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Criteria for Performance Excellence

. e —

/ Organizational Profile \

Leadership

I Measurement, Analysis, and Knowledge Manag ement |

Core Valyes and Conce?™

From Baldrige Performance Excellence Program. 2015. 2015-2016 Baldrige Excellence Framework: A Systems Approach to
Improving Your Organization’s Performance (Education). Gaithersburg, MD: U.S. Department of Commerce,
National Institute of Standards and Technology. http://www.nist.gov/baldrige.
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The organization is beginning to carry out operations with repeatable

Operations are characterized by activities rather than by processes, and processes, evaluation, and improvement, and there is some early coordination
they are largely responsive to immediate needs or problems. Goals are among organizational units. Strategy and quantitative goals are being defined.
poorly defined.

Reacting to Problems (0-25%) Early Systematic Approaches (30-45%)

Operations are characterized by repeatable processes that are regularly ) )
evaluated for improvement. Learnings are shared, and there is coordination Operations are characterized by repeatable processes that are regularly

- irational units: B dd T— d | evaluated for change and improvement in collaboration with other affected
VIR VEATNZENOTEN. WIS 1 TO0STI05 A0S KF), Sangos A Saus. units. The organization seeks and achieves efficiencies across units through

analysis, innovation, and the sharing of information and knowledge.

Aligned Approaches (50—65%) 7o messures uackprogess on ey satgic and peratonal gosls
Integrated Approaches (70-100%)

Baldrige Performance Excellence Program | www.nist gov/baldrige



@8 Mahidol University
o th}'&lm
A World Leader
891-1000

T

O

L-Iq:

LLl

2 Industry Leader

'_8 681-790 Benchmark Leader

Q 791-890

e Good Performance

(O Early Result 471-571

o 271-370

EdPEx 300 Emerging Industry Leader
571-680

Early Development Early Improvement -

0-270 371-470 TQA Score
EdPEx 200




/@8 Mahidol University an @? 1 (Customers)
\s oy CQcadom. o the Lo u

AL SEUMIOgNAINGNEY VkirTatiuullunazilduIn1sN1sINISAnY) 398 waguInIs
dlusn1snananswaruInis launss wasnguyanady 9 Midudeanadlginglai

Lneusl EAPEx

24 1 I=|

SeukazgnANaudu eludagiuuazauinm way

9

a 2

SYULALRNAINANDU VDIADIULALUS

9

D

222 @20



n  Mahidol University

Customer Journey

Customer Experience




&% Mahidol University

B/ COcalom ot Lo Customer Journey?

Customer Journey %38 ASLAUNIIVBIZNAY

*  avendslsrauntnivesgndauinssuTenure AL 4
nIzUINNTeUIs Maveaedldon llaunssiafnmudnddeuusudlusses
g1 avuatifeldeswesufauiusuasUsraunisaifiandilsionusud

(ﬁm: https://stepstraining.co/strategy/customer-journey-to-know)
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74 1

Customer Journey dA3ua1AuaE1915?

v

19nAIRBINTToEls luYeImIelnu

Pglrnug

%

PrglviguasslszaunIsainsiunsiiUseiulanngnANdsewuTus

ylansinvedeadladymerls ielignidnaulafiaglduinmsvesananniu
Hreliinmannsnaisseneiiinnduanmadilansidunsesgniiess
L1939
anunsntelinuanaldinglunmsvinseanauaidiulseansamldunndu

(ﬁm: https://stepstraining.co/strategy/customer-journey-to-know)



Customer Experience : CX

® CX %138 Customer Experience h ﬂﬁ"’ﬁﬂﬂ'ﬁmvﬁ\‘m'ﬁﬂﬂlE]Gﬂﬂﬂ’]'ﬂ&l@laLL‘U?%@] SIT\‘]
Vlw"lmrm@aEJmemwawa%iumﬂmmwammmLmuu LL@]ﬂ’]’]ﬁJﬂ‘J”‘}’]Ulﬁ]@]\‘]LL@]
ﬂ@%@]@]ﬂ%iﬁ]‘]ja 3”%’)’]\‘]@]7’]&\‘]61?@"1]’]8 "lﬂﬁmmmaﬁnmoumamammm Qb ﬂﬂ'*ﬂ(ﬂL‘]J%

Customer Experlence ‘Y](]‘Iﬁ&l@ ?JEI’NVLSﬂ@] 2 ﬂ‘ﬂ’cﬂ&l%ﬂﬂ %) ‘Y]&IN@@]Q CX ﬂa wamnmm
(Product) LLazgﬂ% (People)

Good
Customer
Experience

Good Good
Product Service

https://thedigitaltips.com/blog/marketing/customer-experience/
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/ Organizational Profile \

Strategy
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| Measurement, Analysis, and Knowledge Manag ement I

Core Values and CO“Cepts

From Baldrige Performance Excellence Program. 2015. 2015-2016 Baldrige Excellence Framework: A Systems Approach to
Improving Your Organization’s Performance (Education). Gaithersburg, MD: U.S. Department of Commerce,
National Institute of Standards and Technology. http:/www.nist.gov/baldrige.
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COcadorm o tha. Laund Are we doing things RIGHT: Are we doing the RIGHT THINGS:
(HOW?) (WHAT?)

m- Process » Output —Y Outcome

Output [ %
Output - Q-.

Partner/Supplier

Perfornrance Measurement

/
Leading Indicator " Lagging Indicator

Process Indicatounssme R 2sult Indicator
Check Point || aadR Control Point

Efficiency LB Effectiveness
Means End
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Focus on success and innovation

[V [
Student-centered excellence 3.1 @NAAIAKNVDIANAN

Delivering value and results 39 mwgﬂﬁumaagﬂﬁ'ﬁ
Strategic Context
Management by fact Strategic Challenges
Strategic Advantages

Threats
Strategic Opportunities
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(Customer Expectations) (Customer Engagement)

Expectations ~ Engagement

Listening - Experience

Offerings - Relationship (0383 Grsnis, 2567)
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(Student and Other CUSTOMER Segmentation, and Program and Service Offerings)

(1) NMsAIUNNFUEITBULALANAINENDU (Student and Other CUSTOMER Segmentation)
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(2) NM15IANANEAIUATUINIS™ (Program and Service Offerings)
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=XIm 4 Strategies of Customer Orientation

1. Understand 2. Segment 3. Set Vision & Strategy 4. Support Customer

your customers to target customers and leverage ecosystem with excellent services
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Customer Journey

(su1A1sNan1sdEIaanuazitiduisdseinalng, TQC+ Customer, 2565)
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1. Understand
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2. Segment
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Overall Question
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