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The Management Process

(. Selecting goals
and ways to
achieve them

—

»Assigning
resources for

tasks

\

(

«Monitoring
performance

and making

corrections.

“Motivating the

staff to achieve
goals

Feedback from the
customers and,/or competitors
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(Long-term Plan)
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Plan)
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(Short-term Plan)
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(Continuous Plan)
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(Rolling Plan)
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LUAULUN
(Master Plan)

urulgiaau
(Functional
Plan)
HHUTATINS
(Project Plan)
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(Comprehensive
Plan)
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(Repetitiveness use
Plan)
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What are Inputs, Outputs, Outcomes and Impact?

The Logic Model Approach

= Resources What the project = The volume of work * Benefits or changes ®= The long term
dedicated to or does with inputs to accomplished by the for participants consequences of
consumed by fulfill its mission project during or after the intervention
the project project activities

= Usually a GERUND = Usually a QUANTITY = A fundamental

= Usuallya NOUN a verb inits“-ing” the number of = Usually a CHANGE CHANGE intended
staff, facilities, form , such as projects, the number better projects, or unintended in a
money, time... assessing, enabling, of case studies... increased skills... system or society

reviewing...

Your Planned Work Your Intended Results

Nixor Lid Derived from the Kellogg Lagic modsd
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MEASUREMENT TODAY
9k ) )

Tell your message Audience listens and engages Audience changes Audience takes actior

OUTPUTS OUTTAKES OUTCOMES IMPACTS

Exposure Engagement Outcomes Action
News release Understanding Trust Reputation
Media coverage Interest/liking Preference Sales
Social media posts Engagement Attitude change Employee retention

Email marketing Consideration Advocacy
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MEASUREMENT TODAY

Tell your message Audience listens and engages Audience changes Audience takes action

OUTTAKES OUTCOMES IMPACTS

OUTPUTS

Exposure Engagement Outcomes Action
News release Understanding Trust Reputation
Media coverage Interest/liking Preference Sales
Social media posts Engagement Attitude change Employee retention

Email marketing Consideration Advocacy
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Thank you for your attention
O line : Suttipall.

email : suttipa.w@chandra.ac.th
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