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Network Process Product Channel Customer
Connections Signature or System How your offerings Engagement
with others to superior methods Complimentary are delivered to Distinctive
create value for doing your products and customers and interactions
work services users you foster
Profit Network Structure J Process { Service Channel Brand Customer
Model Engage-
ment
Configuration Experience
2 USRNSSR | _—————————————
Profit Model Structure Product Service Brand
The way in which Alignment Performance Support and Representation
you make money of your talent Distinguishing enhancements of your offerings
and assets features and that surround and business
funtionality your offerings
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PROCESS
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nnszuaun1steiuihllildudeyavesnssuiunisiiauAnassassalugnisasig
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Innovation) 3) Ns¥UIUNITUIANUARATI9ETIALUEN1TAT1aNTANTIUUINTT (Service Innovation)
way 4) nszuIunsiInNAnassasAludnsas1auinnssugsia (Business Innovation)
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Product development criteria Hw Pilot (A Commercial and Social Phase
- — me — %
(Gate 2) Lifaundt 70% 1 (1-3 D mondinriudndmie)
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I YR New Product Portfolio/innovated product

snaushamdumajiumsdamimudussuianio .
Product Innovation

Product development criteria W™
(Gate 1) Lifaundn 70% .

t

Products Innovation

JUN 5 © Jupaun1saniunuiuuinnssundnsiue (Product Innovation)

NTURBUNITANBIUNUT19IAY TrannagiuseiiuuInnssunaniue by 2 see2ann Gate-1
04 Gate-2 slagu

1. Strategic fit (20%)

+ Strategic Alignment

« Opportunity to apply in
other projects

/

1. daundrati
e, APL tiia

Warngns
2. Business \
Opportunity (20%) N ____________
+ Target market ¥
opportunity Ve
+ Competitive advantages 2. fiangns
3. Project Readiness :‘amﬁ .
(20%) ILATIENIEAU
+ Technology Advantage Lab Scale
+ Capacity and Resources )
* Risk Assessment ?
4. Financial return e %, R N
o
(40%) AudITEAL
« NPV
+ Gross Profit Margin Lab Scale
+ Economic Assessment uay Proof of
concept

(nsdivadu)

/

1. Strategic fit (25%)

« Strategic Alignment

« Opportunity to apply in
other projects

+ Economic Returns

2. Business potential

(20%)

+ Target market opportunity

« Competitive advantages

+ Customer Requirements

* Risk Assessment

3. Financial return (20%)

Financial Assumption
IRR

NPV

PBP

+ Gross Profit Margin

4. Technology barriers
(15%)

« Technology advantage
+ Operational Challenges
5. Execution capability
(20%)

« Capacity and Resources
+ Compliance

« Competency

« Partnership

+ Budget

-

\

I

1 H&n Pre- Pllot
Batch (&inil)

J

Batch

.

2. w&a Pilot ‘

1S

]

L

3. @nw Pre—clinical P
- y 3. @nwn BE*
uag Clinical Trial*
| FIUTINUDYA |

p

.

-~

4. dudiunziidau

*quduilssinnuasusadoied

A LY L3 a (Y a v 6
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YIANISURNAAN UNTLAUBLADNNITARAITUNN DINIUNTZUIUNTUSLAULABS UANNATIALRS L
Fayanisanwianudululsvendndueiidaedui o lgussiiumundninaeily Gate-1 113

Y
(% A (% a

adenunnIIURARSaST (Product Screening) Inedosldnzuunliitesnindosas 70 mnusaily
ANAUNITITENAUINANA WAL UNUUTETUAUNS NI Gate-2 MSWAILIUTRNITURER U
(Product Development) Tnedasldnzuunlsdfiosnindesay 70 Snads Feazfiodruvdninasinig
UsuiuitethlusifiunisaelutuneumsendunisiuBamndss (Commercial) sioly fisnwazideon

YosannaUsziliuLsazUaed Gate-1 N13AREDNUIRNTIUNAAAMN (Product Screening) Asil

f15199% 2 : Gate-1 ManLnagin1sAnaanuInnssuNasiae (Product Screening Criteria)

snaugin1sUszLiY
- fiun (4) f(3) wald (2) Usuuss (1)
18n15UsTIAY : (%
Competitive Comparative Y o
Competitive Edge Neutral UINUN)
Advantage Advantage
1. AUADAAGRIAUENSAENSVDINANIIN (Strategic Fit) 20
1.1 ANEDAAADIVDY Corporate's Long-term Short-term Question 15
TrgUszasrvenansiueiiu New S-curve/ Potential Star | Potential Star Mark
EVISANARSDIANT nanusinuuleuns
1.2 anuansatunisiily Advance product Well Extended Extended Could not 5
Revanfunandaueious platform i.e. Nasal (Modified (Conventional be
Spray, Modified Product in product, BCS | Transferred
Open Opportunities | related fields, Class 1,1
to many product, =3)| Conventional
product, BCS
Class IIIV, New
packaging)
2. Tanan19n1snanavasnandiue (Business Opportunity) 20
2.1 yarmaatmsngves > 500 §1UUM (400-500 (300 - 400 81U | < 300 &7 10
nanfiussel (Target Market a1UUIM) um) UM
Opportunity) or
Unpredictable
2.2 PolaFoulunisudedu Leader/ Key Player (Top 5)| Differentiate/ None 10
YoINARSI (Competitive Challenger Price Taker/
Advantages) Quality
Leader
3. 52AUAUNSBUYDINANAY (Product Readiness) 20
3.1 Anunseumumnalulad 100% Already Exist >75% Already >50% Already >50% in 10
Y0INARANI (Technology and Acquirable Exist and Exist and early or
Advantage) Acquirable Acquirable under
developme
nt
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' a
InaNN1sUILLIY

- fun (4) 4 (3) wald (2) Usuuss (1)
s18n15UsEIY ! (%
Competitive Comparative Y o
Competitive Edge Neutral WINUN)
Advantage Advantage
3.2 ANUNFOUAIUAIAINT 100% with owned >70% with >50% with >50% is 5
NARLATYNINYINTVDL BA. Capacity and owned or owned or Uncontrollable
(Capacity and Resources) Resources controllable controllable
Capacity and Capacity and
Resources Resources
3.3 Tomalunsiinarudes None to Least Small Medium High 5
fidsmansenusiondnsaa (High Risks = 1) | (High Risks = 2)High Risks > 3)
(Risk Assessment)
4. NARDULNUYDINANAMI (Returns) 40
4.1 yamdagtugnsves > 400 A1UUM [251-400 &1 | [100-250 414 | < 100 &1u 10
Nanduel (NPV within 3 UM) UM) UIN)
years)
4.2 9nTIANLamITalunIs > 35% > 30% > 25% > 20% 10
vilstudiu (Gross Profit
Margin)
4.3 NaRDULVIULTY 39U 2 9o 199 199 20
WATUGANENT : (We d43.1v%0 | (P0433
4.3.1 nanfasifeglutyTen 4.3.2) 4.3.4 vi30
nan 4.3.5)
4.3.2 wanSndidu First
Generic WU TWInATIN
4.3.3 WARSTTNALILANS
Ut
4.3.4 wanfamifegluuun
Nl
4.3.5 Economies of Scale
100

AnsunannaginIsUsEL I ULAazdaYa9 Gate-2 NSUSLLIUNSNAUIUTRNTSUNA RN UN

(Product Development) {i518a1980 F94l

M135199 3 : Gate-2 hantnau9in15UsetlunsiauIuinnssunaniag (Product Development

Criteria)
naein1sUszidiy
- Ann (4) f (3) wald (2) Usuuss (1)
578N15U Y : (%
. Competitive | Comparative Y o
Competitive Edge Neutral WUINUN)
Advantage Advantage
1. AUADAAGDIAIUENSANENTYDINARS AN (Strategic Fit) 15
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' a
InaNN1sUILLIY

- aun (4) f (3) wald (2) Usuuse (1)
578N15U Y : (%
. Competitive | Comparative Y o
Competitive Edge Neutral WINUN)
Advantage Advantage
1.1 AMNEDAAABIVDS Corporate's
o p o v o Long-term Short-term )
AU ILAIRVDINANNEUNNU New S-curve/ . . Question Mark 5
! . . Potential Star | Potential Star
Eg'ﬂﬁﬂ']ﬁ(ﬂi@ﬂﬂﬂi EJ']IJIEJU']EJ
1.2 pnuaansatunisiiluse | Advance product Well Extended Could not
BOANUNARAINDUY platform i.e. Nasal Fxtended (Conventional be
Spray, Modified (Modified product, BCS Transferred
Open Product in Class 1IN
Opportunities to | related fields, s
many product, >3) | Conventional
product, BCS
Class Il,IV,
New
packaging)
1.3 HANDULNULT
LATHGANERT :
1.3.1 nandaeinegludayden
nan Y
a o  ed & . o 1 U
1.3.2 wamnaunylu First 199 Y
s e s e o o o o (19 1.3.3
Generic AIBUYTUINNTIU 39 2 U8 (¥9 1.3.1 199 - 5
2 o ed 1.3.4 78
1.3.3 NARAUNVNNALNUNIT 1.3.2)
o w 1.3.5)
UV
1.3.4 nansiaueinegluun
NS
1.3.5 Economies of Scale
2. Tan1an19n1snanavaInaniug (Business Potential) 20
2.1 yaApa1a e uns < 300 AU
A o " (400-500 (300 - 400
Nannn (Target Market > 500 aUUW v v or 5
) ANUUIMN) ANUUIMN) )
Opportunity) Unpredictable
2.2 Folauaulunisuasdu
A o« " Key Player ]
UDINANNUN (Competitive Leader/Challenger Price Taker None 5
(Top 5)
Advantages)
2.3 F"I’J']iJﬁWll’ﬁﬂIUﬂWﬁ Solution Meet
HOUAUDIAIIUADINITVDY (oA Customer Veet
9 o ee
anA1 (Customer Value-added (New | @10%3N) i.e. Requirement
v o ) Standard
Requirements) drug, New Clinical Trial, 100% L00% 5
o]
Combination) International (QFD) ie.
. (QFD)
Std, AMAN Timing,
ANIWARS U Packaging
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' a
InaNN1sUILLIY

- aun (4) f (3) wald (2) Usuuse (1)
F18n15UTIAY : (%
. Competitive | Comparative Y o
Competitive Edge Neutral WINUN)
Advantage Advantage
Augalu
Vioanan
2.4 Tondlun1siinAudes . ,
oy LA e Small Medium High
NENANTENUABNINNUN None to Least ) ) ) ) ) ) 5
. (High Risks = 1) | (High Risks = 2) | (High Risks > 3)
(Risk Assessment)
3. NANBULVUNINITRUYBINARAMI (Financial Returns) 20
3.1, AUAUMAFNNAVDY ‘ o
- ' Best Practice Realistic Good Poor
AUUAFIUNINATTEY ) . _ . 4
T . Assumption Assumption Assumption Assumption
(Financial Assumption)
3.2. 9TWANDULNUIINAIT > Hurdle rate > Hurdle rate
> Hurdle rate > %WACC a4
amuneslu (RR) +15% +10%
3.3. yaA1Uaguuansves . .
A o e Y 251-400 @14 | 100-250 a1y y
Nannm (NPV within 3 > 400 anuUum < 100 aruum 4
UM UM
years)
3.4. SPLIAIAUUVDY 9 e. - o
o o <37 357 58 U >87 4
Nasnnauw (Payback Period)
3.5. é’mwmmmmaa’tumi
st (Gross Profit > 35% > 30% > 25% > 20% 4
Margin)
4. szauanuwsaunumalulaguazdnsinsvaswaniug (Technology Barrier) 15
4.1 Anunsoaudumalulag 100% Already >70% Already | >50% Already | >50% in early
YoIuanA (Technology Exist and Exist and Exist and or under 10
Advantage) Acquirable Acquirable Acquirable development
4.2 9UaTIATIoNAAnTUN Technology technology
. ol o technology
mstmaluladdlulgnu Technology never was was
was
(Operational Challenges) been proven at a unproven proven at a 5
proven at a . )
lab scale . at a pilot commercial
pilot scale
scale scale
5. AnuEnsalun1sinlasin1sluufia (Execution Capability) 20
5.1 AUNFDUAUAIRINTT >70% with >50% with
NARLAZNINYINTVDS BA. 100% with owned owned or owned or >50% is
(Capacity and Resources) Capacity and controllable controllable | Uncontrollabl a4
Resources Capacity and | Capacity and e
Resources Resources
5.2. ANWINANTZNUAIU
NNy ANUUandY . , . , Safe to
o o o o Highly Compliance | Compliance Legalized 4
VIDUINY LLATEILINADU operate

(Compliance)
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NaUNNITUITLAU
- Aun (4) a (3) wald (2) UFuugs (1)
518n15U5E Y (%
. Competitive | Comparative Y o
Competitive Edge Neutral WINUN)
Advantage Advantage
5.3. AYAANNTNUNNYELAZY
L. ~om Experts or Highly skilled )
AUNTONATUNITUNUANT ) Skilled team Capable 4
a o« Experience team team
VDINARNUN (Competency)
o . o - Business
5.4. PATDVIYLATNUTUNTNIG | Trusted Partners | Good Partner )
4y e VoA ] Partnership Contact
ssnannSeulviausuilely (with other (Good 4
. - . ] ) (Contracted) | (Agreement or
A1IALUUIU (Partnership) Benefits) Evaluation)
MOU)
5.5 qUUszaneu (Budget) < 20 31UV > 30 @UUM | 2 50 a1UUmM | > 100 21UUN
100

t:l' L] a v 1 v 7
N32UUNISA 4.2 nTEuruNIsuIAuAaafeasIAlugn1sas1sudinnssanssuIuNIg (Process
Innovation)
TinguszasAionsUssifiunanisusulsanseuiunsnulaen1susuismsuufeu uae
o aa ' A o | ag v | v o o ~ a a aa £ = ° Y]
n1sWauIIsnslud g AdliimedlanineuliiuaiowasdUsz@nsana g s Weuuinnss
nszvaumsuldasdrglinisvinududusednianuazysesdnsnaganiniy lneddunaunis

o a U dgj
ANUUITUAIUY
Woudl 12
Draft final report Ove‘rall E\.:aluation ARz aTUAIuN T 1 Final report
(KM/IM) liiffownin 70% madAnIIAag (KM/IM)
? uazuianTa
TesnuaRuwimnlasnng Uil
TagtszdiumaivUavidemnudanas — Viuup
(Improvement Innovation lsitasndh 70%)
aa | Process Innovation
AU R S
ANy
> madaminug qUBIL/AUVINIG
wazHIANTIY
Almprovemenr Innovation
idosndn 70%
| Azt
- midamannag
w1 uazuianssu
ﬁ . f . i
. Analysis and Screening =
\fiaud 1 —{ Titiaendin 70% — LiléiDalasanas
Process
1 2
P ) o a Y ) A o )
E"LJV] 7 YUNDUNITAN LTJTNWUWWUU'ﬁUU?QWﬁaWWUWUUC‘]ﬂ'ﬁillﬂ'ﬁ%‘U'JUﬂ'Ti (Process Improvement

and Innovation)
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NTUADUNITANTUINUT AU TN NN UNUTLLTUNAUIUTANTTUNTEUIUNIS (Process
Innovation Evaluation) 11 3 TumaU {;fﬁgﬂ

Wiaud 1 o Waud 2-11 (10 wiiau) @ Waud 12 0

Step-1 Step-2 Step-3

Analysis & Screening Innovation Evaluation

Supply Chain & Process . msﬁ’mumﬂmmﬁﬁaams . Overall Evaluation
Flow Analysis 20%
u (20%) » Quality
2. Projects Screening 2. E\lwgg/s;.!nssmumsmmmy o [Flsdie)
« Strategic fit (30%) 0 Product Variety
- Readiness (30%) 3. MSTTANANNARAATIIATITA + Capacity Utilization/ Up-
(20%) selling
» Returns (40%) . ..
4. ATAAVINEULULUUAYANTNAFAL » Inventory Management/
(20%) Shortening Lead-time
+ Cost

5. msetiunsdsuilse (10%)

o « Customer Satisfaction
6. AsesIAFAUAMATTTESU

(10%)

7. amsinviniuuiassiu (10%)

35U 8 : nannuayseduimuuinnssunseuIunis (Process Innovation Evaluation)

WiRNssuNTEUILNSTIdUaLi ol e sand aarunsruIun1sUssidufisndunisduseuly
unazd T,m8L‘émmmﬁmiwﬁmam'im”]LﬁumumﬂﬁﬁqﬂmuLLazmzmumﬁJaaaqﬁﬂi (Supply
Chain and Process Analysis) unlgidudeyausznovlunisiiarsaudnidenianssuniswaun
winnssunszuaunsUszend ludumeuil 1 msleiuarfndenuinnssunszuiunis (Analysis
and Screening) EL“IJ‘U’NL’JaWLfﬂ’eJULLiﬂGU’e]WlﬂU Tnwnodldnzuunlilsenindesas 70 f\]’muummlﬂ
fudumstuneudl 2 msafiunswauiuianssy (nnovation) lutheanieud 2 fuieud 11
vaand TneAanssufifinanisafiunuiifasldnswuulsafiulidesninfosas 70 gaving Wwans
Wamnianssuluyszanafunadnslunmsalusuneudl 3 mssudunsusadiunaiauinnssy
Tunmsaa (Overall Evaluation) Tutaanandioudl 12 vesmnd Tnsilseazideavemdninsisyiiy
wazdavestunouil 1 MlnsilarAndenuinngsunsEuIums (Analysis and Screening) el

A15199 4 TUMDUN 1 MaNNM9NISANLA BNNAUIUTANIIUNTEUIUNIS (Process Innovation

Screening Criteria)

inauginIsUsIiY
- fAunn (4) A (3) wald (2) USuuse (1)
318115U58LHY (%
. Competitive | Comparative Y o
Competitive Edge Neutral WIRUN)
Advantage Advantage
1. Anudaandasiuensansuazluuevaseedns (Strategic Fit) 30
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' a
INNN13UILLIY

- Aun (4) a (3) wald (2) UFuuge (1)
318N15UTSIUU (%
. Competitive | Comparative ¥ o
Competitive Edge Neutral WIRUN)
Advantage Advantage
1.1 AUEDAARBINY Strategic Direction Another )
. ) Functional KPI Department
qwamammmﬂmmaﬂuaq & Corporate KPI Function . ) 30
. o ) ] Alignment KPI Alignment
89ANS (Strategic Fit) Alignment Alignment
2. 92AUAIUNITIUVDINTIALUUNIT (Readiness) 30
2.1 Anunseumumnalulad ,
100% Already >70% Already | >50% Already | 250% in early
wazANAINTlUNNT , , ,
. - Exist and Exist and Exist and or under 30
ALUUNTT (Technology and ) ) _
Acquirable Acquirable Acquirable development
Competency Advantage)
3. nanaunu (Returns) 40
3.1 MIUTELUUNANDULNUN - . #1190 ,
o o - #1UTDUATIEH - . #1190 [EIGRIRER
ANRININNITUTUUTIVSD WATITINE - . - .
o o o HalAlnense WUATIENNA WATIZUN 40
W innssu (Financial N IAlnens . .
> 10 a1UUW . Ialnedau Hals
Returns) < 10 auum
100

AMSUNANLNUINNITUTENULABETDTUNDUNA 2 NITANTUNITHAUIUTANTSUNTLUIUNNS

(Process Innovation) 15188080 A9l

M15199 5 : TURBUN 2 N1SAMLUNITHAILILIRNTIUNSEUILNNS (Process Innovation Criteria)

il nanwneui AZUUY
(% tiwitin)
1 nsfvuaRMATidaIns 20%
1. uansfensszynuiigndlesu (6%)
2. wansfamsszymmAiiaulafidenguauldsu (6%)
3. LLamﬁamsﬁmuméfﬁ%’mL%w%mmuam%mmmw (8%)
2 N352YNTTUAUNNSTEAEY 10%
1. uansnsseynszuaululagdu (3%)
2. wanensssyausulsslunssuIums (3%)
3. wanansiUSeuiigunseuIunIsnaulagaUSuUTe (4%)
3 N133EANANNANET19ETIA 20%
1. awsaszygSuiiaveulunisseauaufnaiaassn (6%)
2. WansienITUILNTTEANANARAISETIA WarsEyesRmNTIlY/Aandsnsudou
(6%)
3. uansfeenuAnadassdiludesiiliiaefiunneu (Transformation) wieartnssey
99AMN/MNNIFES arToazIBunetnansuii (8%)
4 nsIRAULULLAZNI TAERY 20%
1. dmsdavisdukuuvsenisiiies (6%)
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aeudi wanNnMA AZLUY
(% viwiin)
2. Lanstedin1ImadeuAULUURTEN1SITeY (6%)
3. wansiannswaleuusukuursontsunsesnauinlulgase (8%)
5 nsaniunsUSuUse 10%
1. uansdenaanlunsaiuianssuegeasuaiu (3%)
2. LAAIDNNITAAAITUNALAEUAULAUIIY (3%)
3. LLamﬁnmﬁJ%‘uLquLLamzqmmﬂuﬂﬁhjmmﬁmﬁ’wLiumsmmmuﬁﬁmumﬁ (4%)
6 NsATIRAaUAMATTIETY 10%
1. dimssgnurawideyatesndt 1 wisu (3%)
2. dmsAenusenuralariteyauinnii 1 ey (3%)
3. ﬁﬂ1imsJmuwamuﬁw%umm@mmw (4%)
7 nsInsinduannsgu 10%
1 wanaanenuasune (3%)
2. wansfan s luuUanesgunIsinau (3%)
3. LLamﬁqqmmU@uLLazﬂizLﬁ‘umaﬁmmiaammulﬁashmaLﬁaa w¥auaily
@?WLﬁumiLLaﬂLUﬁsJuﬁaui (Knowledge Sharing) (4%)
100%
nuELYA

1. mslviazuuuuuuazan Tnedesrundninamiluszduneuniegwanysalfseziuiansanazuuy
Tundninauiszaudnly
2. bwrinvasazuuvluusazds 9 Weight) orafinnsusulimnsaniuuleusvesesinslundasd
uidmunssuiuanssilutiadudu aslibminduiaded 1 msdmunamefidgesns shdei
3. MIsEANANARET9ETIA wagiided 4 msdmvhduluuiazmeaey 1Jundn
aavhadunisihransiauuinnssunssuiunmsivuszadunaanslunwsiuvetasdins
Tudunoud 3 n1sanfiunsussiliunausuusavs o auwinnssulunmsiu (Overall Evaluation)
At e mvuadud maned ddyuessAns 1wy wan1sufuUsaiuama1n (Quality
Improvement) USinauweadeiianas Snswanandlifiutu dunuiianas (Cost Reduction) f1dsnIs
NARTLTLTY (Capacity Utilization) N5EaBUAUALAY USRS IRELIaNNTY (On-time Delivery
Performance) N15aATL8LLIAINITALTUINU M"%’ai’aﬂﬂﬂﬂé’ﬂﬁamaa (Inventory Management/
Shortening Lead-time) ﬂ’J’mﬁQWEﬂf\]‘U@QQﬂﬁ?ﬁg\‘lﬂﬂEJELULLazﬂWEJUEJﬂﬁQQ“?’J(u (Customer Satisfaction)
Dudiu
N352U2UNIsi 4.3 nszuaunisuiAIuAaad1eassalugnisadisutnanssuuingg (Service
Innovation)
finguirasdiloUsedunansiauuinsidaulagn1susuisnisufuaau waznsiamun

nsiude dslueeiildinneulmiuatsuasiiuss@nsninndu Welhuinnssuusnisunldazdie
TineuausienufBINIsAUMAnIUisuLUasgnAT §30USNs wargldiuladudelangu
TAgHTUNDUNITARUIUA ST

20



\oudi 12

Overall Evaluation Az A Final report
Oraft final report —» Litfesnda 70% — s : ’
(KM/IM) madamIAnaE (KM/IM)
f uazuinnysy
swanuanyAumimnlasung USulgs
Tnwdszifiunsliudpawiovianuianas — EE
(Improvement Innovation Taifoundn 70%)
dod | Service Innovation
AMZRTIUR TNy
Zn m3dansaag AUAYL/IUNINTT
uazuIAnTIY
Improvement Innovation
litisendn 70%
| AR TRy
- madaminmug
Hm uazuinnyai
] A Analysis and Screening Vi
Aoufl 1 — . ; — Lil#alasans
woum 1 lidfanndn 70%

Service

[%
Y

SUN 9 : unaunIAdunumuInnIsuusng (Service Innovation)

T

NTUADUNITANRUINUT P Y TRd NN UsLlUUTRNTSUUINNS (Service Innovation
Evaluation) Tu 3 Jumay ﬁﬂg‘d

Waud 1 o Waud 2-11 (10 wiiau) @ Wiaum 12_0

Step-1 Step-2 Step-3

Analysis & Screening Innovation Evaluation

1. Customer Journey mifimumammﬁm”aoms (20%) 1. Overall Evaluation
Analysis 2. msszunsznumsiiandn (10%) » Customer Satisfaction
2. Projects Screening 3. mssEaNANNAARSESSA (20%) + Stakeholder Satisfaction
« Strategic fit (30%) 4. AsAEvisULLULARZNSNAEAL
(20%)

. i 0,
RERRlEEs (E0) 5. asantiiunisdsuilse (10%)

c 0 .
Returns (40%) 6. niseTadauAalA’ L@y (10%)

7.  msdavindluunassiu (10%)

U7 10 : wianinauaiuseiiiuuinnssausnis (Service Innovation Evaluation)

[ a A A a v 1 a ado a < ! =
winnssuuinmsiaualiieiasandeaiiunszuiunsussdundnidunisiluseuluusazy
lngisuannisAndennguanaA il minguagnsiaszinisiuduiuslunndematagnnanduda
AAOATEYLLIAYDIINAITINVRIGNAT (Customer Journey Analysis) Lagn1s3iasIeiigulAgaiy
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a

Uinsvesautstunieiiou ngrng detsduiiiAendes mawasuuasnumeluladuazimalulad
Advia uaznan s LduuAugnAn aatn nandauiwazusnistulagiuunldidudeyadsznaulunis
finnsandadenianssunisimuiuinnssuuinisses luduneud 1 medinszsiuasdniden
WINNTIUNTLUIUNIS (Analysis and Screening) Tugrsiansieunsnvewny lngnaslanzuuulides
nirfesar 70 niudshluduiunistuneud 2 masidumsiauuianssy (nnovation) Tutag
nanfoudl 2 fafloul 11 vemnd TasAanssuiinanisiidusuidnsldnsuuussdulidesnd
Yowaz 70 anvine tinanswauiuianssuludssnadunadwslunmsanludunoud 3 g
dudunsuszidunaiauinnsslunwgu (Overall Evaluation) Tuthanafeuil 12 veawnd
Tnefiswazidenvomdninuivssiiuuasdovesdunoud 1 minseiuasdndenuinnssuuins

(Analysis and Screening) il

A15199 6 : TURBUN 1 NENLNAUINISARLABNNAIUIUINNTIUUSNS (Service Innovation Screening
Criteria)

naein1sUszdiy
- fxn (4) f (3) wald (2) UFuuge (1)
18n15U58LAY — - (%
. Competitive | Comparative Y o
Competitive Edge Neutral UInUN)
Advantage Advantage

1. Anudanndasiuensaansuazluuevasasdng (Strategic Fit) 30

1.1 mnuaennaesiu Strategic Direction Another )

. ) Functional KPI Department
gysAanItaziUnnnIeves & Corporate KPI Function ) ] 30
P o . . Alignment KPI Alignment
29ANT (Strategic Fit) Alignment Alignment
2. SEAUAMUNIDUVBINTIATUNTS (Readiness) 30
2.1 anunsausumalulag ,

100% Already >70% Already | >50% Already | 250% in early
wazAUEILITaluAIS ) ] )
. - Exist and Exist and Exist and or under 30
ALUUNTT (Technology and ) ) ,
Acquirable Acquirable Acquirable development
Competency Advantage)
3. nanauuwyu (Returns) 40
3.1 M3UTEIUNaRDULNUN - . #11130 ,
o o - AT IAIY - P #11130 Taignansa
AN NANNNITUTUUTINTD UATIERNA - . - .
o o o Halalnens UATIERNA IATIZNANN 40
WAIUIWINNTIU (Financial » Talnanss v v
> 10 81UV . Ialnedau Hale
Returns) < 10 aquum
100

AUSUNSNLNUNNITUTLNULABLVOTURDUN 2 AFANTUNITHAUIUINNTIUUIAIS (Service

Innovation) d518azLden Rail

AN 7 - TURBUN 2 N1IABLUNITHAILIUINNTIUUSNS (Service Innovation Criteria)

aaun wannaa ATLUY
(% UnLin)
1 N1IAAUAAIANABINTT 20%
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il wanunauel AZLULY
(% viwitin)
1. uansfensszynumiigndlesu (6%)
2. wansfansszygmAnigiaulsfidonguauldiu (6%)
3. LLamﬁmﬁﬁmumﬁ’g%’fmLs?mﬁmmuam%q@mmw (8%)
2 N35YNTTUILNSTEATY 10%
1. wanemsseynszuiulutandu (3%)
2. wanensszyInUTulsslunssuuns (3%)
3. wanenswWIguiigunsruunIsnaukasnaIUsuUTe (4%)
3 N135LANANNANAINATIA 20%
1. awsaszygSuiiaveulunisseauauAnaiaassn (6%)
2. wanaiansEUILNITEANANLARETATIA WarsryaAmLEl/anadssasuiy
(6%)
3. uansfaeuAnaiassdidudesiiliiaeiunneu (Transformation) wiesvinisssy
3AAN/ANudss warseaziBunog1snsuiiu (8%)
4 N3IRVIAULUULAZAITNAGRY 20%
1. dnmsdnvidusuuvisensiises (6%)
2. wansdedlnImeaeURULUUYEEN15UNT04 (6%)
3. wansdannswaleusulgsuiuursontsunsesnauinlUlgase (8%)
5 nmsaiiun1suiulse 10%
1. uansieaatlunisaidufanssuegasuaau (3%)
2. WAAIDINSAAAUNALTIBUAUWNUY (3%)
3. wanstamsUSulasssymmglunsalliamsadudumsmuusuiidiunly @%)
6 N13ATIIABUAMATTILFTY 10%
4. dmsnenunaldtayatesnii 1 ey (3%)
5. dmsfemuneaunauazideyauinndt 1 wisu (3%)
6. ﬁmiiwmuwaﬂiuﬂ”’w%mmms@mmw (4%)
7 nsdavindunnnsgiu 10%
4. uARINTIENUATUNA (3%)
5. waneden sl UusulTannsgIunsvine (3%)
6. uansfagnmunuuarUstifiunafianunsofnmaldesneoiion nieuraily
fflunisuanidsuizous (Knowledge Sharing) (4%)
100%
RUTYLYER

1. mslvimguuukuvazay tngdasuvannaeiluseAunouniine g eauysaiieRss i TanAz LU
lundninausisysudaly

2. Uminvesaziuuluwnazds (% Weight) o1asin1susulmuunzaunuulouisvesesnnsiuinazy

widmsunsaiuAanssuluginsudu aslihmdnduiiten 1 msmruaruaIfedns itei

3. NISTEAUAINUAAASINETIA LaLIITaN 4 NISTAVINFULULLAENISNAEDU LUNEN
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anvhedunmainanisiauuinnssulussnadunadnslunmnuvesesdng Tuduneud
3 mssniunsusziunaiamiuianssaluaiwgn (Overall Evaluation) assiadedi dmumidy
WWhvsnefiddnyuednadng 1wy nansUsuUTsFLAAAIM (Quality Improvement) Anuflswelaves
anA1 {SuUsNIg LLazﬁﬁﬁi’;ulﬁﬁ’Jw?iaﬁQﬁ%u (Customer and Stakeholder Satisfaction) tJusiu
N52UAUN1TH 4.4 nszurun1siafIuAaadeassdllgnisadisuianssugsia (Business

Innovation)

g UsrasAlunITUTEEiuANARAAG DT UK UENSAIANTRIANT L1BN1EaN1eNITAaIN ALY
nSousunnee lumsaniuaulasinis wazaudulilsvesnanauunuveslasinis Wisasisaa
Tulaimadisavedasimsasidulunuiosdnsaans Ineddunsunisaidusugedl

Lo
o

Project management
center

Lilfiln AT A - f .
T — Business Scoping
(Gate-2) litfasnd 70%

suamu/AauiinTg

*

Business Development
(Gate-3) lifioundn 70%

msdamsanuiuazuinnisy

Project management center

Business Screening
(Gate-1) liitiannin 70%

Business Innovation

winpandmesiaiiios

L] f
Pilot —p Commercial == Commercial and Social Phase
1 (1-3 U mendansudnadmiig)

by ‘

gRnIudnd e

nsdfiuntsdiu 1P

ALTNTTINTIVIVT

naaumivayu
msAdeiannuaruianT | HU

anniugusadhilasing
Wiaunuiansau
wieriosomdamdlvd

A Business Scoping e

(Gate-2) aitiounin 70% e

suneau

Ty —— Business Innovation

JUN 11 : Tumaunsaniuuauuinnisugsna (Business Innovation)

NTunpUNITAITILILTeAY Indninueisedulasinisuinnssugsialy 3 svegann

Gate-1 94 Gate-3 Aegu
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+ Strategic fit (25%)
- Strategic Alignment

« Business Opportunity (25%)
- Target market opportunity
« Technology Advantage (25%)

« Technology Advantage
+ Execution capability (25%)

+ Capacity and Resources

1. Strategic fit (20%)
- Strategic Alignment
= Opportunity to apply in other projects

2. Business Opportunity (20%)
- Target market opportunity
» Competitive advantages

3. Project Readiness (20%)
- Technology Advantage

» Capacity and Resources

- Risk Assessment

4. Financial return (40%)
- NPV

= Gross Profit Margin

- Economic Assessment

1. Strategic fit (15%)

» Strategic Alignment

= Opportunity to apply in other projects
« Economic Returns

2. Business Potential (20%)

- Target market opportunity

» Competitive advantages

- Customer Requirements

» Risk Assessment

3. Financial return (25%)

« Financial Assumption

- IRR

- NPV

- PBP

- Gross Profit Margin

4. Technology barriers (20%)
- Technology advantage

- Technology Benchmark

= Technology Protection

« Operational Challenges

5. Execution capability (20%)
- Capacity and Resources

« Compliance

- Competency

« Partnership

JUN 12 : ndninaaiussidulaseinisuinnssugsig

1ATINSUIRNTIUEIAANLAUBINBN1THATUF K 1UNTEUIUAITUSEIULABIT HAINNNS
Jawspndoyanisfnwanudululdvediasinmsidessiuieiunldussfiunmundninaeily Gate-1
n13AnEanlAsINITUINNTINTINY (Business Screening) tnedaslinzuuuliitaaninfosas 70 wile

1 lUTAYN U8 ULIAR T UIULATINIT AT LU ST UANUNE NLNE9T 1Y Gate-2 NNSANAUATDULYA

AuaulATINTUInngsugsia (Business Scoping) lnesadlirzuuuliiesnitsesay 70 Nl

ihluaniiunisianuilassnisuasiiunussifiunuvaninasilu Gate-3 nSWAUIlATINTUIRATTY

5319 (Business Development) lnedaalinzuuuliitdosnintfosas 70 8nAe Jasiodnrumanings

nsUseiulassnsiiatn luaiunisselutunauadn1siises (Pilot) kasadunistudanimivd

(Commercial) aold Insfisnvasidanvaandninauanussiiuwnazdovad Gate-1 NMSAAABDNLATINS

WINNIIUFINA (Business Screening) ¢iail

P399 8 : Gate-1 MdnNIINIIARGBNIATINITUINNTIUGIAY (Business Screening Criteria)

naein1sUszdiy
- Aun (4) A (3) wald (2) USuuge (1)
5789N15UsLAY (%
Competitive Competitive Comparative Y o
Neutral UINUN)
Edge Advantage Advantage
1. ANADARGRIRIUENSAHA3VDILATINTG (Strategic Fit) 40
1.1 ANEDAAABIVDY ‘ Strategic Strategic
o . o Corporate's o o Strategy
TngUszasAvedlaTinIsny Objective Direction . 20
) . e New S-curve . ) Alignment
YNGANFNIBIANT Alignment Alignment
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' a
InaNN1sUILLIY

- funn (4) a (3) wald (2) Usuuse (1)
5789N15U5LAY ! (%
Competitive Competitive Comparative Y o
Neutral UINUN)
Edge Advantage Advantage
1.2 NAMDULNULTY High and . ,
. ) High Medium Low 20
LATUTAERNT Continue
2. Tanan19n15nannvadlasinis (Business Opportunity) 20
2.1 yareainnueves < 200 81UV
i o [500 - 1,000 [200 - 500
1A59n13 (Target Market > 1,000 814U M . . or 20
, AUUMN) A1UUMN) )
Opportunity) Unpredictable
3. Anunsaunumalulagvaslasenis (Technology Advantage) 20
3.1 anunseusumalulad 100% Already >70% Already | >50% Already | >50% in early
2941A39713 (Technology Exist and Exist and Exist and or under 20
Advantage) Acquirable Acquirable Acquirable development
4. anuansalun1sinlasinsluugin (Execution Capability) 20
4.1 ANUNTOUATUAIAINT >70% with >50% with
NARLAZNINYINTVDL BA. 100% with owned owned or owned or 0% |
> is
(Capacity and Resources) Capacity and controllable controllable ° 20
; ; Uncontrollable
Resources Capacity and Capacity and
Resources Resources
100

ANNTUNANLNAUT NISUSELT ULA AL BUDY Gate-2 N1SANNUAVBULIAA LT UINULATING

WINNTIUTAA (Business Scoping) dTeawiden Ml

P399 9 : Gate-2 MdNNIINIIAAGDNIATINITUINNTIUGIAY (Business Screening Criteria)

NANNITUITLAY
- fun (4) a (3) wald (2) UFuuys (1)
318N15U52L1UY (%
. Competitive | Comparative ¥ o
Competitive Edge Neutral WIKUN)
Advantage Advantage
1. AUADAARDIAIUENTAENTYDILATINTT (Strategic Fit) 20
1.1 ANUEDAARBDIVDY Strategic Strategic
o . o Corporate's o o Strategy
TngUseasrredlasinisiu Objective Direction ) 12
) ¢ . New S-curve . . Alignment
UVNGANFAIDIANT Alignment Alignment
1.2 mmmmmiumsmlﬂ Well
. o r Core Know-how Extended
AogoAnulATINITOUY Extended
(Open N (Adapted to Could not be
. (Modified to o 8
Opportunities to o similar Transferred
) Project in )
many projects, >3) . Project)
related fields)
2. Teman19n15ma1nvaelasens (Business Opportunity) 20
2.1 yarna1 i euD s < 200 auum
i > 1,000 [500 - 1,000 [200 - 500
1A59n15 (Target Market N v v or 10
_ aUuMm AUV M) A7UVMN) ,
Opportunity) Unpredictable
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nausinTsUsTIdiu
- fun (4) f (3) wald (2) Usuuse (1)
5789N15U5LAY ! (%
. Competitive | Comparative ¥ o
Competitive Edge Neutral WIRUN)
Advantage Advantage
2.2 TolaFoulunisudsdu
- Key Player )
¥83lA339N15 (Competitive Leader Price Taker None 10
(Top 3)
Advantages)
3. 52AUAINUN3DUVDSLATINS (Project Readiness) 20
3.1 anunseumuwmalulad | >70% Already | >50% Already | =250% in early
100% Already Exist ] .
2941A39713 (Technology , Exist and Exist and or under 8
and Acquirable ) _
Advantage) Acquirable Acquirable development
>70% with >50% with
3.2 ANUNSONAUNGINT | 100% with owned owned or owned or 0% |
a o > 0 IS
WNAALLALNINYINTVDY BA. Capacity and controllable controllable 6
) ] ) Uncontrollable
(Capacity and Resources) Resources Capacity and Capacity and
Resources Resources
3.3 Tanalunisiinadnu Small Medium ol
4 4 . '
WEIENNEINANTENUND None to Least (High Risks = (High Risks = ) ,g 6
. (High Risks > 3)
1A59015 (Risk Assessment) 1) 2)
4. NﬁﬂE]‘ULL‘VIu?JENIﬂiQﬂ"Ii (Returns) 40
4.1 yartagUugnsves
- o e > 500 > 300 > 200 o
Nanneun (NPV within 5 y y 9 > 100 aMuuUm 15
A1UUN A1UUN A1UUMN
years)
4.2 é’mwmmmmm’tumi
vinmlsuueu (Gross Profit > 35% > 30% > 25% > 20% 15
Margin)
4.3 NaNDUUWNULTY . _ . ‘
P High and Continue High Medium Low 10
LASYIAERS
100

dmsuraninannisussiliuudasUaved Gate-3 N1sNAILILATINITUIANTINGIAY (Business
Development) is1waziden ¢all

P399 10 : Gate-3 ANNAUNNTAAWLATINTUINNTINFIAA (Business Development Criteria)

(3 a
INANNITUITLAY
- funn (4 A3 wald (2 U3uugs (1
F18n15Us8LUU @ (3) 2) e (1) (%
Competitive Competitive Comparative Y o
Neutral UvUn)
Edge Advantage Advantage
1. ANFDARGRIRIUENSAEA3VDIlATINTG (Strategic Fit) 15
o Strategic Strategic
1.1 AMNUEDAARBIVDY Corporate's o o Strategy
o P o Objective Direction . 5
Tguszasrueslasin1siu New S-curve ) . Alignment
) Alignment Alignment
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' a
naNN1sUISLIUY

- fiun (4 f wald (2 Julss (1
samsUszdiy wn (4) 3) ald (2) UYFuuse (1) o
Competitive Competitive Comparative Y
Neutral umun)
Edge Advantage Advantage
gNSANARSEIANS (Strategy
Aligcnment)
Core Know-how
. Well Extended Extended
1.2 anuanunsatunisinly (Open B
. o < . (Modified to (Adapted to Could not
maaaﬂﬂﬂﬂiﬂmiauﬁ] Opportunities ) ) o 5
© runity t6 Aoly) ; Project in similar be Transferred
ortunity to 0 man
PP Y PPy _ Y related fields) Project)
projects, >3)
1.3 NAMDULNULTY High and ‘ ‘
P . High Medium Low 5
LATHIAEANT Continue
2. Tanan194n15maavadlasins (Business Potential) 20
2.1 yaAnaa N eUD s 3 < 200 AUV
b > 1,000 [500 - 1,000 [200 - 500 a1y
1A3915 (Target Market o o or 5
, AUV AUUM) Um) ,
Opportunity) Unpredictable
2.2 TolaFoulunisudedu
N Key Player ,
v83lA5aN135 (Competitive Leader Price Taker None 5
(Top 3)
Advantages)
2.3 Anuanunsalunis
AOUAUDIAILADINITUDY ) Meet
Y Value creator Value-added Solution ) 5
gnA1 (Customer Requirement
Requirements)
2.4 Toanalunisiinadnu Medium .
4 A, . Small ) ] High
LRSNNFINANTENIURD None to Least o (High Risks > o 5
) (High Risks > 1) (High Risks > 3)
1A59N15 (Risk Assessment) 2)
3. HANBULNUNIINISIRUYBLATINTS (Financial Returns) 25
3.1, ANUAULRAUNATDY
- N Best Practice Realistic Good Poor
AUNRFIUNNNTEU ) ) , ) a4
o ) Assumption Assumption Assumption Assumption
(Financial Assumption)
3.2. DRTINANDULNUIINATT > Hurdle rate > Hurdle rate
> Hurdle rate > %WACC 4
amunglu (RR) +15% +10%
3.3. yarndagUugndves 500
> o v 1
1A59115 (NPV within 5 v >100 a1uUum >10 arUUm <10 anuum 6
AUV
years)
3.4, S3ZIANAUNUTDY u - - o
v <34 354 5-8 U >8 U 6
1A59n15 (Payback Period)
3.5. 9nT1ANUEINITalUAIS
i lsUudu (Gross Profit > 35% > 30% > 25% > 20% 5
Margin)
4. szauanunsaunumaluladuazdnsinsvaslasenis (Technology Barrier) 20
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' a
naNN1sUISLIUY

- fun (4 A wald (2 Suuss (1
samsUszdiy wn (4) 3) ald (2) UYFuuse (1) o
Competitive Competitive Comparative Y
Neutral umun)
Edge Advantage Advantage
4.1 pnunsousumalulag | 100% Already >70% Already | >50% Already | 250% in early
2941A39n13 (Technology Exist and Exist and Exist and or under 5
Advantage) Acquirable Acquirable Acquirable development
Potential Many
4.2 maIpuiisunuy No potential competitive Some competitive
wmiuiamummmﬁaﬁjwdd competitive technologies in competitive technologies 5
(Technology Benchmark) technologies early technologies and mostly
development better
4.3 nMsfuATaLNAlUlAgUeY
1A39n1% (Technology Protected Patent/Copyright | Registration Preparation 5
Protection)
o - X Technology was Technology Technology
4.4 9UaTIAYDNANATUIN Technology was
N A e proven at a was never
msimaluladdluldnu . unproven 5
. commercial ) proven ata | been proven at
(Operational Challenges) at a pilot scale }
scale pilot scale a lab scale
5. A5 LUN15UTATINTTIUUGUR (Execution Capability) 20
>70% with >509% with
5.1 ANUNTONATUNIGINTT 100% with owned or owned or 0% |
- o >50% is
NARLAENINYINTVDY BA. owned Capacity controllable controllable 4
) ] ) Uncontrollable
(Capacity and Resources) and Resources Capacity and Capacity and
Resources Resources
5.2. ANYINANTZNUAIU
nguine Aulasnsy 139 Highly ‘ , Safe to
o = v ) Compliance Legalized q
UEY WATEINADY Compliance operate
(Compliance)
5.3. fiumansnilvinueuagl Experts or . .
Y ~ on , Highly skilled _
ANUNTBUATUNITULUANT Experience ; Skilled team Capable a4
eam
194lA39n13 (Competency) team
5.4. ATV IUUATNUSIAT Trusted Business
A d v aw Good Partner
‘1/1Nﬁﬁﬂﬁ]‘1/l‘1/\liau1‘1ﬁmm Partners (Good Partnership Contact s
I o a 00
sfielunisanfiuau (with other . (Contracted) | (Agreement or
. ) Evaluation)
(Partnership) Benefits) MOU)
100
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nszuaun1suIudInnssuaanlulgusslesuiBaniaiydnaziBad9au (Commercial and Social
Phase Criteria)

MniusdunisnszuIunsT 5 NszUIUNTUSIIS A Insng Fumetgaiiedafivesd
anufuavuinnssuitddnydunindaduvesesdns neuflazdiiunsnszuiunsi 6 nszuaunsh
ufanssueanluldusslovidanndvd uazidedenmii oad1emelduaznanouunuliunosdng
(Commercial and Social Phase) 1 7mgUseadd lun1sAan1uUssid unanauunuyadlasinig
Wisuisuduuszananismanisiiuvedtassnisfilddailineunin uazauaiunsalunisi
Tasansludfoavssloviludandsduasdadny Tnslasinsiignussdumsldazuuilidesndy
Yoway 70 faviu asldsunmenumuuaryiuusaulasinistulneuiazfinnsandadulaluns
adunslasinisaely lnedseazidunvasdninaeivssliuisazdevesnisuiuinnssueanluly
UselomdilamdvduaziBadany (Commercial and Social Phase) i

A15199 11 : naninagiussiiuwsasdavasnisiiuinnssuasntultusylovuldanntivedhasidadamal

(Commercial and Social Phase Criteria)

ineuginnsusziiy
samsUsaidu Aun (4) A3 wald (2) UFuuge (1) %
Competitive Competitive Comparative Y o
Neutral unuUn)
Edge Advantage Advantage
1. NARBULNUNIINISRUYD9IATINTS (Financial Returns) 60
1.1. ORI INARDULNUIINATT
amuneluiisuivuszuna 100% 90% 80% 70% 10
15 (IRR)
1.2. yarTagUugmdves
TassnsiiguiuUseananis 100% 90% 80% 70% 20
(NPV)
1.3 §n51ANaLNTaluNg
vlstuduiieuiudszana 100% 90% 80% 70% 30
A5 (Gross Profit Margin)
2. Namammm%eﬁeﬂw%aLﬂswgmam% (Social and Economic Returns) 60
2.1 NARDULVULTIFIALNTO
wswgrnansiisuiutmune
ao ) 100% 90% 80% 70% 60
NNIUA (Social and
Economic Returns)
3. anuansalun1sinlasinsluufin (Execution Capability) 40
3.1 ANUNTIUAIUAIRINTT 100% with >90% with >80% with >70% is 10
NEALAZNITNYINTVDY BA. owned owned or owned or Uncontrollable
(Capacity and Resources) Capacity and controllable controllable
Resources Capacity and Capacity and
Resources Resources
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' a
InaNN1SUISLIUY

ensUszdiy AN (4) A (3) wald (2) UFuuse (1) o
Competitive Competitive Comparative Y
Neutral UInUN)
Edge Advantage Advantage
3.2 lassadanagdSurnveou
Tun1saniiugu (Project 100% 80% < 80% _
i Non-clarify 10
Structure and Fulfillment Fulfillment Fulfillment

Responsibility)

3.3 AMUAUNLIUBINTG
ANAUNITANUBHUNA AU 100% 90% 80% 70% 10

(Project Progress)

3.4 NMSUSUNTAMULELST

, . Small Medium High
dnansenumelasanig (Risk None to Least 10
(High Risks > 1) (High Risks = 2) | (High Risks > 3)
Assessment)
100
NRUIYLYIA

1. Tassnswinnssulauselovtidamalvglrlavaninamnisusedinlude 1 way 3

2. lesemsuinnssulauseleviidedinulnlovaninamnisuseisiulude 2 way 3

3. Tassmsuianssuldussloviisludmnduduardmlimmuntihminas uuusewinmdninasinig
Usziliulute 1 way 2 i Inedaguuusiuiuyinduiosas 60 AUANUMNILENURIIATING

NngMsAansfuuinnssudeansuazaienengnisufialunnszduneldlaseainans
UIMITANITAINT AL UIANTIN AIUNTLEUIUATITAUNTANTTULAL HIUN U UL UNITTIANT
uinnssN AuaINIadIANARaS9ATIA (Creativity) lUUSuUTsWaunAndulfiAnu anssu v
AR UTNIT NIEUIUNITYINGIU YSBURUUTIAY/Ashaludsialy
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