4
Allowing customer feedbacks The feedback results are an effective S
instrument for improving stronger Jeff Bezos,
relationships with customers. CEO of Amazon

Source: Amazon ‘Outside-In’ L ..
. . . . Source: Outside in and inside

Strategic Marketing, University of -68—

Southwales out strategy, Brandmatters




“Design Thinking” 1Junuinishauaundileymn aldsuadnulissagiesnnlumy Startups waliaiusanmun
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a v o = ¢ ) " ) v Y A Y A Y Y a
AUALLASUINIT ﬁ‘J’]\‘lu’Jﬂﬂ‘JiﬁJVIﬁaUI‘iWIEJﬂ’)’]ﬁJﬂ'é]\‘lﬂ']‘JLLﬁ%‘U’JEJLLﬂ‘UiUu%'ﬂ‘lﬂQﬂﬂ’]‘Wi'é]ﬁdUﬁIﬂﬂ‘lﬂa‘c’ﬂﬁLLﬂﬁli\‘l

Searching on field and Brainstorming find creative,
Learning by observation / Innovate solutions

Storytelling
develop new solutions

\@
Testing
on/with communities
' @
'1‘ /

\ » Focusing on users needs, goals, insights
~ * Exploring unknown challenges - ---"77
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YuUNdU Empathy ttaz Define gﬂumumummmiﬁnmuazﬂ1ﬂ’nw%’flilgnﬁ1 A@3N Ideate 1Az Prototype AemIa31aassnlode
d' % 1'% :’J . %4 a < Y d' Y4 Y

!Wﬁ!!ﬂﬂt’g?ﬂ NIV UAD U Testlng uazﬁmﬂ'Jmﬂﬂmumngﬂmmawmmm‘lﬂ

Ideate Prototype

Amount of ideas

Measure

Copyright © 2022 Dr.Chanakan Sriratanaban, Strictly Confidential

~70-




Digital product development program 1ﬁﬂ%ﬂuﬁﬂﬁ@ﬁu “Formation” (N156514) ﬂaqwéaﬁﬁa e

“Validation” (N135A5226@UAUYNABY) VBIUUIAALAZUNY FeABEINITNATBUTENTINTITANTUNULEND

'ﬁ;‘ v
i {3 FORMATION }0 VALIDATION 5
Mission > Vision > Strategy Lean Startup Scale Up
« Co-founder team formation Minimum Viable | Validate/Iterate :
+ What, to whom? & Why and how? Product | (or pivot Sowaplen &
at, to whom? y and how? roduc | (or pivot) Strengthen
1
!
- el °
Product / Market Fit Business Model / Market Fit
Ideating Committing Validating Scaling Establishing
NsMmUA nsMvueRUsHaLaL Tugswnensiiliany  mMsingkagnaaeuy nsuFuTLIe N59AAY MARIINNS
wIAmey  Adevirdiienagng Yulusasiienuauna  aunfgiudmsuisnisit Wunsiensaise iuleegaunndsnin
Taraiiyant  Sudulasidmang wipumeIdevialAten  ATvdeULALNELAAINTT  AIgARuuTILINIIN  TazdaudelUla”

aenals

dAnludnluftramd wagvimuART LY Wulavar lEnguusn weannsalavin  wleunsiusy
Mazlufsgaiulegials sudesele ABIN"T §509”
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n JruuTITNT 4.0 nulanurenisiUaounag (VUCA world)

n Innovation & Innovative Thinking (Workshop 1: Opposite Thinking)

n Disruptive Technology and Technological Trends (Workshop 2: Transformer)

onfidential

n Digital Transformation Framework (Workshop 3: Project Idea Canvas)

H The Art of Design Thinking

sriratanaban, Strictly

n Realization Customer Centricity (Workshop 4: Empathy Manvas)

AN S

~

Value Propositioning (Workshop 5: Value Proposition Canvas)

© 2022 Dr.Chanak:

n Business/Mission Model Canvas (Workshop 6: Mission Model Canvas)

n Pitch Perfect (Workshop 7: Pitching Preparation)
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(Customer Experience) 1JugsidfAgy

CUSTOMER EXPERIENCE

zAIAYNINTIAANENAM9N TUAIUYBY Brand Differentiation Tud 2021

- v Ve
o ® ”“
A ~
97% 87% 15%

X

voangugihlugsiarilanieinnisasne vosnguandilanwiauazldine (Willing to YOIFIANITNINANLTDINININIANTAUTNNT
UszaunisalnaliiuanAAenywadAyved Pay) 1INAIUFN MNFINIUITANBY aeAnslaAnInauls dmniisnagnsase
AUANTT Usgaun1saimsnaunduninduliiugnala UszaunsalnalviiugnAnanngatu
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Source : https://blog.speakap.com/en/customer-experience
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source : https://www.youtube.com/watch?v=YFzbzZCJgl4
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R xR a VA

Empathize geaunsaldnisaquunum waiinlannuidniinAavasddunsaslvauviseussvivuladnag

[ Case Study ]

Immerse (§3UNUIN)

Lo anuunumBunaudhvaneveasiteliile |
b Uszaunsaln s luds N e U uR LTy 9399) !

How to Immerse (35N15a9UUNUIN)

* Fuduuszaunsalvanaudmsneivevinanuinla

WAINWUAATULAANT S

anakan Sriratanaban, Strictly Confidential
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(%4

NNUIUSEEUNISAINISIAUNIS (The major factors in customer-journey experience)

Customer-satisfaction score’
9 25

- f7881999ANTATUNITUSNNS (Service Providers) NindnInaanginssululdlunis
16 a ) ¥  a ' aa o a o a
"""""" sansuulszaunsalnsiumeliiugiuuinms Taewudn mssEualiunisind
AmeIngAnssu (Behavioral psychology initiatives) anussanald saufiunis
Baseline WAILIAIUN5UHURNS (Improvements in operation) &131350YLWNANNS
Af i i Af i | i S f il v A . . ' a o
aparatidns belmviorb ooty walavasg5uu3ns (Customer satisfaction) Ihaghaduiszing
initiatives
- A W,
) G ——
000 = ]
22
ARIRRIRT m

Likelihood that respondent would recommend the company, product, or service to a friend or
colleague; rated on a scale of 0 to 10, where 10 is most likely; score reflects the sum of
responses of 9 and 10 minus the sum of responses of 0 through 6.

msasanssuivesiuslnaegesimsiaunsaasenuaNd Ay ialindniaeiviausnisld Jussetienilaniosdnsidlunsadng
Usgaumsalnsnuliiuguslaafie n1sthdnivemgingsy (Behavioral psychology) inussgndldlutuneunisesniuy adaduy
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Uadgnandmivdssaunisalmsifunisvesduslaanazanunsansesqunissus (Customer perception) kagseaundLitanalaves
Huslaale (Satisfaction levels)
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CUSTOMER
PERSONA

NOUATEINITALYN LR
Uszaunisalvasgnanla
amaa%aaﬂsl,uuma“
TunsULY 9zdassuan
N1991ANZINNALIU

naununeuAazNgN 9
FIAMURANAINULFINDU

1V ©

m Persona L‘U‘LJF’]&J@ﬂ‘t’}ﬁuuwﬂﬂﬁﬁ?ﬁ%ﬂﬂ?ﬂﬂ?iﬁﬂﬁ’l?ﬁ]ﬁ Lﬂ‘U"ZJ’EJﬂJa LW’E’JU’]LﬂU@‘Mi@U@ﬂT}IﬂiﬂQ

ﬁﬂﬂ’m@ﬂﬁﬂ LLaummaﬂwﬁuumm ’e'JEJN‘Li Tagazanglmsnilans needs
experiences, behaviors waz goals.

= Who are we creating this product ~* Why would they choose us?
or service for? » Challenges & Fears:
N What do they need? = Consumption behaviors?

User Persona

Persona of product or service users (consumer) which
categorized users based on user's behavior and experience.

Buyer Persona

Persona of product or service buyers which are
categorized based on marketing segmentation.

Operation Persona

Persona of product or service production team which
are categorized by types of operation, teams or tasks.
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Acquire Knowledge Learning Learn the key elements Explore ways to improve &
la uazannson key Foug Werveuddyuesnis Soufifivatvesdussneuiddy  soypAuseuasidsutiuiion :
Concepts U89 Customer ponLUUAINTINIATINTAENAY wazusEanSansianisvin O AU 7
Journey Mapping lﬂiﬁgms persona sumTaieadauuIMg Customer Journey Mapping ﬂﬁga‘uﬂ’]3@5m@qagjm;§ﬁﬁ’gu1ﬁlﬁ’gu f
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Executive perspective Customer perspective
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Source: Bain & Company, Checking the delivery gap, 2005 -83-
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(Y] ¢ ) Yo d Y o I (Y (Y] = v =
ANNAIATIIN LA ﬂﬁ%ﬁ‘ﬂﬂ1iﬂﬂl‘1ﬂﬁ‘ﬂ Iﬂﬂﬂﬁ%ﬁUﬂTﬁmmﬂﬂgﬂﬂFm!l‘l—!ﬂ!ﬂu 3 REA2) 1) ﬂﬁﬁ1ﬂﬁ$!®ﬂﬂﬂ@1ﬂu

Customer Experience Pyramid.

vnn;ﬂﬁ’u‘%mi‘lﬁmmmmauauaasiamwmﬂw‘i'\ﬂﬁazﬁ'] Us13ia a9nanqd wWunsaulunisssualnuinanslaves
9
Tiinvesinsuaziluguszaumsalinlivnandnla anA1 waz Customer loyalty 3MNAMNABINTITYUNUFIY
Y &9

saganluauaunanalaluszaugesn

Expectations Experiences
® On time Delivery ® Fast Delivery @e
® Customer Service " Great Service Enibtisnil s
® Excellent Service @ " Quick Response Q&A A I had a great experience
® Quality Support " Eic 5 2
/ ‘.‘\ ©
® Quality Product : £3 Customer Effort Score
3
EASY TO USE
" Etc. 238 It was easy to use
o O
£3 Goal Completion

MEET THE NEEDS
| reached my goal

\
(s /
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A30819 3zAUYIZaUMIVBIGNAT HAZMINNIUVBIANNNINBIINUSzaUMsUNABUAUDIADIZTALANINAIAT I

v [ Y= v '3
A79819AUIANVBIgNAINYSERUN TR
ANUANUAIANI LUAAZTEAU

“That was
great”

ENJOYABLE

The experience
is emotionally engaging.

“The
process was
intuitive”

EASY
The experience is simple and
smooth. "
accomplished
my goal”
USEFUL

The experience addresses your customers’ needs.

Source: www.anteelo.com

29819 Customer Expectations Increase

S

Experiences with other
products and services

°,

Previous experiences

®

Information received from
friends and media

CUSTOMER EXPECTATIONS INCREASE
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seadinaanuves Customer Experience Tamunnuvanas Nigel Greenwood mhwveswiisaeises Walking in your
Customer Shoes ladsanuwinanslilil

Nigel fiuszaunisainin 25 U fisrunuivusenuunaivg uag SMEs wiewaiun
N']'GEL,QHE':"EN WOO0D Customer Experience and Retention Turranantinananisoadrsaudnsaly
R e o udeanudSesuteenuefiiiuau 30% wazkaiils 148 Sudeus
mnmssnwgnéniintu Tngldnis

hm o | unuiinisiiumsvasgnintiunsosalunisszyligw 2
; & : i | ;
Walking In Your Customers’ Shoes 1 . 2
st é Customer Experience 5
The stea by st uidie fod SWEs <why aed how 5. B &
e e 154 o . £
SRR ‘ ,5”/ 9 “Everything your customer sees, 5
e 3 5
i hears, touches and feels about S
- o

#

ht©
ght ©

-

your company.”

_opyri

)

Source: www.amazon.com/Walking-Your-Customers-Shoes-sustainable/dp753337399X




The Customer Journey Concept

Customers interact with organizations on journeys that cut across individual
touchpoints that different functions tend to optimize

fPruduct—} _hark«eting i Online ] r Retail ‘Ir Care ] _

The Customer
Journey Concept

= e S 11
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o < ¥ [
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fuasAnslunIunaY 'E Renewal and re ase jo
L
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matlduasmdeyaveausniaz Touch Point ndszifiusaind sy dsesmaesvesgni

Examples of customer journeys

-O--
- —
O Make changes o -~ o

to an account
u Move to a

Open an account
P new address

Resolve an issue

Satisfactory touchpoints may not add up to a satisfactory customer journey

Branch Call center Web App

End-to-end
journey
satisfaction

Touchpoint

: : “l want to resolve an issue...” journey
satisfaction

X 85% b K

60%

Source: www.mckinsey.com SO
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Linezdlumsdriivanuvesigrsensu inensuausinnudesmsvesgnmvsetszansu Mckinsey ldvivawe

U 4 U

3
6 Hallmark veannifiang lumsadrelszaumsaivesgni il fiamansasililiiannluanula dsae’laii

Hallmarks of great customer journeys

Define clear customer-
experience aspiration and
common purpose

Define journey metrics and
governance system to
continuously improve

Develop deep §

Use customer understanding of 5
journeys to Customer what matters to 5
empower journeys customers i
front line to inform journey 2“
redesign 2

Innovate journeys, ‘ﬁ. Use behavioral §;
including digital and %ﬁ psychology to manage S

design thinking customer expectations

Source:Mckinsey Analysis -91-




msauduanui 1 SingPass fidluenndmnduiisiusinniisnumg vesnmadg nazuimsiinseunguliluennwdmdie,

welAlszymuazaIndems1FIalunniia Jagiumsldanuwnnnn 2.5 auau

singPass (Fodwna) & Average rating 4.8/5
dmsSudhododuiudonius

Singpass is ranked as the fourth most popular
app in Singapore on the Google Play Store and

SjngPass

g INTRODUCING
£ 3 SINGPASS

the third mest popular app on the Apple App
Store, averaging 4.8 stars out of 5. This is an

impressive achievernent for a digital service

offered by a government agency, which gets
compared by users with the digital services
provided by the world's leading technology

singpass companies.

v

LOG IN WITHIN
SECONDS
with your fingerprint
or 6-digit passcode!

MOBILE.

& 2.5 million+

2.5 million+ Singaporeans are currently on

SingPass USN15a0Ndunasassyunadenlusiisausan ihe Singpess pet

Usnseaulaunmasgununwmuadililudenduiden ® 18 million

18 million APl requests per month?

& 450,000
3 4 0 1 4 0 0 450,000 transactions are made through

Singpass e2ach month*

Goverment . Digital services
agencies & 80% reduction
80% reduction in transaction time with
Singpass®

Source: https://cdn.twimbit.com -92-
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Source : https://www.magcarzine.com/solar-road-007/
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-- Don Norman --

Donald Norman iininomaninmsdaduly (Cognitive scientist) Ididhsauiuiuusin Apple
Tusa41l 90s lugme User Experience Architect sivlfiniluauusaniidsin UX Tudeduimis
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Tudiuvastunaunsn Empathy asdaelvgsnaanunsaidnlanaufa wainssy kazaAIuAaINITuad

naudmunglauinau dewalvisnunsaesniuunaniaeivisausnsiuanzauuazn s launign

Empathy #saa21utdnandnla AevinweNdifgyeg1amnn ausadunuinsmileuienmieadileganiunsaivesdndela
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Think and Feel gnA1Aauazidnadiels?
= yhanudnlad luanufauasenuidnvesgnimeslsfedanddgydmiungutvane > , y
o Do . Y .. r——-==-- “ann13 Empathize gna -———
" a9udn et AW AN aAnuwesylsninadegnen

Hear gnAnldgiuesls?

= andnbaguwsessndg Tulagduainles waslaguerls N

= Feauluu Social media arlswnladu (LarilnasonuAnLazN1sNIEYINveaN) Observe Ask & Listen
v < U o o Y U o 1 = da!
@ @ See gnmuaamuaﬂs? AoBdNNANT3N I GL“UV]ﬂUuﬂ’]i‘WQE]EJ’NafIISN
WOANTIN ViT0AMNNANA Active Listening \iVe

((:1@;)) " luyntu gnAndiuezlstne wasiiuaniluuviedesesls
2 a @ v = = v o R °
= Faiuiinaeylsiedin vselymezlsngnadnazimududsedn

@@  Say and Do gnAauaziineslstnge
@ Engage Fully Immersed
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e
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w
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A
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X
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dusuiugnAlagnse Customer Journey

o , Pain and Gain Ugymuazaiudesnisvasgninneasls?
I = gglsmetym M%E)éﬂﬁﬁﬂﬁﬁﬂﬂ’l’mL%UU?@ﬁUQﬂﬁ’m’]ﬂﬁﬁjﬂ
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AUt laluizes “1Hun19veeEuslan” (Customer Journey) wag “Uszaunisaluasguilan” (Customer

Experience) luusaztunau dunsadqglviusenaunisiinlaneanunainisuasleyvnvasgnaageuwiiaie

5 STAGES OF THE CUSTOMER JOURNEY

/
7

AWARENESS ENGAGEMENT EVALUATION PURCHASE POST-PURCHASE

7~

-

) Visualize each stage There may be more than 5
“%" Zincluding actions, pains Observe how fhe actual 99 stages and the stages may
el | g feelings occur’ring & : M customer navigate through 9 ' change depending on the

.l the stage. 1 each stage *>- nature of product/service.
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Empathize

Advertisement Awareness Arrive

Word of Mouth Compare Purchase ticket

ban, Strictly Confidential

Redeem points

Purchase food

anakan Sriratana

Debit/Credit card
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Enjoy food
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Tips and Tricks: Empathize

RIGHT TIME

Recently faced the problem,
especially if it's a low significant
concern for users

WHY (Motivation) Very few can clearly
articulate WHY they do WHAT they do

HOW (Process) Some companies
know HOW they do WHAT they do

WHAT (Product) Every company on
the planet knows WHAT they do

RIGHT PEOPLE

People who have faced the problem

RIGHT QUESTION

How To |
Interview What are they currently using to solve
the problem?

Stakeholders Why are they using it?
What did they switch from?

089
&8

anakan Sriratanaban, Strictly Confidential
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Empathy Map Rawrunansnan1sanekaziinaudnlanguidinung isaanuaula inyeausadnse

laalaannslv@3n et BeyunaAIUAn AUAR ANABINTT LAZNIINTEINVBINUILNABENNENTY

1TWHO are we Empathizing with?

GAINS

THINKS and FEELS

2.What do we Want them to DO?

4.What are they SAYING?

SAYS

5.What do They DO?

DOES

=102=

Empathize

» An empathy map is a

collaborative tool teams
can use to gain a deeper
insight into their
customers.

» An empathy map can

represent a group of users,
such as a customer
segment.

The empathy map was
originally created by Dave
Gray and has been gaining
popularity with the agile
community
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Project :

Empathy Map

Date : Version :

T PLUS+

Challenges :
Cq nvq s T Plus Interserve Co., Ltd.
1WHO are we Empathizing with? 2.What do we Want them to DO?
) a PAINS GAINS
nuneuaanialy o
NIUBINNS #9919150814
ASINN v o o o -
9
LRLAA Juoannnu
18U Social Media
8y, wangussian
lq(
= =1 QlO 7
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QII v ~€4'?9
§9919%1508UL an w TuUa
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] o/ 1 1 4
g adu e Fruneq Inelidas 23089 Tuln ITUBTINS
y Uaieeii¥u
. r Sau Unea
= s
LIBNENBINII . aanludieuan 4.What are they SAYING? 44 e
1 14 aa a I3 o
2o eNIuimalyn 2yINNIUY LUBNATABY
LAALIBIN x & A ldod .
1 o H a [ [
WS Udadnn14a laifivaan azlsluig fABIEUARAT Aunudslng
9
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Y 1
adauluse
a &I 4
Aoyl
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= 5.What do They DO? & ANATAN
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Empathy Map Canvas

WORKSHOP 4

Empathy Map ™
Canvas il

1.WHO are we Empathizing with? 2.What do we Want them to DO?
PAINS GAINS

6:%01 5?5"‘1' A =
% e ™ Eﬁ Instruction: >

= Each member choose a target
user/stakeholder and do the Empathy
Map Canvas Individually

= Share your insights with the team

T e = As a group, collectively complete the big
Empathy Map Canvas

»= Present the understandings

4.What are they SAYING?

Copyright ©Z0208T AR5 s we ke SrstRempToAtiléhtapnfidential
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wiiilunisa¥reanalseiula (Moment of Truth) Wi lignAndasuanudssivladauusus
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Customer Journey map of getting a credit/travel card:

Awareness > Application > Get served > Consumption > Share &

Recommend
m In-app travel
customer care
Fast

Chatbot and website :
Delivery

E-application | |nstant
Need for Approval e

cards Q %

b 4

N
y
'(

Rt
¢ s v Q\\ / ‘\ /
E Card 7 \O/ @ ‘\ m") ,  Receive O \ = Q

= type? / & activate , \ FE
yp Complete \' card Worried . \ m“/, ~ o
Google it! the process before trip \

4

—

Il

Customer Experience
Q
\
A
7/
O

Purchase Late 7
decision point delivery

Card denied
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000

oD Customer Journey Canvas online Shopping Team:

Touch points

What are brand's points
of customer contact?

Customer 28INTLABN
Needs YDIVIY IUL
¥What are the customer's
basic needs at this moment?

EREn)
Activities VBIVIYIY
What are the wilu Google

customer's actions?

@ 19959A Wual
. . saulatideus
Satisfaction

How satisfiedisthe @~~~ 77

customer at this moment? @

. e adlavanuay
Opportunities SEO TvAuAum
What are some experience o
and pain points of the waldunau

customer that we can solve?
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n JruuTITNT 4.0 nulanurenisiUaounag (VUCA world)

n Innovation & Innovative Thinking (Workshop 1: Opposite Thinking)

n Disruptive Technology and Technological Trends (Workshop 2: Transformer)

onfidential

n Digital Transformation Framework (Workshop 3: Project Idea Canvas)

H The Art of Design Thinking

sriratanaban, Strictly

n Realization Customer Centricity (Workshop 4: Empathy MCanvas)

AN S

~

Value Propositioning (Workshop 5: Value Proposition Canvas)

© 2022 Dr.Chanak:

n Business/Mission Model Canvas (Workshop 6: Mission Model Canvas)

n Pitch Perfect (Workshop 7: Pitching Preparation)
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WnungAen1saseaunauasiyauleawsgasidawuy “Problem-Solution Fit”

Value Map Customer Profile
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* Value Proposition describe “the benefits” customers can expect from your products and services
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Define

The Customer Profile %32 UslWavasandn afuredsseazidenvasnaugndn (Customer Segment) Tulsnagsiaves
Aod Inpazuuseanidu 3 du laud 1) Customer Jobs 2) Gains uag 3) Pains

Gain: @usieve18an Custorner Jobs &
@ AodINgNARBINTITVTEAIANIIINElATUN

AUALALUSNNT harAINLAS9IANY

Customer jobs: s¥U@ManARBINITL
@ I ANUABINSUgUvegnATlarlsUng
naludunannsaduieslavseduseslile

gniSeuiaiioudunuUobs) vesgnaiiuies
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Pains: Aaleym dsnignAlireuliidesnisvie
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WslWavasguslanazyigasurenguidivanglasgnaaniziansasuing iy deasgdreiaunguiuugsnaniy

I18ALLDIAAINNABINITUALAINAINYIIVBIHUILAA

O

@

Customer Jobs

1) Functional Jobs

\dlognAmenenuiiasvindsladmislidnsa
= a a4 o Y
vivouflvdsmludymdwiuin

2) Social Jobs

\WegnAfeINsNIzinwanwalnavsoesy

° Y v y A a
81U19/371r gnA1dansliiauauNauly
agndls

0 Define

Customer Pains

1) Undesired outcomes

ANUAULIA (Pain) 1ulamailedu dipu vie
ANUSEN dunarilonanseunguninaneue
andliveu

2) Obstacles

gUas3m (Obstacles) MaAeNTATIN9N9
Tignanlailaludenindanis vievinlv

Customer Gains

1) Required gains

Sudsiiseanslaeusanglasse Wuany
AIANIINUFIUNGNAIADINTS

2) Desired gains

JudsfignAnsiesnsuanuiianinainuninnis
nneeanidiausvinugnAn uagn1vmn
loangnAnafianduiinuseiivla awnse
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3) Unexpected gains
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3) Personal Jobs 3) Risk
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Tutumaunisasielamy azaaslvianudayivinuiulameuinnitnuninvadleie Iaglinisiedulaifsvas
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Uiz auunniign
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wHuEeAMAN (Value Map) AanduvasnuauU@n

The Value Map

wansfenauAdeulvigidiuladudy

(Value Proposition)

@ Product and services @ Gain creators ;
a U e A Gain Creators R YA e va & v €
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Products
& Services
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Nandunuansrsluanautusaunn@naly

19819970 Uber Minaddnlaninufesnisvasnguildauuazauduse feaziinunainislivinisuay

The Value Proposition Canvas

Valie Proposition

CUshomar Segment

Gain Creators
Shorter Waits for Ride

Producte
& Services

[P

On Demand cab availabilily
Low Prices than Taxi

-

Faster Service

Galns

N’

Low Costs

Availability

Efficent Rides
Pain Relievers
One Tap Ride

Hassle Free Processing

-
-

Pains

customer
-
~
Processing Time

High Costs

k.
r

Fit

Trustworthy Ride

A9819

vsdnndlaldymnvasgnai(Customer Pains)
Jusgefuazanunsoadausnisiauiuaing
ABINTVBIGNAT

wanaLntunvi Ui udlusNsaunse
Ansofulalnensalddnzegnlnuiniy




Workshop 5:

A155UNBNUNNS
iwWasuUasvuay
wAlulagfana lu

ANEINNTINYID LYY

STANANUAALIY 30 Ul

Value Proposition =

Canvas

Challenges :

2

Solution

4

Gain Creator

Pain Reliever

Fit

Date :

Version :

Product

IDeal Customer

Substitutes
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Minimum Viable Product (MVP) Aan158519AaNBaIL a8 NUa8gavaINanAnel A28auUszUILAZLIaT
Yy A i a Y v =3 v @ Y Y
aasiign walylunisussliunanala Yrevianunsainusiusnvaiauanusiazldlunisusuysaleagrenunn

Prototype

The Advantage of an MV P Development

MINIMUM MINIMUM+VIABLE VIABLE [maximum)
Nobody wants fo uset;  Good enough product to attract Product you want te build
Doesn't solve the the first users n
problem

Prototype as Short
a prove of Low-risk devellopment
concept. management time.
' “The fewest features that are ?

critical to the user experience”
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g [Y] VRV [V < a < v} a Y] ¢ 1
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Prototype

Build something that
a small users love
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L £ ®
Prototype MVPs
Test product/service Test business Learn about customer

design hypotheses wants & needs
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Prototype

Story Board | Sketch Wireframes
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Y, a o cw A v & & ¢ oYy v . &
ﬂqiﬂiqﬁwaﬁﬂm‘ﬂmuLLU‘UGanLL@UW@Lﬂ%U‘W?@L'J‘Ul%ﬂ ﬂ'\ll']iﬂ"l/l']lﬂﬂ')ﬁ]ﬂ'ﬁﬁiqﬁ Wireframes ‘VNe[,uLLUUﬂ'Ii'J'Iﬂ

sUnsaNsdlUsunsan1ene e lidiuninnisldanulunwsiu wazinliineluniswaunsdaly

Low Fidelity

(Sketches)

Fidelity: Low

Show: Idea, Mind process
Use: Communicate, Fail, Think,
Experiment, Generate ideas
How: Handdrawn

SR

I/I/IIIIIII',

L

ALEIPIIIETY,

RN

Prototype

Mid Fidelity
(Paper Prototypes)

Fidelity: Middle

Show: Main group of content, Ul

proportion, Information structure.

Use: Communicate, Document,

Interact, Test, Gather Feedback

How: Hand-drawn
(u]m)
[m]m)

High Fidelity
(Clickable Prototypes)

Fidelity: High —
Show: Visualize content q
Use: Document, Gather A=
Feedback, Buy-In

Analog: Architectural layout

How: Photoshop, lllustrator, Any
graphic tools.
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TUsunsu Adobe XD Wunilelulusunsuigeasniuuysedunisain1sidenu (User Experience Design) ¥l
IaesfuuuuvawIuledsanaundinduldlaiionuass wuu Hi-Fidelity Prototyping wazudluldagnsdnenne

Prototype
AdObe Experience DeSign @08 f Desgn Prototype Girehy w o= O » m
v' The fastest way to design, prototype, " o o o -

and share any user experience gold . = ) e
ad v" Flexible prototyping tool for UX and Ul : ' :

free design
v' Create high-fidelity designs in fewer step

Key Features

\ From wireframe to E Collaboration
T 150 live prototype. made simple .
<> Auto-animate v 7 Preview and test - a
artboard transitions on any device oL
Perform on both = Voice !

Mac and Windows - prototyping
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Test

Ways to Solicit Feedback Test Your Prototypes on
Testing out several versions of your the Right People
prototype on users to gather feedback. Using Whom you test your prototypes on will affect

the “I Like, | Wish, What If” method to solicit the usefulness and relevance of their feedback.
honest feedback in testing sessions. (A/B Test)

Be Neutral When
Presenting Your Ideas

Ask the Right Questions

Be sure about what exactly you are
testing for. Focus on finding out the
positive and negative feedback
relating to usability.

Try to be as objective as you can.
Highlight both the positive and
negative aspects of your solution, &
refrain from trying to sell your idea.

Adapt While Testing

Try to adopt a flexible mindset
in order to get the best
feedback from your users.

Let the User Contribute Ideas

You can ask your users how the
product or service could be
improved for them.
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Digital Transformation AUWINNTINAITIAUINITEISITAULVD UTLNANINALA NAUAILAZLAUTALAUAIY

N1391938e7iAd Government 3.0 3nawudt 2013 Taediuszvrvulududnaisuasldmalulagatiuayy

‘e
q!m’%ué{u NI9ALUUU QU

o » o e " A1519AUSN1T (Service-Oriented Government)
ﬂ’]i‘Uﬁ'U@'JGU@Qﬂ']ﬂi;ﬁiuﬂ"ﬁﬁﬂﬂiaﬂﬂﬁ@QW@V]QE‘MUE"{QM o P
N " JgunanuengnIn (Capable Government)

nsiulavenasugianavia wazlunaziediun O
= Sunanlussla (Transparent Government)

E@suas19aulusela Tun1svinauresniass .
- ALAU

freg195wanslann Tutet) a.A. 2013

o Lo » m LiAdunissunainiualatureasuliuiseanisiusnng
melasguiann Au-awe tadnsusznie . L .
o , 5 y . as1sauslnesswuulsnisduna (Contactless) 1w
nyzvwirdlndlun1sieureiniasgnigld Government 3.0 . B

Q) ¥=24 §1UILAUALAIN

ylgune " Tyunnzlsaszunn COVID-19 SNSWRILILAZIAUSAS

Digital Wallet iinlwusyavulaiiuienanssusesh
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a UlUI8TABNNISIAUSANSAIGIT LRI UTBINS masgeentulilusuuuuienaisesulad uaglviuinig
= \ ¢ . v a
Gﬁ aaulaiuuy One-Stop Service Lazn3liUinIUs My Data m%wimﬂsvﬁmﬁnummmmmsﬂmmﬁﬁuama

aasgrulnsinivsegunsaiaases mumﬂamamuLaqmmmmmmh
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Digital Transformation AUWINNIIUNITIAUIAITENSITULVDY d%I1¥10U13N5 LaelavnnsdinGovernment

Digital Service Jutaniz ialdatuayun1sNaNITINYINUSNITas15UzHUYRINsRUlAY

[

GOV.UK

< @ 3. o - . o . Always be avallable, accesslble and accurate
ﬂ’]ﬂii%@ﬂﬂiuLmﬁﬁiﬁi’]sﬁa’]ﬂJ’]ﬁ]ﬂ‘i ﬁ’mﬂ‘Uﬁﬂ’ﬁ‘V]’N@(’\]‘Vlasll@ﬁiiﬂaiﬂ -

Lr}\lézjigﬂUﬂj’]m/l’W]’]EJSL‘L!ﬂ’]ﬁ‘UﬁUG]’J ‘LTWLﬂﬂ@%ﬁﬂﬂ’]iﬁﬂ’]ﬁuiﬁ]l,l,azgﬂ Support the government’s prioritles of the day

Whdlaneanava wileSuiledu = o A e
e - wanwanntudagdupesyuialy
{jm‘mﬁ %JﬁU’]avLélflﬂ’ﬁgfﬂ °,.| ‘”ﬂ ) Connect Insights across GOV.UK to enable Jolned-up service dellvery
¢ - A Fuzunaniain (Government

Uiﬂ’]i‘l’l’]s‘iﬂﬁ]‘l’lﬁ‘ﬂ@xﬁﬂUﬂa as a PLatform) %\‘1 YU Ejﬁi]ﬂ’]iﬁ Provide a personalised and proactive service

(Govlernment Digital Service) izuuaﬁﬁaLLaximqa%”’Nﬁugm
~ @ a ' oo 5 . . o Be channel agnostic
HNRALUAYLATINIVDIER I RANIIUNUTENINNUILIUITLND

1915 N TaIRUSNNS Sl AamsSauS s

assuziIutemseaulalla A e - y e .
angn s uul i ugugnany PINATUIUTENBURUENSAIER SHIVAVDIUTLNAGNIIOIUIINT

ag19liUszAvEnmaznaulangd c o ‘ v = o
ILUINTTUIA LT LT NEA YD TUNBINITIAUTNITAIS1 T I

AIUABINITUDIUTEY VU . da 4 v wyi o | y
Solution N8auegw wssuALWIauldaeuINnINITuATL

Source: http://www.polsci.tu.ac.th ~122-
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Digital Transformation AUWIRNTIUNITIAUINITANS1TUSVDY LELATLHY AnUsswmangnaunatailuduiifnnu

Y Y

%

SgunaRdvia Naunsaaisuinisussssulvlueguutemieaulatuazsiugudlauinns 99%

Uszineaealadolasunisvuiuuudndusghdna wmszn1suinisussrsuaniiiun1siiugeamig
sauladldndndagas 99 difiwsausianisveinishiusniswitunyssyrudvasuiiviinigie

A19NUMEAULDY LALA N15AANZLTYUALSE NITAANSLTIUNEI3Y LaYN15RVILDTINITUNSWE)

. Tadendnaumarinay ° w3asdiaaAylun1TAliuey
anmgioN1ANTEIIRYI s Em sERRaEnIwnsuUINIgaIN (1) nMsUszguAns STUURINIUsTUUBIANYSaTnd (E-Cabinet) Fu3umusisus
dunans mnaziiansanadvddnauluiufisngg Adudies = ﬁggw Aueassei 2000 Wunsussguilinszay waziUalonalinas Sguunslaly

Fafansandnluilesy msiUaddinaudrwiuinnliauen Tuis FuteyasuiuluseninanTUsEYd KaTaNINTOAMNLAITIANBNUAH

Uszanauu n1sinundeantnauienaliazeinluvaiensal avtiu seilou viseulouele

ANSIAUINNTASITULNIUYDIN1990UlaLRImaU Pain Point 4 Y y - - v .
(2) spuugudeyaniasy uaz X-Road wWisuiailounsegnduvidvedsyuy

aa v [ = e 2 ! £
Mendinnmadseniaensvanannmleden Ussinaiealele >V x-R0AD AdValumasguesszmaadlaiii stuuiiunaeusioguteyauas

Ul ueNauUssmaLuUastouln wusesnny mhsunesglaeilasagud

Usznda aududl linnudAyiunisneulandiasugia uag (3) Mseanig1nele E-Residency tloswnUseneaoalaidedvwnin
5 ANYUADUNIATT At N15YINUTRINIASTRw LU uRTsNE UsgnaumeUssrIngsnd 1.3 aruauyintiu Julinanailalugin ienseeu

1 uazinaluladansaunanmaasudunieuludaUaenmssed iwiswgnakasinnssulunieagsia Sguiaealalisdsusenimulewns E-

1990 Fananendumaiden (Option) Aineulandussineaealaie Residency telyignuasfgatinasnuainnalan

Source: http://www.polsci.tu.ac.th 13—
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$gunadealu3yesin Digital transformation MmelauleuranisiuasunlainefdnamasnsEaugnaInITULaY

JULAADULATENIVDIUSTINARENNEEY neldnsauwulfn ACT Tnelihuinenisdudihduaseghanana

a %

Y

=

n'ia‘uLLu'Jﬂﬂa’mwn'riwwu’]Lﬂﬁ‘le}ﬁ NanINa (Digital Economy Framework )

a

Uszmedenlusiludihauasegiandvialasfinsimuiwazenszey

Whvang o b
SERNERIDRR
o A o o - -
IGHREIGE NsOULWIAR ACT tleassuasiauAiotevesgsiotasauauly
GRS ASYgNanIva
L]

B aqugunsankAy (Talent)

HaSauig B 15998uaruinngsy (Research & Innovation)

= ylywie ngsutlsunasuinsgiu (Policy, Regulations and Standards)

o &
AU = pssadeiugiuvnanienimuaslassaseiiug univia (Physical &

Digital Infrastructure)

i Digital Economy Framework for Action Singapore _ 124 -

G:
nFaULUIAR ACT
G_'._—_) Accelerate : Digitalizing Industries

seliAnnsUasuLUaimeRaviatuniagsiadagiu

o
% Compete : Integrating Ecosystem

WLANEAINNNTYITUYRIUsEINARIAlUSIneN15E519
syuvinelntnmelulagfiiva

:ﬁ Transform : Industrializing Digital

Avn.l

WawowInAvesenamnsINRdTaswdunalnnis
JuipRowATEENA

Copyright © 2022 Dr.Chanakan Sriratanaban, Strictly Confidential



irgudmiuigoansesuasigu1anidna (SNDGG) 1aanvin Digital Government Blueprint Julagsaiiunis

WaLINsIiUIN1InMASEAeNTaETIInEEAuARNaINaN1 s TRUSNSuasuInNssULARU UR Y

6 NAENSVYDITFUIAAINA (Digital Government)

DIGITAL GOVERNMENT

wAlulag

BLUEPRINT Em—— .
MNISUINISLULASUNITAUAIILADINTUDINA

2 PRINCIPLES UsETU LATAIATINT

3 STAKEHOLDERS

6 OUTCOMES MsasINsysanMssERiteleue MsUfdReu uaz 5

6 STRATEGIES 8

DIGITAL
GOVERNMENT

) + O

Digital to  Serves with
the Core Heart

Strictly
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nsANYIUTEIMARNSFRLNTNT NuUANaEN3TguIanava (Digital Government Strategy) lnggandnnsay

1INWEAUARNAYEY OECD LiNaN159119 L0 ee Algdaya wasnsaluayuiInyeavnNaniInsyg

NsAlAnw1UsLINAaNS§LISN (The United States)

[

Whnanesgurandnadsenaudig 3 nagns

JULARBUAIY 4 VANNITAIARY

(]

$3UaAdYia Ussinaanigeisnt deimuiaraiansitasuilaive@inuser1runnaueg1awiase memsussendldmalulagaiva :nAna1iveei

U15A 1oU1u19191 “l want us to ask ourselves every day, how are we using technology to make a real difference in people’s lives.”

NIBUINELANAAMIUAINIFVEI OECD
(The OECD Framework for digital talent and skills in the public sector)

" duaSudsznuurietiulaslenu
Tuindeulvianansadinedoyauas

Audnanstoua
Y Y

(Information — Centric)

UINIAUNINEIRINTFUIaATALANN
7 yniaan wazynaunsal

LwanwasusauAY
(Shared Platform)

" Jusnigisguiaiidsusuiglanga
Advia Sgunafdviaseuuladlald
Temailaanauazumsdnns
iw3esile uandindu uazdoyadu
Adiadae3snsidnalddne Huslnadugudnan

Janny Lasaaiananunay (Customer - Centric)

" Jandennaiveddeyaizuiandviadie

v a o v a
NITAUNTILNAUIANIIUVINYIALAS Aulaansenazdiusn

WAIUIAMNINYBIUINTA MU

.8:

(Security and Privacy)
UseyvurIBUs U NAY

Vinweatuayuy > o

- A519uazsnENIag
nMsAulneg N
v ene JuiAdauRINa
$3unamIvia

Usenousevineg 5 dau laun 1) inveamssui 21 2) inweldiguianidva 3) vinwgms
ansunluazdsey 4) inweanuulioendn uay 5) vinwedinsguiandvia Inedivinuesng o wu

TI IVI E i: Digital Government Building a 21st Century Platform to Better

e Digital Serve the American People

a &Y v v v = 1
= mslesgideya B anudilannudeanisgld @ anudangu
B gsdEpaswkasUseauy " eusudlenu " siderimindnelng
v & Y] 1) A P v A
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= v = = . . . . = o a Y
NNTATBUAMUNTDNLAZAHBLUABULUANIAST (Digital Transformation) tan1saliueuvasiguIa

a a A ¢ o i o & o Svyyy v v v v AV a & a ¢
aLaNNIBUNE uq‘lﬂgﬂqquﬁqLﬁQ‘Vla']Q?j'Jﬂllﬂﬂ?ﬂﬂqﬁQﬂauﬂU ﬂ%uﬁguqaaLaﬂwﬁ'E)Uﬂﬁ EGDI

nsdndufuArdisguIadiannsaiing

(e-Government Development Index %38 EGDI)

RALiiung

" 93ANIEnUIETI9H (United Nations: UN)
IQUILEIAVDINITINDUAY
" ieusziuanumiesvesnisimunigunadidnnsetindvesseinesingg
" ielisufefianisnnsiaun e-Government
" leagvoudsenuainsavesmesglunsihmaluladansaummnuszgnaldlunis
AduaILarn1s A sEYY
nsnudaya
" dmadeyannuszmaniduanndnvesdnisanlsznnd d1umu 193 Useine

avddaslun1susiiiu

ArillaseasanugIuaulnsALAY (Telecommunication Infrastructure Index: TIII)

§go: siluaywe (Human Capital Index: HC)

ﬁsﬁ v o a a VL L1 . 8 .
A AYUUIN158ULAU (Online Service Index: OSI)

L

h907: www. publicadministration.un.org 197 -

v o W v AV a s a g
NaN13IINDUAU AYUIFUIaBLENNIDUNE 2563

Uszinalunidnziunn
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\ ' LAUNISA
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dUAU 11 va4lan

b T

v o - duUAU 3 Tuadau
JUAU 1 VDIDTEU

Uszinelne

Confidential

atanaban, Strictly

© 2022 Dr.Chanakan Srir

ight

opyr

)




n JruuTITNT 4.0 nulanurenisiUaounag (VUCA world)

n Innovation & Innovative Thinking (Workshop 1: Opposite Thinking)

n Disruptive Technology and Technological Trends (Workshop 2: Transformer)
n Digital Transformation Framework (Workshop 3: Project Idea Canvas)

H The Art of Design Thinking
n Realization Customer Centricity (Workshop 4: Empathy MCanvas)
Value Propositioning (Workshop 5: Value Proposition Canvas)

n Business/Mission Model Canvas (Workshop 6: Mission Model Canvas)

n Pitch Perfect (Workshop 7: Pitching Preparation)

-128 -
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Business/Mission
Model Canvas

(BMC/MMC)

Project :

Challenges :

Date :

Version :

T PLUS+

T Plus Interserve Co., Ltd.

Key Partners o’,} Key Activities () | Value Propositions £25 | Customer Relationship -' Customer Segment (a9 L)
V lil (Buy-in & Support (Beneficiaries)
Key Resources ﬁ-l Channels (Deployment) IR
Revenue (Mission Achievement/Impact Factors) 9’5
T

Cost (Mission Budget)




Business Model Canvas fia JULUUNMISUINITIANISLTINGENT d11TUNITATN ¥38N13
Business Model Canvas | . a2 s oA o ‘ & S v e
WauwiegangInau lnaunuiinmilasuivesdusenau 9 Usensil uanufediunansioei

(BMC)

Y39USNTTeTINDNAUIMINENsEUINNTALILOULAELATIAT AU LLAZ DY 9

» - DD
UBNLNLDAINNNITAN "‘ ﬁ% R
AS5198SIAAUAIVITOUIANS oo

Tyl LiteuAUaymilsignen
LA 9IANIAITABIII
ANUEAYAU FUNUUNTTII
§3N3 (Business Model)

L4 «olP
Tnelda3nsiionts l@ h M Cg

Business Model Canvas #
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Key Partners

&

Key Activities

Value Propositions 'ii' Customer Relationships '

Customer Segments

Cost Structure

L d

Revenue Streams




=

v A d' d' Y U v Y Y v Y Y A Y cs! axy a\
muuinﬂamumnﬂaﬁumnunqugnmvﬂmmﬂ Iﬂﬂ%%ﬂﬁ)ﬂ‘lﬁﬂ!i}u’ﬂgﬂﬂ1ﬂ®1ﬂi ﬂmm‘mz"li PIVSHNIBNITIUIHNIG

v

v v d v VA &’ a Y d' ] d' d'
VANIININNAN ‘I«!ﬁ@ﬂ"lﬁuli !!@‘I&’ﬂ?ﬂ‘ﬁ‘lﬁ@x‘i‘i’l"lx‘lﬂ”l‘i“ﬁ@ﬁll18!!@3ﬂ1iﬂﬂﬂ@'ﬁ@ﬁﬁ‘lﬁ@Q‘V]Niﬂ‘i’]il%ﬁ!ﬁiﬂ&’ﬁ?lﬂgﬂ

Who - t5an1dsasnsnaniaeiisausnisiinelas? Customer Segments

Y = & a a Y] 1 1
Qﬂﬂ']ﬂ'eﬂﬂ'i? FIUUNITNAITU bNYINUNTITLUINGN

a

customer sesments ) UsmNIQimansuarInivg) naanIungAnssuaAIy

Key Partners & Key Activities ° value Propositions ﬁ' Customer Relationships '

ABaN1IANUIANANNHULAL AN

a Customer Relationships

N av v dw v . A
AlufunusiuanAtvasamagnals? Tudiuiidunis

4
Key Resources ;d

f915U1NTIANIANUFUNUSTUGNAVRIAUNABANTT
usnsvsensiddumiivesnuianusdnavesuilag

Cost Structure @ | revenue streams (s
° Channels

PN ANAUILANAUNITUNEUDNANN UINVSDUSNS
(@ Strategyzer

TIAINTAWD UMM AUNGANTTUVDIQNANMINTIEA LWL
A¥TUNBUVDAHUNINITIAUNIVDIGNAT

Source: w”au?zmg”ﬂat:naumz SET =132—
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Y d' IS Y d'o U d' % Y I v I A Y G a dw o v
AIHNADNAAIUNAIANINNGN iﬂﬂ%%ﬂ@ﬁﬁ]ﬂﬁﬂﬁz‘lﬂﬂi’)fﬂﬂ‘]iﬂ!i]‘l—!?] AHATINIDUINITHIZ HIAHO “ﬂﬂ!ﬂ?’

o

oz lslviungnd nazez lsaxiluifadenmlvignmaaaulonetul A

What - aglshafsniiauauaziiaulanegiguan
LAZUSN1S? ° Value Proposition

o va 1% = a o [ = o [ o Y 1%
aziimﬂiiﬁﬁuﬂﬂﬁiE)UiﬂﬂiﬁlﬁLﬂu%iaﬁ]’]LU‘LI?I’]‘I/T?UQF]W]?

Key Partners & | Key Activities @ | value propositions i | customer Relationships W | Customer segments &)
AnlleunlviiugnAfeesls? WnHaNgnABuATIAEUAT
WIpUSNSARDLlS?
; ) UNIQUE
Key Resources 2 Channels n / Prob Lem_SOL\” n g VALUE
PROPOSITION
v Visionary or
Goal-fulfilling O o
CUSTOMER
v’ Convenience NEEDS AND e
Cost Structure c Revenue Streams é CARES ABOUT
v’ Additional Values
(*refer to the
@ Strategyzer WHAT YOUR
i COMPETITION
Value Pyramid) S
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Key Partners é) Key Activities ° Value Propositions §l | Customer Relationships ¥ | customer Segments .
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° Key Activities
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Cost Structure 6 Revenue Streams s
= 0 Key Resources
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Money - mumﬂumsmmumuwmﬂumﬂs? LLAZAUATYID
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USNI5AINENIES1NANTENUNNLBLNE LA ? Cost Structure

J— & | veyacaviies © | voerropostions g | customer retatnsnips W | customer segments ) az‘liﬁaé]’q%’mﬂﬁauﬁunuﬁﬁﬂ AQUBITIND \Woulasiu
snelaagngls?

v Initial Investment
v’ Fixed Cost

v’ Variable Cost

Key Resources 'i' Channels | )
-

4 Economy of scale

e Revenue Streams
Cost Structure 6 Revenue Streams é

AUAT MTOUSNIST AINE AzaWTnas199191827n value
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Key Modifications #3nludwsunisuszgnd BMC dmsu Mission-driven Organization

Customer Segments is changed to Beneficiaries

nusNa (Mission) vaelutaalunanisa1s1sauzldIvugmie:

o o A

" smasasinuentilas? tashedldndAyanvees?
AlfvedsdeIniserls?

Cost Structure is changed to Mission Cost/Budget

wnud Ay iaantegluguuuuuinsveusifeasls?

U

Channel is changed to Deployment Route

a [ 6

sosttozlstndlunsusuldndnsug / USNISANNNANAURIUAIN

anunsaltaulaludagduvessliunsvanglunggndenisldan”

Y

Source: The Mission Model Canvas: An Adapted Business Model Canvas For
Mission-Driven Organizations, Strategizer

Customer Relationships is changed to Buy-in/Support

dmsun1AsMIneds Customer Relationship 1884 N15kAsUNSEOUSY
2 o Ao . Y | = Y A Yo ¢
W3BN13NBUTUNA (Buy-in) nFlladruientesnaglasuuselesiainnig
o A N = | Yo 129 o Y
Aviua InedidsdAgyfe Muaelasu Buy-in MngSunaussleviviavanls
ag4ls"
. % ° ' &
Buy-in ansnsaseylarienisnauAaiusialuil
" astrendndulunisusuldndndue / vinis (nguuneuleuien1sinde
39919 184)
" yhegalslisunauselevlmviantiu Buy-in? (Nsdnmidunuenansyly
$99%0 Y87 ) ®

Revenue Streams Changes To Mission Achievement

Mission Achievement fia AauAiRaasalinugSurausylevinnauite
Fananin Insnalseleviiwmardonadulselovinienistu wiseasaunlila

HudaeavzTusadlavselilsfniu
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N158319AA INUENAT LU UNBIVBINIALBNBUANNUVBINIATT aeansnaluliaudAyiueanvie nls
LazN13vEIegIUaNAT TuaaisnasAnsnasgyaunisundynuasenseauaanmdininiudssysuy

Value for the Private Sector VS Value for the Public Sector EE:_G)

' k4
For Customers: For Customers:
" fufuAnunenis waganudiluuesgn (wants and needs) " yuAdgyinveanaliles e
" JaumsuuAINaEAINaUIY (convenience or comfort) : = adeanufiawelaliissrsudie wellbeing fiAty % g
" senfnzauvidesiaiign : " afensidndedud vseusmsiivais E
" unsaseuinngsy " aemsuinsvidedudiuifionuesdusssy (Fair and Equal)

" swinunmiugiuvesauduet

For Public Sector:

sriratanaban,

© 2022 Dr.Chanakan S

For Public Companies:
WhmnendnAenisiinsglduazramilsluvasi AuAfiTuinfeumeiusialasmUiuUisssaunisal 8
N - YIYNANALNITUNTYMIAIBUIATANTITOUY
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n fﬂCEbook Facebook

Key Partners Oo Key Activities O Value Propositions ﬁ Customer Relationships' Customer Segments .@
PV
. ) . aog 2IYNINVBILATY Bl LREINY
ANTNRAIULLNAANDTY nnADLNDY ) S ¢ o
v 2w (same side network effects) HIFUSN159UWBsLLA
®  AUNULASLIBUININY v
o o s N1UTMNIANIS vl
NUsAASN LIRS v
N N dayadiunans
atuayuAULLem
(518n15IN YA, — o l =
Key Resources “ annels A St
NINBUAS, WA, y iﬁ reem by L
unaulvie) ) wanwaAdy, Lulyd
wwanneasu Facebook
¢ 1
*  Uszaunisaddu Taiwaunuu Facebook
Taseaienugiy R ISR watEuauY Facebook
= & dly“ X 4 o 4 (4 %
mamalulad *  msiuiginludens LASD 9N BAMSULNWAILN
* iRy uaz APls
-
Cost Structure (‘ Revenue Streams o
£ v 1 % v % a @
Aunudayadiunans ANSAUATILAZINRIUN AsusnIsmalY 5
Do e a sneldan
Laidenldane .
. A15Y1528U
A1511N15921ALAZN15UNY
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Neuro Rehab VR




Neoro Rehab VR

Key Partners oo Key Activities & Value Propositions ﬁ Customer Relationships' Customer Segments .Q
AA
" 9enuuuLnud " Application Uu#in
" yhmeniniidn UszIRN135nY
. Yo " Tvsiewdlofin y s
" A4ANN180INUIUR ) " pgeengnddym
" ALANEIDY N Y <
AT D! VTR Aunsiadouln
A5 0E —
o Key Resources &4 Channels En
" An1UueuUsUUn — rew by
o o " nWaunud < ¢
ngANUITn . e " Auled
LANAUIUN
. o " dou
UNNIYATNUIUN
m gUnsaivi ngAINUIUR
= menwdiun
" dgudivhmenindide
C S —
ostotructure o o auinuduasssuui (‘ Revenue Streams o
R dadineuy = s1glaannnishiusnisnienngiue
" At uazanlyl " syglaainnsngssuuinudintn
" A19NYARINS
" A1NNRaIa




'NESPRESSO Nespresso

Key Partners oo Key Activities & Value Propositions ﬁ Customer Relationships' Customer Segments .Q
AA
" JhdaAIesenIun
" Wamﬂﬂ?}amm Nespresso Membership
" quanthiuesulal
" GSenniwalulag | = guanthiusenlal " aseuasadliylniv
Y 1 |
LATDIVN LN PUYBUNTAUN LN
SRR VARGV R Key Resources i@g Channels En| " sonie/dninnu
— rewmr,
o y Online :
" WUNUALATIU r
y " Auled
soulail .
o y " LaUnaLAYU
" WUNURLAIIU
p Offline :
ponlall
®  Nespresso Club
C S —
ost Structure (‘ Revenue Streams 6
u ﬁunummﬁmm%wqmuﬂ B g usanladl " 18A990IN N Nespresso
u équumimammﬂegaﬂmw B @10156870 " UguAuganIun
" Supleuntineu " Subscription Model dauauganiunsieiiou




airbnb

C

Airbnb

Key Partners

"
LG LERING!

Key Activities

v/

= ySvnsutduled

" Teuuzdinisas
T2y

" Ay TEuUage

T

Key Resources

" ananesy
" [gn15eane

Helod
" dheguagnAduius

Value Propositions ﬁ

Customer Relationships Qg

woUnaLAtuguagnALY
U3n15 Airbnb

Channels

= Suled Airbnb

" aUnaLAtu Airbnb

Customer Segments .Q
(V)

NI Backpacker

=

vaulszaunisailnase
YWY

3

Cost Structure

ATNRILLNERNDSY
Andiinay e Al
A13NYAAINT
AINITRAN
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Workshop 6 :
Mission Model Canvas

N1595UN8B9AUILNBUVDY
§3n%ed 9 dau Tuwuunisey
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g7 e lvnnauninigluday

ABUBNBIANTENUNTOHDEIEN
Wweanulaegnamsaussiau

W ladne waz drluldeula
NUH

Q Aasue

" ueaznguadislasanisndiaudululauazdidulagly Business Model Canvas

=]
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n JruuTITNT 4.0 nulanurenisiUaounag (VUCA world)

n Innovation & Innovative Thinking (Workshop 1: Opposite Thinking)

n Disruptive Technology and Technological Trends (Workshop 2: Transformer)
n Digital Transformation Framework (Workshop 3: Project Idea Canvas)

H The Art of Design Thinking
n Realization Customer Centricity (Workshop 4: Empathy MCanvas)
Value Propositioning (Workshop 5: Value Proposition Canvas)

n Business/Mission Model Canvas (Workshop 6: Mission Model Canvas)

n Pitch Perfect (Workshop 7: Pitching Preparation)
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Taagn9e1uIu
(" R)
Content Design Tone of Voice Body of Facial Expression é
Movement :

ght

_opyri

)
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Simon Sinek LauawulAn Storytelling 1nald Golden Circle Theory Iﬂ‘c’lﬁﬁ}lﬂ@&lﬁuﬁ]’lﬂ Start with Why

#1ly), How (a814ls) and What (azls)

The Golden Circle

— Your Purpose 5
Your motivation? What do you believe?

— Your Process
Specific actions taken to realise your Why :
WHAT — Your Result H

What do you do? The result of Why - Proof
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A1suNLauslatfeag1siusEaNSAINa2e Pitch Deck

il

WLEUD
A2825n19

LUUNY €
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Welcome

AirBed&Breakfast

Book rooms with locals, rather than hotels.

Problem 2

Price is an important concern for customers
booking travel online.

Hotels leave you disconnected from the city
and its culture.

No easy way exists to book a room with a local
or become a host.

Solution

A web platform where users can rent out their
space to host travelers to:

SHARE

CULTURE

local 1o the city

Market Validation

630,000

on temporary housing site

couchsurfing.com

Market Size

Product 6

SEARCH BY CITY —— REVIEWLISTINGS —— BOOKIT!

Business Model

We take a 10% commission on each transaction.

Market Adoption
EVENTS PARTNERSHIPS
target events monthly cheap/alternative travel

QOctoberfest (6M)

CRAI

dual post

OFFLINE TRANSACTION

ONLINE TRANSACTION
—_—

EXPENSIVE

EASE OF USE m DESIGN & BRAND

Brian Chesky Nathan Blecharczyk Joe Gebbia
CEO CcTO CPO

= Cebit (700,000) AirBnB
1.9 Billion+ [ ] Summerfest (1M) scm;nshot
q Eurocup(3M¢+)
Mardi Gras (800,000) -
y - KAYAK
- 3 g 5 with listing widget
TRIPS BOOKED {WORDLWIDE) BUDGET & ONLINE TRIPS TRIPS W/AB&SB
Total Available Markat Serviceable Available Market Market Share Widget screenshot GREBITZ Sf,’:::::;:‘
Competition I 9 |Competitive Advantages 10 Team 1
i AirBed&Breakfast
craigslist




LAAAAUNIN Pitch Deck Ndlaa1awsin
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L4 3 4
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99U Keyword Tvdlaunalug)
yaaldlnud Tonn Wisas1sensual

SeuiSuasassalidu Story
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29AUSZNDUNIS n Problem
ULEUDNE1ALY n
v Solution

m Competitive Advantage

=154 =




YalusLan

A a 1'% a A A 1'% a =1 ) a ad a a o
YaURIEUA/UINTT azlsAeduAn/ UuSns? lashagnA1/{3uusnIg? A5N15/89NUNEUD

l l l |

%

ZapMeals fa usn1samnseaulall MUniu anAvdausssunaldlagunin Aaen15InmIeNaInIIAMAING

* asuelusianmeUszluatiesussluatnen
Y1 a % = a 1 $%
*  yanlulandurmseusnisvasnuasylsuidemasls
- *  Make “wow !” 83UNe%BLUSL9AMIY core value proposition
® Make it easy to understand
A ado & v a A a % = a A a o A Yo a [ ad A a Ay o
* fAvnludedl: YovesdumMUIBUINIS, Aeivin lasherSuusnis/gnm, I5n1svisedeiinenisiaue

TIPS e Tensuiauedesnge wanilitneie screenshots or VDO demo or Prototype
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Usynin (Problem)

avlsAo

Usynn?

TIPS

3laagnslsdn

Jauniinnu WUudayynann
uuAalgynn?

Tas? A bau?

* syylayudaguu (current problems)

o uandiiudasnmsuitymlutagtuiiiney

o auildpdnlyitigmiguszyandnsiuiueg
o luliflasimefiezanunsontlotamsnanls
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45015 (Solution)

What? azlshasnsngnaas

For? wanguilmanela

ial

Solve What? K RLHETREALIGIE]

Strictly Confiden

A web platform where users can rent out their
space to host travelers to:

How? azausawnlytymlaognels

aban,

akan Sriratan

- P

SOTCIIEYS o2lsAananuduendneaivasanune

(unique or special) SAVE MAKE
MONEY MONEY

SHARE
CULTURE

ight © 2022 Dr.Chan

Copyri

when traveling when hosting local connection to the city
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NARANMIN/USN1S (Product/Service)

SEARCHBYCITY —— REVIEWLISTINGS —— BOOKIT!

& [l O bty | Fww airbedandbreaxtast

AirBed&Breakfast

Forget hotels.

Stay with a local

= ©
when traveling. T = =
Vi can say in 115 cties 1 17 cotetries. . = HidoaB MyAcount Admin | LogOut )
AirBed&Breakfast £
Forget hotels. o
Where are you going? ey chsexeut Guests d
Denver, CO, USA Toboazoos | Tosjosnzoos | (108 Search >
i ] (@) Search L] T
21-30 out of 285 Hstings Hotel 1 373
d “Convention!” 75 480Ut ry=USbg ue D8I !u- Coogie p | -
= Hika O My Adein | Lopout S
Become a host Going to the DNC? e g e — AirBed&Brea' f st v %
Y " Forget hotels. C
Post a room 2 = i Pt ko | Sewc it Mentlsiog» i)
©
ey 2 g £
he night t travelers n “Elogant’ = il  wWueseae (V)
/ Fupet £ c
“Home!" - o5 Q
S 3 | s = e s * “ %
g o it ¢ i =
D'm]:xing' e “ 5
iy i -
2 “Affluent” $100 Googl . & a
o~
g e o0 Cattlin M. “DNG Chic" s N
® u#Ag screenshots or VDO 12345, conen s ol ieied B &
‘Schoo: Universiy of Golarage e e rpee ot O e @)
P — — = ey -
demo or Prototype i e sn ot &
)
- ition W = = 73 §
weing value proposition t i S e
] o P
Yo a v Y o o Save o Farories
WIUUINIIIUI St ey :
Y Y Fei i e e g
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Tan1an19n15nana (Market Opportunity/ Target Market/ Market size)

lasegnA1/[suusN1sUaeAn (ideal customer)
nauanAY/ESTuUINEIIULYS
What is the total market size?

ANAEAMUA position YBIBIANIANBENNLT?

TRIPS BOOKED (WORLDWIDE) BUDGET&ONLINE ~ TRIPS W/AB&B

Total Available Market Serviceable Available Market Share of Market

source: Travel Industry Association of America& ~— source com Score 15% of Available Market
World Tourism Organiza tion
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Iumaﬁqiﬁa (Business Model)

We take a 10% commission on each transaction.

Learnlng PowerPoint 2016

E [‘;& )
C $2.1 Billion ) ( $25 ) ( $40 Billion )
— 2 0 — Z 00 M Market Value Average Fee Revenue
Lorem Ipsum is simply dummy text Lorem Ipsum is simply dummy text Lorem Ipsum is simply dummy text
of the printing and typesetting of the printing and typesetting of the printing and typesetting
industry. industry. industry.

TRIPS W/AB&B AVG FEE REVENUE
Share of Market S70/night @ 3 nights 2008-2011

* FuA/uimsvatnaazaseselansenunelalaegals

°* 51A1 ¥3eANINEIUNTUNEUAVITOUINITURIAMIL
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TIPS
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N1380UFUVRINAT9/ I5N15LNGNAT (Market Adoption)

EVENTS PARTNERSHIPS CRAIGSLIST

target events monthly cheap / alternative travel dual posting feature

- Octoberfest (6M)

- Cebit (700,000)

- Summerfest (1IM)

- Eurocup (3M+)

- Mardi Gras (800,000)

with listing widget

| (AvBetRBrecitEn
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e GRBITZ
2 =
' “Homel" $95
| i $100
U Telaxing” $100

| see all for “Octoberfest”
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AU UNNLEAIDIAMUNIND LA (Testimonials)

* LanslmudAINNaIu1TalunITAILHENIY (Show us

the proof of your performances)

P 2 = 1 = = [ o’el' a1 QI d' o
TIPS ‘maLLammﬂﬁﬂmammaumumwmmumaqmmm
"This Instagram Feed app saved my "I've tried a dozen maps plugins, but the
day! It's very easy to install and the Google Maps one from Elfsight was the
online configurator makes it really easy most intuitive, with just the right
to customize it. Nice job, can't wait to features and was the quickest to build.
try out the other Elfsight apps!” Excellent job."
o) 13
i
Ruby King Diane Pennebaker
International economist Insurance adjuster

- 159 -

"This app is great. It does exactly what |
need it do and when | did run into a
settings problem, the friendly chaps at
Elfsight sorted it out for me nice and

quickly @"

€

Cheryl Smith

Systems analyst




N13UUITU/N158U (Competition/Financials)

Pitch Deck Template

[ Marketplace ]

(2o Download from the More Than 1000
oenvato Wl Siccsore Owddine

MARKET online stores with variety of random,
low quality presentation templates

[ Variety ]

* afuehdWauvIzausanviiulugaarnssuvaInnllaagls
& *  auvzuandgegdlslunisudsdursanisiiusnisiu
* azlsheo nowad Ay iiaalauselew

TIPS ® sales forecast, profit and loss statement
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anulassu/dselevilun1sutsdu (Competitive Advantages)

- 15 TO MARKET HOST INCENTIVE LIST ONCE

gain share of mind

for transaction—-based they can make money hosts post one time with %’
temporary housing site over couchsurfing.com us vs. daily on craigslist £
search by price, location & browse host profiles, memorable name will (%
check-in/check-out dates and book in 3 clicks launch at historic DNC to B
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N1389U WaeN13IERiNaINNITIEANNY (Investment and Use of Funds)

AMILHUNITUTIITINNTT
n1sRuegnals?
WAHALUNITITYTINIUYRY
yuFosNIRaING7

-162 -

New Hires

This slide is 100% editable Adapt it to
your needs and capiure your audience’s
atteniion

Operational Cost

This slide 15 100% editable. Adapt it to
your needs and caplure your audience’s
attention

Marketing

This slide 1s 100% editable. Adapt it to
your needs and caplure your audience's
attention

Product Development

This slide 1s 100% editable. Adapt it to
your needs and caplure your audience's
attention
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WHUNITANHUIIULAZNITIVUNAANS VDU (Plan and Milestones)

TIPS *  LAMIDILAUSSEZEY 3 T_]) LazNuUsZaza12 (6 T_]) 6 Business Milestones PowerPoint Timeline

*  LHUAINENAITIZYDY ‘product development plan’
q p . » p p ! 52 M ol ﬁ @
® a 315 ﬂ a major m i leSton e V] % g Lﬂ m 6U usLu LLG] a SGU’JQ? Insert your desired Insert your desired Insert your desired Insert your desired Insert your desired Insert your desired

text here. text here text here text here text here text here

Sample Text Sample Text Sample Text § Sample Text Sample Text Sample Text
© © © © o

ROADMAP MILESTONES
Option 01 Option 02 Option 03 Option 04 Option 05 Option 06

Thisis a sampletext. Thisis a sampletext. Thisis a sample text. Thisis a sampletext. Thisis a sampletext. Thisis a sample text.
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Key Take Away

® S-Curve ® Digital Transformation Framework
® Innovation (Open/Close) ® Project Idea Canvas

® Strategic Advantages ® Customer Centricity

® E-Government Reference Cases ® Value Proposition

® Opposite Thinking ® Pain&Gain

* Disruptive Technology ® Business Model Canvas (BMC)

® Transformation & Change Management ® Pitch Perfect

® Digitization vs Digitalization
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