uni 2
n1sldusElaviannindgdunisleysy (Utilization)

nsuEmsIansvingaumsdamn luninaveimsidusslevt (Utilization) Tindesdie
awduliludeyanisdrauladenldusslevinnminddunatyailiogranunzan uazdue
somPATauazian §oil
1. wiatudinninddunisleyayn (P portfolio) nwdaunsdygves ama. daiulu 3
JULUU fie wuu Hard copy wuulvid POF uasiuugiudeyalussuy IPMS
2. wuImenslguselaail (Utilization decision tool)
- Feasibility Study
- Business Plan
mafnwrmitululdvasnisnaunngsia (Feasibility & Business Plan) vasindau
matnyuaslasindde’
1. R&D Commercialization
nmsUssdunnudululsvesnmsdaitasnistounmaiusuiegiuinasitiunsimun
Tandmunnudovaueainids wilundnnisenadesgaudesnisvesmanlundnieusu
Tnsamide ddlusmanvesasdindrnudinameiurenindds sadunsfinwainu
Foen1sTemae e RE&D WiumnTu
nMawatauiAnlandnuite lundnnisieasdaswmaumanalililu 3 Bes vied
58031 3 C A Costumer: gnA1vasIABlAT, Competitor :ALUININTIV9T0Y, Company:

v A e

Un3d8/qnan/0eAns TneUsuiunuadluiiowes supply size AEINTHAR NI2UIUNITHER
Fogau usu

TEUIANNITINEEFBIBMRIUNITIAIAFIE neuTivednisAslandrhnTideluws
aziSossietne Tunatiuansd

Innovation and Commercialization Process

Source: Discovery, ‘ - ) { ¢ Diﬁ!_lsinn,
Invention, Research Prototype Validation Production ' | Launch ¥ Adoption, and
Jj Market Need L % Response
EEm—— . £é — b — — = 4 & o BN
------------------------------- Associated Jasks == -r--—55 == -mmmmmmmamm gt
Technology Design Field tests with ~ Organizational Marketing and Marketing
feasibility customers structure promotion
Market feasibility Component Product Legal issues Initial feedback  Promotion
sourcing modifications on business model
and testing
Intellectual Warking Manufacturing Personnel Service
property prototype simulation and

testing

Team capabilities| Initial testing Business model | Strategic partners Adjustments to

business model

Funding stages | Manufacturing
and needs needs

Supply chain and
distribution

1 o a w, @ @ W v a o e
AEn1NIENARAN A3.83R51 Jundane, 2557 ussereiide “‘mifnwiaudululdieynireunugsio (Feasibility &
Business Plan) vaswindaundyguazlasinisise”



TorauowuzNasiuinludtegell Ao amaddnunzvosesinsiilunsviusslonl
Wiedenn yuyuuuiuiigs duiunisdssliuanudululideswiuiiu Market Feasibility A33

wiunsUseilulunnu Feasibility social enterprise &egifiuyariinvuludedny auuy

p=1

Huige Fanshnnanauunuanuuyilaguanasiunsyigsiauuudu

=3 s ~

AsAauTanssuiiviauulde wazle feaziudalszanininnisaeulandgnans fatu

asiinsligiflanlddnidodunidwsnlunisaueuus Tym iwailddnsidouasimmn

U

winnssugnaisiueuanla

‘ Closed Innovation

* Open Innovation

Boundary Boundary
of the firm — of the Firm
\ New
Market Y
4
# J s e ——
Research )= Curent Research ‘ ;.. The
Projects ' J v Market Projects ) e ¥ Market
| ) )
!
7
w
) 4
Research Development Research Development

Closed and Open Innovation

Open innovation . ..
Procter & Gamble’s web of links for
innovation and new product development

. 1 [,11
Yentmg Capial —— Comuien
Inekpand ot \ A Efisees
lirpeencus
e Cuppiiare
GEREITITEN il
Libs 1
i‘ e
Insi s,
ol 1l
=¥ Contmct Las
Teache
Frtnet
Joid Dovidogosad

Paitagis

S al
Fabarorls



Tussdnsiiyaainsfiaduassananuniowinnssulnl Tusedulve onvasilundndou
Tnlunguiediu dnsAnAudSudsenliannvesiy wdndasililussiudssina vialnally

sugulan

n13UszReg (Invention) Masimunluudstuduuinnssu (nnovation) fiawnsaidng

U

PaA LeLazlSYauANEANSY Ta1UULR8UN ANUAWSTLATT
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ASZUIUNTIANITUIRNNTTY

2. NPD Process : nszuaun13un R&D Mguandmusiuasviglaluandivd oy 6
VUMDY Al
Stage 0: Idea/ Planning and Situation Analysis

Gate 1: Decision to do a preliminary investigation

8
Stage 1: Preliminary investigation/ Consumer Needs &ldea Generation

Gate 2: Decision to build a business case

: !

Stage 2: Detailed investigation and business case/ Concept Development

Gate 3: Decision to go into development

.k
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Stage 3: Development/ Feasibility Confirmation

Gate 4: Decision to go into testing and validation

: !

Stage 4: Testing and validation/ Scale up Confirmation

Gate 5: Decision to go into full production and market launch

: !

Stage 5: Full launch and final report/Product Launch

Gate 6: Project Termination

Stage 6: Post Launch Audit/ Key Learning’s

| ldea I

l Coneept ]

(6}

D>

: — Scale Up Post
Business Develop Test/ Launch

TR Validation Audit

Sl ek

3. Market Potential
ANYATNVIINITHANG FLADINNITIATIENIULAREAY F9U

[

Audanelas
Supply fivinlns
Demand fwinlus

2 A

Customer Characteristic Qﬂmﬂéﬂm
Customer Motivation JadeiiilavEnarensidonte/iuanda
Customer Retention MI3N¥IINAT
nagns
ﬂaqwﬁLﬁaa%ﬁﬁaﬁLU%UﬂﬁLLGU'QGZTu (Differentiation Focus, Cost)
Market : 4 P
- Product
- Price
- Place
- Promotion
Production
- dede
- WEw
- Stock/Inventory

- Ea
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- AMAN

2

U

D oS

- MANUY

v oA o

o Y% : STUVUY 51997UN5HEU

o 1)

< NSHu
S8 (NS
- RuamuuasAldingauiduany
Tnednseisaiurndinvomdndas (Product  Life  cycle ) dausnisidudy

(Introduction) WUlR (Growth) WBulafindl (Maturity) sazannes Decline) MIum1519E
How Innovation benefits a Business Competitive advantage

First mover

advantage

Product Life cycle

Introduction Growth Maturity Decline
Competition Scarce Increasing Intense Decreasing
Customer Innovators/ Early majority | Late majority Laggards
adopters
Strategy Market Market Defensive Efficiency
Development penetration
Position
Price High Lowering Lowest Raise

barriers to competitor entry

The opportunity to create new customer “wants” and




4, Competitors analysis
5-6 Forces Model

SUPPLIER POWER
*Relative bargaining
power
Buyer Volumn

THREAT OF ENTRY
«Capital requirements
*Economies of scale
Absolute cost advantage
*Product differentiation @ ———

*Access to distribution
channels

«Legal/ regulatory barriers
*Retaliation

SUBSTITUTE
COMPETITION

* Buyers’ propensity
to substitute

* Relative prices &
performance of
substitutes

'

5. Customer analysis T4 3 41U AD
+  Customer Needs by Segmentation?
+  Customer Behavior ?
«  Customer Decision (Motivation Factor) ?
6. Feasibility study Process
msfnwauduldlfifonisindagsatiml § 4 dureu fil
6.1 Ainwanudululadtunisnana (Market Feasibility Analysis)
1. Market Potential
« Identification of potential customers and their dominant
characteristics  (eg. Age, income level, buying habits)
« Potential market share (as affected by competitive situation)
+ Potential sales volume
« Sales price projections
2. Market testing
« Selection of test markets

« Actual market test
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« Analysis of market test results
3. Marketing planning issues
« Preferred channels of distribution, impact of promotional efforts,
required distribution points (warehouses), packaging
considerations price differentiation
6.2 anwanuduldlddiumaiia mudn waznsdnns
1. ToRasueumAtlalunNIseanuuNan e (Crucial Technical

specifications)

AN5aRALUY (Design)
«  AWAIU (Durability)
- Aueiield (Reliability)
« Aulasnny (Product safety)
- auduinesgiu (Standardization)
2. Anwsimnssy
. A%asdns
. 3l
. szuunsiuatesululssny
3. ANTWAIUINER S9N
. U
< @MUY
4. MIVNAFDUNARAEN
¢ VAFOUNIUMBILAY NAFDUIIUEUN
5. msmmuafiddseen
6. HalT9U
7. MIIANITRIANT
« YARINS : INBZAIUANTA YAANAW ANEAN
+  Managerial requirements
« Determination of individual responsibilities
«  Determination of required organizational relationships
+ Potential organization development
6.3 Anwanudululdfrun1si¥u (Financial Feasibility Analysis)
1. Required financial resources for:
+ Fixed assets
» Current assets
+ Necessary working capital
2. Available financial resources required borrowing

«  Potential sources of funds
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« Cost of borrowing
+ Repayment conditions
3. Operating cost analysis
»  Fixed costs Variable costs
4. Projected cash flow
5. Projected profitability
6.4 AnwnansEnusuderusazinday
1. Yssidunansznuidauin Tuguwuuvas Social enterprise Aiadsmuias
Faundey
2. Usaflunansznuivaudederuuas dannden
7. ANIAANITANADINITVDINAIA (How to forecast Market demand)
Bnsfnwignm T#H3nsIToraaiion
1. ANUADINIITOIRaNR (Market Derand)
2. ANANwarYaIanA (Customer Profile)
3, Jaduiiansnalumssnaulade/uslan (Custorer Motivation)
lngldisnsAinuanunasdeya

s

- Fpyanfugll (Secondary data)

- Joyaugugdl (Primary Data)
- d@mawann (Market Survey)
- vedausan (Test Market )

~ Usyyunau (Focus Group)

3. nsuszlivyadmingdunistayayn (P valuation)
wann1sUszlivyamninddunisteann
Ussiuyarmingaumsiyydsdunsssidudnenmussnisliningau Mneades

TunsudnduAuazuinisiiesmiie wanmsdAgylunsussliuyasmindaumdyg e

nsldnsduanuyan Jegtuvesmsualsslevinioseld (Present Value) fitAnainmisld

ningaumatigan iminddumsdyandnanlifunsduasemieannsaaiiasslendlity
ﬁqiﬁ?\ﬁfuﬁ“]
Fnwnznsldavsluninddumatiya
1. MIHAALAZIRUIEAIIAULD
naUsslovtifiazlasuazeglusuvesuausenaumslngsiu
2. mwwﬁmé’tﬁ’ﬁ%@'ﬂiznwnﬁ
L%’waqﬁw‘émmsaiﬁ%’mmammuﬁgﬂugmwwaaL‘iuﬁauﬂiﬁsﬂ%’j«,ﬁm waz/
wiedrsziludiunuivasnalsenaunsiiisades nsussiunansuunuasdendunis
mmﬂwsafiwaﬂszﬂa‘umssuaq;:Iﬁ%’umﬂw%’wéﬁww’f]fgzgﬁmdn
3. ANTIIUNU
nsUszunindaunslygrondlddudiiadadiuvasnissmny
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foyafisndudiedlilunisusznounisuszfiugad
1. enansuangIu LL@%WEJ@%L%EJWU@W]%JWéauﬂﬁﬂﬁmwﬂﬁﬁaﬂﬂﬁﬂﬁﬂizLﬁmgaﬂ"]
VOULALAE TEUEIANVDINTANATOS
w1s3Aa (Business Plan) Ails¥urmuiivseuainaamiunsiu visunasiumy
UIBaNaNIN NS
HaUsznaumsnendeyadeunds (i)

5. deyarmuenarmdngiuiug Asndudeussdundsigindrmsy

nsUszugarmswedunialaygn

1. msUssiiuyarmInddunielayyn #91504713970 Business Plan WileRansan
s18ldandranuniiniainae funaeaengnisldieu saeauinnsundsnasdiviuionin
VI%’Wéﬁuwwqﬂzyggwm'%aéfunumﬂmiwﬁmﬁamm

2. wmugdmdumsusziiiuyan dandUnsuazeydnsing niesmuien1im

9

AL

= o

Audns swdsfisuldusenaunisiduyginiseygyininlg@nduaznisiivusaino uwny
(License and Royalty Agreement)
B sUsnugarmingdunialdyan
1. F8n13AnNeuNY (Cost Approach) Wansadnag 2 SUUY

1) fnsunnderfiadsiusumuiiiiuan (Historical cost basis) finlddu
nsUssdiugarmingaunmedaanaereignslivsslewd lldmtawanssnudoUseaniam
Aa1A NISWAITU wIanITWAILITunAlulal

2 ferswraindunulunisunufiviendniulngd (Replacement
reproduction  cost) ABdAIlINANTENUADUTEANSAINAANR NITUTITU WIBNITHAIUIAIU
wialulad

ﬁunuﬁaﬁ’%ﬂwﬁamﬁﬂizLﬁuagamm”wsiﬁumqﬂfyﬁyj

- Assususung e

- Assuilsumsansdeudviiiefunsndaundynn

- AUYUNEYAA]

- AuVUMSARIN

- AUVUNITHER

- AUVUNTIAINLALU SEdURUS

wnewg n1UssidudaeitiliausaasoufwauseTovifidwedldty
WeeassaUsgleniflasiatunnmingdunmadamn %ﬂm’mﬂﬁumiﬂisLﬁulﬁammmﬁmw
Tumslewnsndaumadganls uftsmaysslovineuumulesfasiflounsndaunsdyan
msaglaguanmslouwihii

2. WmawTeuiisusnnnain (Market Approach) Aenisussiliuyadlagende

fFoyasmildanmsnenindaumdyaiidnuusfvai

48l LfJu"‘J%miﬂﬁzLﬁuaﬂamﬁ@z@gjuuﬂ’nm‘%q finssng wazaunsausuldlany
nindaunatyeymnussian
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Joide Lmimﬂuw8auiuiuttamaﬂﬂﬂiﬂi 2Afiu (esnningaumstyand
ANYRANIZAIE EJleﬂEJ\‘1mﬂmaﬂﬁ‘mﬂﬁiﬂiimﬂiﬁmmEJ‘U
3. ABMINa1Iaanseld (Income Approach) fenisusziliuyanilagaguu
ﬁugmmmﬂ ffnflsfenseuaneldluowmaniinemnehasldfunnnsiensemindauny
Joyaunidug Tnedoy yadzUsenausiy 3 dufe
. MIUPINYeINIzRaelalusuAn
2. Fsmadulafemadenassvenseuansldluauan
3. walunsainsziauldlueuiag
faf Iuisideudosnnliteyaiaiagiiadnludeslddmiunsnamy
ﬁjﬁﬁ];:Iﬂizﬂaumwaqmmmmmawmmummu Ny WANTUTINeE1958lnTE e
Welvimimdaumatiyaniitonsedinaneuunumimisgeninaniidninssiu
daife inanuduanldineseuinnszuaneldlueuaniininisienses
ningauneleygn LLasmzLLaiwslﬂuaummmaqﬁﬂiqiﬁ%ﬁﬁaﬂiaqﬁam%’wéaumq{]mﬁgwﬁ
gnuseidiud  szazafenszuaneliinanuidseninnisaieseld yaadldainnis
Usziliuenatnnuinsadgendnnisu seidun g B shnanAunu
nsUsziugaamsngdun sy uszsunniniiny/aydniins
?m%ﬁ’miL‘fJu‘w%’Wé?lumq{]fgfgwﬁﬁuwmwashqmmiamivﬁwLﬁuqiﬁﬂﬁﬁﬂﬂﬁiwam
naiugaaImny Lesnauldisuduiiesainnisiiensesdnitnsaunsaatie
anvansalunswisiumieguidupaiafediuls visevzadmnuausalunisynuie
panluisiamilsld fuszifiuyadimsnseninifitededdamaneessiviliyarives
AnSUnsiAURANANeTY LU

—

. auduendnwaitazanabmlusziuadauinnssuvesdnsvns
« avamunnvnglumaihluussendlduazanududauveanalulad
« wawselunsulsiuiimdenidnstrslurhue oty
- nawegfuyulunsufiRauieliaunsedvivesunldlunan
< prwannsatunisdestunisasnidsusuumaluladlnsordeansoesiuly
MUBUALINY
. vewaniivessuduiiindn andvitniilutagtuuasiueuas
)ME yaAmiwgdunialaysy
01U VRENTUNT
* Panafiannsathuildumensiegiadud
(Mature/Fully Commercialized)
+ FraiuAudnsvuuzilinanidn
(Developed/Market Introduction)
#* Y23svhaian (developing)
Fraszeududy (Farly stage)
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a

» wuanienisuszifiuyantdnddns/oydnides d1938n15Aaandunu (Cost

Approach)
o gellyuunnlunsdnaviins/eydvitnsegludiniudu (Early stage) Wi

Tugasududlinulainazauisawmuinazeonuds Susiniauanuisaly

a

nsafranailswngn@ns
1o aa A a A a o a oA o Py [
o gluluntenlunsdindunsusudiugamansing/eydnsunniinisuysdu

g9 vlasanluenvasviouyariaugaunals

a A

> wuannanisusziliuyadidni Uns/eydndviasdae38n1s@nainsield (Income

Approach)

a

Jwitauwnaunadenisusuluyamdnsunsluy@infiamnsanmunlundndoe

duSansearuisoasrwmdnsuanilanuaruisastetulunaials n1susziiudsiazAsudng

deannvdnuANuansalumsaiaadiumarAsygna i uEmsans

1

» wuanenisuszdiuyadaniins/eudniinsdaeisianis (Other  specialization
Method)

A aal

n1sUsslluyarminddumadaygimedsamesinarnmaneds uwidsndnswauiun

=

pg19817uuAI 20 U lasuniseeansu wnaiunsadanisiudssudugeu Ao Technology
Factor Method: TFM Taed3dilguunanunaniansiansanseld Tngiadegsmunsylon
LLavmmam13a1ummwzk@’m’7ﬁﬂumL@iumaﬂﬁw%ﬁ’m3 TngnsTidwinazuuuseufisuiu
UiuIEJSUuLLamﬂ’J’]ﬁJaWQJﬁﬂéLUH”IiLLSUQSUE]ﬂﬁVlﬁU@iEJU"‘]d 7udeyang LLmLLanmLLuuLUummw
AN

51891 TUTEUYAAT
1. nguszasrvainsussiiugan
2. flenudminneg Aunnglunesnusasiduimimasnmsussiduyan
3, i”uEJasL’Eﬁaw%"wE‘J’ﬁumqﬁzgfgwﬁ%ﬂist,ﬁuyjam
4. wpuwnkastoulilunsussiduyan Wy
" fadldsunmBugenlunmaiadeudeyafiudnangifeades
u mhwLumwLﬂuwﬂmu@amwmamﬂauu,aq,am“uwamammuwmmwamu
‘wuﬁmmnmmﬁ Fadufiveusuiulaeiily
" sglvasionsluninduneduaniinanisallueuing wnduseldiamne
”LuisstL’gawﬁ‘wi"‘wﬁﬁum{]fgﬁgwﬁué’ﬂiﬁ%‘ummﬁmﬁaqmqﬂgmma
" fsuiulidniusemrseunugndesesteyaiidivemindauma
Ty wieginddamull mswdahdnisiusesignaad
" pfuiiudvesussdiuAnfumsusanumenisiu feduadiu
Y245UswLlu (Opinion) minluswasiinsdsuudadiinssfummaniiuiy A
Usziliuludndudessulinveunsogiila
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5. veuwakaziieulilunsussiiugan 1wy

" odldFumnuBusenlumsanideutoyaiiuinaingiieitos

" Jussiluasidudimuadninfnanndutas§nswanauunuilvanzauuy
fusunaivins Suduiivensusulaeiily

" sgldvesianslundnddunmadyaniinanisallueuan ssduselfanis
11433stL’gmﬁw%’ws‘iﬁwNﬂfygywﬁ?ué’ﬂé’%’ummﬁmiaqmqﬂgmma

" ussdulddniufosmiisasuniugndesuesdoyaiiiivesmngdums
Tyywidedihinkamunld maglodfinisfuserihgndewd?

" iuiinAuve s iuAedunsussnamianisiu fedunmiy
Ya95U 3wl (Opinion) winluswasiinsdsunasdnseiunnudiuiy 7]
Usziulilsududossulnsounsdetiila

6. Mdmheiimiaganuigiu ()

7. viannaEsinsUssiugan

8. nyTAtUssluyan

9. nsasuyae

10. Fouazanefletefusyiiundonuioudiivsady

11. mANuan (enansussnaudug andh
4. MU lildans (Licensing practice)

Licensing Lﬂuﬁﬂgﬂwaﬁqﬁv‘iﬂﬁwamu‘ﬁa%q5ﬁaw§wéﬁumaﬂigfgwﬁsmwﬁq an
iluldusslodluBanded (ntellectual Cormercialization) I #finssuaunsisd

1. ms1vdovan uziazUsziiudnen1maessdduludusieg 1wy Anuiuaneves

walulaffild Uszduganuanunsalunnimans Wushy

Uszilluyarumnaluladnieanidy (Evaluation)

asSuesynwliansvsamalulad (Licensee)

4. 19331 (Negotiation)  Fsilvhdeninasailudesszyzinainisoyawlvldans

YOULUALUNTT

5. sy e biliavsvsamaluladl mideAmeuunuviaasedadlinuygians
6. MduTENIinans Wnivendy) uaziveldans
ﬂﬁ@LLa%’ﬂmaw‘ﬁgsuaqr;:ﬂﬁﬁm%@aamsaznmﬁé@mwﬁwaﬁ’ﬁuﬁ

e
Tamaldgdiuauann = u——s" a
e msayqRlilaans F«%‘!“!‘ﬂﬂﬁm
TildEnsmudlauna il Ndulr=Tawl
o T ) 4 . =
B AANseaandian = dszanpauanalaan = mainamanmahilad
= GuarsAlanangIne Jazya = Ei e e
T L R S
® fusgimganalilg | | EEsedmivdions | | nsvnie
= euan i e
#ndanaiiusng e " 'mqm sEe
: . » = syqAareddenls B R R e
= Faansdayalileds "
. B ¢ r=Riuaubngg WU IATLIAN
nadl s
Feyyn annu
\. 7 \. 7\
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