TH AILAND A prestigious award represents of excellence
WALITY in all aspects of organization management
and operating results.

WARD

Equivalent to the highest quality organization in the world

TQA: Performance Excellence Award
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THAILAND QUALITY AWARD
2563-2564

" CRITERIA ror
PERFORMANCE
EXCELLENCE
FRAMEWORK

LEADERSHIP

STRATEGY

CUSTOMERS

MEASUREMENT, ANALYSIS,

AND KNOWLEDGE MANAGEMENT
WORKFORCE

OPERATIONS

RESULTS
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ALY NLASLLUIARKRAN

11 Core Values

Socletal Focus on
Responsibility Resuits

Focus on Managing for Management
Future innovation by Fact

Valuing
Workforce Agliity

Organizational
& Personal
Learning

Visionary Customer-driven
Leadership Excellience




ALY NLASLLUIARKRAN

*  yuNaILBIszuv (Systems perspective)

* aA1suIvdAnsagelIdanAy (Visionary leadership)

. ﬂfa'laqﬁ‘lmﬁﬂﬁag:al,ﬁ’ugnﬁﬂ (Customer-focused excellence)
*  mshiRnudAgAuyAains (Valuing people)

*  ANNL38USITAVBIANIUATAINAARYE (Organizational learning and agility)
*  mssjarduAdnadnsa (Focus on success)

o mssamsiiiauinnssy (Managing for innovation)

*  msaanislaglddayas3e (Management by fact)

* nsvindszlevdlvsdenn (Societal contributions)

* ga5wsssnuazAInldsela (Ethics and transparency)

*  mssdenauAmAILazuaans (Delivering value and results)



=k N 000 NG T NN =

- O

ALY NLASLLUIARKRAN

Good Performance

Directive Leadership
Product/Service-Driven

Meet Standards or “status quo”
Suppliers and Unions as Adversaries
Respond in Time Allotted

Focus on Next Quarter's Results
Employees Follow Procedures
Management by Intuition
Compliance with Regulation

Focus on $ “bottom-line" Exclusively
Functional Perspective
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Performance Excellence

Visionary Leadership
Customer-Focused Excellence
Organizational Learning & Agility
Valuing People

Managing for Innovation
Focus on Success

Ethics & Transparency
Management by Fact

Societal Responsibility
Delivering Value & Results
Systems Perspective



The Organizational Profile

sets the context for your The results triad (Workforce,

Operations, and Results)

The leadership triad (Leader- Erg;-ll(nizati(;n.f § STIWES as the includes your workforce-focused
; ackground for all you do. '

5h'P’h$tfategg; a.nd stm'“erfs'} & }:- processes, your key operational

EMpRAsizes the Importance o . processes, and the performance

a leadership focus on strategy

results they yield. .
and customers.

VAN

Leadership q Integration D

N\

Operations

oo Measurement, Analysis, and Knowledge Manageme .
L]

...o"'

The system

All actions
foundation lead to
(Measurement, Results—a

Analysis, and
Knowledge Management)
is critical to effective

composite of product
and process, customer,

workforce, leadership
management and to a and governance, and
fact-based, knowledge- * financial, market, and

driven, agile system for » strategy results.
improving performance The basis of the Criteria is a set of Core Values and Concepts that
and competitiveness. are embedded in high-performing organizations (see pages 38-43).
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Item title and Key term in
basic question small caps ltem point value
ltem number... 4 .

"B 3.1 Customer Expectations: How do you listen to your customers and determine
products and services to meet their needs? (40 pts.)

Areato , . ...... . a. CUSTOMER Listening :

address (1) Current CusToMmers How do you listen to, interact with, and observe customers to obtain actionable infor-

. v mation? HOW do your listening methaods vary for different CUSTOMERS, CUSTOMER groups, or mark®ESEGMENTS?
How do your listening methods vary across the CUSTOMER life-ggele? HOW do you seek immediate and actlﬂnable
feedback from CUSTOMERS on the quality of products, CUSTOME uppl;trt and transactions?

Headings _. -~
" (2) Potential Customers How do you listen to potential cusToMmers to ubhhacﬁlumhle information? HOW do

summarizing

Type of information
to provide in
response to this item

.. Owverall
Iy .
questions

Ry | ._Multiple
questions

multi pl e vou listen to former CUSTOMERS, competitors’ CUSTOMERS, other potential CUSTOMERS to obtain actonable - - .
questions information on your products, CUSTOMER support, and transattidns,as appropriate? =~ * .
Terms in SMALL CAPS are defined in the Cbﬁ's.ar}'.afk'ey Terms fpas& 496.-53}_
~ Notes
3.1. Your results on ]:nerform_am_:e relative to key product 3.1a(1). The customer life cycle begins in the product
features should be reported in item 7.1. concept or pre-sale period and continues through all stages

of your involvement with the customer. These stages might

3.1. For additional considerations on the products and business ‘ _ ! e ! : !
include relationship building, the active business relation-

of nonprofit (including government) organizations, see the

| notesto P1af1) and P.2b. A ship, and an exit strategy, as appropriate.
Item I -‘ 3.1a(1). Your customer listening ]'I:LEthld.S might include For additional guidance on this ifem, see the Criteria
notes social media and web-based techi‘no]ogies. Listening through Ca{um.er:mr_ljr fh.rrps.',n"x.‘u-‘ww.m'sr.gcmﬂrrn'drﬂqeﬂmjdn;gf
social media may include monitdring comments on social ~criteria-commentary). w-.
media outlets vou moderate and on those you do not. Tl

.
0
.

Note in italics for nonprofit organizations

Link to
Criteria
Commentary
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7.5 WadwsAUMSIdU naA lla:nagns (75 AZUUU) oofmioe
maulurdadl
(Financial, Market, and Strategy RESULTS):
wadwsAmuadMUTuAvMOMSIduta:nMstnagnsluugifllusgvls
N. HAANEATUNITRULAZAAIA (Financial and Market RESULTS)
gossssssnnen( 1) HANITANLUNITATUNNTIRY (Financial PERFORMANCE)
nadngn1sAntiumsAuntrRuiuednls. nadnguafiiavsanmInnd1AgUaINanIsATIUNG -
i munisRuiuednels swfeidnlnesanaivlezneu (aggregate MEASURES) AMUMaAUWILYNINSWNY ¢ |
o | i ANUTUAMNNNITIU (financidl viability) waZHANMIANTIUNIGA eULITZ UM (budgetary PERFORMANCE) Anales oy
ffuaenels (). HAENSLMANTLANM NAUAUAUARIALATNGHENAIBENLT (). L]
Fnnueae
e (2) HANNZAMLUNITANUARIA (Markstplace PERFORMANCE) A
nadndnsaniunisarunaiaiuadnls. NadnsunIAANIaA PN ANET A IAINENITANTIUNIG- -+
Aumaaluengls st LLLNRaNAYERA LN ILUASTA NSIALLANNASIALEZAILLLNARIA LaYNT
wzpan bidueendls (). nadnsiantuansnaiismudiusainuaznguanAaendls ¢,




