MINDSET
Think Bigger

@

FOCUS

Master Atternion

s
Al

ol
4 4
KNOWLEDGE

* Never Stop Learning

"1

“nl
Bk

INCOM E
Diversify Smartly

i

2 L

DECISIONS
Think, Decide, Win

SYSTEMS
Work Smarter

Build Financial
Freedom

UPGRADE YOUR MIND. UPGRADE YOUR LIFE.

—— (IR aw ) ——




S TR Y : \
X Billionaire Mind Operating System

——

| ¢
( f&d Edition #
g & 6573 PR db



3EQIRIOT

Billionaire Mind Operating System shadf 9if&i& (Educational) 3iR informational
purposes & ToIT IR T 1S T&Th & | SHA & 1S SITeTehRT b Rl 81 JehX T financial,

investment, tax, legal, accountlng IT professional financial advice sT&T AT ST ATRT|

SQTW# Wealth Creation, Business, Income, Assets, Financial Literacy, 3iR 373 fa<iar
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3¢42Y UTSs i financial awareness 3R decision-making understanding & SgaX STl
&, o o TR AT investment AT financial product &t WG 3720AT STt ST eATg STl

&Y ST d & RO 39T aRTEAfAT, skills, knowledge, capital, execution, market
conditions, timing, competition, risk tolerance 3iR 3= 311 factors W IR I &1

T 8t investment decision & Ugel 319=iT financial situation, objectives 3T risk tolerance &t
HHST AT 3TaThdT &l 9X SEBI-registered investment adviser, qualified financial
professional, tax professional IT 373 appropriate expert & TadT TTg of |

58 g&csh # feT 1T examples 3R case studies sael concepts I THATA & ToIT | el
_El%cr HYa1T, investment AT business model T AheldT T HIAST & IRUTH &I guarantee &

Y H ¢ GHST ST AR TN

T & IH/ThIRN FI 36erT financial decisions Y FeTAd FHIAT T&l, 9o knowledge,
financial literacy, critical thinking 3iR responsible decision-making &I s¢rdaT =TT g |

qTGeh GaRT S8 GEdeh H &1 1S fohdll i STTeTeh T o TR 9 T 91T financial, investment,
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Ig G fohdl 8ft cafFa & faw saf@derd financial, investment, tax T legal advice T
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ST 37 TISE §—
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e o e faam ||
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fordT o auf der drEeTr SRy x|

3R asf e e, deees 3R 93 cagar fedca & 3mT|
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T 98 HUTl g <afed § St Ao (Value) ST Hehell & |

Uch YT ST 3T9ehl I deof GohdT &

FoTeT HITIT foh 31TeT 39 T —
RIS AR LT,

FIs faer g7,

IS UEIe oTel |

SIfeheT 3maeh arw 37T o —
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5H fehdTe T HT Feerd

31T ST €T T T8 ATAT & |
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AN ArEdideh o8 gram—
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aIEdTdeh 3&1g30T — Elon Musk

37T ST 3o HEACT: IeTehl SHUTAAT o HRUT STl & |

Jifehet afe 3T I Ft &1 A &, Y T Ut RS aar gl

3ogiel haol Ueh 3T W AR IgeT & TATT 3TT9T-3Tel9T hideT AT IR I fohar—

Software

Digital Payments
Electric Vehicles
Space Technology
Artificial Intelligence

B &1 & AT 370197 A, AAfehet Teh HieT FHATT TE—

HRgeT T 3ToT, HifdeT HTIATI T HTH Flal T dART 3R e THAT doh AINAR AT
(Building)|

T8I HRUT § Toh 38 TohcdTd H §H cFTaadl shl HUTT U 37Teeh 3eTeh! Aot sl 9ishaT (Thinking
Process) &T 37¢IdeT 3T |

Wealth vs Value
gl & @91 95 §—

2 ST 3R R T
oifeheT Ueh 31T 3Tteft geeT g—

"H QHT AT Hed (Value) ST Fehell & ToTaeh fIT ST T30 A 87Tl el
qg?"

SfoeTd # feshrs coaramaT 3R Ererhriereh HAfey T fAHTOT 3TeFAY SET TReT & Y EIT T
RIGRCIEE AT

ggell

S hadl TR T SR Fd & |

Z‘@Tf

ST 3T GERT T 3TJET A ¢ |

T



ST AU 3198 T 94T & |

SH TehclTel ol 366 JHTTehT AT AUT T f&erm # faehfad e &

Reflection

ST gt oh 3o faIf@u—

1. A IAATT HH HegareT Skill 15?2

2. Ife T 31ToT A T BT LAt 73, o # fohay Skill 3 TR TR 3970l 12 HEIAT 3 31
3cYooT hI Hehdl g?

3.ﬁmmﬁmmm@mm§?
4.wﬁﬁa@mﬁ%ﬁr¢mﬁm&m§?
5. T A TTAT feeTeral Ho¥ 7fasg & fT IR X T 872

Chapter Principle

"3ITIhT FIW T3 HUTT 3TIHT Seb ST AT, dfoh W@, AT, HATT Ha 31T
STIAR Hed UaT it HT &THaT 51"

Section: 1.37@TYRUT A1ET 376797 YROUTH FAT YT ld g ?

"G FETA ITATR & IR Felcll §—Tgell IR Hel H, GE IR AEATdh gferar #|"

Toh U2+ [ et sTaer Seof fear
FeUaT HITTT o 3T a¥ 1900 # @2 |
P15 cfard 3Taeh 9T 37TdT & 3R Fgdr g—

W%WWﬁWWWﬁW&WW%W&%W@
Xl ST T Hehal, TohelTel TG Tehel, [thodt S Tehal, doh Toll Hehal, SITAR Y Heh!
3R Artificial Intelligence T 9T IS Hehel |

THa ¢ 5 39 g8 31f¥erer oer 59 iR W gaa|
et 35T TET 3THIOT 39 &I H g—THATEHIA|




S 3CTERUT T 3ELT cToheilch T TRIAT AT 8T & |
ST 3662T U fAcHTd HHSTAT g

freernd 1

BX JTETLRUT 3 TSY Ueh 3TATEROT faaR & & gicll &

agel fehdll o fe#Ter & Teh famm
AAfeheT &Te Eifoiu—
faaR (Idea) 31X areafaear (Reality) & e Teh el JaT 81T &1

Principle.1 — Massive Vision Creates Massive Energy
Jferenrer oeT 3 & forw e &d g
Tolel AEH TR & oIt 1A i & 1
AT I&T hdol IR ST TaT AT
3AHT T&ET UT—
g2dY T Sustainable Energy 9 o SIT=T|
3oTohT of& Shdol AUche SATT oTal AT|
3oTehT TI&T AT—

AT ST T Multi-Planetary Species S1T=T|

SIS &g 5T 81T 6—

e Motivation s&a 1



BIGEINICIC Cikc EC R

g 3mERT g & |

;T TG ‘EPII?-TaT'ﬁ%l
Ageh HIdeATcHD & A S5 ¢ |

i d2g

Psychology SdTcT —

Purpose-driven o147 sfdeT aR &t 7 310 gorg o= e §1

3T 364T ATXASH & Dopamine System T die THI deh TTohd IWT ¢ |
ITEY HROT ¢ & 3 aut doh HideT Agad SIRY W Tehod B

Principle.2 — Extreme Learning Speed
Tl 7Eh T |Q & 3eTehT T FaT dlehd =Tal ¢ |
3oTeh! HH FST dlehd o—

Learning Velocity.

3 foraY off faw &Y 3rca e aoll @ drEa &

3ogiel TaT Jgoh? AEGT—

Rocket Science
Battery Technology
Manufacturing
Software

Artificial Intelligence
Physics

3T Learning Formula
Read
e Tl

Ask



=it & et qoi|
Experiment

I TAYeT AT |
Repeat

T gurR 37|

Principle.3 — Feedback Loop

R F IR I B §—
1 Sga fRaT ST Hpdar g ?
g Aginfes ufspar &1

1. Observe

2. Measure
a1 B AT 3R
ae & YR TR
fagereror &3 |

7

3. Improve
PA] Bl ugAHH GUR B
3 7€ Toriifer @y R

o

I&T Loop THIAR 3! Hafal
& A5 AT |



Principle.4 — Systems Thinking
AT cTferd Ueh GHEAT ET ¢

Tolel U A ST ¢

3ETRTIT—

Electric Car =1eil g1

% FR T 92T TR |

ST 8—

Battery

Charging Network
Manufacturing
Software

Supply Chain

Al

Energy Storage

IT=AT T Ecosystem|

Principle.5 — Probability Thinking
el 9T Probability Calculate T &1

d qod §—

3R oldT Sl FHTGAT 20% &—

ar 38 80% Y TART STT?

331°3H|e1 AT S|

J Variables & &1

Principle.6 — High Pain Tolerance

37T ofieT a9 § SId g

Tolel JelTd TR i B

3giA—

10



YUY SIFTHT @Y &T |

4 ST WA &l AT
Rocket &5 S el gU|
St ¥ FeITR 3=

AfereT I T AR

d3Tfeieh SROT
Resilience IR-AR FfeT 3e37t & aTe; faeh et el ¥
3elr 3T ALATA AfF|

Principle.7 — Talent Density

d Average o3Il T E1HT AGT SalTd |

d World-Class aiteit &t & &=i1d & |

Teh HETe SATord s 3Hd Saarar ¥ 317 9377a dar a FhdT o
ST HROT 3AhT HUfAT oJoif I Innovation AT & |

Principle.8 — Long-Term Thinking

JTATT ol Fad 6—

3TST 3T fAeler?

Telel A §—

20 FTef dTe; gfarar T gref?

S FHROT T W 3T ol § ForetonT Hfasy agl a7 8—

Al

Robotics

Space

Energy
Autonomous Driving

11



Principle.9 — Obsession With Execution
Ideas @l el & 9T & 8 1
Execution &t o1l $Ycl & |
Telel T fAgeia—
"Execution beats Intelligence."
S FUR|
Ut FaTfe|

STeleT o TTY HTH I .

Principle.10 — Time Compression
cad FHafadr 5 |el 7 i L &,
d 3 1-2 Tl H G A T HIRAA F:A B |
d AR I §—
39 3R a1 Ha forar 31 FhaT 872

Speed 3% folt Competitive Advantage g1

Principle.11 — Failure as Data
TR 1T Failure Sl gR AT g1
Tolel 38 Data HTeId & |

& THBAIdT Ueh 13T Experiment g1
Science #T 34T gy WX Telar g1

Principle.12 — Build Moats (Sfaeqeiicae &)
3ogiel Shaol 3cUTG, g JATT |



3egiel Holqdl FUET-EIar (Moats) Salrs—

Manufacturing Scale
Software Integration
Charging Infrastructure
Space Launch Capability
Al Models

Brand Trust

S Moat HsTed &1ell &,

ar gfAeY 3T T STERY o181 Y 9T |

Ul #EH T AlIT8h Operating System.
SeTeh! EITT ohY Teh G H HHST ST Hebell 5—

Vision — First Principles — Fast Learning — Rapid Execution — Feedback —
Continuous Improvement — Compounding — Massive Scale

TEY AT JOTTell TR-TR FT AN H 3FATUROT IR0 Sl 81

9T TG

e 3T 93T STIHTT TATAT AR 8, A haol AgsTd TATC FAGT & | 3TIhT 3T I Y TIAT
Seelal graf|

FAEATHT 1 Al Fcuial & T |
a-s'rsﬂiaﬂmﬁ?aar&waﬁn
et 1 a1fa S|

SRR RIEETY
ﬁmmaﬁéaaﬁrmwaﬁl
fOEeH 9T, Sha ol 3cUTE g7 |

UST BIC cfehel ITT-I0TET aTel 70T of|
W%Wusﬂﬁﬂh’fﬁCompound HCEA

3ifas wcer
T STeR AT 31T gl Seidr|
J g TeToiaeT-sTeR Od &SIl g |

&, 9371 3R faraa— geft 39 A8 JotrelT o gRumH §, St aredfde GaEsan3ii &
AeATTeIeh &I @ FHSIAT §, MR el &, 3R ast deh TR iad fsdiest Hicl & |

13



"SI Seelel dTel T 37197 1A 6T hld—d FHEIIHT T 3Tl olieh ¥ oTd & "
I PRUT & Toh Tg ThdTar 3TIeT Shadl "Business” =TgT [A@TTT|
g TR TeTeT-37e19T [aTAT I SNSRI AT T §THAT Taeh (AT el H FGG LI |

HETT AN9It T Teh THATA JTaT

Tfe 3T 3IIT-37TeT AR ICATHAT, JaATTaAeht AR AATHT T JETIA HY, AT Teh I TR-TR
ferams e g

q FER 9T drol Al o—

AR A &

FideT GHEITIT T HETT AT

IS THT doh Teh fem & &1 ad g
TS Tehstien] &l 3TaTTa &
3EHANIT & F G FUR I ¢ |

SeAehT Aol ShT TEAT 37191 &Y HehdlT &, SieheT A YeeT 3798 SIgdIT 1

ok~

Section 2 — Personal Capability Blueprint

"G T FEH F7 [Fd2r A AR, HAT A7 Rl Teee 767 &1 giiar o1 Fad as7 fAaer
Jg & S 3T TqT WA & 1"

& TN TH AT haol 3fh AgeTd Ae] ddl, Ifosh d 3T Capabilities (&THAT3T) Y
AR farfad a1

31ToT T T H AeheldT T Fad F57 feReh 3maent 1Q, f3aft a1 dam et &1
31T 3R 3T9Hr Capability System ST g1

Neuroscience, Psychology, Behavioral Science, Systems Thinking 3iR Performance Science

I Gifad S & T SATeT T &THdT Ueh Fixed et 81 gl

HATETSH (Brain) oA SeldlT &1
& Neuroplasticity Fgd g

HATold—

319 3771 fSTcia) T&TH 8, 38 S T[0T e HaTe &l Tehd &

14



Capability T 8lciT £

Capability Saet Skill T&r gl |

Capability = Knowledge + Skill + Mindset + Habits + Decision Making + Execution
+Consistency + Adaptability
STar A @t et Teh System & §[3 A1 8 T« Capability SeTcll .

The Personal Capability Pyramid

Strategic
Thinking

(Decision Making « Systems)

)
ik 4
Professional Skills

(Communication « Business « Sales)

Personal Discipline
(Time « Focus + Habits » Productivity)

P

Physical & Mental Energy

(Sleep « Health « Exercise + Nutrition)

Level 1

Physical & Mental Energy

TgY 3M9hT Foundation g1
Brain T ST3T373T 20% FaiT QR 3UANT FHIAT ¢

afe

15



* Sleep T

* Nutrition TRTe

« Exercise gl

« Stress 31f8%

ar 39eRT Decision Quality IR ST 8

Scientific Pillars
v Sleep

v Exercise

v’ Nutrition

v Hydration

v Stress Management

v’ Meditation

Daily Targets
7-8 ©¢ Sleep

30 fA=IC Exercise
High Protein Diet
10 fAsTc Meditation

2-3 Litre Water

Level 2

Personal Discipline
Talent TR QLEIHT T &
Discipline 39l H{STeT deh of SATAT £ |

Research gd1al & f& Self-Control T%eIdT T §3T Predictor &1



Core Systems
Time Management
Deep Work

Daily Planning
Habit Building
Environment Design

Consistency

Daily Formula
Morning Planning
Priority Work

No Distractions

Evening Review

Level 3

Professional Skills

T8 § Income FgeiT E B &
Market 21T 38 eaferd & Sarer Reward it § ToraehT Skills getet 31X 3utel giell &

High Income Skills
Communication

Sales

Marketing

Negotiation

Leadership



Writing

Al Tools
Finance
Problem Solving

Technology

Level 4

Strategic Thinking

TET SRR ST IS T§ ST & |
3 Shaol HIH FIA & |

T e |

Strategic Thinkers g T §,
T Execute ad &1

Strategic Skills
Critical Thinking
Systems Thinking

First Principles Thinking
Decision Frameworks
Risk Analysis
Opportunity Identification
Leverage

Long-Term Vision

Daily Exercise

&Y oot T @ q—

18



aﬁaam-—cré?

Level 5

Legacy & Leadership

g Capability Pyramid T Highest Level g1
319 379 Focus

379 FW AL,

sfew

GERT T Grow FTeT TX g1l &

Leadership Capabilities
Vision

Influence

Innovation

Mentoring

Culture Building

Purpose

Long Term Thinking

Capability Wheel

1§,



& 7 TaT i
10 & ¥ Rating ¢

Reality Check
gl AT e &—
"HS 98 T 31T0T Business Idea e Se|”
cifehet arEddedar I8 ¢ foh—
T A <afFd & g1 7 UG Idea ¥ 3796 & Thd g |
3R v Al TaTA A U ATURUT Idea T 3T Tthol F=T Tehell &
gHeT 31 Ig 81 T [dea AgcaquT o181 ¢
dfee Ig foh Idea 3{R Capability Gleil 3T Aol Hbolcll shT HHTIAT TG ¢ |
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KEY LEARNINGS

7 _ )
|@ Ao T 7 defy @ 9

\n

Y

(@ skill 2 we Character fafin S

.'/-.-_

Io Skill = Execution # sgferg|

’o Execution @ Systems # sgforg|
l{o Systems @ Value Creation # agferg

q Wealth sm=wI

The Execution System
Success = (Clarity x Focus x Action x Feedback x Adaptation) * Consistency
TG Shdel Ueh ANl Bl o761 ¢

g Neuroscience, Cognitive Psychology, Behavioral Science, Systems Thinking 31X High
Performance Research 9 3TeTid Execution Model g1

& §%o Entrepreneur, Innovator 31X Wealth Creator SHT Principle O &T# &{dT &

21



AT 2 Ugdle] ol o

Identity Architecture

TOT

3191 HiasT & sgfFdca (Future Self) FT HATOT F& HY
"& G TTHTST dolel H Ugot, 3P AT TaI T sgelargl”

v |dentity (IgaTeT) aTEdd H FAT &7
v BART ATETSH Tad & IR 7 f3arT (Self-Identity) & =TT §72
v T F dlleT asl deh Heeld il & die 1 78T el aTa?
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v 39T 9gATe Sl AT dlieh § hd dGoll SIf ehdl 67
v VAT AT 8 &l Sl 99 8T Y et h &THAT deh & hi?

Opening Question
e 3T ¥ 81 10 a8 97G...
31T9eRT HIAST aTell FTGET (Future Self)
37dTeTeh 3T9eh HIHsT 37T WST gl S1U....
dl &7 98 3ATIeR Ul ITueTr?
T g FgIM—
JHA YT AIE AR &THT T 3TN &1 oTel fhar|”

TR 92T SH HEATY Y YEITA 3|

oy g3 ITTdhg AT
ifRreier oiter A E—

59 # ol g1 ST, a9 & Jeo S|
AfeheT s8R fa=Te (Behavioral Science) Teh 37e19T fe 2 fe@rar &1
3R RIS T hd TE Bl §—

Ugol cITed T UgdTe dcod! &, T 3T 0T, T 3Thr 31med), 31X 37 & 39 aRomH|

ggdreT (Identity) 3T §..?

Identity shdel 3TIERT AATH =Tgl o |

g haol 3TIaRT Profession #T 78T g1

Identity I8 FaTeil o—
S 39T ATEASH &1 ot Tad & IR A Qg ¢

23



Identity =T dTfsleh g

Identity = Beliefs + Memories + Habits + Values + Social Feedback +

Self-image

37T 3T ggaTeT ST 6 ol A fAeTRY Se7dt &1

1. Self-Image (T3 FT &)
g T AT # I TN §5 ATEIR eIl ¢
3TEIT:
. g%@i&ma
o '"H FHAT IHHA TBATE |"
HIETSh H TR I T HA SH & AR AT el ol &

2. Beliefs (fa2ar)
Beliefs 9 I § g 3maerr AfEass I AT &1
3alglur:

o T FATAT HiSeT ¢
o ¥ TP IoT ohd gul

o NI INY & AT oTeT o

SoT TAATHT & IR IR 37T9HT U8R deeldl g |

3. Memories (¥Afcra)

8 37737 HATEASH A Neural Connections S&TeTT g

Ife TRt ST ol TaTe] # IR-IN &gl SIu—
"TAY FS el g|”
dl I ST 3T Tg AT T TEHT SeF Hehell &

24



SH! A ThRIcHSD 3eI87d & HASgT TgaT=d AT 2

4. Habits (37e<d)
3T ST T TR-IR Hld &, HATEASh 38 3TIhI IgTeT ol GETT HATdel 37T & |
EARREE

o ﬂamaﬁmﬁwwﬁri
o IS SURATH HAT — "H fhe afFa g1

5. Values ()
Values T & & foh 39 TolT Ge8 Agcaqur T &
St

i

& 39 fAUTET 3T Shaet & fEr &t wenfad sd &

6. Social Identity (ATATSIS gaT)
3TRT ggaTeT TATST § 8 Temiad giar g

3cTgluT:

a&pfd

AT

aer
EEl

AT 319k S H ST Fhgd &, a8 T 3MIehT Self-Identity st TeATfad T ThaT g

25



AT Identity 8 TATAT 572
ATETSH SINAR cleT Sh1e AT &

1. 31e]Hd (Experience) Thd &l g
2. 39 Yeol (Patterns) S=ITcT g
3. 3o eoT & TUR R "H hled §" T AST IR HFIAT ¢ |

g Alsor SfasT & A0, 3mear 3R cgagR a1 wenfad #Hdr g

Identity &7 Agcaqot g2
Identity 3TTdeh:
faa (Thoughts)

$TG=TTT (Emotions)
37Ted (Habits)

0T (Decisions)
o8 (Goals)
cfadca (Personality)

geft & gerfad st &

3algdur:

Ife 31 afFd T FT "Entrepreneur” ATAT &, AT a8 THTITAT H 3G T, NI HT
3TTeholel I AR AT THATTT FoATet T 3170 FHIGAT TG § | TET IR PS T A "o g =7t
T T ATACT §, Y Ig TR & W Y T Ha T Thell &

Social Programming

26



1. Observational Learning (@& HI@e)

HAId=ATiAh Albert Bandura & 318, HJST shaol 3191 3eTe7dl & g1 wTgT, Sfesh @l i ceaht
ofr T g

3cleUT:
@ =T ATAT-TAAT S HTST W@ |
® FTaT IR & THAER T w¥ehel T & |
@ AN 39 IRTAT I HRIAT 39T 9T E

=8 Modeling 3 FgT ST 1

2. Classical Conditioning (H&¢T §T=1T)

Ife fordT TaaR AT TagR I IR-aIR fohdl HTa=AT A1 IROTA & SNST ST, dF AREASH 3oTah S
T FoAT FehelT B |

3clgluT:

@ "ITeTclT A TR gHT 3ic IS &1

AT & TTY T d oI5 ATl el T 3T TohT g |

3. Operant Conditioning (=113 3iX Ta)

At B. F. Skinner o S 3 fSieT sqagRT &l iR fAera 8, & 28T Sire
HHTGAT §¢ STdl &, IR ST s Paar g, IFA e Thad gl

3cTeUT:

@ 3TV 3P — YAAT — ToTS SIRY IW T 90T |

@ 3I7eId SYAER — &8 — cUdER dcoley sl HHTIAT|

4. Neural Plasticity (ATEdSHh I Sgelel hT &THAT)

27



AfEdssh SNideT9¥ 57T Neural Connections ST HehdT g

I 1S faaR aR-aR Qe AT ST, o 3EX 53 Lo AN HSTL &1 Hehel ¢ | T HROT FHS
mﬁmmmﬁm%magﬁwaﬁamm%l

Social Programming & J& Ald

1. 9RER (Family)
IRaR Ga& gl aTdTaoT 81dT & T8l edierd:

® vy HEdT 8l

® 3Hed SAIAT B

® o fafd T 8

® o 3T gfeaT oF A BT YR STl 51

2. ¥of (Education)
Thol shdel AN w7g! &g, sfe:

® 31T
® e
©® yideqef

® AT gy

oI egaER T AR tet 7 AT [srar g

3. G&HId (Culture)

& AT T 3TeldT AFIATT glc & |

3aTgUT:

28



©® 3TRATCH FTeT T T
® R
® ggaATar
® HrATTSF HAIH
s T fFd T rTfore g yanfad gl 81

4. A7 (Peer Group)
aredt a1 gHTa fatvey foheiRTaear # 3178 gt dhdT o

® Siola &1 adieT
@ AT
@ e

® ooy

o7 IX AT T T 3 U5 THaT ¢

5. Fif3ar 3T Arerer Aifsar
ST WY SATeT arel JTH:

@ 31 (Attention)
® Tc (Preferences)

@ <SRUTT (Perceptions)

BT FHTTIT FT Thal! ¢, [adwaT afe safFa fo=T 3melasicas & (Critical Thinking) 3 &
T2 T TR |

T Social Programming gHRM 3T &1l 82



sTel |

g hRIcHS HY & Gehcl! & 3R ThRIcHS 87|

Hh[RIcHh 3QIgIVI

SHATAGRT HE=T
IR Taeh &d e
GERT T FFATST el

HEIIIT T AT

alhNIcHh 3qIg IVl

o "H HI Thol AT &I ThdT|"
o "IToTCH AT EHRAT A I a1 B
o TSI GHTOT & fohell Heg & IR YaTIrg ST ol

4T Social Programming sGell ST dhall 672
11 Fifeh ATETSH & Neuroplasticity g1cY &, AT AT & ATY A

1. 39 Q=7 faRaTat T ST T el &

2. T ATl 3R TS UTCcl T HehclT & |

3. U TGERI &l 379ATH T ol ¢

4. Y IIATGOT H T@ TehdT & Slf 39 AT 18T &l GHIT Y|

s R-4R 3T @ 3R cgagR H aRade 3T Thar g

Social Programming dg 9shaT & foraeh garT @&TsT, aRaR, RI&T, d&pfd 3R Aifsar gar
AT 7 AR, faearat 3R caag & teed Y wanfad e &1 I8 9iehar Ara [Sard &1
TATHTTA TRETT § | STHT THTT GhRIcHS 3 8 ohar & 3R WfAT e arer ofr| safaw
Faforeh TfScanior I8 ¢ Toh SO d GHT-THT W 3791 fa2art hr FeTaT s, FATOT-3TaTRd ara
AT 3R 3 3Gl I AT Y S 30 Sreiehiferen wadt 31 Hedl & 31769 8|

Mirror Neuron System

30



I 94T g1 IS ST fohell o) Smene diear g—
@l Brain 3% @8R & Neural Patterns 9919 &1dT &1
Tl BRoT & 3 Baw gD A8,
dfees @ ot W 51 adr 81

gt 21
(-’— o it A &, e g Reemn & fe g & 37k ad R ufre 1 aER @g S 2l |

SIS ST AT HIS ST Tohdl T @R TGl §—
ar Brain 33T <@g & Neural Patterns SeiTeY oI3TT |
TET HROT g fob shelel FoTent o761, Sfech S@ent 3 FEr ST Fehll & |

3aTEXoT

IS s AT ST @

"FY ATT-RAAT 8 FHEAT T FATHTT i @roret £1"

o FEAT- o & U et HreY Y Heae ek ¥

e Ig SR STITST AT X SWAT &, AT Tl STAETRS Yeel [aehiad gl Tehd g |
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Brain Programming

PN SNy
(& )(mm)(&)(++)(dah)
i 777/' k\‘r ,// ‘\\7 7/ \\\ - / A

N

39T AFETSH & feoT TaT & §1d T
& faota,

&Y 37lcd,

SECELH

-8R T A7 Yool AT B |

Brain Programming = ag Sifae IfehdT foTdeh gaRT AfREdSH 3egdq, 30019 3R dr@a &
3R @R 319 Neural Networks ﬁwaﬂ?mﬁmmgl

Brain Programming & &Il 872

TROT 1: Input (379C)
I Tgol AlETSH I STTeAh [AeTd g1
e

o 3E
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e hldd

o T

e ¥diq

o e
ﬁﬂsﬁﬁ%qugﬂ‘c‘r’s“l

II0T 2: Attention (€I7e7)
ATETSH &Y STARRI I FHATT Hged el STl
ST SITARRT IR 37T €T SATdT &, 3T I1G IgaT I THTGAT 378 gl ¢ |

3clgluT:

o TG T dIIY
o T ST dr@ar
° aéwmm
o T FI gt HLAT

=T 3: Encoding (¥ &e7e1T)
ITE ST NT AgeaquT ofdY ot AfETSH 38 Memory # Feelel SIeTdlT & |
SHH Ta9IY §9 § Hippocampus HgcaquT ${fHehT AT ¢

TROT 4: Neural Connections (vl #cash)
Y 1T A ~qe8 & e T HIY Tl FoheT B

IR-6R 33T § T FIE FAoTecT 8l Fehel o |

S IR W FAeld & AT ST &:

"Neurons that fire together, wire together."

Ig a1y ~gUATSTeEE Donald Hebb & faaRi & SsT &1

0T 5: Habit Automation (31Tcd T TddTelel)

33



S PIS Y TR-GR FhT ST & df ATEdSH 38 3T Taaifold I«11 FohdT ¢ |
3cTgduT:

o Hrsfhel TATT

o HI TellelT

o TS =T
39 9fshar # Basal Ganglia #gcaquT $if&eT fsrar g1

Brain Programming & #&Y &esh

1. Beliefs (fa2amr)

fareara g yenfaa ad § ok 3 gforam 3 v ot 7 ST B

2. Memory (&Hd)
It 37781 1T o 0Tt genfae s Foht €

3. Emotion (H13TU)

HIG=TTcHS 3To137d e 31T8Ih ITETS A ITe T§d & Fifeh 3731 Amygdala hr $ff&ehT g1ch &1

4. Habits (37e<)

IR-IR ST 31T cagR AT TadTfold & TohdlT ¢ |

5. Attention (£3T<1)

g T W &1 ST £, 39T & TG Sl FHGAT doal g |

Brain Programming &I 9371{dd el aTel R

o 3THI g
o AT 31w
o ARINF I
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Hdferd qrvor
TATd &7 T
HTATTSI aTdTaxoT
gt I 0T

4wl AR it et 3R 31eTereT (adaptation) T &THAT &I FHTTIT X Havdl &

T Brain Programming Scoll ST Hehall 62

&1, &S ATHAT H|

Fifeh ATETSH 7 Neuroplasticity il §, SHfAT:

IS pierel TIE ST T & |

QRIAT JTTEcT SGell ST Hebell § (BTellToh SHH FHY 3R 33T 1A )|
T cgagR s fad fhT ST a&hd &1

=T 3eT37al & TR 9 Ere H Ferelld 3T Hehell ¢

Ig IR il 8T BIelT, sfeh R 378414, Hisseh R T A g 8|

The Builder Identity

e —H—m— D — @ — 4 — A

SELF AWARENESS DISCIPLINE LEARNING SKILL BUILDING FOCUS & VALUE LEGACY
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SH fohclTd # §H Ueh oS Ug=IleT [deh & hidl|
Haplag?

%ﬁ'@ﬁwa

IGEIGIEY
Wafﬁa:rmtn?r@amgl
TechnologyS-T':!FﬂFITﬁI
aﬁm%ﬁvaﬁmgl
mﬁmﬁmgl

ST ST SER Sl T TART AT € |

€T Tg—
I PIS g 7T A ¢
S UgdT I &faieh 1Al H TATTOIT AT 81|

Builder Identity &T aTT{aier 3R

1. Identity-Based Behavior

g ATl & 3TTAN, ST HFE U JehR &I STAgR L & SIdT d T T ATl & |
3algUr.

° "ﬁWBuilder{l"
o ﬁm%n?ramﬁrwa:ﬁ?crﬁl

Y IgAT AR T FHEITI & HET & Soll TATHTST Wity T f&m 3 IR % Tl B

2. Growth Mindset

HeAldAATfeIeh Carol Dweck o 2iTer & 31[HR, Growth Mindset T@et dTel ol9T IE AT & foh
splerer 31X a7 37T, ey 3R ST & AT & T B

Builder Identity & I8! @t fe@rs &< &:
o THTAT = G T IHTE

o 3ol = HISseh
o I = SINAR FUR T IROMH
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3. Neuroplasticity

S afFd 7 drel TG &, TIT AT § 3R STMdR 39T T &, aF ATEaTSh & ¢ Neural

Connections 1 Thd &1
oI Builder Identity shael I ogl, Sfow TG oI 37ed 8 &l

4. Executive Functions

ATETdSH T Prefrontal Cortex TNSTelT delTel, fA0TRT Iy, ITATARAT 9T et 31 THEAT §of Flar

# Fgcaqut sifAeT AT g
Builder Identity aTel @19T ATHTI: SoT &THATHT T 3T 3FITH I 5.

Planning

Decision Making
Long-term Thinking
Problem Solving

Builder Identity &I 7& faRIvae

1. Problem Solver

AT ehierd ol o
"HHEIT AT 3TS?"
Builder J&T &

"SHeRT FHTTH FIAT 82"

2. Value Creator

Builder ahaol ST AT 9T €T oT81 STl

g8 Ygol T Al &

o TIIIN hT ld-HT THEAT gl I ST Tehall &7
o IA-AT AN 3cUTG AT VAT §aA1s ST il 872
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3. Long-Term Thinker

Builder Identity aTell TP dTcehlTeleh o187 & HT-HTY SreiehlTeleh fAATT IR 8t €31 ST B
33|€IU|Z

Brand seITT

Skills T LT
Systems SoTolT
Relationships S=ToT

4. Continuous Learner
Builder T UgTel & Teh HgcaquT 1T &
"H &R & T 7191 dg Fhar gl"

SHY AR UK (Continuous Improvement) HeTa 8T & |

5. Ownership Mindset
Builder 318X 3191 fAFAGRT TR el T IITH T o |
aE IO &:

o ﬁwmm{? .
° affaFe:qusd{Wuqadlﬁ?

Ig TIScahIoT HEAT3T & JATETT I EAT higd el & Heg hidT gl

sy

The Builder Identity Teh dTfaier &I & 39131 ATATES a1 (Mental Framework) &, & {6 315
INTRIFIRS AAGATAS HIGIeT IT ATk J0i| Tg VAT YgdTeT [ahfid el U higd & forde
AT TG o FATIT-HHATAh, Hed-FAATT, @ arell 31X Srefemios AEcH sl arer
AT §| ST IE TgaTeT ol H3TH, HEet 3R H737a & Ford gielt ¢, A saagR o 38
e & fasfAd giet ST THTAAT Sadll ¢

Identity = Brain T Prediction Engine

38



=TS o 3HTHR, HAETSHh shael TidTshdl (Reaction) g T, Sfesh oEIAR #fasFarof
(Prediction) ER?ITQ?F!T%I sH Predictive Processing &gl SITdT & |

ATETSe g IRTEAT 7 IHeTATT T &
o H AT HEIM?
o I Tl gl T HIHTAAT fehetell &2
o FITIE M N e & T Tdr &2
e, T Tgellet &
i T SeE €
ar AT e Hider aRTEufa & off GaETeneT @i S GTa=T a7 & |
I vge &
ar TE AFEASH FTod) R HATA & Teohd & ThaT &

Identity Memory Network

ATETSH 3TeTaT-37e19T TTeT I SNSHL Teh gt (Narrative) ST g
Experience

l

Memory

Story

!
Identity
3clgduT:

° Waﬂﬁaﬁ?ﬁm&ﬂl
° a;afrawaﬁm?rgsm

. Eﬁﬂﬁaﬂaﬁm\m‘él
i [y fAehrar:
"H fSTTe o ol el g 1"
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dl Ig shdel Teh [T 18T, Sfeh GgdTel ol fgEHT def Hehcll & |
Aifsret Ife fosee fepem:

"# 378t e TETE "
dr ggaTe 3rereT iR 7 fahfad g g

Identity 3iR Neuroplasticity
ATETSHh ST I&of bl &1 38 Neuroplasticity Fgd &1
ST 319
o S 3G HEd &,
o T HIA FRAT R &,
o AT 3THT YT XA 8,
dl =g0eit (Neurons) & sT<I T HeET (Synaptic Connections) S7d &
T T:
Repeat

l

Neural Pathway

l

Habit

!

Identity

TET HROT & fob SRR 378-ATH YgTol ohl HoTgd il o

Identity 3iR Dopamine System
SIITTAT sharel "Geft 1 gTHfT" w781 &, Sfesh Tg Motivation 3R Learning Signal 87 1

TSl 31T9ehT STAER 3TIehT TgeTel & 3To&Y Bl ¢, ol HIEASh 3H AR I STt ehT HHT=T
JeT T gl
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EARREIE
CLoICH

STer 39 Gidfee ded &, ar ATETSh S8 3MTThT TgHlel & TR HleTehl 3H e T HoTgl hicl
gl

Identity Hierarchy

O
<

& YT HHM HEd B &1 el
CORE IDENTITY & CORE IDENTITY
i & Fam g
VALUES VALUES
R for
Hgeaqui §?
v
T
BELIEFS u@ @  seuErs
3 . # o1 49
AMATg?

DECISIONS DECISIONS
olo H R A E?

HAB|TS@(|F( /) @ /@\ ..) H'ABITS

\/

\ %
k

RESULTS RESULTS
aRomm
2 Il - I I g:;lﬁmé?

Evidence Collection

ATETSH hael GhRIcHS AT T AT dGeldT; 39 AT (Evidence) dTigT|

3cTgluT:
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I 3Tt i TEEeT &
"H AT e g 1"
Y ST YATOT FATST:

o NNNAR 7 f&aT AT W 35T
o 30 feT T afad s |
o 20 RAIT UES|

& oIl ATEdSeh T 73T 3T Sl ¢

Professional Identity
3T TG Y 319 HH F Hd @A &2
EIARREE

Engineer
Doctor
Entrepreneur
Artist
Researcher

Ife 3mIehr Professional Identity T &, aF Sr@e 3R 0T ofst & fem 8f Tosc wEar g

Section.1- Identity Crisis

Identity Crisis ag Adld e Ufd & oTa# afdd Ig Tose § & 1T GHST Irar foh "H
ARETd 3 ahleT §2", "ART 3eSRT T §2", A o TR #F it anfgw?”

Ig hdol ATTATCHS THATAT 61 &, SToh HTEdSHh, HATA AT, TTHTToTh aTdTaroT 3R SiaeT &
37e737alT o T Blet aTel STfeel IRaciet T TRUTE gl Hehell B |

1. Identity Crisis T daTfaieh 372
HAAGATA & ggar (Identity) &7 31 &:
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cafebd & fa2am¥ (beliefs), 7 (values), & (goals), AT (roles), ATE
(memories), 3Td (habits) 3R TaF & S H deiT ATATHS S1d (self-concept) &1
TR EcH|

ST 38 fa¥ed & 319917 (inconsistency) 31T STeHT g, A9 Identity Crisis 3cdesT &I Tehall ¢ |

2. ATETSH (Brain) # 3T 8T 672
Identity Crisis & &RTeT s ATETSHIT seas TfhT W &

(A) Prefrontal Cortex

g &7 AT o, AT Fe1ey 3R 73T T Fo9aT I H Heg HdT gl

Ife; ST o I T TR0 G gIcll, dl I &7 SR-TR Tafdeet Tdehedl &1 Hedehel ST gl

gl
gRoTe:

e Overthinking
e Decision fatigue
e Confusion

(B) Limbic System
Tg ATIATHT T 53 5 ¢ |
SIS UgaTe HTER g &, de:

Anxiety

Fear

Stress

Emotional instability

3¢ Fohdr B

(C) Default Mode Network (DMN)

DMN d« 317 afeha g1aT ¢ o19 cafad ¥ad & aR & Aiddl ¢

Identity Crisis & GRTeT Ig Acdeh IR-aR 0H IRaAT IR olic TehdT o
o HFITE?
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o T IR H FIT Jrad §?
o AN il s 37T Far 872

e Ig Gishar Tfeid =1 T8, A 37caftieh HTeA-FRIdeT (rumination) S HehdT ¢ |

3. Identity Crisis &7 8l 82

e 9 O 5% s HROT & b & |

(1) RT= faRaTH geatr
3ETEIT:
JI9+T § QT I
"EREHRY AT & Therar 1"
dT¢, 7 Sgferd 36T TAT (Entrepreneurship) I 3R 3T gIdT ¢ |
319 AfEdsH # f farel Agard afsar g Sl €|

& Cognitive Dissonance &gl ST & |

(2) Shra=T & s31 YRad=T
o

SAlepdT Pt
faare

REIED

1T QAT
3T deara

oI holdT AT Bl

UHY TEHATY QR TGl Gl i Failell & Hehell & |

(3) Social Comparison

rerer HfSAT T SMAR GERT Y HBoldl Wl ¥ cATFd 370al TgHTeT I HHN Al Hehcl o

s Self-concept FASR IS HehelT & |



(4) Multiple Roles

Ueh I TFd Ueh AT

&Y Hehell 81
Ife; 37 S{fAPI3A & S TEY 9, Y TgaTeT # 7 YeT &) HehelT ¢

4. IgIToT hd TAdT 62

daferen TfSC & JgdTel Ueh UfshaT gl
g Hrar-foen & g
e OO 3MAfRI TUT (Genes)
1. Genes R s
3R ugfREt & ffa w@a g1
" I P 1Y AR Afcrss
2. Brain o TR g 3 ok 78 <t
wHzH, dad o He
Development B
¢
3. Childhood _, e s, & s af
Experiences e
&9 o a1di @ aR-aR = 74 §,
4. Beliefs — o I EHR AT (Beliefs) 57 ot &1
“& o HopaT &, “8 Thel g HeeT
Steft Frrard gAY feen o et &1
&
BN A=A §HIR 9T & SEE

H o (BRem) @ R F SA-Ed
5' Hablts snzﬁﬁwmg:ﬁnsﬁaqlaﬁsn

e SR
L
o FHRY 3TTad, TIaA BT axi], FaER
6. Personality —  siesfefman i gmét weimferet

(cafdwea) s &1
+
o 37 H, FARY TNt fRR giax
7. ldentity —— &8 veam (entity) s omi 2—
“H P g BT WE I

gafey vge 5 A 8 oRE a1 7 e

Tg 3aT IR FRaA & ey A it wdi 81

SAfAT ggTel Siedl @ QU cRE oI =61 gIcll; Fg 3HefsTal IR W=t & A1y I gichl Wi gl
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5. Identity Crisis & of&ToT

"H Pl §2" ST TMAR 9T
HRIT I ol HHA
IR-IR & Seolell

Aol o & FHisas
3TcATIREATE H FHaAT
ol & Tolel

RIS T AHT AR
9o Hedl T HE

6. IR (Body) TR T
Ife Tehe o TAT deh 9T T§, dl daA1a gfafhar aftha & asd g
% IRUMHATIRY:

Cortisol ¢ TehdT &

siie gefad & Gehcl &

€A1 3R TATT AR &1 Fehll &
AP Uhlel 96 bl &

g goTa Ifad-faaw 3 gRfEufa w [k aa &

7. T Identity Crisis g0 S glcil g?

el

g QM3 oh HTHR TG eTTFciId T T HgeaqoT TROT 8T &1 Fehell B |

QAT ETe IX TR 306 oSG caferd 3iftieh qRuera 3R Fve ugnet fasfad X Hehal ¢
A

Old Identity

!

Identity Crisis

!
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Exploration

!

Learning

!

New Identity

58 3N-s Identity Reconstruction I7 9gTel & YeATT#ATOT T Gishar & &9 # #ff TS Srar

gl

8. dATTIeh AT

Step 1: Self-awareness

9 fIaR, HIGATT, Hed 3R cgagR & [AAfAd 0 8 fog a1 3+ 9x Ride |

Step 2: Values Clarification
Ig TISC HY:

o M AT HEH AgcaquT AT g7
o 3 fohet RcyTdl R Siiget ST dTgd €7

Step 3: Identity Experiment
BIC-BIC TANRT |
3CTEXTT:

o YT HIA HIGeAT

o oIUT SYTHTY YX hadl

o TS TR o
ATETSH 3TeTSTaT & TR T 3l Igaet bl 3ISC el ¢

Step 4: Feedback Loop
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[CEENCIRCICIRIBIERIC]
GERT T ETSeehioT shef-ahsfl 3TaehT &TAAT3I 3R cTaER & TR A 3UAN STABRY & Fohell &

Step 5: Neuroplasticity

HATETSH SNTAH Teol bl & |

=TS e, AT dTATaRYT, HAATHT 38T 3R 7T 3He[37d HHY & WY Tgaed b 1 Fenrfaed Y
Hehdl g

CENGERGR: L]

Identity Crisis 1S "HEASRIT" 76T ¢ | Tg HFE I 3ot Glcll ¢ oTd YXTeT [A2aTH, 37fHRIT I
A& deodd & 3R ATETSH A g Iellal hr HIRAA Far §1 Il FfFd 59 Wor &
3MTcH-RiceT, WRg=t, T219T 3R TS Hodt o AT 3791 96, Al Ig Hehe Teh 31T8eh T, orefely
3R a2 aquT ggaTeT & fHAATT 1 HTUR Jf Heell ¢

Section.2-The Identity Gap

=S
3 3nft A & STET 3179 3777 & 37K STeT 319 g1 9Tea &, 319 B T a1Ed &

39 2 & o Bt g & IDENTITY GAP 21

IDENTITY GAP

Plere 3R BT A e

€h <Hftaw Ve ihglotd

&5 \‘ \
I T TIed T (o b (@) mre e iR
1 S
b o B T w R : & 3T g oEEe
@ =3 g ; . \ & fife s gta
M, st aRorm oy b Al e o

a1 safad 3R afasa & safdd & g Hrglr
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"3MT9eh! FE FST AT fohdl g@y cafdd @ =1gl, afedh 379 hef dTel FERT A
g

Teh 3T gl
&Y cIfad af Siaet Shar &

S 98 &1 TheT &

gf 2t & & St g0 &, 38 # 38 T # Identity Gap (TgdT-37cR) g
I ot 99 1 77gt glein|

Ig oI &TAT (Capability), B (Thinking), h1RreT (Skills), 31TRIMHT (Discipline), TaELT
(Health), fA9Tr (Decision Making) 3iX sraT=aa+T (Execution) & 8T &1

Identity Gap & 9Tl SRUT

1. 37ETse HTaST (Unclear Vision)
Ife; 3TIeRT Tg TISC ET § foh 3T FAT T3 ITed &,
ar 3aehr ARETSH fohdT &2 & ST9TAR FIe 61 HAM|

2. TaRETHTEY 3T

e F5 AR,

cfeteh egaeR $o 3R

3. ITeld ardrayor
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i 3TYhT ATATARUT FIMAR 3TIRT €T HEHIAT &,

ar aRadst i g1 ST &l

4. dcehTel ¥ (Instant Gratification)

ATETSH HFE Acohlel REHR ARG & |

AfheT 93 I8 YT 9IS GHIT deh oRITdR ST AT &

5. fafaa g&veT &1 319719
ST ol9T 3T9=AT YeTT AT &,

d GYUR o 3T STod! Ggale aTd &

Identity Alignment Model

(Designer Note: Circular Alignment Diagram)

IR Aol Teh T2 H glail ATfgT—

Vision
Identity
Habits

Daily Actions

I 318 F IS T 37497 fgam & &,
ar garfay i) 8Y Tehelt &1

Google & Ig TR JfoT—

"IfE AT T8 3T 5 a8 H Uk AfRaed ..o Business &1 §, ot Ht
fd ghR #T Identity, Skills, Habits 3 Weekly Routine fa&f&d 3= a1fgu? s&
TROTICH Blueprint & ¥9 H dIR &7 |"

e &



39T adHTT &=t 39 Blueprint ¥ fardsil e @il 1

Self Reflection Worksheet
fArafaf@a geat & 391 fafgr—

IAHATT UgdTed

# 3TST T2 T fohe &9 # ST 7

HTIST T ygarT

# g aut 91 5T YR &1 SIfFT Il ATEd g?

Y §37T 3R
arett 3 o T T g FET &2

Knowledge

Skills

Health
Communication
Leadership
Business Thinking
Execution
Emotional Control

Principle

"1fa~y o1 faAToT 9fasa &7 ST gian| ag 3msr foiw 91T B1e, SIgv St arer fAoTar
A YERIATE "

Section.3-ldentity Rewiring System

Introduction

e & STl ofleT Y Aol AT Hehod (New Year Resolutions) od &1
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° ﬁ'ﬁ'ﬁ,’aﬁfﬂl

e ¥ Business & H&I|
° ﬁmﬁa%m

o # Skill g

olfehaT e &1 HENAT ie; JTTRILT AT 37ed ol SHAGR W elie 3T 8 |

FIT SHHT AT ¢ Toh 3oT8 STonlferd (Willpower) T FaT 21?
ERAT LT |
Fs IR GALAT Ig 8ldT § TF 3eeil Goal SgelT, difhet Identity & sgell|

Identity Rewiring a1 §?
Identity Rewiring 3T 379 §—

39T ATETSH, eTdeR 3R ATATaRUT Fl 3T YhR TG e fob 7T cgdgR YR-eR 3maehr
S UgaTe T T oo S |

Ig HIg SAIgs ishdl w161 & |

g Behavioral Science, Learning Psychology 3iR faRaR 3reama o 3menRa ufshar g1

Identity & Sicil 82
Identity TR ST & FoTcT &

1. Beliefs (fa2amd)
379 379 IR & AT AT 872

3algdur

o ¥ 9oy ACT T ohdT|
o H 3HR LT T v

o H G HHTIT F AU TIeT Hehll €|
o HUAGHHRATEI
° ﬁa's"rMaaTmﬁl
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2. Self Image
3T 379 Hel A T T Hel TR ST 82

I IS aferd ga 1 Faet AL HIe dTell AT &,

ol 3HeRT TeATeT 38T o 3THR Aot @)

e 9eT ATFd Ge T Entrepreneur ATl o,
dr 38 {0t QT avg seel See|

3. Habits

&YX fesT ST S aTet SUagR
re)

geIg 361
el
TFEETSST
oot | graer
U A FEAT

& g3t Identity & AT L & |

4. Environment
39k 3THITH & SALT
3T AT

S ICIEC]
arere Afzar

3iiftear
I goft 3T Identity T TRTAR THTAT R &

Brain 5% SGeldl 6?2
ST 379 fREY 1 T TR-TR Fd &
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ar
Neurons &I H Fire #c g |
EX)
Hebbian Theory
Fel ST g
"Neurons that fire together, wire together."
Addd
fore ara 1 fadeT argrsier
Jgl Brain & Permanent ST STTaiT

FIT ST 672

3R foreY afga i Identity " Ter AET &Y ThaT" ST §, ?ﬂagmvﬁﬁﬁvﬁuama’rm
fareara 1 @t Arfad Y| 8 A, afe a8 e 1 W@ arelr, TAEIT AT arell 3R
IIRMTAT b AT &, ﬁsam%ﬂﬁﬂﬁ?ﬁmﬁm%mﬂmwaﬁﬁﬂm
wwﬁ%lsﬂﬁvﬁmwwma@mmﬁﬁaﬁ i 319e1T ugand, I
3R TaER 1 T AT A fAd e & 3T 8

Ueh HEcaYUT STcl: harel "H HASTTA g ST AT SIETel § GgHlel 16l sicelcll | IR dsh Identity
Rewiring & FoIT TR 31T, oS 3TTeel, hIRreT [aehrd, 31eT87d 3N aediden 3ucfeerar
m&wsﬁ?ﬁ%laﬁrzﬁamﬁmwﬂzﬁﬁwm%‘l

Section.4 - Future Self Blueprint.. FaT §?

Future Self Blueprint Ts d31fas (Scientific) Framework &, foi & ATEIS & 39 319a) HiasT
& 39 egied (Future Version) 3T TaEdd werIT (Blueprint) IR id &, ST 319 37eTel 5, 10 AT
20 Nt H FelelT TRA & |

g shad Goal Setting 8T &1

e g 3Taeh! T Identity, Mindset, Habits, Skills, Financial System, Business System 3iR
Lifestyle ST Architecture &1
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Future Self Blueprint T d31{ieh TR

7

IDENTITY o IDENTITY
CONFUSED, WEAK o STRONG, CLEAR

DECISIONS ' DECISIONS
POOR CHOICES i - ' SMART CHOICES:

HABITS _ L= 5 HABITS
INCONSISTENT sy as s CONSISTENT

RESULTS ' - ’ RESULTS .
AVERAGE LIFE : EXTRAORDINARY LIFE >

2 LK
il
—
-
| —
==

B
[ |
.
A
¥

)

1. #io~T gl fGART A Sorar &
&Y 3Y 3UaIfeY &f aR FeTcl §—

e Ugell aR Mind
o U SN Reality &

gfe 319k Brain & 919 Future T TUSE d¥dR A8l & dl 9§ 34T TCM & &1 oIgT |

sHIfeIT Future Blueprint 37Ta2de g |

2. Brain Prediction Machine g

HATTg ATETSH gAHRIT AT T F1fasaaroft (Prediction) AT &1

Neuroscience & 37[HR Brain SHIR I IS 6—
" fohd JehR T ST Fafell 82"

afe 3a% TS A §—

ol Brain aci#TeT 3Gl T &1 aTeTell Bl & |
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Identity Realisation & TaX

Level 1 — Current Identity
# 310 PleT g2
o 3T FATE?

o AV I FHE?
o ﬁ%%mﬁr%m&rsﬁwéi)

Level 2 — Hidden Identity
M 37 HiA-AY e7Aad § e A 3 I A w781 frar?

& ST 5 37 (RfT wfe gieht & St 3t Wk 1t g8 Al

Level 3 — Desired Identity

H frg YR o1 safebd So7aT T1gan §°?

A%l Entrepreneur

37e12MfAT Leader

aﬁ'&,‘ff R & T Value Creator
faaEaT Innovator

Level 4 — Identity Alignment
T A TAATA el A S TgTeT oh HJAR 872
I Fei—

al 3¢ ISl TTT g

Golden Formula

Identity x Consistency x Time = Transformation

Ifg TgaTe TISC &Y, I AR & 3R gaied gay fgar s, ar safea # a1y 3k T
aRadst G4 gt gl



YT 3 <Iiddcd QA

Personality Development

~ = TN

4 J AUTHENTICITY
' Be Real.

/ Be You.
IDENTITY

Know who
you are.

¢ @@® | CONNECT
| |
.‘.‘ Build Relationships.

Grow Network.

<
g /A | INFLUENCE

L 4
‘ 1 I Inspire Others.
Create Impact.

BeSeen.

Be Remembered.

VISIBILITY

AVAVA \
VALUE ', -
Deliver Value. ™ /
Build Trust. { | REPUTATION

Your Reputation

?“'\ i N\ = is Your Brand.
GROWTH v = =
MINDSET YOUR '

LEADERSHIP

SUCCESS

(Scientific Personality Reconstruction System)

"3T9ehT Personality &S TATAT st 8T & | TE 379k Brain, Identity, Habits,
Environment 3iR Experiences GaRT oeTTdR JeTs 3R dgall AT g 1"

Personality 3T §?

Psychology & 3{eT8R Personality 3+ Patterns T g & il o #d §—

Y AR H &
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S AT T E
FH AGR I &
NSNS vy
o aRTEAfaAT & & yfafrar T &

GE sel &,

Personality = Identity + Beliefs + Emotions + Habits + Behavior + Environment

Personality Formula
P=(1+B+T+E+H+S)xR

v

STgl

P = Personality

| = Identity

B = Beliefs

T = Thinking Pattern

E = Emotional Regulation
H = Habits

S = Skills

R = Repetition

Personality &gl 9adl 87

Scientific Research SdTcll & o Personality H&I: o Systems @ Flcil 8

Level.1- Brain Wiring
S e 319 AT ST, FoAd, Ul 3R 36737 X &, F6T Brain T Raw Material si=1dT &
EARREE

IRAR HT ARl
ared

Hrerer #Hifsar
IETIC

Thol

5N
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Input — Brain Processing — Brain Wiring
e, AT FAhRIcHD STct Feial, Al Brain T fe=im & G giam|
Ife ST Aol S9N hl T W, df Brain 376197 aig ¥ I giam|

2. Neural Pathways

Y IR SIS 37T FIS H1H Y &, a9 TS [ 7qUod Th T AFT T ¢ |

IR-SR Hish glel T SeTehl AT Aol BT ST ¢ |
38 AT 39 AUl & THSTT ST &

"Neurons that fire together, wire together."
3calguT:
e VST STAFCTS HET
ar Brain & Procrastination Wiring Halqd grafr|
7 AT AT W Action ofdr

dr Action Wiring HSTSd g1aT|

3. Habit Wiring

37Tedl aFad & Brain &Y Automated Programs &1

Brain I & il T He1T A8 & |

AT ST H1H TR-aR gl & 39 Automatic Fe1T ST g |
3CTEX0T

TE

e Car Il &hideT
dc H
° %mmﬁamﬁmﬁ%l



J&! Habit Wiring B

4. Emotional Wiring
Emotion 3T Brain Wiring sigeld & |
=iy Sa1er Emotion grefr

3T deit & Memory S=Tail &1
sHdifew

qgoil Aol

ERISIRZZIRS

ST AT

d3T AYATT

ATl e I1G X6 & |

F3ifeh T3 Emotion g FSTS T |

5. Identity Wiring

afe 39 Al Ger & g ©

aY Brain 3T Identity Y T HTelel oI9TT &

Ife; AT e &

dr Brain #T 31GERT & ToIT 31f8& IR I@eT oIord §
|dentity IR-SR GIgT 10 faaRT 3R cTagRT & Sl gl

6. Reward Wiring
SISl IS 1A el T 30T HEHH 81T §, o AfEdSH Dopamine BISdT &
Brain ¥1&dr &

"IE FHIH SIGRT HLAT AT
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3aleur

SIS W Reels @1
U

Dopamine

&

IR-9R ASTSel WA
ST &

Exercise

!

T AEHH

0

Exercise Habit

7. Stress Wiring

gfe oI THT dsh dolid T g
a¥ Brain Survival Mode # el SITdT €|
gRoTe:

Creativity Tedr g1

Learning &/ g1 §1

Aot erear genfad gid g1

Risk oist T 3=&T e &1 Goha &

ST STITAR Jd=I1d Personality Development 3 STEIT ST TehdlT ¢ |

8. Growth Wiring
e Brain &l SRR #1$ Jeiltcrdl fHelell ¢

ar AT Neural Connections Sa7d g1
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TS YT TG
Business & =T
Public Speaking
Coding

Writing

Sales

TS Skill = A Brain Wiring

Personality Development # Brain Wiring 3T Hgcaqul 872

afFdcd shaol oled ¥ aF T gl
3T 93T feTaT 51 Aiail § 3R oIl o

39T e

37TY9SRT ATATEROT
3T Hr@et 1 gfehar
39 Ao

379 Gl T 1T faaR

=T PRUT Ao d AT & 1Y ool TohdT ¢ | IR 30 TFSA F S8 A8 3 Personality §=T
TohdT ¢..

Daily Personality Rewiring Routine
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SELS

S

e 10 fA=c Visualization
e Identity Statements

f&eT T Planning
T #

Purposeful Action
Communication Practice
Decision Making

AH

Self Review
Journaling
Improvement Plan

Reflection
Gratitude
37971t feoT T Iy

90-Day Scientific Personality Reconstruction Plan

Phase 1 (Day 1-30): Awareness

e TdATA Personality ST 3TTeheleT
e Limiting Beliefs gdTelaT
e S |dentity T AT

Phase 2 (Day 31-60): Rewiring
o 3 3 TATAT

e Communication 31X Emotional Skills T 37319
e Daily Feedback System

Phase 3 (Day 61-90): Reinforcement
o % Identity & THAR TRMAR HIA

o HiSeT IRTEUTIAT & 7T HAER T T
o TETTCY T HeAET 3R GuUR

Biological Personality

(Body Science)
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HIST T Personality T E3TT IR A B 81
Brain T&d Ugel AR &Y IadT 2|

fohe @t 1|

SEH T 37T &2

Physical Fitness

e Strength

e Mobility

e Endurance

e Stamina
Nutrition

Brain 13137 20% FoiT Sl 3TN &l g
e ASTT @ gram
aT

Decision T gidT|

Sleep
7-9 € & JUTGATet siie:

Memory HSTed FclT &

HgeT T 87T Jelal §
Emotional Control Sga< {aT &
Ao aTHar gUR &

Hormones
TfFded W &3 gl THT STeld &

Dopamine — Motivation
Serotonin — Mood Stability
Oxytocin — Trust

Cortisol — Stress Response
Adrenaline — Emergency Action

Testosterone — Assertiveness (@11 feidlt 7 Hl[g)



e Estrogen — &g AR 3R ATATGH il 37 {fAAT
geTehT Hclolel SHa=TRlell, s, STRTH 3R Tlld Jeer= & Fenfad g Fehell &

Self Awareness Science

Self-Awareness (HTcH-SIRT&ehdT) Ig AT &TACT & Toldesh gaRT dfdd 39 [aar
(Thoughts), $TG=TTT (Emotions), <Td8X (Behavior), 3Ted (Habits), &THATV (Strengths),
AT (Weaknesses) 3R T8 (Identity) &I a&df=ss (Objectively) FHST dTdT & |

Tl Wsal &,
"Self-Awareness &T 32 § TqT &I 3UT & F QAT 1T 39 IEdd H g, A o
ST 3119 39el IR H Al & 1"

ufley Aisa:

Johari Window

Y AT

Known to Self & Others
Hidden Self

Blind Spot

Unknown Potential

fSIa=T Self-Awareness d¢afT,
3deT Personality faerfad gram|

e =

Self-Awareness & 4 d3feieh TATH

1. Observe (@)
fSeT qia foTar fow 3rver faem, et 3ik saagr au|

2. Analyze (fa2eIyoT 1Y)
9o
o Ha var F4T ArT?

o IS UHT FA HEHH §3T?
o I UGER &I HRUT FAT AT?
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3. Adapt (3Te]eleT )
AT P YeeT FohameT TedT 6T ¢,
SIGERUGIGEEGIL

4. Improve (¥R #1)
BIC-BIC UN 3NN &gl |
Jgr faRaR [ (Continuous Improvement) T 34 g1

CRUGERGA:DS
3T Self-Awareness Tl olleT THTIT::

JgR Ao o &1

HATTAT3AT Y 31T JorrdY So1 ¥ AT v &1
T3 Skills STedT TEd g |

39T ITATIAT T W@ T G 310 I@a &
SreTahTToleh ol X 31T feh wa gl

SHHT ShROT TG Al 1o 3oTehT Brain 37e19T 81T &, STesh I8 fob I 319e) ATAA Ut &Y Ugarela

3R 39T B X 3¢ Scolel T 31T 378TTH R &

Emotional Intelligence (EQ)

O

o

-

1. SELF-AWARENESS S
-

A\

\(@

5. RESPONSIBLE 2. SELF-REGULATION

DECISION MAKING

\
.4 EMOTIONAL
\ INTELLIGENCE
Z | '

MANAGEMENT
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|Q TRIAT T Ueh HT9T & |

ifehet ofel HHT I Ahorcl H Emotional Intelligence $i AgcaquT ${fAehT Tl &1

EQa;qvg'@amT:

Self Awareness
Self Regulation
Motivation
Empathy

Social Skills

Confidence Science
Confidence YT glcT g
Evidence ¥
Confidence Formula
Knowledge

°
Practice

°
Experience

°

Success Memory

Confidence

Body Language Science

Body Language 3T T2l st TARaT= T st JaIfad T Tehdl &1
31@ dcd:

e TSI Posture
e dfeId Eye Contact
e Natural Smile



o AUf¥d Hand Gestures
o TR AT
e 3fAd Personal Space

Habit Science
Habit Loop
Cue

l

Routine

!

Reward

BIC-BIC SIEIIT IV IR THT & 1Y g3 IRomH 2 &

Discipline Science
Discipline

Motivation

Motivation SeeTdT IgdT &

System &l dGordT|

sHTAIT el F19T Motivation 9T #gr,
System W AR A &1

Decision Making Science

AT ol & TROT:

Information
Analysis

Risk Assessment
Options

e =
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Decision
Execution
Feedback
Improvement

© N O

Productivity Science

Productivity 3T 3727 haet 31T I AT 61, Sfod gl B W €T ol &

&g @ewa:

Prioritization

Deep Work

Time Blocking
Energy Management
Recovery

Social Intelligence
ATATSH hieret 7 enfAd &

Active Listening
Respectful Communication
Conflict Resolution
Negotiation

Relationship Building
Networking

Financial Personality

1T gaereT oY cafFaca & fREar gl
HEH 3Tec:

Budgeting

Saving

Investing

Risk Management
Long-term Thinking

Leadership Science

Teh JHTEY AT
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Vision ST &
GRS
e TR aar e
& Apfld T e
faeary ST &

Resilience Science
Resilience T 373 § sfaaT aRTEafaat & st fF & 3T geaT|
s A fAd Fa & adie:

HAEAT U =g, FATHTT I €ATeT
AT F AT

fAafaa sararA

aied siig

Reflective Journaling

Growth Mindset

Character Science

Character = G (0T 5 ad 811 fe@TS &l & 519 IS &W I8! W@ 81|
qEY T

Honesty
Integrity
Responsibility
Humility
Courage
Consistency

Purpose Science

SIS ST 3797 1T T U 93 36627 T ST &, df 3T IROT 3R Tedr 317 TF g dsh &l

T gl
3¢62T & "TH:

Values
Vision
Contribution
Meaning
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Cognitive Personality

E.

Quality of

GIEEEIRIES)
SAferel T HeTclT SHehT Helel ehl I[0TareT OX T8 il Bl

Cognitive Levels
Level 1

Reactive Thinking
e g5 — Fiafsar &

Level 2
Logical Thinking
aLal & IMUR | Aot

Level 3
Strategic Thinking
5-10 SheH 13T JIdelr
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Level 4

Systems Thinking
T JOTTET T G&aAT

Level 5

Exponential Thinking
100X @I
g1 Billionaires A &1

Focus Science

3TST T T AT T 957 THEAT

Information Overload

gl

Brain &T Attention TR giaT &1
39 faetreT A Fed &

Cognitive Bandwidth

fe; HTIHT €T 10 STITE ST E3M &

ar Performance 1T SiTwaiY|

Self Image Science

3T9hY Reality 37FET 39T Self Image & wsTfad gl &1
I caferd Te i oier THSIAT §

T 3TFT cgaER oY 3T 8 TehaTT &



Self-lmage &1 AT TR
Self-Image #f¥dss 7 S Cognitive Systems & Hgerd R { &elcl ¢ |
HEY dAIIh geh:

Memory System — ol 3iTera
Belief System — 319l X & Taeard
Emotional System — 3TdsilcHe 3e]87d
Social Feedback — &R &I T
Identity System — "H FlT "

soT g3t &7 TASTT 39T Self-Image SATAT &

Self-lmage ¥ SeIdl 6?

Ig T Feedback Loop &1

Self-lmage & 7 d<Tfih Tch

1. Physical Self-image (I F9-51d)
31T 379 R T F ST 8§72
EARREE
° :ﬁh—aﬁrél
o H3enden G €|
o # fhe 9o AR AT
T & o I YOI AR IEdTdehal § Aol oI81 @rdT|

2. Intellectual Self-Image (SigfOs Fa-519)
379 3191 G518 3R HiEet T 47T 1 3 dad §2

3aTgduT:



X "3 aqTS 3 FAATE”

"ﬁamqmﬁ@h@mél"

Growth Mindset 38 T &I d6of HohdT g

3. Emotional Self-lmage

T 3T TG T AeTcHD & H HGT AT 572
3calgUT:
o H TeATT HaTST HhTT g |

o H Il TS AT B

o Hapfoe aRTEUTIAT & 21T 7§ Fehel €|

4. Social Self-image

319 GERT & e T T HA W 87

EARREE
o ﬁmCommunicatorél
o H AN A T FAGT FX HehT|
e # Leadership X HhT |

5. Professional Self-image
AT R HRIT & TEH F IR 4RO |
3cTgluT:

# Entrepreneur él
# Manager €|

# Creator €|

# Problem Solver g|

6. Financial Self-Iimage

3T T FT 4T F TeF H FA @A 872
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EARREIE
X "H F3 3R AET g1 FhaT|"
(V4 "# @@ Wealth Create & Hehdl Ewl "

Financial Self-Image 39 31fde faoiat #r wenfad #c &1

7. Identity Self-lmage
T I E|
EEG
o HlAg?
o Ry YR FT AFAE?
o Hfohel el W ST §?
JET 39T Self-Image & =g g1

Brain Self-image &I ¥ ST I@dT &2

Q BRAIN MAINTAINS : : 8

CONSISTENCY
ONE SUCCESS REPEATED EXPERIENCES

& PRACTICE

Brain T Ueh #gcaqul S § Consistency (H1fd) =TT 1T
Ife; 3R Self-Image &:
"# Public Speaking & HHAIX & 1"
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3R 39 e 3Tt HINUT S & §,

ol Brain 38 @ef-shsfl "t fohearc” shgehs Ao 3Terst Y Hehell ¢, F1Teh a8 =T Self-Image
q A FATT IGAT AT & |

ST Shael Teh Theldl F Self-Image el Seeldl; TR-GR & eIsd 3R 3871 31T e
Bl

Brain Rule

You act according to who you believe you are.

Self Image Upgrade System

Charisma Science

Charisma #1g STe, oTe1 |
Ig WY ST Fehet aTel) 87T B

Charisma Formula
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Confidence

Warmth

Communication

Presence

Charisma

Charismatic People
A dreld §
AfeheT worTa BIE &1

Social Influence Science
SN9T Logic & &ha
Emotion & 3118 wanfaa ga g1

Influence Principles
Trust

Authority

Similarity

Reciprocity
Consistency

Social Proof
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Energy Management Science

Time Management & SaTaT HgcaqoT

Energy Management g1

Human Energy Types

Physical Energy
T

Mental Energy
arg

Emotional Energy

ATIATT

Spiritual Energy

Purpose

Peak Performance Formula

Energy

X

Focus

Skill
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Performance

Executive Presence

g CEOs 3K Leaders I Personality T HgcaqoT ST 81
SIS ST e H YA FIAT §
dl olleT 38ehT IUTEATT HEHH X &

Executive Presence Components
Appearance

Confidence

Communication

Calmness

Decision Making

Responsibility

Executive Presence T d3T{aieh TR

TS 1S SATeFc 3T HIHA T &, Al T Brain $ & Hehs H IHeT YR e FHoAehel il

gl

Ig Hedichel HET & H ST Hehcll I TR EIelT &
Body Language
Voice Tone

Facial Expression

Eye Contact
Confidence
Communication Clarity
Emotional Stability

Soal Hchdl o HATHR IR ATHA dTell STTFd 3MTeh aR H Teh YRIHS TR0 (First Impression) ST

HAhdT gl
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Executive Presence & 7 33ATa1s TaH

1. Internal Confidence

Confidence &T 37 Jg a1 foh 3TdenT Y 3T FGT AT |
g,
3T gl W &Y g AT o)

deTTfaish TS & Confidence SR-SR Hhel 31e787d, IR 3R Skill Development & §&T 81

2. Emotional Regulation
3T Executive Presence aTel JleT:

Panic =TT $d |
ol 7 o g Fhd & |
T H X wfafshar 78t e |
ot B Tt Uy o7 Fpeaient e &

Emotional Regulation Leadership & 3TemRRrer &1

3. Communication Mastery
q Seld 9A:

Tose Sreld &1
32T & AT Serd &
37ATaRT QUsG, heT 3ITINT Il g |
ggel Goidl 8, Y ST A B

4. Body Language Science
Brain 37/&&R Body Language & #T Teer ofdr |
FTeT Executive Presence & Hehd:

el e

2R Eye Contact
fgf¥d Hand Gestures
eI Facial Expression
ST Tevige & ot
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5. Decision Making

Leadership 3T 31 shael STeleTT gl
dfes Tel AT W A0 ofar o B
Executive Presence dTel SO d:

Data ¢@d g

i@ goastd g1

v o €1

IRUTH &I THFAGHT TR Fd & |

6. Credibility
faeaTd (Trust) & ST 872
19 3T

e Words
e Actions
e \alues

Teh-g@ & Aol Wl & |
e =afdd Fo 3R diaar & 3R Fo AR g,
ar 35T Credibility et & ST g

7. Influence
Executive Presence &T 3ifdd 3¢ad &:

Influence without Force

ITeAT T=AT ST, erehl AT HTRABR T GEUANT FhT 1T &l IR 3R T et

Executive Presence Pyramid
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;\

ihi

Ife Identity HHSNR &,

dr Confidence &HSIR gaT|
Confidence &SI g4,

ar Communication ¥HTIId 819m|

31 37da: Influence &Y & gM|

Brain 31X Executive Presence

Executive Presence Ta&fAd #sl & $3 HATATHS &THATE JRIEI Sl &
Executive Functions

ST AMTAA &

Planning

Attention Control

Working Memory

Cognitive Flexibility

Inhibitory Control (31TaeT faa e &)

Y &JAATU FTd &l SAfeer IRTEATIAT F 2 3R THT 9ATC TW@A & A FlaT &
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Executive Presence Development Blueprint

Phase 1 - Identity
forr o

"# ford YR ST Leader SoTalT TTE AT i’?

Phase 2 — Self-Control
-

e Emotion Control
e Stress Management
e Patience

Phase 3 — Communication
gfafest 3rsama 1
Tgse StelAT

Active Listening

el (Storytelling)
Public Speaking

Phase 4 — Physical Presence
€T &

Posture

Eye Contact

Voice

Walking Style
Professional Appearance

Phase 5 — Decision Leadership

& feot BIe-vIe v T ol
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TA0T 1ot Shr &7 3738 & HTe gl & |

Golden Scientific Principles

Personalltyﬂﬁﬁmaﬂﬂﬁ@?ﬁ SHHT Uh 8T THT & 1Y §&of TohdT &
Brain GIexIV 37T c¥dER & @R T & Seoidl &

Identity, © waﬁﬁ%ﬁa?ﬁ'%'l

Habits, Personality &7 &fae &7 &1

Environment, Personality & Taeht& &l det a1 AT T HehdT 5|

SIMAR 378418 (Repetition) @5 Personality &t TATIT §ATAT £ |

ook wh =

danfae fagura

Neuroplasticity — FAETSH 3131 & TTT 515 Neural Connections ST TehdlT g |
Behavioral Conditioning — Ig3T 31T YdgR ATed Sl ¢

Self-Efficacy — BIEI THeldTV ATcHATARATH FeTal & |

Growth Mindset — &7HdT 37910 ¥ 9 iad &l Fehdl |

Deliberate Practice — f&quT 3131 HILROT 3{3-TH ¥ 31TeIeh FHTE BIelm & |
Feedback Loop — f@afaa Tt FUR AT Il A &

Environment Design — 3T9ehl STTAROT 3% STGER &Y TITaa e B |

Nooabkowd~

sy

Ife 39 3197 Personality 3T I TE Seolell MEd &, Al shdel HfedRreT 9ATed 18l & | 3deh
Identity, Beliefs, Thinking Patterns, Emotional Regulation, Habits, Skills IR
Environment—3sT T I caafEad 9 ¥ ST FIAT 8191 | TeT ATk TIOehIVT o THT doh
feehel Aol eafebcled IR [anTad et T Fad Holgd &11d & |

3megfeeh far=iret Ig Aeer il & fob HeJsT &1 ATETSh Neuroplasticity & HROT Siiaeer dIE
Tl &, Seol TohaT & 31K Tad & 770 &9 & [AHAd FT GohaT & g A ¢ fh A1 ofy Fferd
ST ¥ el TT B AT 81T, STeh TR A, 3Ted, 0T 3R ggarT 39% Hiasg Fr
foaToT FE

Personality Development & ar¥dideh 3863 shdel ATcATILATH JEIEAT sTal, Sfesh Teh AT
Scientific Operating System T AT =T & ST SfiaeT o &Y e a—xareey, e, R,
SIGHTY, Aicjed, e R aet fAAToT—37 S5 fooTar S 2y a1 dr deret |
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Sl 319

T T AT & FHSIA ¢ (Self-Awareness),

HYAT gl Y 3E4IYUT AT & (Identity System),
AT TaRarar sl dgeld & (Belief Rewiring),
HHRIcHF Self-Image AT a1 §,

gHTdT Communication T&@d &,

HIGATHT R f=or TE@a &,

3TN 3Gt qTet &,

3R R Frad 7 gur a7 & &,

de 3T9ehT STadcd shdol Sceldl e8!, Sfoh Ueh 3od T WX A iad glel oferaT 2|
e, IT—

fa=m (Thoughts) 3TMaes fAoTat i Stea & 1

AT (Decisions) 3T 3Tedl & =i &

37eel (Habits) 37M9eh A ded T [AHTOT il &
cafadca (Personality) 3maes $1fasTr &y feem oo HXar g1

safeIT TS 37T 19T HITST Ieelalr I18d g, f T Tgol 3T cHiardcd hl dalieleh AT ol
AT 3R 39 Faedd &9 4 Ahfad fifaw)

37Ad:, AheldT shdol TS Agald Hlal A Aal THeIdl, Sfod Tl Igdl (Identity), TEr Arar
(Mindset), EEY JUTTelT (System) 3R HET 1T (Execution) & TITTal & UTCd glal &

qie, TW—
"3IT9eRT HTTST IMIHT TRITATIAT 18T, STedh TR AT Afeded aF Har gl”
3R TEr Personality Development T Ta& 38T AT T o
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YT 4 399l

I NIATTRIT

Billionaire Mind Programming

ehd
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il
EMOTIONAL
CONTROL

HABITS &
ROUTINES

VISION &
PURPOSE

AT IR=:

gY ATFARMMel YT & WS Ueh Holgd Operating System (OS) BIdT &, it 38 HafY 1l hr
Torife e &1 T Operating System HASI g, Al Gad ATFRTe gTSa T 3191
&THAT Y A 8T L FehdT|

8reh Y FAeuia AT ATETSEH 9T 8 A1) 81l B

HIST T Mind (ATEsH) & Teh JehR &7 Biological Operating System & | I8 AR faaR
(Thoughts) oo (Decisions), $TT@AATT (Emotions), 3T&d (Habits), 9d8R (Behavior) 3R
it (Actions) T fATTIT T 81 3MEffish Neuroscience (3T fa=T), Cognitive
Psychology (QTTﬂHTTlEF HT-I’I%TTITH) 3% Behavioral Science (¢ (c¥a8R fa<eT) Tg S & b
gAY 31T Aheldr Shael AT AT AgaId WX IR AT !, dfedh 39 a1 I IR a=xdr g i
EHRT ATATH® Operating System & FRT T &

3TTRTA AT ha el TS HgeTd el DI TATH I g, oAThed d 3Tl [TURT BT TS 18T P |
IROTHEERY & IR-TR el el [0 od &, T Yee algrd & 3R diffa aRoms gred sd
AEGEDERRGH meﬁmmmmﬁwﬁwwﬁ%ﬁm
A & o I gAEIRN & 39E Tq ¢, WWWWW% Srderfore O
3T &, ot & W@ § 31 RaR T i S8R g1 | &

BILLIONAIRE MIND ENGINEERING Ig Us 0T dTfaieh ATATA &raT (Scientific Mental
Framework) § ST &a7&d &I Vision (27S¢), Decision Making (0T &7#7dT), Emotional
Control (HTddTcH® f=30T), Strategic Thinking (I0=iifae &), Learning Ability (H1&@et &t
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&7HdT), Risk Management (SIIT&# 9&tis), Innovation (FaTaR) 3k Wealth Creation (F9f
fA#ATOT) & Scpse qelTelr & |

S AT H 3T STeier foh ATETSH T TR SATAhRT &hf JFOT AT &, [0 Jar g, 3med
AT & 3R A FoT TThATHT T deATToreh cYenl & GoTeTiSeT (Rewire) FoRaT ST Hevcll &1 319 T8
ﬁW%WWﬁWW(MentaI Architecture) fohet faguTdl X 3menid gidr
g 3R 37 Ragedt & 319 Siiael Ud caaars #WW%&TWW%’I

g I ThaY URUTETIS Hglel 9T IR 8l &, Sfed Neuroscience, Cognitive
Science, Systems Thinking, Behavioral Economics 3{iX Performance Psychology &
d3TTeieh 13T oh TAEHTdr O IMUTRA § | ST 3662 IR shadl IR FAT oAg!, Tfeh 3HTTeh
HATATA® Operating System &I 58 YR [ f&d H=TT & foh 31T 3T TR H A1, SgR AT
3R SreeTfereh Aheldr UTed T b

T e H|

I seela g, af [T seola g1

Aot sgord &, dt F Seaa g

FI deoId &, df IROTH sgord &1

3R ST IR FIMIR S8} 8 oeTd &, T3 3Rt @%erdr 3T areafas Wealth Creation
9T g gl

SH 3T 1 A FAeHid:

EHTW}TITF(Income) 379 §HT | H# 3 3794 Mind Operating System &1
I[oTarT & 3T TR Bl & | FSclelr 3etcl 39ehT AT [&EecH glam, o1l &
Sea¥ I FI0RT &THT, THEAT GHTET ST 3N a7 foyaToT i aTearT gy

Chapter Objective
SH AT & 3d doh 3T FHSEH—

Billionaire Mindset &r d=Tfaer &HsT
Billionaire Decision Architecture
Opportunity Recognition System
Wealth Thinking Framework
Billionaire Thinking Models

Wealth Intelligence

Billionaire Mindset &I a31{aieh #HST (Scientific Understanding
of the Billionaire Mindset)
fITIIIIR ATSSUT Shael TS TAT hAlel I I 6l g, ST Ig GHATATIT HI 3TTX H dGol,

Ao AT o, TRTaR W 3R TaT & /AR T T AT&AS Jomell (Mental
Operating System) & | I8 A< AT, ~UATSH 3R AATIATT & fdeeidr 9 3menid g 81
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1. Mindset &7 81T g2

Mindset (ATATEhdT) a8 ATATA arar (Mental Framework) & foieh 3TUR X §ART ATISH
i T HAST &, AT ol § 3N ) e g

Y 319 379+Y f&ATT & Operating System (OS) #¥ dg AT b &
S

e Computer T Operating System T &dT & foh ShieT-AT Program d TeldT |
o 3 YR Mindset T T ¢ foh cafera fre aRTEafa # s=m |i=em, ar #gad e
3R F7 Ao o)

d=feieh giseentoT

Mindset H&T &9 & cfieT =it & TaIcll &

1. Beliefs (fa2ar®)
H gfeldT & IR H AT AW B |
3alglur:

° ﬁwmm%l
o NATXE B¢l

2. Experiences (31]31d)
Seae, RIGT, IRER 3R Sfae o 31e737a AETsh & 5 Neural Connections S&Tdl g |

3. Environment (9371a307)
TSTeT SI91T & |IY 3119 TEd &, T6T 39k Adlel & dleh ahl FHTTIT i & |
fasmy
39T Mindset 8 3MTaeh 31Teat, [0t 3R 37ce: 3maeh a1fasa &l fafa e &1

2. ATETSH Hy A0 ST §?
EART AT &X foeT goIRT 0T o &1
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ifehet g2 A0t QT g Arer-faram Y =18t feram ST
Neuroscience & 38R HAETSh o clleT To@ 19T A0 oIt & #1ffehr f¥emmd &

(A) Prefrontal Cortex (d 31 Jtsin)
g ATETSH T CEO F
g ATT:

Planning T &1

wfasy & I 7 Fraar g1
Risk T fI2eiyoT X g
Long-term Decision o &1

3cTguT

e S SHGHIT Y& HY=AT § ol TeT 19T Market Research, Budget 3R Strategy W TR &har
gl

(B) Amygdala ($T1d=lTc#Heh JuTTell)
Ig HIETSh T FR&TT el &
g dF AT 8

° gw%mﬂ'é‘rl
o HTST & AT AIHAT a1 &

3algduT

Ul IR SATHI QE FI GAL:

Amygdala Hgdr g—
"379R D gl T ar?”
ST HROT AR AT BN &1 6T |

(C) Basal Ganglia (3TTedl &7 &)
IR-6R fohT 91T SR 3Ted & o &

90



AT ATETSS 9T 3170 ST @ T agr Y ¥t o9 2|
&Y FRUT:

o ST UGHIT 3THT &1 ST &
e ST Exercise 3T &1 SiTdT &1
e ST Business Analysis T 8 376 S AT g |

3. %o 3 3B el AT T & 7 37T 8T 82
3ETE T

&Y Sieit & 250,000 TR &

gFd A

o T Skill EEar g1
e Business & AT &
o UaT AU FAT |

S aul JTE IHDT T S AT 86 Hehcll o

gfFd B
° qgﬁwaéwaw%l
o s A Skill 8T HrEdr|
o ITTIST Y AT T JATAT
A & TY 3HHT 3T e & gar 78 g

37X 4 T AGT, T F R

4. Neuroplasticity o FATEIH & A5 AT Y A fad g 82

Neuroplasticity ATEdSeH T I§ &THT & Toid GaRT dg siide#X 15 Neural Connections =T
TehdT & 3R qX=AT Connections T Seel Tehdl gl

sqHT T &

39T Mindset T w7ET §; 3781 31X 3781 A S8 Seell Sl Hehell & |

Neuroplasticity 8 H HLdl 62
SIS 37T IS FIT FT TR-TR I 8



Neurons I3 g g1

3 §IF 57T Connections dd 1

IR-IR 3319 § T Connections A &l TTd & |
13T egagR HR-¢Y e 9T ST ¢

hobN =

Billionaire Decision Architecture (39T FT [0 ot Fr

31TARIRr 9T 319 Shaet 3R fostaa & AT (Decision) $TaaT3tt, ST, GHTST &1 T AT 37Tedl &
3R 9T oI & | ST AT Entrepreneur, Billionaires 3iT #AgTeT Leaders 319sY [a0iT tan
IafeUd (Systematic), 3eT-3TTRd (Data-Driven) 3iR &refertferes (Long-Term) I & 3R
Wed gl

Decision Architecture T 379 §—
Aot o i oy dafaes gumel St gT aREUfS & SgaR, a9 3R @i [oky o & ggrar
|

1. 93 fauT & fow St €2 (How Billionaires Make Big Decisions)
31fereTer ofier i faoT e §2

o SHIUR W
o Socdloll H
o Hhad AT IRTTUTT S@HT
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o HTTAT3I & T H

TH TAUT 37 Teld AT 81 & Fa1Teh 3T+ a2l (Facts), 3T 3R s1fasa & aRomAt &t

ICEERUGRRC D IRGIGH]

Billionaires &¥ Ao o &2
3 ey o 92 ooty @ Uy 8 Tkt X Ara ¥

Step 1: IHTAT FT el YgdT«T (Problem Identification)
HEY Ugl d T8 A IS 6—
o IIEdIdsh GHTIAT FAT §?

o IQ THEIT FT H1S?
o T TG Shdel oI&TUT (Symptom) & AT Hel HRT (Root Cause)?

31T
eI I

"Sales F & TS §1"
SERIEE

"Sales FH i g5?"

Product TS §?
Marketing H#aSIR &7
Competition ¢ ITAT?
Customer dcef 9TT?

S ok Root Cause =T8T {9, ger o s1gt forar 51 gehar|

Step 2: Data Collection
faoTT ot & uger I 31T SeT shear Fd &

3aTeuT
Jfe 73T Product Launch 3T § a7 3 2@ §—

Market Size
Customer Demand
Competition

Cost

Profit Margin
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e Risk
e Future Trend

Step 3: [d%ed (Options) SATAT
Billionaires dadl Ueh THTYTT oTgT Ardd |
3 &3 faPhed IR X & |

3aredvr
gfe Business Grow &l 6—
Option A

e Meta Ads
Option B

e Google Ads
Option C

o Affiliate Marketing
Option D

e International Expansion

BT A qaheq T faIvoT fohar JTaT &1

Step 4: Risk Analysis

&Y fA0TT &T Risk Iger AT AT & |
3 I §—

HEH ST AT 31 HehelT 572
TR gl fehclalT glam?

Recovery IHd §?
T Risk foaf3a fonar o @ehar g2

Step 5: Long-Term Thinking
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3 el TSl T oITH A8l c@d |
A §—
"8 0T 5 Aot aTe, Shar IRom gam?”

I HROT & T Billionaires 3188R Short-Term Profit 3186 Long-Term Wealth §Td & |

IMPULSE ! X

OVERTHINKING
SHORTTERM **< .
REGRET -

Emotional Decision 3{X Logical Decision & 3cX...

Emotional Decision

3T ARETSH T Limbic System 3118 @fsha g1ar &, St sTra=113i, 3% 31K deerer ufafshar &t
T s gl

3CTER0T
forely o |rerer #if3ar ) FHar—
"I Business Sgcl 4T & @1 §1"
379 il Tl 39 foider Y &d &

Ig Emotional Decision &1
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Logical Decision

sHH ATETSH &1 Prefrontal Cortex TTshT BT &, ST [a0INUT, JetaT 3R THATAT-ATIA & fow
SFACR T gl

3cTeuT
faer & uger—

Market Research
Customer Demand
Profit

Risk

Competition
Future Growth

Tt fALIYoT fohar STaT B
T ool forar Smar g1

First Principles Thinking (32 facrdl & ddet T el

Elon Musk aRT i §+1Tg 3T I8 A g fordlY 8ff G &l 30T T8 Hol Geargdi
(Fundamental Truths) T dAlSeh THST I YIUT &l &1 STH g AT (Assumptions) T
oTg1, dfcd arEdide d2al WX IaTRd HATYTH dad & |

AT O
TS AT VT I &, SHTOTT 3 oY vAT FHwar|”

First Principles Thinking
"HTaTs AT 2"

"7 3 3R g TATIT ST FehT 872"

EARRL]
gl olIeT AT T—
Electric Car agaﬂg'vﬁaﬁr%‘l

96



et Elon Musk o q&T—

3ogiel Sl Pl BIC-BIC HET H AT Fh ARTT HH el o AU i Giot | TROTHETET
Solfergeh ST T ST TICTe T &R0 # §8T Seelra 31|

SHPT 3TTTT

e Business 78T Tl T&T—

Customer Reqd # T Gl §7?
Product &I 318l Value F3T 87
Cost gl s gl Tohcll 87

HiT-TT TThaT ITATTTH &7

Opportunity Recognition System (3/d8X YgdTslel ST YUTTel)

el Entrepreneur 31X Billionaire GERT & 31ftih aaﬁmrrr sTeT 81, Sfeeh O Opportunity
Recognition System (ORS) fA&fad aX & WWWWWW% Jgr
ol AlldT 3ea! THEATI & HIX Business Opportunity Tt ofd g |

Opportunity Recognition System &T 37 §—

3T, GATATT, <39 3R A9 I TR AT HT TAAT0T Fleh HITST & ATHEIH
37T I IgdTeTed hl &THAT|

37a8X (Opportunity) 8 ggaTe ITd 87?2

&Y Business &I 31T fohell FHEAT (Problem) & g1l &
oo Rigea

Economics & 37T

Problem + Demand + Solution = Business Opportunity
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T el FAEAT & 95 AR AT W2 § 3R & FATe & v 87 & A IR g, o 9@
Business Opportunity S SITdT &1

Opportunity 9gdTslsl & 5 Tohd

1. @9 T [T (Complaints)
STgT o1 IR-aR FASId X &, dgl 3R [T gt gl
3argor

e Food Delivery 23T & 3TTcl &1
o TaSTell T feiel TWHST 18T 37|
o AT FI UGS H &ATH TgT AT

SoT AT W AT Business &7 Hehdl ¢ |

2. S-SR 8ot aTell GHTAT
3R IS FHEAT VS Bl § dl 3HHT SR ST glam gl

3algduT

Traffic

Weight Loss

Time Management
Online Security

3. gAY FTeT dTel TATETT
AT AT T & T I @ e B

3algur

e UPI Payments
e Online Grocery
e Food Delivery Apps

4. 3T ST dToy GATETT
I ITIHT GHTHTT ST T @ el AT & df 3T 79T gaar B



3algdur

Solar Energy, Water Saving Devices, Fuel Efficient Vehicles.

Problem to Opportunity Framework

Problem dEisit
T e =it & W €2

&
Root Cause IHZN

AT gRaa ¥ o) 8 W@ 82

v

Existing Solution 3%
FIT B § T HIo[G &2

v

Improvement Gisit
T 39 3R A, FEAT AT
SR ST ST Fehall 872

v

Monetization
@ 38 forg fosamn
WA B2

=
BEB88E88

Trend Analysis (¢35 fa2eivor)
Trend Analysis & 37 §—

AT 3 9T I SRR fohd &2 H 96 QT &, STPT TETTA HIeAT|

St safed Trend STed) UgdTe odT &, 98 SToIR & Ugel JaT & TohdT & |

Trend & YR

1. Technology Trend
S Technology isT-HT 31T &Y §7?
3cTeduT

e Al
e Robotics

Sk



Automation
Blockchain

2. Consumer Trend
ST T IG hd 6ol 6T 67

3algdur

Healthy Food
Organic Products
Online Learning
Remote Work

3. Economic Trend

3R Searg HT-T g @ &2

3algur

Digital Payments
Startup Culture
Freelancing
Subscription Economy

4. Social Trend
AT H1 SNaerdel F I WY 872

3cTguT

Mental Health Awareness
Fitness

Eco-Friendly Products
Sustainable Living

Trend 9gaTdaT T HichaT

Observe — Collect Data — Analyze — Predict — Act
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AT Tg el STTADRT SHEST Y, ST TARATUT S, HTIST T ITATH MV 3R T TEY FHT N
HILATS Y

Market Observation (STSTR T 3{dellshe)
Market Observation T 37 §—

ITSTR H ATgehl, ITAATANAT 3R 3T # g1 @ deoldl sl SRR ST IR 3789 ErEeT|

S Entrepreneur STSTR &l €T F ST g, deT THT (g a8 Ihs oIl ¢ |

Market Observation & qTH ard

1. Customer Observation

e FAT WG @ &2

d fohd o1 @ G I1 AR 872

2. Competitor Observation

gfdgded! sie-8 AT Product o 3¢ &7
3eTehT Pricing T 872
d Marketing 8 X & 67

3. Industry Observation
W Industry 3 HiT-H Seelld 81 3§ 672
8 Technology isT-HT 31T &Y §72

4. Economic Observation

IWFRT Policies, Inflation, Tax, Interest Rate 37Tf¢; TR T & THITAT T I8 82
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3aTguT

7 39 ¢@d & [oh T Offline & Online Shopping T 3 ST @ &, df I8 E-commerce, Digital
Marketing 3R Logistics S1& &13T 1T Business Opportunities &T Tehd g ThelT & |

Pattern Recognition (3csT 9gdTsiet Sl &7dT)

Pattern Recognition a8 &T#dT & foa# &5 37e1eT-37eTdT TeAT3, wwwamﬁﬁ%qgtf
GIETT ST aTel YT (Patterns) Y IgTeid & |

I &THAT A%l Entrepreneurs 31X Investors & ST & 398X 9gol ¢l & Heg Har ¢l

aafae 3R

HATTg ATETSh T Neocortex 31X Prefrontal Cortex st ATAT 3 STeTehIRY ol [T :leh
FATATIT 3R Yot &l Tgaretel 7 AgeaquT $ifAHT [T 8| eear 3r3amd 3R 3r737a & T
&THAT 3R AT gl &

Pattern Recognition & Y&X

1. Customer Pattern
g e R Fa7 Tlea &2
3ETEIUT: g BN & Ugel sl 31 3UgRT Y fashr S|

2. Sales Pattern
g A a1 AlFH A 9T 318 gidr g2

58 Inventory 31X Marketing T S8R JSTaTT 911 ST ehall &

3. Market Pattern
iT-HT Category ol &6 &l &7

3e1gYuT: Al Tools, Online Education 3{iR Health Tech &t HT3T SgaT|
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4. Behaviour Pattern
9T TRET Product I TG & 9gel hicd-shied J heH 3a1d 872
S Reviews TgaT, f2AY @, vt @]

Pattern Recognition [&&d & H{?

ufdfa Market 3R

Customer Data o7 37e894 &% |

Trends &I fer@s
3! G B

frafia wu & s g8:
"Ig gaed IR-aR 4l g e 82"

“g

o m Data % 3aR W fvfa o,

|
\ P T P YR W gl |

£
\
N

4. Wealth Thinking Framework (&7 T@#10T &1 daTfeies @)

Wealth Thinking Framework Teh U&Y AT 31X fair 9omelT (Financial System) g it I8
FHSTCH ¢ o AT 8 AT ST §, TG STl & 3R s DT don FRiaTa T@r sirelm §1 3R
AT haer 31T JAT HHATA X &A1 AT &, STeh VAT AT ToTd § Torad 4T TRMaR 39
forT e HIAT R

1. 9T HH &1 BT 62 (How Money Works)

31T SIRT 39T AT (Time) & d&of AT HHATA g, Sidteh Wealth Thinking aTel &9t 38 &t
I 3T (Income) 3cTesT el aTelT GATHT (Resource) TAT & &

&eT ohl Hol et

Income — Saving — Investing — Asset Growth — Passive Income — Wealth

103



IIAY 9gel 3T HATS SATdT &, T 3THT Teh HET ST ST &, 39 S9d ! f3aer fmar Srar &,
3T A Asset gad g, 31 IgT Assets 33T H Passive Income 3c9ea A & |

4 & IR HET F

1. Medium of Exchange (fafeta3r &1 #ATET#)
ST FET 3R FAT3HT & JATETA-TET T AT TeATH B |

3clgur:
319 %500 ¢ fohdTe @lied & |

2. Store of Value (HJ I TRI&Td I@=1)
3TST HATAT G HAT HITS & AT IR @M ST FehelT B

3clglur:
210,000 s F STHAT et & AITST 7 3THT YT TRAT ST FeheT B

3. Unit of Account (Hed AT &l ATETH)

ST HafY TE3T Y AT T Teh FHIA Fh1S H AT G|

3clgdUT:
e AIETSH = 320,000
e oUerg = 360,000

SEY JolelT 37T Bl &

4. Capital (a1
g7 4 oY TET ST oI9TAT 1T, o ger JiasT & 3 3971 FHaATar &

3cTgIUT:
21,00,000 &7 fA32r fohdY aaamT AT Index Fund 3 e ¥ 37TeY dTel ISt & 38T AT 96

Hhcl gl

Assets 3iX Liabilities T I
e AT &7 Fad AgeaquT fFguid & & Asset 3 Liability # 3{a @131 Sv|
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Asset (F9T)

Asset I8 § S THT & T 37T9ehT 3T IT 9T 9617

;

Rental Property
Stocks

Mutual Funds
Index Funds
Business

Royalty Income
Digital Products
Intellectual Property

Ife IS AeT 3mash S @i & a7 ST §, O 98 Asset g1

Liability (S=TgrRY)
Liability a8 & STt 3T9ehT I & AR 44T Ahrerdr g
3clgduT

e CarlLoan

e Credit Card Debt

e Personal Loan

o HEIM AETST EMI O

o Luxury IV o=l &I 31T g1 gicit

Wealth Formula
Net Worth = Total Assets — Total Liabilities

oraeT 31f8e Assets 3R fSdsit & Liabilities gieft, 3mgehr arEdiass ufa 3d=r 311 gl

Value Creation & faaiTel

Wealth gR2IT Value Creation &7 IROTH gl &1
TSTcToil 93T FHEAT 319 §o 3T, 3celt 3T ek dog Yer g1t
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Value Creation Cycle

Problem — Solution — Value — Customer Satisfaction — Revenue — Wealth

3argIor 1
Uber & Transportation &I THEAT ol FI |

FAEAT ToTcelt 3T AT, Uit & dog #fY 3cet a1 el |

3ETEx0T 2
YouTube & difzar Rt FHr gqEam 3ma= s
31T I G & Tl HegdTel STl Colehid # 8 T g

3cTgIoT 3

T 31T VAT 3Tl HIY T & ST 6T Meta Ads EEHT 3797 911 T Heh, dr 379
FIel ATAHRY TAET 9 To—31TT 3e7eh ToIT 31 HeT (Economic Value) 51T 1§ 1 fordst 31
NI T FHATIT §of B3N, 3T 3T HI FHTGAT 3l SGaiT|

Value Formula

Wealth oc Value Created x Number of People Served

37T fSaer 31 el 1 areafas AT gt g9l &7 AT hr GHTAT 3d=T 310 gieft

Billionaire Thinking Models

Billionaire Thinking Models @ A& &l (Mental Frameworks) § ToisTehT TeTIdT & Thel
3T, foraer 3R fassia oist SIfee aaTan3i &1 go aXd &, 93 HTE Tgamld ¢ AR o
AT dh T (Wealth) T fAATOT 3R &1 A Shaot HhRIcHS T 81, Sl 0T oot hl
=Tfaier adrepT (Decision Framework) g1
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afes fAofa @ @t dsirfees adien

(Decision Framework) &1

(R AR A & .
(@ S Ep o2 a)
% \LCD y Y// \.l !/, \\\a/

)
ik

o R =
(Understand) (Analyze) (Decide) (Execute) (Create Wealth)

1. Abundance Thinking (=T s T<)

FATg?
Abundance Thinking T 319 § I faeara &= foh gfeiar # 316X (Opportunities), &
(Money), 71T (Knowledge) 3iX T%eTdT (Success) 3 i SHHET 1eT &1 Tfe T afFa The
g1 & Y ST AT UF o711 GEN I AWheldl HATCT &1 STeaT|
Scarcity Thinking FgdT &:

"3 IS St I, o & gR It
Abundance Thinking Fg&dT 8:

"3 & forw e Alse 81"

daTfas 3R
g 9rg AT & Reticular Activating System (RAS) &r J8TTfad adl g
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ST A TR TR €T T §, Al ATEATSH 7T Il IgTeTal Y& FT &l ¢

3alguT
&l olTaT Teh &Y 2T H @A &
=fed A QIar g:

gl ugal ?rqu goplel &, 3T 1T f9STad 16T <TeT Hehcll|"

IfFa B AT &:

"SeleAl Ghel 8, ST Hcleld AgT 951 Demand 8| # S8 Service S Thel 81 Fehell § 1"
el of Ueh &Y aRTEufa &, arfeher |rer 3rerer ot

Billionaire Application

Competition & 3TAT gl |

Collaboration ST=T|

1S Opportunities WS
G T HheIaT § W@

2. Leverage Thinking (3dTelsT &t @)

FIATE?

Leverage 3T 313 § & 91 & 318 9ROME (Maximum Output with Minimum Direct Effort)
YT hdT|

fIferIIar Shael AgeId sTel dd, dfedh Systems, Technology 3R ST T 3TN Feh 3Tet
UROTH &S T[T eI 2|

Leverage & YW YR

1. Time Leverage

G T HERIAT ¥ FHY ST

3cTeUT:
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CEO & & TaY 18T hidT|
ag Team ST &1

2. Technology Leverage

Software 31X Al BT HETIAT & §RT A1 b Tga=1T|
3CTEXOT:

Teh 3HTeTelge Course T AT GaRT WIGT ST FehelT & |

3. Capital Leverage
gl & Q2T &1 wEY 39T

4. Media Leverage

YouTube, Social Media, Books, Apps GaRT &SI dldll deh l-l§ddl|

e 39 3ol 10 Clients THTeT &
IfeheT Software g7 &d g1

319 IET Software 10,000 S91T g@RT 3YJT fHAT ST Hhell & |

IET Leverage gl

3. Long-Term Thinking (Ereisifele @)

FATE?
TSI hael TSl T TH 81 SEd |
3 5, 10, 20 IT 30 ISt & IRUTAT I AT H T@aH [T T &
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A3ATeeR 3TTUR

Ig A Delayed Gratification UX 3TenmRd &1

it saferd deehlel G (Instant Reward) BISHY HTAST & §3 o187 T TeATd el &, g o8 THT

#H 3 g BIaT &

3cTeoT

egfed A

3Tt 50,000 T & &l g

g B

3T TTA T Investment 3 STTTdT 2

1020 Tt §Te; AT S AT 96 Hehell ¢ |

Billionaire Application

Brand seITT

Investment shidT

Compound Growth TT &JTeT =TT
Reputation faer&d e

4. Exponential Thinking (ST &)
FAT8?

Linear Thinking @gd &

SERRIEE e

Exponential Thinking g« &

UHT System SAT3HT ST Growth oY &S T[T TIoT Y & |
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Ife g ay¥ dhad 10 AgSh dad &

dr Growth €fiT giefr|

Afehet afg amger 319= fA=T &t o S,
dr Growth TSt & &G Hefell &

= Network Effect &gl STaT &1

dATA TR

Exponential Growth &T fagdid aTfoTd, Biology, Al 3iR Technology # eaTaes ®9 & 39T g
gl

Billionaire Application

Al

Automation

SaaS

Digital Products
Subscription Business
Network Effects

5. Strategic Thinking (I0TIfds @)

FATE?

Strategic Thinking T 31 & Shadl Ageld =T Al, STodh Tel GAT H Hel 0T =T
o s1fasy & Fanfaa aRomAT St €areT & TR F18 S

Strategic Thinking & 9o 92T

e §3T Opportunity 8T 872
TIH 3T Risk &1 872

7 Market SiGel SITT l 4T gI9TT?
Competitor 3T T FhdT 572

T Unique Advantage &7 g?
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ar HYfIgt Mobile STl §1

Ugell shUell shddl S shiFAd IR &I Gl g

g &9 Innovation, Brand 31X Ecosystem JiTell g1
o T 3% g ety 31O Ao 8 e ¥

Billionaire Application

Market Analysis

Risk Management
Competitive Advantage
Resource Allocation
Scenario Planning

Strategic Thinking. FT§?

g 19T Strategy T Plan F#sTd ¢ |
oifeheT QAT 3TcTaT B |

_TODAY'S PLAN
o #ifen
, & Ratésam

& i@
M €8 wa e
4 iR weReer |
- OPPORTUNITY

COMPETITORS

LONG TERM

@ BH-T 3R Fa 981 27

Pi-a1 fAofa wfess & ged
Aferes @ am?
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Strategy Formula

Strategy = Limited Resources + Smart Decisions + Long-Term Direction

Strategy T HeH F3T 3667
Strategy T 36T 318 1A FAT el ¢
Strategy T 36623 o—

HET T HLAT|

37freRTRr N3T gl ITeTcY i &2
3791 T feTA—

Email
WhatsApp
Meetings
Notifications

BIC-BIC Tasks

# foreprer & £

AAfhel 3egicl HalT Tg G FAT—
"wﬁa@r%enﬁmaﬁmﬁ?“

<IEd (Busy) 81T 3R eTTdT (Effective) 81T Teh SIET aTd 48T &1

Pattern Recognition

faea-valiy oEhfas | Sad addT 367 @
gg Patterns 3@ 8|

3ETEUT—

T 39 ST §—

Al 35T 8 9 WwT B
Automation 5 T&T &1
Remote Work ¢ J&T &1
Digital Optimization 57¢ 38 & |
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T T2t grem—
o7 931 Trends &1 Sl W AT HAT G ThdT 82

The Strategic Dashboard
B Al EaT O Yfdu—
&7 AT Vision TISC g2
gl / aTel
a1 # T Industry H g2
gl / Tl
T A Skills AT & T8 §2
gl / el

3T g HT Upgrade F T&T €2
gl / =Tl

T 3 Systems ST TET € 2
gl / oTgt

I7 IEAT H YT FI LT E?

Golden Principle

"Opportunity 37eFER J&T TS &dT & STl TR T hdol HHEAT WA & | AfeheT TET
37TITX 9gATeTel o ToIT 1Y FasT, eT 3R Srefeprfore @R 3maedsh g1"

The Scientific Action Plan (SAP)

Formula
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Vision + Identity + Strategy + Systems + Daily Execution + Feedback +
Optimization = Extraordinary Results

Stage 1 — Vision Engineering

Objective

fEATIT I TS T2 S|

Scientific Reason

Brain #T Reticular Activating System (RAS) 3=g1 dlsil W &3TeT &l ¢ Toleg 3T Ageaqu!

BIECETGES

Jfe 18T TISE 78T & dl Brain Random Mode & T&dT &1

Write:
5 Year Vision

l

1 Year Goal

|

90 Day Goal

!

30 Day Goal

l

Weekly Targets

l

Daily Targets

|

Hourly Basis Targets

HH HgcaquT &1
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demfares ot asft oo &t § ote 3¢ frafaa 9 @ @y faman aiv| safav sa feea
T 7ol Flewid §:

T8 I DI, TASC H1AT H A |

Ut oy 318 G371 aTed 1 It |

&Y HTdTg STl & YR 9T HHIET HL|

S A FIAT § 3 GIEIIT, ST 18T AT 39 d&oi |
S AT doh [T 910 W |

&Y AT STTFAT TR, cTaar iR Gufer TAToT—d1et &1 3 werfe) ot AT sfia Sera
gl

ok owbd =

Brain &I Action Plan &7 a1fgu?
EHRT ATEASH AT (uncertainty) T FgT T
9 379 $gd &:

ST Tl Felell &
ot fermaT o I g T AR LT BT
Afehed ST9 31T Fgd o

"3TST GeIg 9 Tol 20 HeATIAc IMghi T T Seiledl g
ar feATeT & ure Fose H g g

S8 FAITaaTeT & Goal Specificity Hgl SITAT £ | AT TdTd g 1o TUse 3R fafArse o, 3rease
ST&T hY JofelT 3 378k Forl 81 &

6. Value Creation Thinking (Hed [/ HI0T &I @)

FAT 82

faferaaR dar Fae & 9 781 s |

q SIS T HAEIT3T ol AT (Value) STl O &1 &l & |
¢sT (Money) 3&Y Value T IROTH gIdT &1
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Income o< Value Created
T

ToraaiT 3178 HEEAT 319 gl 9T 31T Toiasy 3178 N9 T Ace FI9), 3daT 371 3T Fr
THTTAT gaf|

3aTEYoT
Ife s caferd

o THI T,

o dNTd &H &dT &,
o TALY YU G,
o RIEI 3T §ATAT &,

At oeT 3 FHTETT & AT ST Xt Y AR Y &

Billionaire Application

Customer Problem Solve shieT
High-Quality Product seITeT
Innovation =T

Long-Term Trust SIeTTeT

oldTdR Value Improve &3eT

Wealth Intelligence (3 3cfoisia)

Wealth Intelligence T 37 shaot 318 UTT FATAT 78T &, ST IJg THSTT § [ AT HH 13T
e Jregemaer AR Ereehifole Arer &l JATeT &

1. Asset Building (§9f fa#ToT)

Asset Ig =T & S HT & TTY Income T Value 3cTooT HIaT &1

Asset & 32IgI0T

e Business
e Stocks
e Mutual Funds
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Rental Property
Intellectual Property
Digital Products
Software

Online Courses

Liability & 3cTgoT
#AE4M Car (IS Income AT &)

Luxury Items
3elTaege EMI |
oSl § He T arell aEU

2. Cash Flow Thinking (21 el @)

Cash Flow Thinking T 313 § o 31T &hael Income W AT dfed Money Flow UX &1 & |
et Foeera

Income — Expenses — Savings 9 T §o1

Income — Investment — Expenses I 37917 |

Cash Flow & Y&

Active Income
Passive Income
Portfolio Income
Business Cash Flow

3. Asset Building (9t f@#101)

Asset g e § ST THT & TTYU Income IT Value 3ceT FIcT &
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Asset & IS0

| =
} MUTUAL
' FUND

Mutual Funds Y Rental Property

~

DIGITAL

PRODUCT ONLINE

COURSE

Intellectual
Property

Digital Products Software Online Courses

Liability & 3cTgoT
HEAM Car (IS Income BT &)

Luxury Items
3elraege EMI |
oSl & #He T alell aEU

Asset Building Formula

Income — Savings — Investment — Assets — Passive Income — Financial Freedom

fas#Y (Conclusion)

Billionaire Thinking Models Fdel &7 STe! I dehelleh sTgl &, STed Argst, AT o= 31
3TTERT BT IgATeTe] I Teh dAT{elch TG cTATEUT dIehT & | JTTERILT S9T shael aaATT gk fReafaar
W GTATHRAT & §, ST Aol 3T 3R 3REUT HiasT T FHTGATIH 1 @A 0TI FeATd
&1 I O 3¢ ATAT ST & 376797 ST ¢

37dd:, Billionaire Thinking Models g5 Ig THSId & [oh TATURUT THeldT shdol UTdT AT
19T T IROTH AT glchl, STodh Tal AT aehdr (Mindset), 3Tfieh AT (Scientific Thinking),
(UTeicieh 0T (Strategic Decisions) 3R feeR #ed AT (Continuous Value Creation) st
gRoTe gl gl aaaﬁé‘qﬁ?rs?rmﬁmmﬁmﬁqu HR TR # off9] T &, as
g% Shdel 3 (Income) &Y ST, aﬁwﬁwm@ﬁwm%ﬁaﬁmﬁm
(Wealth), T (Influence) 31 TR AHeldT (Sustainable Success) T fAATIT FHIAT B
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AT 5 - 91 H gehlehd doh..

Vision To Reality

Introduction

Vision To Reality Teh UHT sTaiedd (Systematic) TScanlor § Sit fohdlT o & AR, orear
3R U=t it areafas aRoTAT 7 Seoret T U Y TASTT &1 I§ EIT 91T § 6 H T
TsE Vision JIR AT AT, 38 SIe-ole oeal 7 fanfaa fhar o, grafAsart aa i o,
g [T forT ST, GaETerst ST et 3TN AT ST 3R oRTaR R ad gU Theld JTed
r ST

SAfFAeTd faehTd, Adcd, 3ATHAT 3R SAaHT T GfaT 3 el ST el I3 T Tel SEd,
gfea 3 319« Vision ﬁwmm & 3mmedt 31 fATaR Execution & ATETH &
gREdTdehdT & deeld %I?Té‘rqnl{w’s"%w-nd W%WWWWWW
Fd &, ST 31T AT Shaol TVSTelT SeIThT 1§ ST &

S T H 19 G ok Vision & arEdfdendT H deolel o folv fohet fagidl, ATfAshdar3i,
mﬁﬁﬁtmmﬁaﬁrmam@?ﬁ%laﬁgﬂmﬁmmm
A IS 3 cAF 39 AT ShaeT, HRAX 3R TTATT F IrATIROT RO Treet FT Fehell
g1 Vision To Reality el & YTed it i Gfehar 181 8, dfew Ig 379a #fasT &t Iy,
ISTATTEY 3R FeATaRimel alieh & AT Xt Y el 3R [a=17 B
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Vision a1 ¢ ?

Scientific Definition

Vision = Future Mental Representation

BIIE]

39T Brain $1fasar it &Y Image =11dT § T8 98 Reality SATT agar &

Brain 9gel Reality sTgT AT

Brain 9gol Simulation S=ITdT &

fT 34T Simulation % 316N Decision e 13Tl B |

Neuroscience H 38 Fgd &

Predictive Brain Theory

Brain ST 31TaST &7 Prediction &idT &dT ¢

St AT IR-aR AT 7 Rwrs s &,

Brain 3¥ Possible Reality HTeTel o197 &

Brain Science
Vision §Tet 9T

Brain & Activate 8Id &
v Prefrontal Cortex
v Visual Cortex

v Basal Ganglia

v Dopamine Circuit
AT

Vision el HYT oAe1
dfew

Brain T Complete Operating Program &1

Most people
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Daily Tasks & ¥ F:d &1
Successful @aT

Vision ¥ & I & |

Vision & 5 Components

1. Identity Vision
#H e TeTeT ATEAT £ 2
3cT8IoT

Billionaire Entrepreneur
Scientist

Investor

Business Leader

2. Financial Vision

e [ncome
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e Assets
e Cash Flow
e Investments

3. Lifestyle Vision

o FEl AT R?
o hg YR & Siae ST 572
o Thdar G TadF glem?

4. Social Vision

o TN U AT YHTT STolTT £
o THTS H Y YgdTe SeIlai g7

5. Legacy Vision
o WS o T &1 A vy &9 & ITe, TW?

Vision &I Neuroscience

Brain shdol aaHTeT T8l e@dT|

ag Hfasg S sfasgamft aar g
Sq FEd &

Predictive Processing

Brain SR Predict 3T Y& & |

Vision 39 Prediction & fe2m T g1
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—— Vision Creation Framework (VCF) —

Life Vision || Business Vision || Personal Vision || Impact Vision
J A AYBT | A Company # gfran & 1T
10 W1t a1, et gRft? @ Hiealth IS AR §?
.ll Revenue Mindset
e]
8 Aoikh @ Relationship
fi{ Employees
e Finance
;"‘ Customers
@ Knowledge
‘ Brand
Lifestyl ol |
10 9161 91 @ Igfusace e . Purgao_rsg
o 3 . o |
mE B i '

Q-8B — 4

T Vision —> Hal Direction = #olgd AT — 921 Impact

=

SE Ul Income
[ 1.1

d@h 3Ud! Team

39ahT Office
-@ amueht Health

P Brain Visualization &I aRafad 3rgva Siam #1-ax 398 4 Neural Pathways /
QM) Y Wl HRAT Y IR YebaT 8, SUTGT W FFHfe & Motivation 3R ‘ ’
TN Planning 3 7oy T # e R4 B
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Vision Quality Test
318 Vision # fala=T 30T glet =nfR:

Specific

Measurable

Emotional
Purpose-driven
Realistic yet Ambitious
Time-bound
Action-oriented

Vision Mistakes

Vision fordr s1gT|

hadl T9eIT T

1S Time Limit =T8T |

1S Execution Plan 7gT|

FIs Measurement sTgT |
#15 Feedback System g1 |

e sy

Vision shdel 9ROT 781, Sfeeh Brain & folT U Strategic Reference Model T 1 T &1 ST&

Vision Tqse, AT 3R Frat & fanfaa gidh &, a« o &, sraffesar aa s 3R
TITAR T HIT 37Tk FHIET &1 ST B
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Tunnel Vision & 7 Pillars

e——— Focus @Y | Plan &% | Action™ | Achieve % ——e

=

Clarity
1 A1f2e? :

Priority s

Ha¥ Important sam
2 S
FT8?

33—

Deep Work

Uh gag °
U B |

Distraction Blocking

Social Media
Notifications
Negative People
Random Ideas

Gk d

Consistency
Daily Progress

Measurement DAIY SCORE

: ¥ — Wk
Daily Score B ey

V— drkd oA
. REVIEW

Review e
Weekly & :‘:1 “;::“?
Improvement g e

@ 3191 Vision Clear &3

| @ wa B o

@ 57 F T

@ Top 1-3 Priorities T
@ %! BT Remove HY
@ Fif Hel SFTE ePmd

& Distraction gcmd
@ Deep Focus H &M &Y
@ High Quality Output &

@ Social Media Limit &¥

@ Notifications &g H¥

@ Negative w3 gff ¥

@ Random Ideas foraey
B3

@ w fe digr Sgaw oA
@ ©I oA, 931 9gdd
@ Never Miss Two Days

@ Daily Score Card 10
@ Progress @I Measure &Y
@ Numbers 33 78! dleid

@ & TR Review &Y
@ Tafoal A i
@ e g 3R g &

FOCUS TODAY, FUTURE SECURE

@" Tunnel Vision = Clear Focus + Daily Action + Consistency Q\E
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Vision to Reality

TET FEH FATET 1T Fail 81 &
Vision &

Afehet Execution &gl |

afe; Execution = 0

ar Reality = 0

The Reality Engine

Reality Si=T1e¥ dTer 9Tl Engine

Engine 1
Decision Engine

&< feeT |Er Decision

Engine 2
Execution Engine

hIH HIaT

Engine 3
Learning Engine

TS Skills
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Engine 4
Feedback Engine
AT & W@

Engine 5
Compounding Engine
Small Improvement

Daily

Scientific Techniques

Technique 1
Mental Simulation
Brain 9gor Practice &dT g1

Athletes ST 39JTT I 6 |

UST 10 TATE F&F UTCT el hl AT hedel S, Afehed 3Heh HTY 3eT YT I 811 st

¢ folee IR YT g1
Technique 2

Implementation Intentions
Ife GeIg 6 o7 Alarm 19T
ar

# o 359 Exercise Y& FEIT|

g dhelleh [oI0TT oY ST HTATAh S1ST HaT HLT &

Technique 3
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Time Blocking
f&T &I 37e191-37eT9T Focus Blocks & sTe:

Deep Work
Learning
Meetings
Recovery

Context Switching & 8191 3iX Productivity S¢9T|

Vision — Goal — Target — Action — Result System

Goal Setting T 3T TdaTeT

Goal ag Tase gRuTe (Desired Outcome) & for& 31T AfRad TaT T & 316 Ired e
Bl

3aTeuT

X 7 AR AT B |

I Goal 77T Ifedh sToT (Wish) &1

v 37Tl 5 gut & 100 RIS HT YT Folleil g |

Ig Goal g1

Goal T daTfeier Formula
Goal = Vision + Clarity + Deadline + Action Plan + Measurement

I So1et O e off T TR,

ar Goal shdel =T geTeh 3§ ST &
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Vision & Goal I 1

—— d3T Vision — Clear Goal — Consistent Action — Real Success ——

10 T q1g 6

Life fafm)

3194 Ideal Life &1
Detail # far g

5 ay &1
deg fafEu)

10 |1eT &t Vision @Y &
% @R 5 AT F Clear
Goal ferd

199 &1
w1a7 farfEm)

5 ¥ & T8I H1 1 91 &
Achievable Goals ¥ aget|

90 Days
Plan 941301

1 9T & 14 &I 90 Days
& Action Plan § @11

Monthly Goal

90 Days Plan &1 3
Months & Goals &
Break @&¥1

Weekly Target

Monthly Goal @ Weekly
Targets W agai |

Daily Task

Weekly Target &t Daily
Tasks # gt 3iv
Action &1

S Todo o Rl o

@‘ A ok ford:

+ & gl m?

+ T B FHHM?

o 3 3 faortt gieft?

+ 1 afRar & gm?

« ¥ TSt ¥ T AR gm?

Focus Areas:

» B / faeE

+ T8 (Income & Saving)
- fepe Samase

+ 39 & fream

+ Reremfng & wi=a oy

@ Example Goals:

+ X & Income FAFT

« 7% Skill & Expert &1
* Body Fat X% 31

+ 12 3rdl fhard gen

Focus @v:

+ 90 Days & 3 Main Goals
» Key Tasks

* Resources
* Time Commitment

R o e I B

MONTHLY GOAL & HE a4 B
AT 2 + 34 HEN 1 qE wel
AR L . IS BM

* Expected Result

WEEKLY PLAN
WEEK 1
'WEEK 2
| WEEK3
WEEK4

SECELE

+ 59§ & 3-5 TEH B
- P RAFm s R
+ 9l &1 Expected Result

oA
+ 3T & 1-3 AEH FH BH
« 1 e AR AT e
+ & =T Review

ENES S

z TODAY'S TASKS

E @ —

g lE= |
=
Mifeit=——

39 Goal Cascade System g1 I HabT &

10 Year 5 Year 1 Year 90 Days Monthly Weekly Daily
- - - 8- E- - B

¥ Planning + Consistent Action = fiftrg weaar (@)
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Goal Categories

Financial Goals

Business Goals

Learning Goals

Health Goals

Relationship Goals

Personal Development Goals

Goal Validation Checklist

T Ig Vision A 3T 872

T S ATIT T Fehll £7?

T 38T 3T fafdr Tase g2

T 38 TIT TR HHTLT ST § AT ST ST Fehel &2
FIT S DIC HIAT H FleT AT §?

FIT ST [AAfAT FIeT gref?

Goal sa1aT &I Neuroscience
ST 319 Teh TS Goal for@d §, I ATETSH o o 1T AfohT & ST & |

1. Prefrontal Cortex
I Brain T CEO gl

e o e & |

Planning T g

Priority T T g1

Problem Solve &XdT &1

Goal fS1d=TT Clear g9, Prefrontal Cortex 3dT Efficient &1 &3]

2. Reticular Activating System (RAS)

RAS Brain & Filter &1

& Hohs or@r Information 31Tl 1

131



RAS shael ggI sl fe@rdl & it 39 Goal & S[ST 81|
3ETEROT

3R 319+ Red Car @Igst & Goal =13,

T 3T g% 51918 9eT Car TS &ef ovTa &

Car Ugol 8T &1

ST 371 Brain 39 Filter e fe@m TeT &1
EXIGR

319K 3T Goal

"¥1 &3 & Online Business"

e

df RAS 38 Goal & 3T Opportunities &« o131

3. Dopamine Reward System

Goal & gRTeT

g BIEr Success

Dopamine Release &Tdl 1

T Motivation T § |

sgfelT 93 Goal F1 BIE Targets & A1ST AT &

Goal T ST 872
Research & 31[dR
fS=IT Goal aTel @iar
Reactive Life Sd &1
Goal aTel &l1T

Proactive Life S &1
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Difference
Without Goal
feeT ST 3T 34T A =)

With Goal

& f&eT Progress giaY &1

Goal T 3371k Structure

T Powerful Goal & 7 Components &l &1

1. Clarity
Goal fareshel Clear gl @8 T

# feHeT 2030 d 2100 RS & Company ST33T|

2. Specificity

Goal Specific gl =faT|
F1?

fehctatr?

He?

Ha?

fereeh |re?

3. Measurability

ST Measure #gT gI9T
ag Improve #T A& g4I
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Example

Monthly Revenue
Profit

Leads

Sales

Conversion

Customers

4. Deadline

Parkinson's Law
Work expands to fill the time available.

gl Deadline 31T g |

5. Emotional Attachment
Emotion
Goal & Fuel g1

IfE& Goal & WS A HRUT (Why) &I 81eT, A ST FHT 7 Motivation €€ HehdT B

6. Actionability

Goal Action  SGefelT AT
Goal

%1 Crore Revenue

Action

Daily 5 Ads

20 Leads

5 Sales Calls
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1 Product Improvement

7. Feedback System
Weekly Review

Monthly Review

Quarterly Review

Yearly Review

Goal 31X Habit &1 TaeT

Goal feamear gl
Habit 31far (Momentum) &< &1
Formula:

Goal + Daily Habit = Long-term Success

I Goal 53T & oifersT Habits AR &, aF 9RO 8 A= giat|

Goal Setting &7 AT e faAr

Goal dgd 39S TWdT|

FaeT Motivation TR fo¥9i T&=T|

Progress @I Track a7 ST

ag?rsﬁ*'am Goals Teh TTY IW=T|

Review o &= |

Daily Actions dJ o sh{T|

Goal &I fer@st Checklist T ST |

IREAfas &7 dr 3R TATYAT T MTeholel of T

©® NGOk WD =

~ry

Goal FdeT U= o1gT, Sfedh Teh JATlie YOt (Scientific System) §1 9 Goal TISE, AT
A9, FAGEGH, HdellcH ®q § 3490t 3R &fAes Sl 7 fasiard glan &, d« AT, sqagN
meé’r%mﬁmmm%l IET Goal Science T Hel RigHid &
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The Science of Target Achievement

—— g Al vfasg &t g §9F & oo &8 uonfadl &1 39 daaregl

=
o Prefrontal Cortex
ugmﬁaaauaﬂ?%m UE T 18T B 3TGd H ageie
ToreAife e 21 ) | frafia srard gffeaa s 2
_ i
e quamine System Reticular Activating ‘
. 5 System (RAS) ‘
: A% \
# TROTT (Motivation)
i TR & sl
@ 3= sik wrww agE \
$ cen s s A Bt RAS et ST a3 fivee e &
37 erem A 3 <= W e BfEa
ugsrmﬁrgﬂaaaiﬁaﬂ'{aﬁ;? HaTal &, 3R s HeHT areh et |
L & 3R WO we Sedl 21 I gerar §1
Reverse Engineering
8 I T He & fore ey &t 3R A= a=mT
1. sifem e swdadwer | | ssRmm || 4Fwed 5. R wrarw |
(Desired Result) (Milestones) (Short-term Goals) (Daily Actions) (Take Action Now)
- <L D = o —
e = P
Sa :: ome o &7
\ \. s \e / \
1 3 . 4
e T AR wEten, gew 3k i ¢ Y .11 fffffffffffffffffffffff -
i == i £

@ » O « f = 7

ied aa Y ed ad PR ST o7 Bfed &
(Prefrontal Cortex) (Basal Ganglia) (Dopamine System) (RAS)

Brain Target & dITcT 872

TET T DY
(Target Achieved)

AT ATETSHh HITsT T A= 91 & T S gonfort 1 39Arer aar gl
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1. Prefrontal Cortex
g ATETSH T Executive Control Center gl
Ig dT FAT &

Planning

Decision Making
Prioritization

Self Control
Long-term Thinking

ST Target TASC 1T g, AT T&T 9T FH 3T AThT g & |

2. Basal Ganglia
Ig 37T (Habits) SATAT &1
Ife st Target T AT ST AT -6 & & FE=AT 3 H1H AT 316 I ST B

3. Dopamine System
ST Shdel 3T fRelel TR 78T, afeesh WeIfeY (Progress) HgHH &lat IX oY T &1
SYTIT 92 J&T FI BIe-BIe Target H Sicar 31f% JHTET a1 &

4. Reticular Activating System (RAS)

RAS ATEdSH T fhect B

ST9 319 f3REY Target UX oM €27+l & 8, A RAS 38 @ 3T Silefeh{, 3aaT 3R Hevedl 9X
3TIERT AT 3T 31T e LT &

3arglur:
T 39 ofTel PR WIEs) &7 8T FATAT, AT TS T Tl 1Y 37ATeTh 37T WS ¥ o3raiy
&1 U1 3T 81 foh I 3maTaes ¢ 313, Sfos Fifer MYt €A1 34 Ufa 319 afeha gt aram|

5. Reverse Engineering Formula

T 8 BT AT H deol|
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3ETEuT:
%10 #U3 Revenue

l
83 ot yfd Aglar

|

219 ot ufa gcdig

!
22.7 om@ yfafea

l

311,000 9fct &eT (I 24 e o 3 R 0T Y IR hrd FAHT & HTAR 38 ARSI
)

l
vfcl fReTe 3TaRaeh YaTfey i 3eTATe

9 Target 30T & Sl AT &, dl 0T oIAT 3T &1 ST &

Mathematical Target Formula
AT NTST 3TTHT oT87 :

30,00,000 9fd a9

o 2 s ¢

gfa av = 230,00,000
gfa &8 = 22,50,000
gfa gearg = 357,700
gfa fe=T (365 feaT) = 8,220

379 Ifg 9 Sale 32,000 T T &

28,220 + 2,000 = 5 Sales ufafesr
gfe Conversion Rate 10% &:

5 Sales & oI &191979T 50 Qualified Leads afguw|
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Lag Indicators
I gROTH FdTd ¢ |
S

e Revenue

o Profit

e Sales

e Subscribers

Y 37dId & H1AT T IROTH gl B

Lead Indicators

I #fasg & oAt &t gHTfad et arelr aifafafaar g1
SH:

gfafest Leads

Sales Calls
Meetings

Content Publishing
Ad Testing

Lead Indicators TX faa=or 31f8e gIar &, 3Efaiv 39 IR &a1eT a1 39a1ef gar &

Target Energy Management

f&% @H7 (Time) =1€1, afew ST (Energy) 8Tt Fgcaqol &1
e ¥R EARY AR Fail Teeldll Bl 5

FAT & IHR:

Physical Energy (mIRar)
Mental Energy (HTIT8)
Emotional Energy (HTdeTcHSh)
Creative Energy (TdeITcHh)

T HiSeT 3 AGea ol SR 3H HHIT Y ST T ATA TR Soll e 3T 1|

S =
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Decision Fatigue

& AT A Fell @ aar B

Ffe R e Bie-oie [T o &9, ot HgeaquT o T Iquremr ae Fehell &1
ST SHRUT g THel AT

o AT ReTorat T@a £l
o TR-IX U ¥ AU ol T 31T T H Fid 2
o FgcaqUl fAvTal & fow AR oit Tame W@ |

Target Friction

g I THETAT Motivation ¥ FET I, afeh Friction (¥hrac) T g &1
3algUT:

I Gym =X ¥ 20 ot g &, t Feprae A B

Ife Gym X & OTH &, ol g1 o8 T el T 81 Siell &

cIdgR AT ga1ar § [ fodei e Tehrae gief, e It hT GHTGT 3da 9¢ ohal g

Activation Energy
T faretret # ol 9iafshar o & 81 & U = geId# Sl =g v|
S8 bR Tohell 1 T & et ohT 3 Teh AT "Activation Energy” 8ral &1

afe Tgelr FeH Tgd Hioe g, Y T & ThaT &
3ETEROT:

X "311eT 0 fehere forgam

v 31751 R 10 fAeTe forgdam

BITT TR 3R T 6 31 Tt # A X &
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Compounding Target
oI GUR THI o TY S ST &

3aTgdUT:

gfe 3mahr Sales Team gT Al Conversion Rate &l shdol 2% Sgd¥ lal g, ar 9y & 37d deh
ol JeTd ST 3T &1 Hehell & |

$dl TE:

Skill Compound T 1
Knowledge Compound &< &1
Reputation Compound &icil g
Customer Trust Compound &IdT &1

Constraint Theory
&Y faEeH & Teh f&7 a1 (Constraint) g1l &1
TS 3TIehT TSl 96 181 T@T, ol HIROT &1 Hehcll o

Leads &H g1
Conversion &H g|
Delivery & &1
Product 37<oT 78T &
Cash Flow SH#FSIR g1

HIY 37 §T8T YgATIh Ugel 3T UX IH AT Ik GHE! Iar g

Target Energy Management

f&% @H7 (Time) =1€1, afew ST (Energy) 8Tt Fgcaqol &1
feeT 91 AN AT Foll Sgereh el &

ST & IHR:

1. Physical Energy (3IReR)

2. Mental Energy (FATTa)

3. Emotional Energy (HTd«TcHD)
4. Creative Energy (IdeTcH®)

T HiSeT 3 AGea ol SR 3H HHT Y ST YT ATA Tl Soll HH 3T 1|
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Pareto Principle (80/20)

B Ja, 31fere gRomd - a8t & 80/20 &1 fFaw |

Pareto Principle P& &:

66 sferpier aRoTH (80%)

$O &l BRUN (20%)
9 3 2 99
80%
'. !’00\}_’00000000 /&
1. e | .J @OHOE S0 DS =
| Brspann) | 20% e 80% Revenue a1 T &1
( ﬁ L 20% 80%
2. Products Liﬁﬁ -’ ﬂﬁﬁﬁﬁﬁﬁ =
et 20% Products 80% Profit & Tehd & |
< 20% 80%
1 (00 - 0000000
3. Activities S
L (Activities) 20% Activities 80% Results & Tehel & |
g9feig &% Target & feg g8:
| e 20% At T e SR e | _
/ %\%
I WA aTel! o X &H UHTE arelt
3 ./ o \{ 3
b 80% o
@ T o a : g T o aatd
T Ol mm e, 7 ot @ ? F WA, e aRT — g § 80/20 H fFal
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Leading vs Learning
Target g1 Xt & T & TATATAR IfHATT Tercly 8-

e Execution (pTH =)
e Learning (HI&e)

e 1Y shelel A 3T fehet ARG AET, o FER AT gIa |
I raret T oifhet 1t 76T e, o TROTH 6T 3T |

Target Failure Analysis

uﬁﬁ&wwﬂﬁgm, ar shae "H 3rgwd é ShgelT AT 18T g
H% T fa2eivor &l

T Target TTSC UT?

T Plan 9aTed a1?

FIT 3TaT Skills 2fi?

FAT Resources 39eTstT 7?2

T Execution o3 g3117?
)

T Progress Track & a1s?

T HHY TR GUR fhv 7w?

Noobkowh =

g Root Cause Analysis T T &7 & |

Cybernetics 3R Target

Cybernetics faI=0T (Control) 31k F@R (Communication) & fa=T=T & |

Teh FAETSE 3= o8 b T 3@ & 7€t Tg ol | 98 SR-GN 3= e el &1
S 31 o 3 o 7 el eop €hel &

A& dT F|

HIT HY |

gRoTme A

feerm gum|

T 3T 93|

SATIT TheT o7 "8y TTelcll oTEt hYcl” UHT 8T BIclT; A Telcll STed! Tgalalehl STeal UR ¢ |

Parkinson's Law

A 3de) 8T TAT H el S1aT § forder g7 39 fear Srar g1
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afe; 39 foRelt s o FoIrT Sgd 31T Torer Ui o &, A 315FaT 98 SciaT &1 SieT e S
g1 3T gET-HaAT 3cuTeEhdr see H A Y Thdl ¢

Scientific Target Dashboard
gfafest g1 geat &1 3T &

31TST T HEF Target FAT 8?2
mmw‘rsamfraﬁzrﬁﬁ?
ﬁ»—d?ﬁmﬁé'é’?

7oy aremd 3mS?

el T R HTAT 872

Target & 10 T ge

1. g ff@d Target 91T

2. Target fSic=IT T 19T, Brain 3=l SgciX hiel Shdl|
3. 93 Goal 3 BIC Targets H di¢|

4. RO & FATY-ATY Lead Metrics T ¢ Y|

5. 9fdfee Progress ATT|
6
7
8
9.
1

. BI Targets W glel &I 3c8d HATV d1fh Motivation &iT
. ¥ gcdig Review HY|
. BT I Feedback HTel, gdTel gl |

Systems 3iX Habits 9 318 €41 ¢, hdel ToT W Agi|
0. Consistency, Intensity & 31fereh AgcaqoT gicll & |

Vision &I Targets ST Reality 7 S¢olel ol dallfeleh IRl

(The Science of Turning Vision into Reality)

Wﬁﬂﬁl’f%%VlSlon (13T HYAT) BIT &, olfchel a8 Reality &I ST 9TdT Fifeh Vision T
R (Idea) ¥, STaf¥F Reality T System & IRUTH (Outcome) & ¥1 d=fare TReehIor &
Vision Eﬁf Reality & sgolat & fow Afas® (Brain), s9a8R (Behavior), 76 f3¢ROT (Goal
Setting), BIgae (Feedback), 3R 3Tgal (Habits) T TH-aT TGS &IdT ¢ |

1. Vision &I SMART Targets # dcel

Vision ST Il &, eifeheT Target ATl 9T (Measurable) gl A1fe T

SMART Framework:
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S — Specific (FI°C)

M — Measurable (AT T193)

A — Achievable (ar&dfae)

R — Relevant (Vision & sT)

T — Time-Bound (FHT HIAT dTelr)

Vision:
# 8T &7 Al Entrepreneur Selal ITgl &|

Target:

e 3Nl & 25 HUS &T Revenuel
12 AZIAT & 10,000 Customers|
90 f&=T & 9geI Product St |

379 Brain &1 9aT § T ford e 3 1 e &

2. Brain &I Action Mode # @TU
Brain 3/&9se ST (Vague Tasks) & TeldT §1
el

Business [& T
e
Domain @&

Logo §eTT

Product Research sl
Landing Page STl

Ugoll Advertisement TellaT

SIS Task TS GBIl &, Al 38 & SIAT T g1 STl &

3. Implementation Intentions

deferens Qe T § o6 IS R ugel @ 9 81, df 38 QU el hl FHTGAT 96 STl |
If-Then Formula

afE gag 7 F g,

ar & 30 f&sTe Business Planning F&aT|
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afe T 9 T g,
T 31TeY T B ot oI
I AT ot Y ATATAH Foil Ha AT S |

4. Identity-Based Targets
haol I8 Fd TA18T, 39T JgdieT (Identity) 3 sgforT
e
S AR T 8|
e
# @ afFd g S AT Value Create FYCT &
Brain €R-¢iX 3T TgTeT & 376 TR faehiaec lcl ¢ |

7. KPI (Key Performance Indicators)
GRUTTAT & HIY-HTY GiohaT sl 8 AT |

3CTEXOT:

Output KPI

o Revenue
e Customers
e Profit

Input KPI

o Yfafee 3 ©¢ Deep Work
o Yfdfgel 2 Marketing Campaigns
e Yyfafee 10 Sales Conversations

Input KPIs 31m9eh faa=or & g &, safoie 39 @1 31f8e e &
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8. Feedback Loop

& oot TateT Y|
s

waé’rgyw

T ITeTel g3TT?

FT SColel ATgU?

3T ot T GUR gem?

g3 faeR GUR (Continuous Improvement) & SETfeT det &1l &1

9. Habit Automation

s — -

[ TR-R BT T BT 317ed & T B

e

@/‘ 19 & BT 31ed 99 5T €,
a9 Vision & feen ¥ fAiaw wofea 9 et 21
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11. Environment Design

Environment 31T9eh cJdgR hl THITAT T & |
Ife 3TIehT T8 TGl &

o fhdId AHA TW|

o HINIEA I ™|
gfe Business 1T &

o FRITY I W |
e 3719 Tools IR TW|

LY Environment 37 AU oIAT 31THTeT §ATAT &

12. Adaptive Planning
FISFAT Te2R T Foredt g% oA gielh|
g HEA IO

FIT A Vision 3738 off Ter g?

T Strategy dGelal ATGU?

ieT AT IIfAfaferar Gey 318 IR & LT &2
foreT St T dg AT TATRT?

I Adaptation SreieTfere HherdT & folt Hgcaqul &

14. Master Insight
B o197 37T Motivation T SR 78T |
3 UF Systems SITd & [olela:

® FH AT W IGT I &,

@ Environment $ar 8t 8T I 1 &,

® Fix Time T STeiq T & & Time H &I g1,
® 37 THMAR Feedback fAedr |

LT Systems THI o AT FATYROT TRUMH 3cTeo] T 6.
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VISION = REALITY #
CONVERT & &I

STEP-BY-STEP BLUEPRINT

TSt VISION + & PLAN + ¥ ACTION = 319t REALITY

1 e
VISION @& | * 3TUHT F3T AT FTE?
CLEAR &3 S

2 « fae ®Y Specific g

H agel |
GOAL &

m « Short-term 3R
DEFINE Long-term Goals T4 |

3 T + &g TP ggan B
;: Torifa aad |
PLAN '(Ffﬁh r = T4 Resources, Skills
¥ 3R Knowledge Tg=- |
4 » T H&T B BR-BIR
TASKS & Tasks # d1$ |
BREAK DOWN & * Priority ¥ HY |
g~
5 . * Plan W &M & Gl

* Consistent Actions

& Results ATd & |

ACTION @t 3R
EXECUTE &%t

‘ @ ACTION

« AT g1 fawH v egA
¥ ford |
« WHY ford |

ACTION

* SMART Goals @10 |

+ 191, 6 WeM,
3 HEA & F8T a9 & |

ACTION

+ Detailed Plan fa |
o Sdt =il 6 fere Fg |

ACTION

* Daily, Weekly Tasks
ford |

* To-Do List &G |

ﬁ ACTION

o IS B B |
+ Discipline 3R
Consistency T |
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6 _ * Progress @I Track ¥ | Eﬁjﬂ ACTION

* Metrics ¥ Measure &¥ « Weekly Review &% |

res °§
veasuRe L T P FNIEFTEEMR . Numbers T e &
: B | (Results, Sales, Income 371f3;)
« @I A & T B @ ACTION
Identify &% | =
IMPROVE 3R + Plan & 723 3R » Feedback @ |
ADAPT &% e) Improve & | » 7% Strategy Apply P |
. e i B 3R (g? ACTION
ACHIEVE 3l 3 Celebrate &¥ | _
NEXT LEVEL : . 79 E?‘;’ 8T A B . Achlevementsﬁimqﬂ?rrqi
* Next Bigger Vision 917 |
R ST i ok
2 @ wEar
C 5 > E: N @ A\ @ Believe in Yourself
@ @ never Give Up g ggm
Vision Goals Plan Action Success @ Learn & Grow Daily L #f oRem
FalL S W @ sty Focused o @
HOAT at 7E AT A9 A H9G S 8, @ @ BePatient O R e
AT &Y & S STt /A A & | . @ Think Long Term £ w9 BT | IH
S = © FFREEE Y

oy
afaeh TfScahIor & Target Shaol Teh TEAT AT STOT 16T & | T§ Teh UAT YUTTell ¢ ToTH:

TIse &2 (Vision)

Yo J19g 18T (Measurable Target)
BIE-BIC 1 (Actionable Tasks)
fafaa ArgeT (KPIs)

thrsdeh 3R GUR (Feedback Loop)
faRaX 37991 (Consistency)

fAeTeY 18T Tfe hl THTIT Sl Serd &1

IS 31T 38 3r9a) AT & ey Y, o fonell off 3 eleg—a1d 31 s arfden frshr—at afan

raf, KPI 3R #19et 193 Ja1fd & Seelr ST HehelT &, TS0 fA0T ofT 3R R e siftrs
ATy g1 ST 8|
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AT 6 fohdTeadeT 31T

ICESSIECARE RG]

Science Of Execution & Scaling

Chapter Introduction

gfeldT & Tl S9N o U 3 Ideas &

§IRT #19T Business Plan §eTd g1

Hepgt olleT Startup YE HIA 8|

olfehel shafel e olleT €1 oI} Execution #¥eh &3 IROTH HIee &Y Td €
T F4?
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Faifen 31TAHIr 19T Motivation U I I &

STt fa2a-FaT Founders 3R Leaders Execution Systems 9% & &d & |

ESOS &1 &Y 36?7 (Core Purpose)

S 3T T 3662 3T THT Execution System A f8d et fa@mer g, Si:

TGS F83T I qEATdeh IRUTAT H del |

fAoT et &t a1 e

Productivity 3R Efficiency & 31fIehde Y|

IATAAT T Sha Xeh Reliability SGIT|

GIEXTT ST Gehe! dTel Systems (Repeatable Systems) =TT |
Automation 3R Delegation & ATEIH & THY STV

cafed, &1 3R IaarT & 3MATT & Scale F T FATT |

ESOS fahet dlleil & faIw 872
Ig faEeH 3uae § afg 3

Personal Growth ITgd 1

Entrepreneur 3T Business Owner & |

Freelancer aT Creator g1

Startup ST 3® &1

Corporate Leadership # g1

379=1T Productivity 3iR Execution Speed S&T=1T d18d & |
Business @I Small Scale & Large Scale T of ST A1gd & |

SH AT H 3T FIT HIGar?

S 3EATT o 37d deh 319 drde o

Execution Science &1 §1

Fast Execution System $& ST ST &

High Performance Workflow & f3SiissT &Y |
SOP (Standard Operating Procedure) & =TT |
Productivity T 3=Tfeieh aieh & & FETT |

Time, Energy 3iX Attention Management & &< |
Automation 3R Al &T 39ITeT H& A |

Team Management 31X Delegation & & |
Business T Step-by-Step Scale H& Y|

KPIs 3R Metrics & Performance & AT |
Continuous Improvement System $# fa&fad Y|
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ESOS =T Hef f8ctid (Core Philosophy)
ESOS Ueh &l difdheT erfFarirel Rgeid w 3memid

"Success = Right Decisions x Fast Execution x Reliable Systems x
Continuous Improvement x Scalable Processes"

37ATT—

~

° H@Tﬁuﬁ'&l’@fl

Aol & T Y|

Ao 3R faRae=g faees a=1v|

AR YR |

UH Processes a8 & foieg TETN § 6 [T 9611 5T Feh |

S 3T 7 3TaH I8

S 3TEATT FI A& hdol HTIeh! 3 Thh AgaAd T [AWTAT Al g, STedh JTdehl Teh AT
Operating System &1 § SiT:

FH gHT 7 310 aRomEF |

S TATTAT & A 3T 0T AT W |

gfFd I fsRar e Y 3R RBeea w ARar serw|
eI 3R SfaeT gIaAT &bl 3THTAT & Scale et J9T FATT|
&rerfera (Long-Term) HWheldT & foT FoTed &iia dIR & |

Ueh 9ied H ESOS hr aiamsr

"THE EXECUTION & SCALING OPERATING SYSTEM (ESOS) Ueh JATlaTah,
T 3R ST S Fehol atell AEeA 8, it faart 1 areafaes aRom#T # scerar
g JUT Ffed, & 3R cIaHdT Y cTafFdd §T § 93 TR deh [ahiAd (Scale)
et H T&TH FATAT & 1"

The Execution Formula

Execution = Clear Vision x Focus x Daily Action x Feedback x Continuous
Improvement

e 5ot A TRl Teh cea T ey g1, ar yarfar efief g Tahcht B

d+Teleh (Scientific) TTScehIoT & HYUT egTEAT
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Execution @7 31% Shael i SIall w161 & | TET 1A, HET v H, TEI THY T, FeY I[UTaal o 1Y,
TR ST &F arEdiaeh Execution g

Scaling &T 31 shadl Business 3T 1T o1el & | Sfesd 34T System ¥ 31f81F Revenue, 31T8%
Customers 3iR 31f&e Profit fehTeratr &, for=ir 38T 31e7drel # Time 3R Effort S@r|

sH g7 Execution & Scaling Operating System (ESOS) &g He&hd & |

Principle 1 : Second Law of Thermodynamics in Business

BUSINESS ENTROPY SOLUTION
(Without Monitoring) (Continuous Energy Input)

Leadership

Monitoring

Coordination
Weakens

Customer
Complaints

Costs /'
Increase Ilea

Profit
, Decreases ,\ Continuous Energy
. Keeps Business

v

Organized & Growing

‘ @ Add Energy Continuously — Reduce Entropy —> Increase Growth & Profit

Physics # Entropy & figtid sgdT & foh afe freT System &r Maintain o forar So, @ ag
MR- 37cTafEAd (Disordered) &Y ST &1

Business & & Jg gl &
Ife 39 fFET Business & 9T Monitoring & &18 &, ar eY-¢iX;

Quality R TRTAT B

Team Coordination &SR gidT &1
Customer Complaints SedT &1
Costs &1 JT9TdT 1

Profit & gle 1T &

X Business Entropy #g T&d &1
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AT :

~— Business # #7TdR Energy ST+l gldl g: ——

1. LEADERSHIP

fem, fasm
—— sihﬁwn
6. SYSTEM /

IMPROVEMENT 2 MONITORING

Irf'?ﬁmsﬁ )
I OR FoR
3 4 e—— @I 3R 99T
ﬁmml . ‘\ 'ﬁ / R GUR S|
5. INNOVATION Continuous
. Energy lnput Swdr
D B
e G gt
E:IF e wierd fsfaa
ol

HIGHER GROWTH
& PROFIT

BETTER SYSTEM

‘ @ Igt Continuous Improvement &7 35TRE HROT 8|

JgI Continuous Improvement 3T d3TTeleh HROT g |

1. Leadership (7<)

aafae 379
Leadership ael 31T T TSR ST S7al &, Sfeh Vision, Direction, Motivation 3iR Decision
Making & HATETH T 1911 T &THAT T JG1T g |
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Leadership & &I H1

Tgse Vision ST

e favty oar

&I T 9RT FLAT

HHATIT3AT T AT FAT
Accountability SeITeIT

eI HER I (Culture) TR ae Hge

Leadership Formula

Vision + Communication + Trust + Accountability = High Performance Team

2. Monitoring ([SeRT=T T ATIL)

demfaren 3red:

Monitoring =T Hceldl & féh 87 AgcaquT AIfATaTer Y el AT 3N deh hiar|
ST HTT ST & 6T GERAT ¢

Monitoring FaT ST& §7?
J7e Monitoring #&r 191 ar
ST Il oIl delair
Productivity e 813t

AT g&TE gem
A T Rl BT

Monitoring Tl =il & {2

Performance

Sales

Productivity

Time

Quality

Customer Satisfaction
Employee Performance

3. Training (972r&7o7)
aTTeTen 319
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Training a8 9fshar g for@e Skill, Knowledge 31X Behaviour &l SgaX AT3T 1T ¢

Brain Science
TR-R I FaT o

e Neural Connections HSTId &Id &
e Skill Automatic T ST &1
e Performance s&dl |

s Neuroplasticity &g ST g
Training & 9&R
Technical Training

Software
Machine
Marketing
Sales

Soft Skill Training

e Communication
e Leadership
e Negotiation

Behaviour Training
e Discipline

e Time Management
e Problem Solving

4. Feedback (9fafsram)
GGGk )
Feedback dg SITeTshRI & S SaTaT & o 379t s TET &R & ST T§T & a1 87|
Feedback &1 S &2
Feedback & =T
e Improvement & ST & |
o AT QIS ST 8
e Growth &Y 8 ST 81

Feedback & 9&h¥
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Positive Feedback

37T TH T JoTdT aT|
Constructive Feedback

Tl SclTeh R ST IET ST
360° Feedback

Manager

Team

Customer

Self Assessment

ol & gfdfshar ofe|

5. Innovation (-IdTdRX)
danfae et
Innovation T 372 & TS T, AT AT 31X SgaX alien! &1 fAhrg |

Innovation ahdol FAT 3cUTE, SeTToll el g, STodh fhaT Y I Y 31T THT, O, TEAT AT
3TN ST oY §

Innovation i ST&Y &2

Competition 3 3173 T@at & forw

Customer T S&eTdl STl &l I e & foIT
Cost & Il & ol

Productivity Sglet & folT

Innovation & @d

Customer Feedback

Market Research
Technology (Al, Automation)
Data Analysis

Creative Thinking

Problem Solving
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6. System Improvement (f&&cH UR)
Jamferes 37

System Improvement T HAceld § X [HECH T AR 9§ ST ATeh ATTST H T 1A HA
FHI, A AR 3R HH ATl & FIY 3T 01T A g Feh|

Ig Continuous Improvement &1 fAcHd &

System Improvement & 3662T

e Efficiency dalar
e FErrors &hH il
e Automation sl
o Cost hH hlTl
e Quality gUR=T
e Speed FglT
e Scalability STgr=T

d3Tfeieh Alsel (PDCA Cycle)

Plan (JSTAT S=731)

!

Do (eTe] &)

!

Check (90T HTAT)

!

Act (FUR o1 )

Y TE Ish QI AT SATAT &

System Improvement & c{I%
e SOP 3Y9sc ST
e Automation eTd] shIaT
o KPI Fr THET HhLar
e Bottlenecks gcTdaT
e Customer Feedback & 3T 9T S&oTd el
e TS Technology 3T9=TTeAT

Principle 2 : Control System Engineering

Control System Engineering Ssiifaaer T ag ema@r § I5a# fodr Machine, Process 3T
System &I Stable (FF2R), Accurate (F1%h) 3R Efficient (F3Me7) S=1TT IW1 & T o 35ehr
fIIRI=T (Monitoring) 3R faI=0T (Control) foham ST &1
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i Step &I f[aFdR & & :

o Target Revenue

« &4 U Afgaa aaa &
faseT Revenue @A
arga & 58 74 B

« Tg T87 S9! Planning

= 3R e @@ a=an 81
1 B

Target SMART 81T =nfgq
ISTERT: 39 A ¥1,00,00,000

Achievable, Relevant, Time-bound)

—>

(Specific, Measurable,
(1 B218) Revenue &7 @&d |

o Actual Revenue

« ar&rd # fort Revenue
FATE 7, I wrd |

. qg Reports, Dashboard
Tl Accounting System &
ST Y |

+ et (Facts) OR amenfia
B ST 81

JSTEIOT: 9 HEH Actual Revenue
¥75,00,000 (75 «r@) §él

i\

= o
o Improved Performance I/
ail
« GURIHS HeHl & a1 Measure — Analyze
Performance S8R gl 21 - Improve — Grow
I + Revenue gl § 3R Target \/
& da g1 I Y uge § i ;
I I I ¢ PR :f:ﬁ 0 Corrective Action
. Standardize
. *®
3pTet Aga Y AR T :;’;mause ;ﬁ:‘;;m
+ Action Plan &=1d, foragrY
ag B 3R wEEhE &)
JTEVT: 3TCT HEH Revenue Jgeht ¢ YUR | A G =R
1,05,00,000 (1.05 TR1S) B TS 3% FETEI0T: Marketing Campaign oot &<,
Target Achieve g31Tl Sales Team @V Training 41, Follow-up

Process ERAT, CRM &1 39417 &G 1

—5

o Difference (Error)
Q :: Q + Target 3R Actual & &
M T 3R (Error) FaTer|
+ T AT & O 7 e
AP M Ewmamr &
| + Error ST & gUR &1
71,0000,000 £2m, 77500000 SRV A &1
-25,00,000
3gTexu: Difference = Target — Actual
=%1,00,00,000 - ¥75,00,000 = ¥25,00,000
§ (& 25 e 118 §)

3

| @ Root Cause Analysis (&R i)

~ « Difference (Error) & 3rTeit

J o |

o FW-FW & BRI AL,
afeas qe SR (Root
Cause) gg=I= |

* Tools: 5 Why's, Fishbone
Diagram, Pareto Analysis

(80/20) 31 1 ITATT &R |

People | | Process

[ Product | [ Marketing |

IETEXVT: BRUI AT - Lead FH 31T,
Follow-up @HSiR T, Conversion Rate & 2T|

E @ Ig T& Continuous Improvement Cycle 21 5% fafiid ¥ § gigv™ & Business @7 TdR sgdT 81 ]

1. Target Revenue (a6T TR &3=m)

e gl g I fpar arar g & Business%?’qgﬂmmgl

3cTgUT:

Profit Margin = 30%
500 Orders
1000 Leads

Monthly Revenue = %¥10,00,000

Target TISC AGT BI9T dr T 8ff TIsC AGT Braf|

2. Actual Revenue (ar¥dfde 9ROTH)

319 g AT ST § o areda & fohaar gRome e

3cTgUT:

Target = %10,00,000
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Actual = %7,50,000

g JIEdides Performance g1

3. Difference (Error)
Error &7 3727 §—

Target 3iX Actual Result & & &7 3R |

Formula

Error = Target — Actual
3clguT:

Target = %10,00,000
Actual = %7,50,000
Error = %2,50,000

JET Gap 9dTdT & f Business &gl I &

4. Root Cause Analysis (FRUT @iat)

379 shdol Error SITeTelT ShIthT oler g
g AT SATIAT 819 T Error 77 33T
FHTTIT HROT:

% Leads

Low Conversion Rate
TId Marketing

HHASIR Sales Script

High CPC

Low CTR

T Customer Experience
Stock Out

Slow Delivery

&I arEdfde Engineering Thinking g1

5. Corrective Action
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3T GHEEAT & TR FUR fohar S g
3clgluT:

IfE CTRFH &

— Creative Scef |

Jfe Conversion & &

— Landing Page Improve &{|
Ife CPC 3R ¢

— Audience scol|

gfe Sales A &

— Sales Team @' Training G|
Ife Delivery Slow &:

— Logistics gur|

6. Improved Performance

Correction & 1€ T & Performance Measure &1 ST £

3clgluT:

gl Revenue
%7,50,000
Correction & dT¢,
%9,40,000

319 Error TehT & & 37|

Principle 3 : Cybernetic Feedback System

Cybernetics T el TG &

"gT Hhel System Feedback & TR 9 ¥ &l URAT & 1"
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Business & Feedback & Ersec) ard:

Customers
Employees
Financial Reports
Marketing Data
Sales Reports
Market Trend

el SHUfeial Feedback T shael elcll 161, dfeeh 38 Process Improvement #H Jeeldll & |

1. Customers Feedback (ITgeI T hissh)
Y Hgcaqur Feedback IMge ST ¢

Customer dTdT g—

Product 9¥g¢ 37T T A8t
Quality ST 2

Delivery H#& W &S T =T8T
Price @& § a1 AgT

GIERT WA AT Agr

2. Employees Feedback (FHTTRIT FT HIssh)
$s IR THEAT Management & Jg1 e Employees @Y Ugot fe@rs &t &1
q Sl Fohdl 5—

Process &gl Slow &

SisT AT Software I 1T T I&T
Customer &gl AR 81T &

e Step & TaH 31T T gIAT &

3. Financial Reports (&< Rdic)
Business &I Financial Report $ff Feedback g1
Ig AT &—

Profit 9¢ @T§ AT € T &
Cost gl 9¢ J& &

Cash Flow &ar g

Debt fhdar &
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e Margin fhdeT ST @I §

4. Marketing Data (HTh{caT 327)
Digital Marketing 3 8¢ Campaign Feedback ST &1
S—

CTR (Click Through Rate)
CPC (Cost Per Click)
CPM

ROAS

Conversion Rate

Bounce Rate

3aledur

Meta Ads el g &

CTR =0.8%

gt 37 & & 91 Advertisement T [Fereh 18T T R
3 IAT9—

e 7T Creative §aTd &
98X Headline for@a &1
e Target Audience Sgad gl

CTR d&ahT 2.5% & ST &l

Marketing S§aX & SiTdll g |

5. Sales Reports (fsshr R@ie)
Sales Report STt 8—

ioT AT Product TeH 318 [ W@ e

&isT T Product 8T o T@&T

e City & Fe& 317 Orders 3T &® &
g Sales Person T Performance 3=aT &

6. Market Trends (ST3TR & %11+7)
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Market SR S¢oldT 8T o
I Business Market Feedback g1 ofdT, dl ag 9IS I8 STdT &1
Feedback & Jrd—

Customer Demand
Competitors
Technology

Al

Social Media Trends
Government Policies

Stage 1 : Strategic Execution Science

S €23 BRAIN SCIENCE

THRT Brain &de Planning & faw T8 s 2|

- N
PREFRONTAL CORTEX /
Planning

BASAL GANGLIA
@ Habit J (

Daily Routine

. Automatic Action

afe g¥ &7 Decision guferg Billion Dollar
TS A Companies Decision
Brain Fatigue %H 3R System
BEIGiE 0 STET S & |
=]
090 A~
o/ —) ) —p — —
@ (TT ] &Qﬁ' T il
CLEAR GOAL SYSTEM DESIGN AUTOMATION DELEGATION CONSISTENT RESULTS

[ Brain @' Energy &1 High Value Work ¥ #ISg, STh! &M System THTEHT | ]

Brain Science
&HART Brain sdadl Planning & TIT 8T ST g

Prefrontal Cortex
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Planning

Decision
Prioritization

Goal Management

Basal Ganglia

e Habit
e Daily Routine
e Automatic Action

Ife; g¥ feeT Decision o<l I3 @ Brain Fatigue & SiTdiT g

sgfeIT Billion Dollar Companies Decision & 3R System S3TeT S=lTcil g |

Scientific Rule

Don't manage work. Design Systems.

Stage 2 : Daily Execution System
& Task & foIT shadl 5 Questions
Why?

FIT P IL 72

What?

FIT LT 27

When?

F HLAT 872

How?

FH FLAT &7
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Measurement?

Success ¥ ATYAN?

g Project Management T Scientific Framework gl

Stage 3 : KPI Driven Execution

gfe Measurement g &
ar Management sTgi &1
Peter Drucker & 9y Rigyid &:

"What gets measured gets managed."

Example

META ADS ol 0

Rate

dln

REVENLUE
BUSINESS Tertal e

Generated

® €

SLEEP
PERSOMNAL Haurs of Quaty

-

WHAT GETS MEASURED,

Stage 4: Lean Execution
&Y Waste ger3iT|

8 Major Wastes

Waiting

Overproduction

Defects
Unnecessary Motion

Ql

cPC
Coes Per
Click

@

PROAIT
Mt Profit
Earned

f=—3!

WORKOUT
WWarkauts
Camplatd

e,

(@ —
) TS
CPA ROAS
Congt Pgr Feabunn Cire A

Acouisition Spend
CASH FLOW RETENTION
Money In & Cut TG
Balance Retervtion Rabe
e
READING LEARNING HOURS
Escois | Pages Hours Speere
[T Lesming

GETS IMPROVED, 7 S

KEY PERFORMAMNCE INDICATORS (KPIs)

¢

CONVERSION RATE
Conversion
Rate

-

REPEAT PURCHASE

Repeat Purchass
Rate

DEEP WORK

Hours of Deap
Fuused Wark
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Extra Inventory
Extra Processing
Transportation
Underutilized Talent

TSId=T Waste && g1amm
3daT Profit &3 |

Stage 5: Scientific Delegation

Founder & hdel dgT ShIH T AT
ST Highest ROI &1l
qTehr

Delegate
Automate

Eliminate

Tg AT 3R F1 I Fafaad 39T 5

Stage 6: Business Operating Dashboard
Ffdfes S@= JFT 9@ Metrics:

Revenue

Profit

Cash Flow

Leads

Conversion Rate

Customer Acquisition Cost (CAC)
Customer Lifetime Value (LTV)
Average Order Value (AOV)
Retention Rate

Churn Rate

Net Promoter Score (NPS)
Team Productivity

3T Metrics @l Dashboard TR @« & f10Tr 3er-3meanid gid 8
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Stage 7:The Execution Equation
A 9 & Execution & 8 YR THST Hhd o

Execution Quality = Clarity x Capability x Resources x Consistency x Feedback x
Adaptation

e o787 O fondll off Trcen o1 AT e &1 ST, A 3ifaa gRome o 78 & & gerfaa gram|
EARRE

Goal TIse 77§ — Team Confused

Skills €T — Poor Output

Resources #1gT — Delay

Consistency 578 — Growth % SITdT &
Feedback =T8T — Mistakes Repeat gIciT &

Stage 8: Organizational Memory
Ife; G SRR Sharel Founder & f&HRT A g, AT Business S&H # g
sHfaT:

SOP
Documentation
Knowledge Base
Training Manuals
Decision Logs

HETF &

S Knowledge System & IgdlY &, d9 Business safdd W & AR glar 81

Stage 9:Human Execution Science

AT ATETSH FHI HrIeTHaT AT B g1

Decision Fatigue
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& ooty Fraf@e 3o @d Far g
ST ShRUT Ahol 36T

SOP §aTd &1

Checklist 3917 &I g |
Templates S=TTd &1
Automation Td g1

Y Brain F 3ol High-Level Decisions & forT serciy g1

Stage 10: Cybernetic Feedback System
Cybernetics T Hol e &:

"gX Thel System Feedback & TR 9 ¥ &l URAT & 1"
Business # Feedback & Y@ @Id:

Customers
Employees
Financial Reports
Marketing Data
Sales Reports
Market Trends

TP 9T Feedback T ddol el 7781, dfeeh 38 Process Improvement & Seelcll 8|

Stage 11: Little's Law
Operations Management 3T 9fiiger faggid:

Work in Progress (WIP) = Throughput x Cycle Time
Il AT H:
fe; T HY T g TR Y 1 g, o Fel i A gy S|
zafart:
o HH FHIH YE H|

. Q;Fﬁ:ugﬁmqﬁqjﬁl
o oY AT T |
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Stage 12: Flow Efficiency

&l WehR &1 Efficiency gldl &1

Resource Efficiency

gX cIfad AT Busy |

Flow Efficiency

HIH STedl 8T

denfass TS @ Flow Efficiency 31t #gcaqul &1

Busy Team &H2IT Productive Team s7&T g1dT|

Stage 13: Cognitive Load Theory

Brain & Working Memory Yf&d gidl &1

Dashboards SaTdT § 1

SOP =TT & 1

Templates SaTdT &1

Visual Boards 393137 Tl & |

=Y Brain WX Cognitive Load &# gIdT ¢

Stage 14: Decision Science
Decision cilel Y& & Bl & |

Strategic Decisions

e T Market H ST
e oI Product Launch

Tactical Decisions

e Marketing Campaign
e Pricing

Operational Decisions
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e Daily Tasks
e Customer Support

A& T Operational Decisions & Automation & ATEIH ¥ e I & ol Leaders

Strategic Decisions 9T &2TeT & Heh|

Part 2- High Performance Execution Science

1. First Principles Execution

Elon Musk &1 9i8icy fcuid &:

"Problem T 3HHT Y FAATEr HeaTs (Fundamental Truth) ae AYe, R @@t &

AT FAT3HT|"
AT g o 8
o IE Y fhar ST 87

First Principles Thinker & &:

o g ATEAd H FIT HT1H AT g7
o SHII SIS FATR?

Example

HHAET:

Sales & &1

AT I

Ads Ser371|

First Principles 9T

Sales = Traffic x Conversion x Retention
T T SRI3T IHel GHAEAT Fgl ¢

o Traffic H?
e Conversion H?
e Retention HA?

ggr daTfaieh Execution g1
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2. Leverage Science
Scaling =T #ed FAgcaquT fAguid:
% Input & 318 Output|

Leverage & 5 YR

Time Leverage

a1 HAT 3TN AT
Technology Leverage
Software 3 Al|

Capital Leverage

AT 3UATT e Growthl|
Media Leverage

Content, Videos, Social Medial
Network Leverage

Relationships 3iiX Partnerships|

3. Execution Momentum
Physics # Momentum:

Momentum = Mass x Velocity
Business #:

Momentum = Consistency x Speed
S SRR Execution glaT g

ar Momentum ST &1

Momentum Tl & §1G

Growth 3TTHTeT ST ofaTciT g |
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4. The Compounding Execution Effect
1 f&at Fr Agaa

BIeT Result
1000 feat &1 TIMdR AgeTd

fIermeT Result

=4 3T Compounding F&d &
A 1000 AN o AgsTd T 8T Compounding F Thd & |

5. Execution Energy Matrix
Tt Tasks AT 8T 2|

High Impact + High Effort
Strategic Work

High Impact + Low Effort

Golden Zone

Low Impact + Low Effort

Routine Work

Low Impact + High Effort
Eliminate

g Eisenhower Matrix 31 ROl Analysis T {3807 §1

6. Scaling Bottleneck Framework
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&Y Business  Growth Teh 5918 Hhaa g1
39 Bottleneck g &

Common Bottlenecks

Leads
Sales
Delivery
Team
Technology
Capital
Leadership

7. Capacity Science
&Y System T Capacity 8T g1
3aTgluT:
I Team 100 Orders TSl Tehcll &
3R Marketing 500 Orders o T&T &

ar System Collapse & HahaT |

8. Process Reliability
Toyota Production System @hT 3TN
Consistency

& Process &l 36623

Same Input

!

Same Process

!

Same Output

Ife Output SEeldT TEaT &
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at Process Reliable 18T 1

9. SOP Science
SOP T 36¢?3:
Knowledge &1 cTfFd & 37T e

gfe Founder TolT STT

T o7 System Telar ATfRTI

10. Dashboard Science
Pilot fd#TeT Dashboard @ 33TT |

Business Leader Dashboard @& Business IdTdT g |

Daily Dashboard

Revenue

Leads

Conversion Rate
Profit

Cash Flow

Customer Satisfaction
Team Productivity

Weekly Dashboard

Growth Rate

Retention

Marketing Performance
Operational Efficiency

11. Decision Velocity
Fast Decisions

#
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Good Decisions
et

Fast + Accurate Decisions

Competitive Advantage

12. Anti-Fragile Execution
S Systems gaTd # ged &

S Systems gaTd H Holgd &1d & |
S Antifragility Fgd &1

Business &I Antifragile & JAT0?

Multiple Income Sources
Multiple Suppliers
Emergency Cash Reserve
Al Integration

Continuous Learning

Fast Adaptation

Trillionaire-Level Insight

37TIRTr oNeT AgAd T Scale & ahr HIfAA FA |

3T TAX & 36TAT 3R HITGT Systems Tl Scale FA & |

AgAd AfAT &1

AT A AT g

AfheT System, Automation, Al 3iR Leverage o3137eT 3/EIfA Scale Yer a7 Fohd &1

TET Execution & Scaling Operating System T T ITgXT dlfeleh [AGHId g

Leverage Points
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1. POSITIONING

7. DATA 2. PRICING
QUALITY
/ ‘ \
6. AUTOMATION tz }:/f - 0 4 o
\ " /
| lllil,

7
o o

3. BRAND

5. REFERRAL 4. RETENTION

Systems Scientist Donella H. Meadows o ST foh §X System & & Leverage Points gldl
&, STeT ©leT dcolta 3 ST WoITd 31T JehaTl &

Business & 9HY Leverage Points:

Ter Positioning

e Pricing

Strong Brand
Customer Retention
Referral System
Automation

Data Quality

e 39 So¢ GURA 8, Al T Business doil ¥ 31T §¢ Fehcll & |

Execution Latency

Latency &1 319 &:

Decision 3R Action & &I &1 GH Y|
Ife:

e Problem 31T fAelr
e Decision diT feoT a1e for=m
e Action Ueh HTATg dlc, §34T

a Latency gd 31k gl
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3TT-Y&eTeT TITSaT Latency &l dal Sl hITAA HIA & |

Organizational Memory
IfE g SATARRY hael Founder & AT 7 §, AT Business Sif@#H # g1
sgfoT:

SOP
Documentation
Knowledge Base
Training Manuals
Decision Logs

39T £

3§ Knowledge System # IgdT §, d Business eafdd W & [T gIdT ¢ |

Capacity Planning

SCALING @gget CAPACITY CALCULATE & gt 8l

2 A
Q @
BEl — &Gl — S8 @

Business Growing Demand Increase Capaaty Plannmg Successful Scaling
CAPACITY CALCULATION —— FORMULA ——
— NEWEY Required Employees

t@' x x Total Orders
v Orders per Employee
e | @ © _e
1 EMPLOYEE = F = = = aa
( CALCULATION
wfefes 500 ORDERS - o8
50 ORDERS A 10 EMPLOYEES =
Q S & e W = 10 EMPLOYEES

DELAYED
ORDERS

COMPLAINTS DOWN

CUSTOMER QUALITY

¢~ *\

PLAN CAPACITY — PREPARE TEAM — HANDLE DEMAND — GROW SUCCESSFULLY

Scaling & Uger Capacity Calculate 31T gidT g

3algdur

STRESS ON

gfe CAPACITY PLANNING =€ giit it SCALING FAILURE fAfad &1

A

REVENUE &
GROWTH DOWN

Ay ¥4
«
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afe

1 Employee

EIGICT)

50 Orders TS Hohdl &
iR

500 Orders 31Tl dTel &

ar

Minimum Capacity

= 10 Employees

Jfe Capacity Planning g greir
ar Scaling Failure Afad g1

Alignment Science

I3 HTIAT ST TIH T8 FHEAT Execution 8T dfes Misalignment 81T &1
3cTgluT:

Marketing 3T &6 = 37T Leads

Sales &I T8 = 37f8% Revenue

Finance &l o1& = & H Cost

Operations & o1& = Quality

e o TIHTRT 37cT-37e19T fSAT F T hIaT Al hU=AT bl ITTa e g STl |

Execution Layers
Execution & 9T T &ld &

Level 1 — Personal Execution

¥ &7 Discipline, Focus 3iX Habits |

180



Level 2 — Team Execution

Communication, Roles 3R Accountability |

Level 3 — Process Execution

SOP, Workflow 3i¥ Checklists |

Level 4 — Technology Execution

CRM, ERP, Al, Automation 3iX Analytics|

Level 5 — Enterprise Execution

Multi-Team Coordination, Governance 3R Strategic Control

Scaling Multipliers
Business Growth &Y dsT 1 dlel Y@ Multipliers:

Strong Brand

High Customer Trust

Standard Operating Procedures (SOPs)
Automation

Al Integration

Data Analytics

Fast Feedback Loops

Continuous Learning

Financial Discipline

Innovation

Scaling Mathematics
FHodel
39 gfafee:

e 10 Leads aTd |

e Conversion Rate = 20%
ar Sales = 2

e Leads Q=T shieh 20 X &, olfeheT Delivery System d&l &T|
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Delay
Complaints
Refunds
Low Ratings

1A Marketing Scale &I & Ugel Operations Scale HT 3TaeTH ¢ |

Reliability Engineering

Engineering 3 Reliability 3T 372 &:

System cITAR HET dlish & FHIH FI|
Business & Reliability STt & foIT:

SOP

Quality Checklist
Testing

Backup Systems
Documentation
Training

HTETH &

Reliability Engineering & 6 qET Pillars

1. SOP (Standard Operating Procedure)

FATE?

SOP U& Step-by-Step Tor@r g‘é gThaT gicil ¢ fordt Follow &k 1g 81 cafard Teh I e &

qh |

Ife SOP #gr § ar

&YX Employee 37e19T d{iah & &1 M|
Fafaar et

Quality ScefdT Tgal|

Business safFd uX [ Igam|
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SOP (Standard Operating Procedure) Ts Step-by-Step for@r 6‘5 gfehar gidr &, Torae fohar
I T &, fohd e & 3R 4 standard & TR TR, Ig Clearly ST ST & |

SOPas:gEer

1. Process SOP — fh& T business process & e #T standard method|

2. Task SOP — T specific task I FaT T step-by-step FfhaT]|

3. Employee SOP — employee I responsibilities 3 1T HTat T A NI |

4. Quality SOP — quality maintain @1 & fIT standards 3{R procedures |

5. Safety SOP — IRI&IT {Ih A FTH Fel & AT instructions|

6. Customer Serwce SOP - customer & ST s 3R service a1 FT standard process|
7. Sales SOP — lead & /& sale do I sales process|

8. Onboarding SOP — 5T employee/customer & onboard &=t ST FfshaT|

9. Emergency SOP — unexpected IT emergency situation 3 T AT & |

10. Maintenance SOP — equipment, software JT systems &I maintenance process|

SOP & BRI¢

1. STH T HT Standard ST &
&< employee 379siT 3Tel9T method & T wAGT HIAT|

2. ITAfaar HA gl &
&< important step 9gef & documented gIaT g

3. Training 37T gldT &
T employee &I TR-IR AT process HHST &I T HH Bl 6|

4. Quality Consistent Igcl &
ST FeT Tl STTFd Sl T, fRY #Y output FT standard maintain THIT ST ThAT B

5. Productivity ST &
Employee I IR-8 Ig AT hl ST oTal ISl foh “379 T HleAT 62"

6. Accountability ST &
T step &Y responsibility fFaHT &, clearly define T ST Hehell &1

7. Business owner WX dependency & gidl ¢
%I shdel owner & experience IT knowledge 9T dependent =TT I&dT|

8. Business &I Scale (T 31T 2ldT &
TUah successful process @I AT employees, branches IT teams & ATY replicate AT ST TehdT

gl
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ST dIEATdh JHIT

AT NS RET company 3 73T employee customer &7 order process AT ¢ |

fS=IT SOP

Order — Employee 39 s & process T g — 3TeTd-37cl9T mistakes — 3791 quality
SOP & &Y

Order Received — Details Verify — Payment Check — Inventory Check — Invoice —
Dispatch — Final Verification

SHY 1A ITFd-[A3K (Person Dependent) 81 & ST System-Dependent (System
Driven) T SITcT & |
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SOP

(Standard Operating Procedure)

SOP Us Step-by-Step foreht g& wfesan axdt 2
o Follow 353 12 WY =fa6 U 1 519 &R 95|

IURAT EF ATl

HTER wr FT
(Order Receive)

(e

9 Y &R ARBIE B
o _Eﬂ_ (Verify Order)

sisee fafdr

(Product Picking)

A

(Packaging)

feraife g% FT

(Ship Booking)

3t el wem

(Dispatch Order)

oO®
7

Refiedt & wieiam

(Delivery & Follow-up)

Tt &9,
Quality 28R

@ Consistency

@ Quality

@ Efficiency

@ Repeatable Process
@ Business Growth

- 37T d9wEe / 0 / A
A e & arman 21
« 3SR 3% I

« e FHY TG AF B |
« Uife el uh B
« izEe ok wEiftd AREE &)

+ TUEIEE A Wl Hisae g |
« e $t FEferdt I FX
- wE FEifed fiw &1

« iisTe 1 worgy G # O #
« gaiEy [ e B

« &% 0¥ Ftad e

« ity dut # fidsry Fege H1
« formie daw S =)
« 3ifdR fren A amde &)

- e PR F Eaier
« 2fm ID ura X
« fireen # 2fén ID a2 &%)

« feftadt FrmdeH 3@ HEI
o gD B Befad sade W)
o Wlgdd clet Rabis |

w3k
IIII # =

@a® & Employee 3ichT
e 53 3 o |
0 & At gt |
0 Quality
l" Eeenike!
0 ) Business &fds W
[_co QN

Warehouse

i

s |

Shopify / WooCommerce
Order Dashboard

Order Dashboard
Payment Gateway

&
L
L1

Warehouse Management
System (WMS)

L]
: 0
3

1€

w
=
3

(0

o
=
=

1C,

w«
=
5

Packaging Materials
(Boxes, Tape, Labels)

@ shiprocket @
DELHIVERY ;
Shiprocket / Delhivery 3IMin
/ BlueDart
Courier System 2 Min

Tracking Update

WhatsApp / Email 5 Min
CRM System

¢ Employee @t
29 ST A

/ Business Growth
._._Il 3 Scalability

B Process @7 SOP &41¢, Document &%, Train @3 31X Regular Review &% |
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2. Quality Checklist

Checklist Reliability &7 & Powerful Tool g1

Checklist FaT §?
hIH T gl & T8 Check it aTell List|
gfe Checklist 78T grafr

BIEY eIl 37 T3T e aTet Y Hebcll 5

Aviation Example

Airline Pilots §TRT &¢ I Training & &T¢ #T &X Flight & ggel Checklist Follow &3d &1

F17?

FiTeh ST T FohlT & |
Checklist 58T 8eTeiT|

Checklist Tsh simple ofehsT powerful management tool & | SHeT 36cT Jg FiATRET el &
fo IS #ff ST &1, step AT responsibility B¢ @I 31T 1A T consistent ot R

Checklist & HTT YR

1
2
3
4.
5.
6
7
8
2
1

Daily Checklist — ST & 1T &l G|

. Task Checklist — f&h&l Teh specific task @I QT &el & steps|

Process Checklist — fordT gt Tfshar & @sft ST&dT steps|

Quality Checklist — F# T quality check 3T & ToIT|

Safety Checklist — safety-related points verify 31 & foIT|

Pre-Task Checklist — & & H¥el & Tgel FIT-T IR &

Post-Task Checklist — &IH T gl & §T¢ verification |

Employee Checklist — employee & daily/weekly responsibilities track &t & foIT|
Project Checklist — &3 project & milestones 31X tasks track #et & forT|

0. Launch/Pre-Launch Checklist — product, campaign 3T business launch & ggel T3

At verify &% & foT|
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Checklist & RIS

1. 8TcTeT T HITIAT HH grell &
feHART W &Y BIEY IS AT IWeT FT pressure FHa g ST g

2. ST H consistency 37TdT &
g ST Uah & process follow T ThclT g |

3. Productivity ST &
AT et § N AT AT €, IE T TS ST ¢

4. Errors &H gl &
Important steps skip &le7 T TG A gl &

5. Accountability ST &
forge Spia-aT e foham 31X = STy &, 3ETe & 9dT ol

6. Training 37T &Il &
sTT employee T Tt THSI o S checklist G process follow FHIAT ST HehelT ¢ |

7. Business Sa7dd W & dependent 8iaT &
I shdel owner IT fhdl Teh experienced employee o fSHTT & SA&I &I

ST ATEATASh THTT

el SToTT Teh employee &I AT 10 FIA &1 ¢ | 91T checklist & a8 1-2 FH1H T ThdT |
oIfeheT checklist #:

Task — Step — Done — Verification
81 ¥ &1 systematic & SITAT &
I 318 & T Checklist A% F#T FI list FET &; T§ T BT execution-control system g1

SOP 3R Checklist H HTT 3icR:
SOP AT & “hIH & T &, STfeh Checklist FIATIT el § “STH HHA/steps T 1T
7 STer |”
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Examples :1

] CHECKLIST

B @S Trg W, 93 9o 91|

@ :
Checklist s ¥ o7 & forerd ot o
Tasks / Steps &t fere gt & 5= Consistency &t et &
R AR & T 99 Tick &

Work Same Way Every Time
o1 o ST § 1 Tefal &1 g E

Mistakes Reduce

Time &t a=rad

Saves Time

Quality Improve g¥ft &
Quality Improves

New Employee @1 Training 3
Easy Training

00000

- CHECKLIST EXAMPLE

PROCESS: E-commerce Order Processing
CHECKLIST NAME: Order Dispatch Checklist

fetd srde e
(Update Record)

~
~

Sr:? i Task / Step Description
n - ATET wreE ST «+ dETge / GO [ AREhEE & AT T 3me
=,;;-x_ (Order Receive) - 3iTET fRdew fawen § fa i)
e 2 - Uz Reg I Hi|
g v—| SERiwEm |, aetuatteen
TA (Verify Order) . e ———
B T : + RETSH & Wl e I
B A R e i v S
N (Product Picking) b 0w dediing
A « Hisde @i g de H¥)
n - @i, 2q, orae |t &g |
(Packaging) 2 P —
- gftar it frcree =)
B m VEARET | i v R
(Ship Booking) TRt fof [ AWE srte ot
- o= it SR & ¥zaar 1)
B M === o
(Dispatch) . R  fed —
Vi B = :aﬁ%m;ail:ﬁf?ﬁl P 5
a (Update Customer)

- Reftad emm & st 3

« fovew F 3ifdv @ awirsr &% |
- R # 2e1 arade o
« et Retw Rulé A @t

7092

Q

& Employee 3T iT-31¢11

CHECKLIST &1 &1 d¥iepT (5 3 W)

1

1. BT @Y TS 2. Steps ferdl 3. forterdt o &<

ft Process ) sl =3 B 7 TR Steps | = % Step &7 Responsible

3l List @md1 v—| ww A e o) Person ag &% |
\ S J
0 e " 0

eve
1e B o
8 Bt 3k Simple ‘:-is“ﬂ' siT Easy Regular Review T:'Ejg::m
” anguages‘l m Update ﬁ]

o Checklist 3 ¢1 Use @31 BEs: Training &1

' &ammﬁm.

Tick / Checkbox

Add @

4l

Checklist 1 System
affz Habit @

m TAF A FH AT
(X & Tt @
0 /‘/I' Quality Teeret T2fT1
ull
0 @ wa 3k 4 6t gaidn
0 0 Business =&
[ '@ JEOF-aE
Department Operations
Prepared By Your Company
Date 20 May 2025
Version 1.0
' Responsible Done
Pacias ) . Remarks / Notes
Customer D
Support
2 | O
Order
Executive
g O
‘Warehouse
Staff
@
U
Packing
Staff
Logistics D
Executive
M
Warehouse D
Staff
Customer D
Support
Admin D
Executive

Fre————————

5. Review & Improve

=2 H-HT T Checklist

R_/ Review 3R Improve &% 1

(Jl CHECKLIST FOLLOW @,

CONSISTENT RESULT urait|
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Example :2

v —_—
o —
o —

Employee Name
Designation
Department

Manager

Working Days
Working Hours

Date

-

ST &1 A8
(Today’s Goal)

®

Time Slot Task / Activity

ale
10:00-10:15AM @b Day Planning

Email &

10:15 - 11:00 AM
E Messages Check
- .
11:00 - 12:30 PM c Content Creation
232 S
12:30-01:15PM {7 Lunch Break .

< Ad Campaign

01:15 - 02:30 PM
Management

L

Performance .
.30 - 03: o
0230-03:30pM 4 Al i
02:30 - 04:00 PM }.‘{ Team Coordination

-

04:00 - 05:00 PM Report Preparation

05:00 - 05:30 PM O Manager Update :
05:30 - 06:30 PM Leamnin B :

Improvement .
06:30 - 07:00 PM Day Closing ¥

.

Rohit Sharma

: Digital Marketing Executive
. Marketing

: Ankit Verma

. Monday to Saturday

10:00 AM - 7:00 PM

1 24 May 2025 (Saturday)

\

3 LXGXQ]

b &

&

@ “Plan Your Work, Work Your Plan”

CHECKLIST & @19

Focus d@gdl %

Accountability &t &

@ Al Social Media Posts Publish on Time

o New Ad Campaign Live ST

° Daily Report &= 3R Manager @1 9T

Description (T &% 8)

Tt & T Tasks Y Review &Y
Priority % ¥EN Plan =g

Emails, WhatsApp, Slack
Messages 9% H¥

Important T Reply #%

Social Media Posts @& ferg
Content &4
Captions, Hashtags, Visual Brief

Lunch 3fIT 1T Rest

New Ad Campaign Setup &¢
Audience, Budget, Placements &2 &

Ads 31X Posts & Performance T &%
CTR, CPC, Reach, Leads Analyze Eod

Designer, Content Writer, Sales am
o Updates &
Pending 19 Assign &3

Daily Report &=Td
Key Insights 3R Results ford

Report Manager 1 et
Feedback & 3fR Notes &

Digital Marketing ¥ related & a1 ¥id
New Tools / Strategies T¥ Study &

Tomorrow & fT Plan a=md
Desk 3R Files Organize &%

Priority

| Status
(High/Medium/Low)

(v /%)

[

©

N ©

© ©

[

WORK CHECKLIST

— One Specific Person — Working Day Checklist —

~

S THY 9T AR T 7l A gar @

HH &I Quality 9gaR ardl &
Ay 3R d9a 41 F9 FA §

‘ Remarks / Notes

Plan ready

All Important
replied

3 Posts Content
Ready

Break Time

Campaign Live

Performance
Good

All Updated

Report Ready
Manager
Updated

1 Course Lesson
Completed

Plan for
Tomorrow Done

EEECTTITTTE G

T Tasks 3
Completed 1
Pending 0

Focus Areas

Fel & AT Focus

Content, Ads, Report

Leads @@ 31T ROAS Improve 4T

« Time T &1 &9 ¢ g0
+ Ad Performance 3gaX T |
« Fel R FEeR = H Planning &1

Dv.mp&ww ﬁdag«, Success Tomorrow

i

@ Reminder: Checklist @I 351 Follow &X X 37a=it Productivity @I Next Level 0¥ E':'I‘Gﬂl;“r °
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3. Testing

Testing T 37T &

System @I 9gel &1 Test AT difeh AT Customer deh o Cl?j%fl

Business Example

Meta Ads

Testing & fa=Tr

e 250,000 ST Campaign Tl G|
319 Ad T g3

350,000 Loss|

Testing & AT

¥500-%1000 H

Creative Test

Audience Test
Headline Test
CTA Test

fi Winning Ad Scale #Y|

4. Backup Systems

$1S 3 System 100% Perfect =Tg1 gidT|
sqfeIT Backup & &1

Backup & 9HR

Data Backup
Google Drive
Hard Disk

Cloud

Team Backup
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Tsh Employee el T ST
ol GERT TET 1A Y Feb |
Internet Backup
Primary Wi-Fi

[ ]

Mobile Hotspot

5. Documentation

Documentation Adeld

B HEca YT STeTeh T ol Togent FRTaT I@=T|

Documentation H &7 AR g ThaT &2

SOP

Password Management (FRTaTeT ol &)
Business Process

Meeting Notes

Customer Process

Marketing Strategy

Training Material

Financial Records

FAT TR §?
Ife Founder Fe et o folw 3oty 7 g1
ar & Business Il T |

J&T True Reliability g1

6. Training

Training Reliability ST H& HgcaqeT Human Factor g1
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gfe &9 Process 781 SieTd
ar SOP gt & &g 8T Failure grem|

Training 3 F3T A glAT ATGU?

SOP Training
Product Knowledge
Customer Handling
Communication
Software Training
Emergency Handling
Problem Solving

sry

forelT oft 7T AR, SUaTT IT U T aEATdh Aholdl shadl 3% B3AT H I81, dfedh
38 Execution (fshal=adi=) 3 Scaling (TaEdR) &I &7#ar & & gich &1 gfrar o iferenier
T 37 TaaRT o AT e3Td F:d 8, aﬁmmmaﬁwﬁmﬁaﬁwﬁwmﬁ
WWWWIT—T?I

Execution & faaTe g# f{@rdr § for Therar @311 & g1, afes TS o8, Hel 0T d,
IRMAT 1Y, ﬁww%qmﬁmaim‘qﬂﬁwﬁ?ﬁﬁl J&r Scaling T =T
%W%ﬁ?ﬁ?\ﬂﬁﬁﬂwaﬁaﬁmﬂq ofeh ST Tel AR &S T[T S6T=1 o [T caferd
Systems, Automation, Leadership, Innovation 3iR Data- Drlven Decision Making &!
3TYTAT AT & |

mmmmmmwﬁmawwa—mﬁmﬁwwmm%
T8 e e TadaT, TUT [ 3N ITETUROT UROTE yied 21 &1 98T 9 IRade & 5t
|TLROT 36T T Tah G2l st oisY 7 agel & &

37dd:, Execution dg TFd & ST YT ! aIEATdehdl & Seeld! &, 3R Scaling g f[aaT & o
39 arEdTaehdT I U [a2rmer @rarsT (Empire) & aRafdd e ¢ar gl
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31'?:211Zr 7 3T HTaAT
TOT & TAcEd

World-Class Company Building Principles

O'

Q

\©/

PURPOSE & VISION

— Clear Direction, —
/ Lasti ng Impact \
CUSTOMER ® . Y "'\ [ ] . (] ‘\ EMPOWERED
CENTRICITY ..‘ \ 'u‘ TEAM
Deliver Exceptional \ \ Great People Build
Value \ 7 NS \ v \ / Extraordwnary
- Gy \9 Companie:

INNOVATION & \ : \ WORLD CLASS -t
i (@ </ COMPANY H Qo

Build Scalable

= N’ | BUILDING PRINCIPLES N’ o

STRATEGY & INTEGRITY &
EXECUTION VALUES
Right Strategy, Build Trust,

Flawless Earn Respect
Execution

Introduction

sfaera # or@l HUfAar s

3T J §IRT TH €5

Hehgt o gferar seel|

3R hael o & HUfAAT O Tl fSlegiel U 36T (Industry) T fererm sger & |
TR IE e 6—
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"d Scleil TS HY TAr?"

Ter 92T g—
" STehT HUTAAT § 3T FIT HT J@T A2
I & TaR-Ea{ Shufalail 1 3eTT Y, o & HAY Yeo femrs ad §—

d hael Product 5181 elTeil|

a Problem Solving Platforms s=Trelt &1

3 shdel Revenue 18T SIdT|

d Systems FelTcil g |

J hdel Employees =181 Sisdi|

d Talent Ecosystem S=iTdiT & |

J shdel Technology =T8T 3T9=TTel |

3 Technology T Competitive Advantage # s&erct &1
d hdel Market Follow sTgf adir|

$S ) 9 T Market ST & |

TG 38 Chapter FT 3663F ¢

Chapter Mission
39 Chapter &l 3637 8—

39T g HHSIAT Th—

T BIET Company ¥ & &ieh fhd JehX Teh Scalable, Technology-Driven, Al-Enabled 3
Global Business ST ST HehcTT g |

gg Chapter fordlT [Afeaa aRome &1 arer g1 |

gfesh 37 RAgwal, Frameworks 3R fAvTa-ufsharsit & fA@rar g St 8 d%d Hufadl # TR-GR
fears 2 g

The Problem Solver Wealth Model (PSWM)

Stage 1: Problem Observation System (POS)

Problem Observation System T Fdold & V&Y habit/system FATAT fSTH 3T JSTeRT ST
problems &I business opportunities FT TE =T Y& H1|
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PROBLEM OBSERVATION SYSTEM (POS)

Problem Spotting &l Business Opportunity &t ageit it &1

17
S : 90% @11 Opportunity 78l ¢@d SCIENTIFIC TECHNIQUE
- @ iifds 36T Brain Problems @V Ignore ¥ 81 wfa am?f 3T A g8
A afE 3 379 Brain B o@ :ﬁgaﬁﬁﬁfﬁa:m%7
\ Problem Finder 59T &, dY g% S8 . ST Time ?
Business Opportunities férg ift| (2] ‘;_:. ?:'Z:I:zi:jn i
(3] i fow <fte it
@/ %P;OBLEM AWARENESS TRAINING ° & B e
forert wTaT Problems f, (4] é et <ftor 3 ferg et
3t SaTET Opportunities A | Samer 4 3 €2

—— POS &)

—

foptt 2ft Business ® & Use &¥?

N\

BUSINESS OPPORTUNITY
Fast Table Allotment, Digital
Ordering, Fast Billing System

4

SOLUTION IDEA

QR Menu, Self Ordering Kiosk,
Table Management System,
Integrated Billing

BUSINESS OPPORTUNITY
Better Experience, Accurate
Order, Comfortable Ambience
¥
SOLUTION IDEA
Staff Training, Kitchen Display
System, Order Tracking,
Free WiFi, Feedback System

BUSINESS OPPORTUNITY
Value for Money, Clean
Restaurant, Parking Solution
4
SOLUTION IDEA
Standard Portion, Hygiene SOP,
Regular Cleaning Checklist,
Valet Parking Tie-up

B £ @ )

e 5 ' = X
1. OBSERVE 2. IDENTIFY 3. ANALYZE 4. SOLVE 5. VALIDATE 6. BUILD & SCALE |
| ..
y = N
( ) =
- Q -+ BBU -+ ¥ -» = ng P,
#iTif Y Observe T I Problems @1 Identify | = T foreft w22 ¥ Solution W 3 | | BIX T W Test HY Solution &Y Product/
e daily activities, ¥ using 4 TETH « REI AT TR E? | better, faster, ArAFA Service F e 3k
- : : - At A g
environment 3fR (Time, Frustration, . feeft am gkt 22 e | ﬁ Improve 3 T
behavior ® &1 Complaint, Money) « T qEBa/ Time ikl cack Scale Y1
« Interest I H¥
N 23 E_ﬂlfa m %? oS _JI \ S
EXAMPLE: RESTAURANT BUSINESS
1. 7l ot fem i & 2 2. fra esm o 3. v fob e it w 4. 59 fte & fag &
Tad ST Time 77T 87 (=X, Frustration gt &7 forTaa & &2 sarer dar 2a ¥
OBSERVATION OBSERVATION OBSERVATION OBSERVATION
@l &Y Restaurant # FaT Wait, 9R-8R Waiter &1 HEM &, Portion BET &, T Quality Food, Ambience,
& fAeA, Order 37 3flX A1, Order TeTd AT, WiFi Cleanliness T8l &, Hygiene 3f¥ Special Experience
faet A & SareT Time o Tem €1 7 81 - §HH Frustration gt 81 Parking &Y s 81 & forg sarer d &d €1
¥ ¥ ¥ ¥

BUSINESS OPPORTUNITY
Premium Quality, Unique
Experience, Special Services
¥
SOLUTION IDEA
Premium Ingredients, Live Kitchen,
Theme Ambience, Birthday/Anniversary
Packages

& ol

POS T Result B

& 91718 Problems 5 ) ' & Problem & Better Solution & Business Grow 17T 3R
U0 Rt Opportunity &t 1 | l Customers 21 &7 Profit g&7m
@ 31941 Brain Problem Finder 1311, gf4anm 3tmass Solutions & forg Pay &¥ft! j
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Stage 2: Root Cause Analysis

&% Surface Problem Ad &f@T|
Why Technique

3aTedur

Kitchen # 3t st TerdT £2
Fifeh Heat ST8T AgT fieheral |
Heat STgT AT 781 fAeheral?
Ventilation TR g
Ventilation TS &1 §2

Air Flow Design &1 g1

Air Flow &RTS T?

Cooling System =&l &1

&l Product Idea fer Smar g1

Stage 3: Solution Engineering

£—— W SolutionTRASI A AT AFATE R — £
[ FasTER || cHEAPER || EASER |[  BETTER
. Q. N2 * K &
A W & b

|9 §ETT, B o § adt ar I &, 9 AgTd AR FEIferct, SaTer

STeat &l SR aftomH faer a1 far sise & 8 AeIddn a1 warel deg 31
IETET: 30 e &1 ‘ JETEROT: 3100 F g9 arer Femgeon: o gfm & JETEI0T: SATET Accuracy,
AR ITHE|

5 fime 7 gt sty HM ¥50 ¥ 8 S| org ft g5 B TFI

o
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SOLUTION ENGINEERING T Hdvld

91 Solution FFHT Y 7l 3 {717 Tget & Hivg i & qwrae 4 § | v a1 1fEe =iwil 7 35 Value 31

- EXAMPLES
TR At S I AT forman &, QR Menu + Auto Order to Kitchen ° FASTER (STe<h)
R Rt T & forert 7 SR R, i S © EASIER (3mT)
(o]
g AR e g1 | fe fae s e - - EI © BETTER (55 7o)
o uref faeftady, - feeftadt foren
TR, -8R ! + @ CHEAPER (&0 @)
s . el HHITHE, Live Tracking @ FASTER (/)
affe S g UTEe BT AYST A& 9
9,—-~. .. @ BETTER (%R 3rgva)
faferm ok arprsfén | foree & fora, POS System + Auto Reports © EASIER (3maT)
FUAFE AT | 9g § Sis, =7 @ BETTER (78)
AR T At R et @Y T al © FASTER (o)
S o Ao § 1 & e, Inventory Management System o BETTER (ai,—;ﬂa%ga?)
u Jo| TSR m ey e e e @ EASIER (A3 3T)
v=| wie e JOHH BT 81 ﬁ Q @ CHEAPER (T35 37)

\ {‘g,/‘ © wres 1w, e, A 3k rE—d 4 Ao 1 }
‘ 9‘ © S Solution 57 & 7% a1 3fii® Things ¥ G FvaT &, Tt New Value &4 §1 l
ol
-

- © New Value & 39 Solution H Market & Successful ST 21

© @=: dii @ Srer A, VALUE aifee:

Stage 4: MVP (Minimum Viable Product)

MVP &7 Adds ¢ fhdl idea &7 e SicT usable version JaTaT, fS8X 319 real customers
¥ @ T & solution IEdd & T8 AT & AT A8 |

Simple formula:

Idea — Small Version — Real Customer — Feedback — Improve — Scale

@ MVP &7 & 872
ag?raan%ﬁé’rqgrproductamﬁrwﬁ%:

6 FLI FIH — T5 oG @I — Product launch — Customer F&1

MVP approach:

BT version — Seal launch — Customer feedback — R — Y investment s131 [74

“ MVP & 5 Steps
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1. T& Problem ﬂ?ﬁ
X market & solve &TsT T TR AT T |
Example:

Restaurant customers T agT &Y des wait ST ISar g

2. g8 ST Solution AT

{1 app T T TR 61|

qgelr MVP &1 HehT &

QR Menu — Customer Order — WhatsApp/POS — Kitchen

941

3. Real Customers T Test &I
10-50 customers & &37Td |

RS

FIT SHY YT time FAT?
T ordering mg'é?
T 1Y 34 GIERT use FHLa?
sH foIv fohdelT pay &iar?

4, Data ¢@r
&% compliments I $RIET AT |
g

Usage + Repeat Usage + Payment + Feedback

379K 9T aTEdd H STdATeT 3R payment X 3§ &, 4l strong signal g1

5. fi< Improve & Scale I

MVP — Feedback — Better Product — More Customers — Automation — Scale
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Stage 5: Scalability Analysis :

U Afap & T Solution dd I913TI
— ARl —

T I8 Solution

IS Scalability Formula e
3O o (oY
= d@n x SO x =)

Customer Price Retention

el TV Element B UHSEIT [

- f.~
(3, xS/
[ Customer M Price ]

S e @, Wé 17 = Al Value + T R Mg AT,
I SITET Revenue. HfES Profit. ! SR-9R .
® g1 Market ® Market Research ® Great Experience
@ Better Marketing ® Value Based Pricing ® Quality & Trust
@ Easy Access ® Premium/Low Cost Options ® Loyalty Programs
@ Strong Brand @ Cost Control ® Regular Engagement

e &k “3r<sT Solution” &Y,
G)/ “gT 3 SIETAT ST WebA aretl Solution” STSTI

"
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Stage 6: Automation
Business d¥Y 987 ST & ST Owner X 1A T o |
Automate &Y

Marketing

Sales

Customer Support
Billing

Delivery
Follow-up

Automation ¥ Time SdT & 3{X Scale sear &1

Automation T STHY g2

Automation &T #Ada 8% software 3=l FgT &
SR Adeld ¢ VAT System TATAT fGHH TR-GR gle dTelT FIH TFA & $RIY 78T, process &
R T |

A @y Important a1
Automation & F & Igol Process 1311
el AT
I — Software — Automation ¢
TET

Problem — Process — SOP — Training — Technology — Automation —
Monitoring — Scaling

Offline Automation Example :
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OWNER o femr +ft RESTAURANT / SHOP &4 @fei?

DOMINO'’S, McDONALD’S S¥ BRANDS &7 3/t 311

S.N0.| SYSTEM / PROCESS ‘

OPENING
SYSTEM

ORDER
SYSTEM

»

KITCHEN
SYSTEM

N%

INVENTORY
SYSTEM

(¥ ]
&%)
EMPLOYEE

SYSTEM

0@e
G
CUSTOMER
SYSTEM

®

MONEY
SYSTEM

OWNER
DASHBOARD

SYSTEM

(PROCESS + SOP + TECHNOLOGY)

« Staff Attendance

« Cleaning Checklist

+ Equipment Check

+ Raw Material Stock Check
* Opening Report

+ Customer Order = POS
« Kitchen T Auto Order
* Order Status Tracking

+ Bill Auto Generate

« Standard Recipe

+ Fixed Quantity / Portion
« Cooking Time Standard
+ Quality Checklist

« SOP Follow

« Daily Stock Count

* Minimum Stock Level

*+ Low Stock Alert

* Purchase Request

* Supplier & Purchase Record
» Wastage Record

= Attendance

= Shift Schedule

* Role & Responsibility
= Training Checklist

* Performance Report

» Feedback & Reviews

+ Complaint Handling

* Repeat Customer Offers

« WhatsApp / SMS Follow-up
« Loyalty Program

« POS Sales Report

« Cash + UPI Reconciliation
« Daily Expense Entry

= Daily Closing Report

* Manager Accountability

* Sales

* Orders

= Profit / Margin

» Stock

* Wastage

= Cash / UPI

» Staff Attendance

= Customer Complaints

MANAGER
(CONTROL)

RESTAURANT / SHOP AUTOMATION SYSTEM
T AT 2 ' '

EXAMPLE (RESTAURANT)

Manager 498 ABfere &
g & O B verify FaT R
iR App & Opening Report
wafie st g

Customer Order %1 &,
POS # a1 &, Kitchen
Display T Tge &,

Bill 317 39 & &1

W Item &t Recipe Fixed 2,
Quantity Fixed 2, Cooking
Time Fixed &, Quality
Apferee & AR Serve BT |

Stock &9 B € Alert AT 2,
Manager Purchase Request @ATal
2, Wastage Record Bfe £,

Wa PU System ¥ Save Brar &1

& Staff &7 Role Fixed 2,
Shift Schedule &, Training
Checklist 21 &% £ £,
Performance Track gfr &1

Customer Feedback 2T 2,
Complaint Manager & Tr wll &,
Repeat Customer @t Offers Wit &,
Reviews Collect 81 &1

&7 % End W Sales, Cash, UPI,
Expense d Match 8l 2,

P&L Report @t 2,

Manager Accountability Fix Bt 81

Owner Sl 1t &, Mobile 7@

UG 3F THaT &1 Business &t
# Important ST Real-time
Dashboard T fiiefdl €1

SYSTEM &3} g-1d? (STEP-BY-STEP)

e
-~ @ - Q-
A B

STAFF
(EXECUTE)

TOOLS / SYSTEM

+ Checklist App

+ Attendance App

* Google Sheet/
Odoo/RestroApp

* POS System
+ Kitchen Display System
* OR Menu (Optional)

* Recipe Management
* Kitchen Display System
* Quality Checklist

* Inventory Software
(Zoho Inventory,
RestroStock, ete.)

+ Barcode (Optional)

+ Attendance App
+ HRM Software
» Training Checklist

* WhatsApp Business
* CRM / Customer App

* Google Reviews

+ POS Report

* Accounting Software
(Tally / Zoho Beoks)

+ Expense App

« Dashbeard in
RestroApp / Odoo

* Google Data Studio

+ Power Bl (Optional)

CUSTOMER
[HAPPY)

RESULT

= R &
Opening Standard

il

Fast Service
Happy Customer

2

Same Taste
Every Time

No Stock Qut
No Wastage

O
i

Responsible Staff
Better Performance

N

Happy Customer
Repeat Business

No Money Leak
Clear Profit

Business on Mobile
Control from Anywhere

¥ J
@‘ - — 295 — I — Q
©] 3t il
1. PROCESS 2. CHECKLIST 3. STAFF TRAINING 4. TECHNOLOGY 5. MONITORING 6. IMPROVEMENT
Define &7 TG 3 # Role % férg Right Tools & Daily Report & Data & 3AR
(SOP &) Implement ¥ Training & Software smd Review 3¢ Improve &% 7§
RESULT — OWNER ABSENT, BUSINESS PRESENT! ; P
o + +
& /\/l' @ :‘i o= || ream Tecimotooy
/ Al ‘ o . = AUTOMATION
Owner Wt Business System ¥ Customers Profit & Value i =
Time Freedom Scale g1 & Stability ameft 2 Happy &# # e = FREEDOM
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Online Automation Example :

—— BTl Bl AUTOMATE &3 &5 PROCESS ——

T Y ? ' &9 Automate &3 ? Example (Tools/Method) Enic]|
. P |

n ﬂ' . T8 Audience 7% + Social Media @ Schedule &Y {X) Meta Ads + Lead Form @
“‘ : g — -+ Lead Form/Ads Automate &% —p § Buffer / Hootsuite — ‘.’..‘
MARKETING | + Leads Generate &% + Email/SMS Campaign Temf B Mailchi i TAMER Leads
Mailchimp / Sendinblue A
a « CRM # Leads Capture &¥ Y5 HubSpot CRM
,\/ + Leads @1 Qualify 1
.||l >+ Auto Follow-up (Email/sMS) —» ({§) Pipedrive —» .IIl
+ Follow-up & Close %1 su
SALES « Pipeline Stage Track &% 000 Zoho CRM Aas
g Zoho € 31k Predictable 291
a@ + Customer & HaTet + Chatbot @md 0520 ManyChat / Tidio @
e Solve H —* . Auto Reply (FAQs) -+ @ Freshdesk / Zoho Desk =%
CUSTOMER = . 24x7 Support 3T : Happy Customers,
SUPPORT + Ticket System Use &% Q WhatsApp Business = ManialWork
+ Invoice FTT « Auto Invoice Generate &% Razorpay o
« Payment Reminder = « Payment Link 9 - Zoho Invoice = — @
HHG g9,
BILLING + Record Maintain &1 + Reminder Automatically %5 Tally / Vyapar Errors & gt

Shiprocket o
Delhivery - .u

B + Order Process &1 * Order Auto Create 3¢
'O-B « Dispatch & Tracking —» - Delivery Partner Assign @& —b

00y FON

DELIVERY |+ Customer @l Update 3T  » Tracking Auto Send &% Fast Delivery,
g Trackon / Ecom Express Brand Trust 37
a « C -1 « Auto Email/SMS &= Mailchimp / Sendinblue e,
°’ ustomer ¥ 3 & uto Emai 2 51 s
[ e + Repeat Business @H1 — -+ Review/Feedback Automate &% — G Google Review Link — «
i + Feedback @1 “ ; ; - Repeat Sales agifl,
FOLLOW-UP Re-marketing Campaign Ie1d g WA Business + Broadcast Loyal Customers frafi

AUTOMATION & TIME <l ¢ 3R SCALE sgar g1

A
| ) o (/:, P _4
- oy @ - 78 ~— a1
Time &t gerd Manual Work &5 Accuracy T & Profit agaT Business Scale 8T ¢

* SYSTEM 13, AUTOMATE %31, BUSINESS @ NEXT LEVEL W & Siaft!
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Stage 8: Systems Thinking

RICH @1 T PRODUCTS &l €F1d,
SYSTEMS A ¢ |
(?)o1/proBLEM ) [T
¥

( @) 02 SOLUTION ) | S amamewucn
¥

(,ﬁ) 03| SYSTEM ) | mceati mvaam et
3

?

( @D 04 | AUTOMATION ) | &g ™ automate he
¥

\\ System @ g2 T W @ SI37Y

05| SCALING ) | Sremaermtmomgmon

A4

q‘_ = RECURRING
Q 06‘ING[]ME 4

319 System @ TITAR 3R
IR-9R Income M &Tdl 81

FOCUS PRODUCT W g,
[ @ ' SYSTEM W & | A 1

Stage :9 Billionaire Thinking Formula

3R olreT g €
3} & 7"
g 3R AT g §

"ﬁaﬁa—%ﬁaé’rwgﬁana:ﬁvaﬁmmé?"

Scientific Money Equation

Money = Value x Trust x Scale x Consistency

v

STer

e Value = 3T9ehT Solution Quality
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o Trust = &7 319 W fohdelT HUAT A &
o Scale = sl W9 I TgId &
e Consistency = fhdel THT I AR Value & &

e o181 O fondll Teh T AT a2 &, ol 31T &Y S99 L &1 Hebell ©|

Step Daily Problem Solver Routine

gfafeed FH T FH 10 GAEAT Al |

g3 THEAT HY Pain Score |

Sedale 3R IR & W % gaaTe gaTens &1 § |
HH T FHA 5 THTTAT ATgeh! F T |

FSY 937 Root Cause IgdTT |

T BT Prototype Ir MVP 1T |

arEdfdsh 3UANTHar3it & Feedback o |
FHATETS T U |

. ok e Y|

0. ¥ 31X Automation ST Scale |

= © 0rN o O1 G JOl D=

I1e 3@ A9 F{geid

THEIT TS ell 931, TR 3clell 97|

37T ¥ 81, Validation @ Business Se7clT ¢

Perfect Selal T T TlaY & ST SToal Test AT 9T ¢

9T Product T #1gT, Value Creation T f&elar g1

oIy 1Ay T Wealth & fIT SITAR W@=AT, FERAT 3R Scale AT 3TGLTH &

Scientific KPl Management System (SKMS)

3R Tl 93 fosTa1d &t aaTfeeh (Scientific) dTeh & Helof el &, Al 3TT TaH ATFALMTelr
&TcH KPI (Key Performance Indicators) 81T g

KPI &T #FTE g
" ST AT ST Hehell 8, FET R ST Febell 51"
93 fIoI hadl AgaId A =Tg1, Sfeh sel (Data), Metrics 3iX Decision Science & Iald &1
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KPI Pyramid

Ll
M

VISION

— |
=)

OBJECTIVES |

- + >
:/i:)i \
KPls
_'\

e — +

DAILY TASKS

¥ o

ACTIONS

gX Daily Action fR&Y KPI & SIsT g1TT =1fg |

Business & 8 Scientific KPI Areas

1 Revenue KPI

Revenue KPI 1= 08 numbers fSa1® 9dr IreiaT & f& business fordar SaT sam w8 3k
revenue f»d f&2m & ST w@TE|

Important Revenue KPls:

Total Revenue — el fSshl/aaTs

Revenue Growth — Revenue fdel dol A S @I

Average Order Value (AOV) — Te customer/order ¥ average fohdeir 44T
Customer Lifetime Value (LTV) — T customer & C|3' relationship # fardl=TT revenue
Recurring Revenue (MRR/ARR) — & #FgIai/&Tel 3TeT dTell revenue

Retention — féhdsl customers arqq 3T &

Simple Formula:

Revenue = Customers x Average Price x Purchase Frequency

3R ¢ W
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Sales @ & T 39 fordar S|
Revenue KPI ST g f& business #I earning fardslt Hsigd 31K sustainable
gl

2 Profit KPI

Profit KPI & numbers g ST SdTd & [ business 318dl & fohd=T profit H#T ET & |

Gross Profit — Revenue — Product/Service Cost

Net Profit — T3fl expenses Aot & s1e @ 44T
Profit Margin — Revenue # profit &T %

Cost per Customer — T& customer 9Tl & fohdar @
Operating Cost — Business dellel &1 Dol T

Simple Formula:

Profit = Revenue — Total Costs

Revenue 3T 21T 376 9Td &, offeheT 37Tell dlehd dd & 519 Revenue & 41
Profit 3 5|

3 Customer KPI

Customer KPI %& numbers g SiT SclTdl & f& customers féheial &, foheal ger g 3R fohcett a0
aqmad A &

Customer Acquisition — 5T customers fohdel 3T

Retention Rate — fhdel customers arqd 3T

Repeat Purchase Rate — fohdal customers ¥ GIaRT WGr

Customer Lifetime Value (LTV) — T customer & el expected revenue
Customer Satisfaction — customers fhdel satisfied &

Churn Rate — f&dsl customers BIgeT Tl ITT

Simple Formula:

Customer Growth = New Customers + Returning Customers — Lost Customers

8% ST customers ST ST BT §; 37 business H customers argyg &Y 3ma
gl

206



4 Marketing KPI

Marketing KP1 08 numbers & SiT ST & foh 3T9ehT marketing fohdel customers &7 3§! § 31X
fhdei effective &1

Reach — fohdel S1alt deh 39T message Cl’erilT

Leads — fahdel potential customers et

Conversion Rate — fohdsl leads customers et

CAC — T customer 9Tl & cost

ROAS — Advertising I @I fhT 1 & fhd=T revenue 31T
Engagement Rate — &13T content/ads & HT fohdeTT interact T I &

Simple Formula:
Marketing ROI = (Marketing & f&<T Profit - Marketing Cost) + Marketing Cost

Marketing &T goal &% views 3iR followers =1gT, Sfoa profitable customers
AT B

5 Sales KPI

Sales KPI U numbers g SiT §dTd & [oh 37T9hT sales team fohdsir effectively revenue
generate 3 Y &

Total Sales — el fohceir fashr E’é

Conversion Rate — fada¥ leads customers &

Average Order Value (AOV) — T order @I average value
Sales Growth — sales frdel 9¢ W g

Close Rate — fohdel deals successfully close g

Sales Cycle — customer FY TAG o FhclalT THT oM

Simple Formula:
Sales = Customers x Average Order Value

Sales KPI & goal &: SITGT customers + SITET conversion + SATGT order
value = SIIcT revenue.

6 Operations KPI

Operations KPI T3 numbers & Sit §1dTd ¢ fob business T daily 1 fohdsir efficiency 31
consistency & I JET &1
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Productivity — Staff fohcdelT T X WT &

Order Fulfillment Time — Order QX & # fehclall AT T
Error Rate — fd=Y ararfaar g5

Wastage — =T material waste 31

Inventory Turnover — Stock Rrd=iT ot & s WwT ¥
On-Time Delivery — f&d=l orders HHJ W deliver §T

Simple Formula:
Operational Efficiency = Output + Time/Resources

Operations KPI T goal %.": % H time + H cost + A errors + consistent
quality.

7 Employee KPI

Employee KPI ¥& numbers & SiT §dTd ¢ T employees fhd=T productive, efficient 3
consistent STH T ¢ &

Productivity — Employee fohdsiT output & T&T &

Attendance — THI WX 39TEA &1 AT %

Task Completion — fohclel tasks HHY 9T X §T

Quality Score — &1 FI quality T & >

Error Rate — fohiY refaal T ET &

Employee Retention — fohdsl employees o/ THT deh Ch W& &

Simple Formula:
Employee Productivity = Output + Working Hours

Employee KPI &l goal &: HEY cafeFd + HEY 1 + TgI AT + consistent
performance.

8 Innovation KPI

Innovation KPI & numbers & St 51 & f& business &3 ideas, products 31X
improvements &I fohdsil doil & test 31X implement X ET &

e New Ideas — fohdl AT ideas 3T
e Experiments — fhdel ideas test fohT aT@
e Success Rate — fohde experiments THel §'(f
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e New Product Revenue — AT products & fohdsT revenue 3T
e Time to Market — idea &I market & &Tet 3 fohdeIT THT oM
e Improvement Rate — processes/products # fehclell R g3m

Simple Formula:
Innovation Success = Tested Ideas X Success Rate

Innovation KPI &T goal §: SITGT experiments — Sieq! learning — SgdX
solutions — =TS growth.

Scientific Meeting System

Right Meeting - Right People - Right Agenda - Right Decisions - Right Results

=

U . ‘/ gy | i I |
g?%;’a | WEEKLY ‘ MONTHLY

FINANCIAL REVIEW
$
all | oF

TEAM REVIEW STRATEGY REVIEW

| KPI REVIEW @ | PROCESS REVIEW

Q el o1 g31T? L’l)l KPI Review i e Financial Review
Problems Process Review
@ TS <RT AT 82 0 S @
3 Solutions };!. Team Review

A BH-HY qTE 87 T

W | Next Week Plan g Strategy Review

{ \. I J
\ L v \ o

@ REGULAR ¢ STRUCTURED ¢ DATA DRIVEN ¢ RESULT ORIENTED —’ £l BETTER DECISIONS - BETTER RESULTS

Daily (15 f&=c)
o ol T E3?
o 3Tl T T 87
PiA-Y STEIT §2
Weekly

o KPI Review
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Problems
Solutions
Next Week Plan

Monthly

Financial Review
Process Review
Team Review

Strategy Review

KPI &3] 3 & fT 3u1ef get

Spreadsheet (Excel/Google Sheets) — KPI &fahar 31T Raiféar

Business Intelligence Dashboard — 3@ Power Bl AT Tableau, STgT 3t KPI Tah gr
EhisT I ¢W ST Fehdd & |

ERP/CRM ¥ — fshT, swdedl, aMmgeh 3R e ST &l vehihd Fiveh RIel-21g# KPI
aTe X o

Level 1 - Sales Control

Sales Control FT #dds & Sales Process & measure, monitor 3T improve &=, difeh
S3TET leads T customers & convert AT ST Hah 3R sales predictable det|

ATy At

fhdeil Leads 31T & &2
fohdeiT Leads & 9T 857
fraeT Follow-ups gT?
f3deT Customers o172
Conversion Rate fardeT 72
fehaell Revenue g‘é’?

ST BT

Sales Control — Data — Problem YgdTelsil — YR — 1T Conversion — STCT
Revenue

3ETEuT:
379X 100 Leads & f@% 5 Customers 57 3¢ &, df Sales Control ﬁ T ST3TAT ST HehT & o
problem Lead Quality, Sales Pitch, Follow-up 3T Pricing H g £
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Level 2- Customer Control

Customer Control &l HAded customers 3l control 1T Agl, Sfeh customer journey 31X

relationship &I systematically manage 3T g1

Customer Data — Customer &I basic information 31X purchase history
Feedback — Customer &7 GHE/sTTIEE T &

Follow-up — Customer &I IHT TR GIaRT contact =T

Retention — Customer &l arqd &A1

Complaint Management — Problems STecl solve el

Loyalty — Repeat customers 3iX loyal buyers s&=T

Simple Formula:

Customer Control = Data + Communication + Service + Retention

Goal: Customer &l THST — dgX service & — relationship §TT T@I — repeat
business SGr31T

Level 3- Operations Control

Operations Control &T #Ada & business & daily &1 &I standard process, monitoring

3R accountability & control FAT|

SOP — &Y &IH el &l fixed AT

Checklist — FIS S step miss o &

Quality Control — Product/service T quality maintain &=T
Inventory Control — Stock 3{X wastage X sToik

Time Control — SIH HHI T T glel

Daily Reports — Sales, errors, expenses 3{X performance track &3=T

Simple Formula:
Operations Control = SOP + Monitoring + Reports + Corrective Action

Goal: &h#H errors + &H wastage + consistent quality + smooth operations.

Level 4- Employee Control

Employee Control T #Fdee employees @I micromanage e o1gl, dTe clear roles,
SOPs, targets 3iR performance tracking & team %I manage #=T &
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Role Clarity — fr&eh! &1 [SFAeRT &

Attendance — i g HIH W §

Task Tracking — IH FHT T 3T AT Ter
Performance KPI — Productivity 3iX quality
Training — Skills 3iR SOP training

Accountability — Telcil/target FI THFEAGRT I glell

Simple Formula:

Employee Control = Role + SOP + KPI + Accountability

Goal: Hg! ITFd + TeT f=AeHT + &I performance = S§aX team.

Level 5- KPI Dashboard

All Important Numbers » One Screen e Clear View e Better Decisions

TOTAL REVENUE TOTAL PROFIT TOTAL CUSTOMERS =8 TOTAL LEADS TOTAL ORDERS ACTIVE EMPLOYEES
P
e
6 ¥12,45,000 @ ¥2,48,000 @ 1,824 ‘ | 3,256 9 1,256 9 48
\ 4
vs Yesterday vs Yesterday vs Yesterday 5 vs Yesterday vs Yesterday vs Yesterday
+12.5% *9.8% 4+ 8.3% + 15.2% 2 10.7% M 2.1%
- o 000
& REVENUE %il PROFIT am» CUSTOMERS
¥12,45,000 Revenue Trend (This Month) % 2,48,000 Profit Trend (This Month) MW utons Customer Split
This Month 20K This Month 5K 1,256
15K 4K ﬁ % @ New
¥ 11,06,000 ¥2,26,000 K 101 1,256 (68.8%)
Last Month s Lazdkonth x Returning Customers 1,824
o 568 Total @ Returning
1K
12.5% +9.8% 568 (31.2%)
0 o 167%
Growth 1 8 15 22 30 Growth 1 8 15 22 30
& MARKETING 'V SALES {C OPERATIONS
Total Leads Leads vs Conversion Total Orders Orders Trend s
3,256 ® % 1956 i A m @
+15.2% 0 ’_/M‘\/_—. i) 210.7% #0 f\/\/ w
GonvecserEateRRR R aversgeorervave % ‘/\/\/ Error Rate Wastage Avg Delivery Time
onversion Rate verage Order Value o, o, -
250 5% 2.4% 3.1% 28 mins
12.6% 2990 s 7 ¢ - =
s i i M BT el et R e 5 v 0.6% v 0.8% v 5.2%
Leads -#- Conversion Rate 1 8 15 22 30 vs Last Month vs Last Month vs Last Month
a EMPLOYEES Attendance Overview Employee Status
Attendance Rate Productivity Score 95% 97% 96% Sis 97% 96% 98% ® Present
96.2% 87.5% = 4959%
e b = P
vs Last Month vs Last Manth
Mon Tue Wed Thu Fri Sat Sun

@ Track Numbers Daily

= Find Problems Early — Take Action Fast — Grow Business Consistently

KPI Dashboard T& 04T single screen/report § ST8T business & important numbers Teh
ST9Tg fe@rs 2 &, d1fer owner STedy THST I fh business $HaT el T &

SHH 7 [&@ Gehar g2

e § Revenue — fFdel FATS

e ./ Profit — fordsT profit

212



990 Customers — =T 3T returning customers
s Marketing — Leads & Conversion
“/ Sales — Orders & Sales
J- Operations — Errors, Wastage, Delivery Time
™ Employees — Attendance & Productivity

Simple Formula:
Data — Dashboard — Problem Identify — Action — Improvement

Goal: Owner &1 &Y BIEI detail B #I ST o T5—Dashboard ST il TaTl
T ST f&F business 3 AT TEY 31 AT 770 IT TET &

Level 6- Risk Control

Risk Control T Hceldl & business # 371 dTel possible F{edTeT 3R problems T Tgel
qgdletell, Udhell IR manage AT

Financial Risk — Cash flow, fraud, unexpected expenses
Operational Risk — Machine failure, stock shortage, process errors
Employee Risk — Staff absence, mistakes, dependency
Customer Risk — Complaints, refunds, poor reviews

Legal/Safety Risk — Rules, licenses, safety compliance

Backup Plan — Emergency # alternative system/process

Simple Formula:
Risk Control = Identify — Prevent — Monitor — Backup — Recover
Goal: Problem 3ol &I SR Hc hI—Igel ¥ system A3 cifeh sfehdlel e
gl
Level 7- Feedback Loop

Feedback Loop T #dae § customer, employee 3iR business data & S9TdR AT 3R
system &I improve F=T]

Simple Process:
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Feedback — Analyze — Improve — Test — Feedback — Repeat

Customer Feedback — T 9He/ATqHS §?
Employee Feedback — &ia-&T process ﬂ% g7
Data — &gT errors, complaints a1 delays 872
Improvement — Problem & 3TUR TR dgolld
Retest — S¢olTd ¥ result 9gd¥ g3 er?

Example:

Restaurant & customers &gd & “Order 37Ta¥ & Sgl time T g1”

—> SROT Il T
— Kitchen process sgar
— T waiting time measure &3T

— result SgaX g dl AT SOP =T &T |
Goal: Business &I Ueh IR SsiTeh BISAT Agl, dieh gX cycle F Sgax il g

Level 8 - Automation Control
T8l 99 &1, Manual &1 geTv|
Automate &

Billing

Invoicing

Inventory

CRM

Email Follow-up

Reports

Payroll

Customer Support (Al Chatbots)
Task Reminders

Automation ¥ ITIfaT e gidT & 31 Thel ST 3T 8iaT &

Market Science

Y gl TEr Market IeTeT 81T & |
Formula

Sales = Market x Offer x Trust

319R Market 31T g dT Sales &t 8T s¢afT|
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Research &Y

e Customer &I §?
e 3THT Income fha=T §?

e i EY Problem &7

e Pain fraar ssT®?

o 373 Solution ¥ of ET g2

Customer Psychology

Customer Psychology T #AddE § THSTAT T customer F3T WIGAT &, AT ATgdT § 3R fha

3ol ¥ decision JaT &1

Need — Customer &I I¥dd & T ATGT?

Pain Point — 33 & problem & 92I=T &2

Desire — dg &7 9ga dIgdl &7

Trust — dg g business I FAT HIAT &2

Price Perception — 3¥ price fahdT valuable &3TT &2

Buying Trigger — hlsI-8! TIeT 38 purchase #at & oIt IRT AT 82

Simple Formula:

Need + Trust + Value + Emotion — Buying Decision

Example:
Restaurant & customer fA% “Pizza” g @l
g8 TIIG, IhdT &

Taste + Convenience + Speed + Experience + Trust

Goal: Customer @I manipulate FT 8T, Sfed 3THT S 3R expectations
THSTH S value ST &

Trust Building
Trust ST & d{ish

Reviews
Testimonials
Case Studies
Demo

Free Trial
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e Guarantees
e Expert Authority

SPIN Selling

Customer @I Problem ®Hgil, Impact §H=13M, Solution @t Value f&@rait|

0. 6. 0. O

SITUATION PROBLEM IMPLICATION NEED-PAYOFF
3nft customer I B 39 problem 3 3FR problem solve
ot feufa Fm &7 problem 37 ¥t &2 & 5y &

.9 UG 112
=

& manual entry 3%
Excel sheet & manage

@ 2 amdinventory
@R 8 manage Fd 87 "

e §1
n o Stock track #RA ﬁ: E‘;‘::W‘ﬁ ;t::k
bl 2 miss
RE A il data update &t g
@4l stock-out ¥ sales
. S99 wastage a1
-out faAT 5 Tedt et & 3 it
n II I stocksput EITE? extra stock & wastage €T &1

agd useful ! Time T3,
accuracy I3t R profit +ft
improve gHTT|

TR system automatically
(d’ stock track B dl 3MqE  »

forg a1 useful gFmr?

GOAL

Customer &t : Impact ; .2\ Solution B Trosta@al,
@ Problem |#git THSA Value f2@msi = msﬂ?ngs-:rm:s;:mnshlp
es

SPIN Selling Ts sales questioning framework g, fS8& 379 customer & THSTHT 3TT

problem 3R SR & 37ER solution present X & |
SPIN = 4 Y & Questions

S — Situation — 373 customer &1 Tufa FaT §?

[ ]

e P — Problem — 33 &i-HT problem 31T W& 87

e | —Implication — 3H problem ¥ T 4T &I TET &2

e N — Need-Payoff — 379X problem solve g SITT df &7 BIIGT T2
Z= Example
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S: 3781 31 inventory ¥ manage Hd &7

P: Stock track &%el & problem gt 72

I: 8¢ wastage 3IT stock-out fohdeT gIdT 872

N: 39K system automatically stock track &< df 3iTqe fIT fehd=T useful gram?

Goal: @Y product ST & ST customer T problem THST — impact
HHST3T — solution FT value f&@T3M|

SPIN & @& &1 Psychology

Curiosity Activation
Problem Awareness
Emotional Engagement
Loss Aversion
Cognitive Commitment
Self-Persuasion
Decision Confidence

Nooabhowh=

TEY 5 G o fAUTT el T HHTGAT b HAG e & |

Lead - Conversion - Sales

Lead Generation &l Brain Science

ST g T Advertisement ST &, T 3HehT TGHTIT 3 2T ISl & |

1. Attention
e Attention 1T AT ar Lead @cH|

2. Interest

3. Desire
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ST 3cYool hial "

4. Action

" AT 3T Tgse R A1feu|

Action 3THTA doATST
379 el Y
Demo Book &Y

Free Trial & &Y
WhatsApp T e Y

€T CTA (Call To Action) ST HIAT g |

AIDA Fr FATT 31T AT

AIDA 3913l ATSeT B, alfeheT Ig &Y @g 0T &l g e 781 FHSAAT| TefoAes ATgeh e
s I R Yl 8, Jolell 3 &, Reviews Ted & AR O oot aa & ﬁﬁUAIDAaﬁTrust
Building, Follow-up, Customer Experience 3{X Data Analysis & &7 SSa1T 3718 TeTdT giar
gl

Lead Generation Science Framework (LGSF)

Stage 1 : Customer Psychology
Brain &3 Decision oldrg?
HIAT ATEASH cleT AT H T HcAT 6|

1. Survival Brain

ArIar g

EEER
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i 3mehT Offer S<78 & R I Improve AT & A Lead STedy fAerdr 1

2. Emotional Brain

1T Logic ¥ =Tg,
Emotion & TG & |

Emotion

Fear
Greed
Love
Status
Success
Comfort

3. Logical Brain

d1¢ 7 Reason @ieidT g1
safaT

Emotion — Decision

Logic — Justification

Stage 3 : ICP (Ideal Customer Profile)
ICP ST #Fd § 39 business o folT T&& T 31X valuable customer &I §, ST clear

definition |
ICP H T SW?

Who — Customer &isT §?

Need — 38 &id-4T problem g?

Budget — fhdelT T@T HT TehdlT 872

Buying Behavior — &3 3iX &a @liear &2
Location/Market — &gl HIS[g &7?

Value — 379 solution ¥ 38 ford=T ®IIeT 81972

Example

379 379 Restaurant Automation System S &:

219



X ‘& O3 restaurants i target YT

{74 “5-20 tables aTel growing restaurants, STgr owner 3731 $i daily operations # heavily

involved & 3iIX ordering/inventory manually manage #{dr &1”

Customer Pain Mapping

FINANCIAL PAIN

® Sales®H g
® Profit 98! 9¢ &1

® Cash Flow &I IH&1 . ano

aﬂ:ﬂqg?ﬂ% 19 319 Customer & < &1 TgE ¥ THA &,
@t 39 TE Solution 3R Value provide & THd &1

/ Goal: Customer &I & Impact B3 Solution HY
@ & = Value fensit

g @hel Lead Generation System T 2[&37Tl Customer I HHEIT & glcll & |

afe &¢ (Pain) w81 &, Al @ieT (Search) 3t s1gT graf|

Pain Categories

Financial Pain

e Sales®HHAZ

e Profit AgT §¢ @
e Cash Flow &I gAY

EMOTIONAL PAIN

® Confidence &4
® Failure 1Y

SOCIAL PAIN @
® Competition 3T
e

Long-term Relationship &3
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Time Pain

o THAIMIG

o T HHYE FLATISATE

Emotional Pain

e Stress
e Confidence &H
e Failure &1 sY

Social Pain

e Competition 33T [derer aram
e Brand &I 9gdTd A8l &

Customer Segmentation

Tt Leads &I Uah & dish & Follow-up 8! =TT d1fe Tl
3¢ 3TelIT-37e19T Segment &Y

New Leads

Returning Leads
Existing Customers
High-Value Customers
Referral Customers

& Segment & fIT 316191 Email, Offer 3iR Follow-up Strategy &l<ir =2 T|

Common Mistakes

2 T A Y Target FEAT|

X Fae Age 3R Gender @& Marketing F=AT|
Y Customer T Problems 9 Research sT &sT|

X Follow-up Strategy & ST
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> Lead Scoring =T &3]

The Science of Conversion

VISITOR CUSTOMER REPEAT BRAND
CUSTOMER ADVOCATE
2 ) —

=

\‘/ @ /i\
e

]
bo)
be
™
o
BRa
be)

)
-

»
be
»

Be

be

p 5
Pe

Brain Science

SIS 3Tgeh 3T9ehT Product SEIT 8, 38Rl HETSH 5 T I&TT &
7 Ig A TAT 2

(Targeting)

T TE T &2

(Trust)

HIT ST A JATAT gl g2
(Value)

T Ig GRIaTT 82

(Risk)

37efr &/t @lG?

(Urgency)
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fe; g7 At &7 3w "8I §, AT Conversion &1 HHTGT SE §¢ SIc ¢

Conversion JgTsl & 8 33T AgHid

1. @&! Targeting
ITId Audience = &hH Conversion

el Audience = 31T Conversion

2. Problem-Solution Fit

3T Product 8T @led |

3 FHETENT @l & |

ITeAd - g9 Water Bottle ST §1"

TEY - IE Bottle GTedT Y 24 T ST 3@ &1

3. Trust Signals
Trust ST & d{s

Reviews

Testimonials

Ratings

Before-After Results
Money Back Guarantee
Secure Payment

Brand Identity

4. Cognitive Ease

Ife; Offer THSTT H HfdT & ar Conversion a g3 |
safew

e Simple Language
e Simple Design
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o C(Clear CTA
e &H Aheu

5. Scarcity
Ife A= Limited &1

dr Brain STedr 0T orar B
3ETER0T

e Only 20 Left
e Offer Ends Tonight

6. Social Proof

I 10,000 et TlE T §

aY 7T I o TS ATy FIar B

7. Risk Reversal
ITgeh HI 3T hA |
S

e 7 Days Return
e Money Back
e Free Trial

8. Clear CTA (Call to Action)

A/B Testing

&l 3TeT91-37e19T Version ST
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Version A

Red Button

Version B

Green Button

T 2 fopge 3178 Conversion &1

ST & YR W 0T of, 31e]ATeT & 3MUR W 78T |

d<ifeieh Conversion Framework (SCOPE)

SCOPE FRAMEWORK

+ 5 STEPS TO HIGH CONVERSION -

SELECT CREATE PERSUADE WITH EVALUATE &
AUDIENCE TRUST PSYCHOLOGY EXPERIMENT
i mew g Rreqerfaa a1 . MIGHTHSD 3R difdw 2T A, A/B 2R B

21 TR TR yifaa B 3R AR IR H |

@) e O @ [43

(D) (anfas)

® *hd gl LT—] a CONER CINER
& N o —
£ 4 v A B

eo® [l s
u ErEnTa 64% 36%

wEé Audience TR I Trust §99 R €t 7186 Value Clear g at Emotion + Logic &T @&t Data % 3memR 2 Rvfg

Marketing Effort @t fgem 3Tkt e g § 3R g Bl o 1 adt e Decision & 7 o 3R TR Conversion
F a1 Mg I forg wdt &1 Heg BT § | AT
A A

----- - @ CONTINUOUS IMPROVEMENT LOOP R -

# TR 3T ShAdeh FSIT €
SCOPE Framework

e S- Select Audience: gl ATgeh el |
e C - Create Trust: [A2a@=Idar §TT|
O — Offer Value: THTIT &7 TUSC HATHTT ¢ |
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e P - Persuade with Psychology: #TddTcae 3R dTfcher glail TR TR TSITad Y|
e E - Evaluate & Experiment: ¢ AT, A/B 3¥ & 3N ol FUR Y|

Trust (fa2ara)

o PROFESSIONAL WEBSITE e CLEAR CONTACT INFORMATION

TRUST e ® +9198765 43210 v
9 hello@yourbusiness.com "é

o 123, Business Park,
o New Delhi, India - 110001

@ TRANSPARENT POLICIES

* Return Policy
* Refund Policy
* Privacy Policy

* Terms & Conditions

o SECURE PAYMENT

5 A "
@) seroRe / AFTER RESULTS 8 Sst secure
/ . o e PCIDSS
a‘ COMPLIANT
G
= - M 100% SAFE
" AFTER _ PAYMENT

Q o A, A g N | g R, a Rl aae |

g7 Trust 761 &, ol TohT oTgT g1af|
Trust g1 aTe dea:

Professional Website
Real Reviews
Testimonials

Before/After Results
Clear Contact Information

Transparent Policies

Secure Payment
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3. Value Perception

Mg Product g1 @{IgdT, fes Perceived Value W{iGdr g1
3CTEXTT:

Teh I500 T 1At T Sidel FHgaN o197 Hehell 5|
GIEGRICERIRIRCILE

® 24 g T 21 @l |
® KT Frgl

® 5 YTl deh I Thal &

ar agr Hraa 3T o g B

Value Equation
Perceived Value = Benefits — Costs
gl Costs shadl UAT 78T &1
o1 A &
® Price
® Time
® Effort
® Risk

@® |[earning Curve

fSder 3178 Benefits 31X fSde & Costs, 3dsiT 3178 faehr|

4. Urgency
e, AMgeh A
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"d1G H TG efem|”
ar Conversion % STdT &1

sqforw 3fd 3R aredfas Urgency 393197 T SiTcl &

® Limited Stock
® Limited Time Offer
® Seasonal Discount

® Early Bird Bonus

€21 3W: HFA (Fake) Urgency & THT H Trust T ST Tg T Hehell ¢

5. Simplicity

Brain Tl TSIl &bl STedT T HdTl o

31=& Landing Page & faQiward:

Teh TIgse Headline
Ueh &g Offer
Teh CTA Button

%H Form Fields

3ITHTeT HATIT

6. Ability to Pay
g TWCT ATEAT &, oAfehe] FIT I8 WG Tehll &7

Conversion S&lel & 391

® EMmI

® COoD
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@® |nstallments
® Entry-Level Plan

® Trial Version

Conversion Optimization (CRO)

e Conversion & &, Al Sa1 fag3iT & alyeTor i

Headline

Offer

Pricing

CTA (Call to Action)
Landing Page Design
Form Length
Testimonials

Product Demo
Checkout Process
Follow-up Speed

A/B Testing GaRT Teh-Ueh dcd dGeleh] IRUTH AT |

Scientific Objection Handling
IMgeh HFAX 37 HRUT A 8T W
HEIM & ‘

3780 ST TR |

HIET 6T &

d1e H ¢&|

agel ferdl 3R & g

A 781 ¢

&Y 39 & fAT ggel ¥ 3aR IR W |

CRO (Conversion Rate Optimization)

Conversion g & fIT SRTTAR 9{18T0T

HeIdT-3eldT Headline
3TeldT-37e149T Images/Videos
3fefdT-37e1dT CTA

3 eTdT-3eldT Offer
3TeTdT-3TeldT Price
3TeldT-3TeldT Landing Page

o 0abhwhN=~
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7. 3eldT-3Telel Audience
8. 3TeldT-37eldT Follow-up Sequence

Y SGaTd T ST { ATY, AT § 781 |

Conversion Equation for Business Growth
Revenue = Traffic x Conversion Rate x Average Order Value x Repeat Purchase Rate
g&h! 319 § fob TaSTa ohl 3T Felet o TR HET e &

1. 317¥ I ¢fthes T

2. Conversion Rate dal=T|

3. ufa 37T 3t fSshr (AOV) Serer|

4. ITEHT I SERT TEA & foIw ARG =T

Sales Foundation Science

(o) o ® ©

STAGE 4
HUMAN BUYING CONSUMER NEUROSCIENCE CUSTOMER

PSYCHOLOGY BEHAVIOUR SCIENCE OF SALES RESEARCH SYSTEM
P
@ , i : L) 53
. / AWARENESS "x d IDENTIFY
" NEED = - & B TaiTioh = PROBLEMS
. < o 9 @ i L “ CAPTURE :;?l “/ é\]
i 'C. LOYALTY ; E " CONSIDERATION ¥ <. \_7 /
24 . o (@) moma e
@‘ & @ () s (@&
TRUST PURCHASE COMPARISON
ANALYZE
DATA
TEs P WA &, e A B A 3R fmm &3 S T R, ( / w@ v, v |
@ T TEYT B & '.| Zﬁmﬁﬁzﬁﬂﬂ @ @ @ o fofa @t ‘ ’ T B 3R I STt
3R Fofg & E I FRa €| @ |

T HaTgd i = TAIAR fasht + det 3afe &1 aEs dae + Ta9™ B gy Ill
a

Stage 1 : Human Buying Psychology
9T T T 82

Emotional Brain
Logical Brain
Fear
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e Desire
e Social Status
e Survival Psychology

Stage 2 : Consumer Behaviour Science

Customer Decision Journey
Awareness

Interest

Consideration

Purchase

Loyalty

Advocacy

Stage 3 : Neuroscience of Sales

Dopamine
Oxytocin
Cortisol

Reward System
Trust Hormones
Buying Triggers

Stage 4 : Customer Research System

ICP (Ideal Customer Profile)
Buyer Persona

Market Segmentation
Customer Mapping

Sales & Brain Science

SIS ATgeh TSR T &, O 3T GATIT e TR T I T g

1. Reptilian Brain (Survival)
& IOl 6—

e T Ig Safe §?
o T SHY FT BIICT gIoTT?
o FIT3TH Risk Hd 872

SHTAIT Sales # Guarantee, Proof 31X Security #gcaquT £

2. Emotional Brain (Limbic System)
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Ig HEH AT 6—

TS ST 9T @I 872 |
e FITH H Brand TR #RIAT Y Hehcll &7
F7 308 F [Sigalt sgax grefr?

ST 90-95% WIERY & fAUTT H1a=A13it & wanfad g &, 31K a1 & M9r 3¢ IF J T& &
gl

3. Rational Brain (Neocortex)
319 Igh T[T §—

e Price fpda g7
e Features FIT§?
ROI &7 87

I FRUT § T g8 Emotion 31X Trust ST, T Logic =T 378 YT 8l &1
Sales Neuroscience (fGHTIT F& TGet T AU oIl §7?)

HTd HiETSh H €T &l 8, Bf o 8, g7 Bl @ iR Fofa A g e

ACTION

@ e 7, o7 3 e &5 R AR /'\} T T B A 0 AT fiota e
gt Al R e g | ST ATEaT & | &_/ B FATE | J F BATE |

@ Strong Headline ® Relevant Information ® Value Visualization ® Clear Call to Action

@ Visual Impact ® Benefits GG © S JoIT ® 3 wftkar

@ Curiosity Trigger ® FErt 3R eI ® el (Before - After) @ Risk Free (TR, Re )

® THE & ugaH o faamg fAnfor ® Limited Time / Scarcity o @fa aiemm & faar

S TR AR — SRS — sEriaat — vk @

Golden Rules of Scientific Business Control
1. S AT 8T ST v, 3 THEY 91 & AT a1 it glar g

2. ToY0Ta AT 37 3R T2 9% AR o, AT 9T e |
3. KPI%#H I, olfehet G KPI T |
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Root Cause & &Y, shdol SI&TuT TaT|

g 9fshaT &T SOP §=TU |

Dashboard 9fafesT &&|

. fAafAT Review Y 3R R &9 Y|

Automation T 3T Xk GHI R Tt A |

Feedback &I &IeTdR Improvement & e

0. fA=T (Control) T 3iTAH 3662 Micro-management s7g1, st Predictable,
Repeatable 3{¥ Scalable Growth ST &1

e dA=ATTeleh [HAIAAUT YOI BIC STTHTT A olehl I3 3ETH cIeh of[9] i ST Hehell & 3N
STT-3TTRA fA0TY, SgeR HaTerl TuUT TR 3 & T U HsTed TR Yeld i &

S ©xoNo o b

A : )
faea-E{Tr Sales 1 Hor AT I8 &
HET AE (Right Customer) + TET THEAT (Right Problem) + TEY AT (Right

Solution) + H&T HHI (Right Timing) + AT fa2am¥ (Trust) + e Follow-up +
gtT}lTﬂTﬁ?rg%ﬂT (Continuous Improvement) = Predictable Sales Growth
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AT 8 AT TAhI hl
ICEIG]

The Science of Personal Growth

MINDSET

Believe — Think —+ Grow

The Science of

PERSONAL
GROWTH

KNOWLEDGE
Learn Continuousl ly

~¢  DISCIPLINE
Small Habits,

= Big Results
™
¢ F A5 HEALTH
- 2% Strong Body,
e \ r:% Strong Mind
-
; : FOCUS
\ 4 Eliminate Distractions,
. ¢ /‘% / Master Priorities
A GROWTH
/I 1 | | Evolve, Adapt,
A NREN Become Better Daily
Personal Growth (eTfFceT [aehRT) shadl YOG [aaRT AT Afeaere T ATH =18l ¢ | T§

ATETSH (Brain), a1 dF (Nervous System), gT#fT (Hormones), SIa@gR (Behavior), 3Tgar
(Habits) 3R 93TaR0T (Environment) 3 g1t aTel datTiaieh URAcTsT ST UTshaT & | ST9 3119 o9
% el T §, 9= SFaeR H GUR d & 3R dgek A0 o §, T 39hT HiETSh T
JEoldT & | ST &THAT h Neuroplasticity &gl SITdT &1

Scientific Definition:

SATFITe TaehTd a8 deflioten TshaT & Toraa eafehd 319el et (Thinking), HEEH el
(Emotion), faoTr a1 (Decision Making), 31Tedr (Habits) 3iR &I @t (Execution) ST &T&dT T
STITAR dgcX ATl g |
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Personal Growth & 91T dATas TdH

(1) Brain Growth (FAT&dss &1 fashra)
AfEaseH FEeR 76T grar|
SIS 3179 773 ot Wad §—

o UG H & oI FoAerele] deld o

o I FAFAT A BT & |

o 3TATATS helalel 8¢ oIl o

3H Synaptic Plasticity #gd & |
IGA=AF
e 31fee HEet, 3aar 3maenr feAT 3ifte Fate aaem|

(2) Cognitive Growth (Tt ST &THAT T TaenTd)
Cognition # emfHe g:

Thinking
Memory
Problem Solving
Creativity
Planning

Focus

SHHT HEY AT Prefrontal Cortex T &

TS 3119 FHiSeT FHETTT gl I o, s IGd &, [A2eIY0T ad & IR ot o §, a9 I8 amer
31T Tfshe 3R Fre FAT & |

(3) Emotional Growth (3TTd=Tcaeh fashra)
ATETSH ST Amygdala HTG=T31 F1 FART AT B
e IfFd—

o HIY AT = TAHhaTE,
o ST T THAT Y ohdT g,
o JATd H AT IE GhaT &,
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dr 38T Emotional Intelligence S&dT &1

dafaeh 9 & 3¢ Emotional Regulation #gd g |

(4) Behavioral Growth (cJdgR & fasy)
Y TGN Teh 4T Ut Il & |
IR-SR T T—

Cue — Routine — Reward

T Tsh Tl &
=8 Habit Loop 8T ST &
i 31T AT 3 I EIEITd &, ol JeT 3T TATHTT A SIIgR 91 ST & |

(5) Identity Growth (9gdTeT 1 fasr )
e T8 IR It Tg<Tel 7 giar &
uﬁﬁéwﬁmaﬁm"ﬁwéamm g, ot 38 f0Tg 34T Tgere o 3eT&T giel|

JfereT Ife ag Tad 1 & @ arer, [SFRer 3R [FATor Fa arer safea i AT &, df 39
agr o 34) f&er & sl oerar B

39 3T HAIfd=AT H Identity-Based Behavior &gl STl & |

Types Of Mindset
HeAT AATTeTeh AMET o 3THR AT Teh hT HTATHehell Blcil o

Fixed Mindset

Talent S=q & TT &1
Failure & =X|
Challenges & ST=T|
ool R HATAT|

Growth Mindset

o Skill EE ST GHAT B
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o Failure HIE@A T ATCTA g
e Challenges Tae&T& T AT ¢
° WW|

Growth Mindset T@a¥ aTer 9Tt 3 W@y 1 31T 3178k g g1

The Habit Identity Blueprint

Scientific 3&ad s-137, 3799 Best Version @1 3t 3R Extraordinary Success Achieve @311
1. CLEAR GOALS

foem & famm
Foff dHR B

2. DAILY PLANNING
& a1 & e,

10. QUALITY SLEEP
et e, agar |
IR Foifam sfta=1 o Tperar &t Ala)
Q
9. GIVE VALUE 3. CONTINUOUS LEARNING
el 1 Tee Y, o o g 7 <,
T IR s g fie ° & P ST T
8. TRACK & IMPROVE o g o 4. MENTAL FITNESS
s o A, YOUR IDENTITY ™% R ———
TR & 3 35w A | DISCIPLINED - FOCUSED 3R sirfer agia

GROWING + WINNING

7. SELF DISCIPLINE . 4 5. PHYSICAL FITNESS
A ) T f@) T Wt At et
\ /

6. POSITIVE ENV\RONMEN T

<3 ARl & Ty T,
EE o €

HABIT FORMATION SCIENCE

. o

ROIJTINE REWARD REPEAT
foan / smea TR-aR SEa

Y U e Tueh) gge e €, 3R AmaehY ygsr gk b |

319 37T9ehT o1& Personal Growth 31X Extraordinary Success &, df shdol SRUT (motivation)
€ afeh &= (scientific) et (habits) SeTT=T Ted Hecaqot & | = ¥t ame & 18 &
TSietert Heitr =UATSH, FATTA AT (psychology) 3R eaa@gR fa=TT (behavioral science) & &

1. Morning Planning Habit
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g gag 10-15 fAeTe:

o 3T & 3 HIW Hecaqul F4 (MITs) faed|
o [T T TI5A-sellh TATT|
o TS HfdeT HY Tgol Bl

aTfie HROT:
g AT g1 (Decision Fatigue) & AT & 3R €A1 So1aT 8

2. Daily Reading Habit
IS 30-60 AT 96:

Psychology
Business
Finance
Leadership
Communication
Science

dafaes HRoT:
TS ST ¥ ATETSH H AT =43l FaiarreT (Neural Connections) Fa1d g

3. Deep Work Habit
ST 60—120 TATE T9=AT fohdll TehTare & Teh HEcdqoT hIH Y|

e WS
o T AMfZATET
e Hhdd Ueh HIH

AT HROT:
S AT dh shigd P T ScuTgehdr IR TGsT ST &7 dT d6dT ¢ |

4. Exercise Habit
T 30-45 fAee:

Walking

Running
Strength Training
Yoga
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i FROT:
SAITH O ATETSh H T YaTg 9601 & 3R W=l T Freered H UR gl g

5. Sleep Habit
7-9 € & qUTGATet afig of |

J3ATfeIeh HRUT:
ofic; o SRl HIETSH Frel T HSTT Ll & 3R 39T & AT &7 T dger gieil 8

6. Reflection Habit
Td H 10 Ade oyw:

o 37TST T Hr@r?
o FIT 3= [haT?
o FIUTFUR HLATg?

JaTfie ROT:
Reflection & 31e7s1d &relehtfelsh W@ (Long-Term Learning) # Seeld &1

7. Gratitude Habit
U 3 oY e Forw foerah forw 3ma 3mamdy &

aarfae FHIoT:
g GHRIcHS AT AT [eh [ Ad el 3R TTd FH el H Ace a2

8. Learning Habit
& &7 T o135 Skill @ |

Al

Marketing
Sales
Communication
Finance
Technology

dATTAS PROT:
TR HrgeT AfETsH &1 3eTehoret &THdT (Neuroplasticity) & fsha @ &1
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9. Communication Practice
T 15-20 fAe:

o Siclel T 37aTH
o for@s &1 38T
e Active Listening

et FHRoT:

IR IRl Acfed, HRIAT A FetiT hT Foholcll T F T 3R &

11. Financial Habit
T

o TICH M|
o Id 3T A3 Hr e FYI
o 3T FGId & AT alis |

St FHRoT:
AT ARTRehdT 9gaR AT o & Heg AT gl

12. Digital Discipline

o Tierey AT & forw gog War aa HY
o 37ATIYTS e fhaheleT d¢ |

Tl SROT:
IR-IX €ATeT Heehal W T 31T ST &7HT T &

Bad Habits fSiee Avoid &{ar Tmfew

1. Procrastination (ehTH CTelelT)
o "Il § Y& FHEAT" dTell G|

o TIE-BI¢ F1A Y TTad T

GEXIIGE

S

o Td ST gl
o 3NTcAIET Tear gl
° H&‘Jq‘?ﬂﬁml
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2. Excessive Social Media

o 79I 38897 ©el Instagram, Facebook, YouTube Shorts IT Reels &@T|
GEXIIGHE
Pl

e &7 (Focus) FH BT &
o HHY TS BT R
o THU A Tl docl &

3. Negative Self-Talk
S

o "H TG A Hhdrl"
o "ﬁsﬁ%nmwwél"

GEXSIGHE

o 3McATARETE 3T 9T 2t & & I &

4. Lack of Sleep

o I A deh AT
e 5-6HYc Y FHH FIAT|

GERIIGHE

S

o JEERd HHSIN gl g1
° ﬁrﬁwéﬁaﬁmm%l
° %ﬁaml%?ﬁ%"l

5. No Physical Activity

o T T S Tl
o IS URATH o AT

HQW'I?T:
o 2R 3R ATETSH et I HRIGTHAAT e gl &1
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6. Multitasking
o T HTY &3 FHIH el
oIhdleT:

o Il dea &
o HH A H T8 THI ATl & |

7. No Goals

o T ASeT & f&aT forarem|
GERIGE

o AGAd I &, elfchet fe=mm =TeT 8|

8. Constant Complaining

o & ad H frad :ETI
° agafrafra’rsra?m
GEXIGH

S

o AT W €Tl &l g, THTETA U =T8T |

9. Fear of Failure
o 3THBC & ST A Y3 &1 o AT |
oIhdle:

o HIGs 3 M §¢eT & Iaa B S o |

10. Comparing Yourself with Others
o & HHAY GIRI T holcll SHH T I Hsl HSHT|

GERIIGE

S
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o 3NcHTFATS 3R U0 g1t WA gl &

11. Not Reading or Learning
o 3 ol WRGAT 8¢ R ST
oIhdleT:

o I T BT AT 8 |
o FHRIT IR I H UfaTaesT FIAT HfdeT 8 T B

12. Unhealthy Eating
o §gd 318 ik T, FHVeT IT KT ATel I e
oIhdle:

o FaiT 3R THREIAT Sl & H & Thal &

13. Living Without Reflection
o 3TUST ITATAAT 3R THeTAT3N hl FHIET o e
oIhdleT:

° ﬁmm—mmm%|

14. Toxic Company

o Y AN & AT 31Tk TAY THATAT ST §HRUT AhRIcHS &I AT AT aTTel i galcaTied
|

GEXSIGHE

o 39T AT 3R 3edl 9T Y ASPRIcHS JYHIF 9T & |

15. Instant Gratification

o & IS o1 T IR =g
o Hide Afhel HEcdYUT HIH BISH 3T IR HARSTeh H1H TelelT |
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o 3MSIRITHG HHSR BIcll & 3R 93 & 3R E STt &

ST T el T MR- 3T e dl § Feeled I THT & HTY 3TIhT ScTeehdl, AT S
TovedT 3R afdaerd faere 7 987 GUR SO+ &I fd T 5

000600

GOOD HABITS (vs'  BAD HABITS

BUILD YOU UP HOLD YOU BACK

WAKE UP EARLY

More time, more focus,
better start.

EXCESSIVE SCREEN TIME

Wastes time, reduces focus,
affects mental health.

EAT UNHEALTHY

Low energy, weight gain,
health problems.

21
| PROCRASTINATION
m Missed opportunities,
stress and guilt.

EXERCISE DAILY

Better health, more
energy, stronger body.

PLAN YOUR DAY

Clear direction,
higher productivity.

NEGATIVE THINKING
Low confidence,
unhappiness, stress.

KEEP LEARNING
Growth mindset,
more opportunities.

TOXIC RELATIONSHIPS

Drains energy, creates
negativity.

BE POSITIVE

Better mindset,
stronger relationships.

POSITIVE IMPACT NEGATIVE IMPACT

@ Better Health € Poor Health
@ More Energy © Low Energy

/

@ Higher Productivity @ @ Low Productivity
SLEEP WELL @ Strong Relationships © Broken Relationships SLEEP LATE
Better rest, better focus, © Financial Growth / \ @ Financial Problems Tiredness, poor focus,
better performance. @ Peace of Mind .II II| © Stress & Anxiety low productivity.

@ Long-term Success © Failure & Regret

YOUR HABITS DECIDE YOUR TODAY AND YOUR FUTURE.

Manifestation (AfathecerT) 2 8?

Manifestation &T IeT 37T § 31Ta) 18T Y TISE T, 3T 3R 31 &, $Taei3i 3K

FIAT I SH G AATEUT FAT [oh 3Hb TB gl Shl GHTISAT 5 ST |
deTTeleh €S & W  sharel "G @ IS =el SIgs dlich A AET gicil | oHfhel FET EIel + FeT

ISTAT + TIAR FTT T J BT HT GHGT §¢ ST &1 TET manifestation T arEdTaes 3R
danfas geT B

Manifestation T 311 3R

1. TUC o1& (Goal Clarity)
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SIS 3TYRT T&T TASE BT &, df et ATease 34T 2 # STeTerRY 3T 37a8’T 9T 3118 earey
&ol TRTT &1

3cTgduT:

i 39 aF fomam foh 3maeht Meta Ads T@a %1 oG 9fa #ATE HHTT &, aF 3T9eh €37 34T
O S21 SR, hirel 3R 3Rt o) 3feh Srear|

2. Reticular Activating System (RAS)
RAS ATES &1 Ueh heet & S olral Faeiait 7 § 31aeh fre #Ageaqol Sieeil I g
IS 37T AT 39 F&T I AT & 8, A RAS 38T e & 31 il &bl Srafiescl ot Tl g1

3alglur:
7S FR TG T AT &7 T&T ATSH I g1 SI9TE [E@TS o ol9rar &

3. Neuroplasticity (HT&ds® T d¢ale)
ATETS 775 el 3N 377e7al o JHTUR TR e =TT ol alel el Hehell o |
T 3T ST FhRIcHS 3131, @A 3R T I &, A GR-ER 39T Fraet 3R A0 oy

T AT g&of GohdT & |

4. Visualization (FT=1 e fI=07)

&S, 3T 3R 3 3T UG T aTel oleT AT 37T (Visualization) T ITITRT
gl
AfeheT Shdel TheTsT sl AT o] ¢ | TIH THTAT daT &

Visualization + Planning + Daily Action

EGERIGRIR KR

hdol rad g1 3R IS FRT F FHLAT|

Ig Aol =T & SEATS 391 39 F FS & &M
3TATEA I 3T9eTTT TWaT|

3B glel I I BIS &aT|

T AISTAT b T8 TATeAT|
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Execution Excellence Blueprint

Productivity & Accountability s 3T IRTT

Productivity a7 §?
Productivity T 3727 shdel 3781k B¢ ST LT 78T &
AT ®9 4
Productivity = &I R x HET AT x el Foll x R sarge
7T Productivity 39 ST X ¥k &kl g foh 3

leT-AT 1 I g,

Hd Hd g,

T ATATAS 39T & Fd &,
3R fohdelT TR T X & |

Productivity T Neuroscience

HTETSH o H3 AT Productivity st fafad e g1

1. Prefrontal Cortex (CEO of the Brain)

Prefrontal Cortex
g H19T [ a Far g:

Planning

Decision Making
Focus

Self-Control
Prioritization
Long-term Thinking

I I8 Afshd i &

e ITFd &H Distract glaT g1
o IR fAvTT ATl
° WWT\'W%’I

2. Basal Ganglia
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Basal Ganglia

Ig Habit System B

IR-9 SIgIT 3T ST Automatic o1 STt &

sHTIT Tl o197 Motivation IR =T8T, Habits UX 3R T&d &1

3. Dopamine System
Dopamine

Dopamine Faer "geii" &7 THRIT o761 &
Ig Sl &:

Motivation
Goal Pursuit
Learning
Effort

e 93 18T I BIc-BI¢ Milestones H el ST, aF el 39aifedl 9T Dopamine f&erar § 3R
31T3Y ST Fed T OROT F&dl g

Productivity Formula

Productivity = Focus x Energy x Time x Systems

Ife 57t T P1S T 30 FHSAR &Y, aF Productivity T ST &1
3cTguT:

e Focus 7gT — AT T |
e Energy sTgl — 1Td |
e System =gl — RO 3|

Accountability FI7 §?
Accountability T 312 shael FTSFRGRY ST 7787 &1
Jafae &7 &
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39 gagR, 0T 3R aRUTHAT 1 AT FHIeT sich HTaeTeh FUR HAT e

Accountability &1

Ig STl T TETo Teflel o ToT Wil IR et i feem 7 o Sl 31

Accountability T Brain Science
Accountability ST aTel YT ATl Aeh o:
Self Monitoring
ATETSH SMMAR Jelell T &:

e ol&d

o TAAT U

o YITT

8 Feedback Loop &&d &1

Scientific Productivity Framework

STEP 1 — Outcome Define &Y
IS GROMH 77 |

3ETET:

XK T Fofell

3797 90 feaAt # 21,00,000 Fr foshr e

STEP 2 — Prioritization
Tt 1 AT Agcd & gt ard |

ggel High-Impact Tasks &Y

STEP 3 — Deep Work
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foretr farelt caaerrst & 60-90 fAsTe e Ueh 8 Agcaqul 1 W &A1 & |

STEP 4 — Progress Measurement

gfafesT Track :
fehcet Tasks X g

IERGIR:ER RS
FI7 rEm
T GURAT &

STEP 5 — Weekly Review
& §olg ol

o FIT 1A fhaT?

o FIT AR fhar?

o Y ST areT AT A2

o 33Tl HTATE AT SGolell &7
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High Performers &I Productivity 3cd

TUSC ol

Time Blocking

Deep Work

Habit Systems
Progress Tracking
Weekly Review
Energy Management
Distraction Control
Feedback Loop
Continuous Learning

Time Blocking System &7 &?

Time Blocking System U daTfieh GHI- I;Fq"él?-r (Time Management) dehaiteh &, ToldH 39 X
f&sT &Y 37T9T-37e79T Time Blocks (FHYT W3) H dicd & | IcAeh sclleh shdel Ueh QAT T (Smgle
Task) & forw feRd grar g1

SHH 36027 &

o HGCICIEHI T HLAT

o Hihd SGTelT

o TAURT &Y ST Uah1eT (Decision Fatigue) & AT
e Productivity & 31f&ehds T

SHPT daATfeleh 3TUR
1. Prefrontal Cortex T Sgd 394l

HATETSH &1 Prefrontal Cortex Planning, Decision Making 31X Focus &1 fafad &aar g
IfE 3T TR-TR TT FA & T "3 FT H&?", Al A AS Sl @ gl ¢l
Time Blocking & Ugel & a3 I&dT ¢ o fohd THT AT =T &, SATAIT ATATHS Foll aaal g

2. Attention Residue Theory

ST 31T Teh h1a BISH GAT Y& I &, ol [GHTIT b1 e TEEAT Tgel aTel e H &1 T el &
3q Attention Residue &gd &1
3cTgluT:
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20 fAsC Email
Y Instagram

e Jers

R WhatsApp
T T 3 feATeT el ft TR Focus 18T Y AT

Time Blocking # Teh HHI WX chddl Teh &l A gIdT g |

3. Context Switching Cost

&Y 9] Task d&olel 9 Brain & 57T Context THST & THT 9T & |
Research & 38R dR-aR Task Switching Productivity s 20-40% e & Y Hehell & |

SHTIT AT FhR o 1T & Teh &) Block & &aT 310 w31rel giem &1

4. Parkinson's Law

"Work expands to fill the time available."
afe; Farelt e & Fore T R &, ey v X Rt e ot B
cifeheT I Shaer 90 TATC T scileh 8, ot ATETSH 3 HAY H R G el hl DAY AT B |

Time Blocking & &{?
Step 1: Tefy &1 ford
3calgUr:

Exercise
Study
Business
Reading
Email
Family
Sleep

Step 2: Priority T &Y
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HgcaYOT S el W |
SETENT:

Deep Work
Learning
Business Growth
Meetings
Routine Work

Time Blocking & fa3#1

Rule 1:

T& Block = Teh &1

Rule 2:

Notification s &

Rule 3:

Block & Bl & Ul a3 A R 3 |
Rule 4:

Block FHTC glel G 373TelT 1 YE |

Rule 5:

&Y 90-120 @A & a1 10-15 [AsIe &1 Break o |

HTH IrAfaar

XX TS TS o T & et
¥ & 5 e & Asd e

X TF A1 5 F HLAT

X Deep Work & & Email &=

) ¢ a5 g2 Time Blocks STAT
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Time Blocking & &TH

Focus S&dT &1

Procrastination & gl g1

Productivity # R glaT g

Stress HH BT &

THAY FT gk 3TIRT @IAT ¢ |

A& FAY T G Blet hT HHIIAT el o
Work-Life Balance SgaX &l ThaT &1

Flow State Science (Fall T&¢ &1 faTe)

"qOT UehTarell 3R Hafed yeeiel i darfcien e

Flow State d& HTeI{8e 37a€T (Mental State) & fore# eaferd fnel & 7 3e11 39 ST @ T
HHY T TGHTH S 81 ST o, T I e 3 A W Hiad o & 3R 381 Jed=
(Performance) TTHATT ¥ Sl gl &l ST g |

$H HTURON %I Mihaly Csikszentmihalyi ¥ 3=iTieeh &9 & FHSAT| 3e6i=1 91T foh ST Feilell
(Challenge) 3R aleret (Skill) ST TR Hfeid 81T &, o AT 379ei Fafas &7Har &

Eres I

3. Norepinephrine
g Neurotransmitter

e Alertness SeTaT g
o U Figd ATl
e Reaction Speed ST § |

Flow o STl $HehT HTold TR chiehel I ITcATeIeh Heleh Fallcll & |

4. Endorphins
Endorphins 2R & WTehfcieh Pain Killers g1
Flow #

o Y HH AGHH gl ¢

o & IEHA He B
o O HHY dh FHTH Hlal ol &THAT Sl &1
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5. Anandamide

Anandamide Ts Endocannabinoid g1

b oIl

Creativity SGdl g

ST AR STedr 37T €1

Brain Connections 9gaX daid g |
Problem Solving d<f 8T 1

6. Serotonin

S O gl W Serotonin F6G1T &

sHY

Hqfee A g
3TcATIRAT ST &

Mood SgcX glaT g1
39T I Flow # STTAT 31T &) STaT 21

Flow State & 8 d=lfaieh Hohd

QT &A1 hdel Ueh 1Y W gIelr ¢
THY T TGHTH Sl STl 2

A 3THT HEHH glel ofaTcll & |
Ao ash A ga &1
AT 5 ST & |
Creativity & &1

Productivity &% I[T 9 Hehell o |
T el H TG 37T AT g |

©NOOGOAWN =

Flow State §aisT T 3T Ut

1. Clear Goal
ATETSH &l TASE & AR
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3eTR0T
Y 3T UeIS FH&a|
39Tl 60 fATC # Chapter 3 & 25 UsT G & |

2. Challenge = Skill Balance
Ffe Challenge SEAT 3TaTe & o stRard gt
uﬁag?ra:%?r%a’mnxiety graf|

Y 37T Flow d€ §7dT § 519 Challenge 3TT9ehI aoATe &THdT & AST 91 8T

3. Zero Distraction
Flow T Had ST geHT

Mobile Notifications
Social Media
Multitasking

IR-9X h1H dcelel

4. Deep Focus Session

AR 60—90 FAIT doh Teh & TR G &7 hid =TT Flow 3 Ya2T T THIGT SardT

5. Immediate Feedback
ATETSH P i I Telell AT 3 serfey g W@ 8

3algdur

o v o

g fohT 1T e

Y 718 s fr afFaar
q T 91T fSamse

Fast Execution Science (<7 3R Y& R o1 o1 fa<iTe)
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Fast Execution T 372 shalel STecl h1d hiall o161, Sfeeh el AT H T8 JoTadm (Quality),
A TATIAT (Errors) 3R 317 gROMH (Results) Ied =T &

deTfeieh TS & Fast Execution die H&T =eil oX 8 shear

1. Brain Processing Speed (A& T 0T ofet ST &7TT)

2. Motor Execution (2R GaRT &1 &et I I1fcT)

3. Feedback & Adaptation (Teifdail & TR Hr@eht FUR =)
Fast Execution &7 Scientific Formula

Execution Speed = Decision Speed x Action Speed x Feedback Speed

e goTat U IS off AT &, o T Execution €T g1 STeet|

1. Cognitive Processing Speed (AT & TATET T13)

SIS 3119 IS T YE F &, Al 31U Prefrontal Cortex STaTehRT T faRelSoT &l &, 0T
AT & 3R 39T e TIT AT &

e 3T AREASH T BIET aTd X 3178 JradT § (Analysis Paralysis), aY 1 &1 31T e &t

ST B
Brain Speed gl & d{ls

0T ot & forw uger & ¥ (Decision Rules) =TT

IR-9R BI¢ A0 o & a0

I & el o ToIT "5-Second Rule" SIET Teheiiehl T 3UZTaT Y |
qaTeq sig 3R AR g wY, TS Afedss 6T HRISTHTT SodT &

2. Decision Fatigue (9T Z&1e)
X feet 3 fore a1w st siftren vty #afis Fofl 1 s a2 & B
S9-31¥ Decision Fatigue s&dT §:

o AU ot &y a1fa Tec g1

o ITIfQAT dadr %I
e CToIHACId (Procrastination) & g

AT
o e TIH Hgca ol Hrd HY |
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o T HIIf I HCAT HY|
o HUZ, Mo 3R A Fa Ugar & a¥ W

3. Working Memory Optimization
Working Memory Teh THT H AT STThRT THTS Tehcll g |
Ife 39 T ATY S H I &

e Brain Switching Cost si&dT &1
° ?rﬁram?fm‘cﬁﬁl
e Errors ¢ ST §1

et FATT
e Single Tasking &Y|

o &Y FI BT Steps H fFsnfaad Y|
e Checklist & 39T Y|

4. Implementation Intentions
Research & 38R, afe Tgel & 2 &1
"gfe X grem, v # Y sh&em
dr Brain f0TT STedr odr g
3CTEXT:
o uﬁgag?aﬁaﬁﬁ,amwﬁmqaégwml
o T oI WA glem, df & 20 fAdT SA A H&am|

5. Habit Automation

IR-IR GIE0AT 31T S R-4Y Basal Ganglia gaRT fAdf3d glet aeram 8

sqa:

o FHH AWAAS Foll 9Tl g
e Execution Speed s&dr g1
e Consistency SgaR gldl g
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Fast Execution Framework (F.E.A.S.T.)

F — Focus: Ueh §HT  Teh Hgcdqul S|

E — Execute: mwwaﬁéﬁww&m |

A — Automate: Waﬁaﬁmﬁmmﬁﬂwl
S — Speed Feedback: STecT FHIET X 3R FUR AL |

T — Time Constraints: RW*WWWWH?IWI

Unique Competency Science (Taf2rse &7edr &t fa=re)

Unique Competency T 372 § dg TaQIY &7edT (Special Ability) TS 3ma 31fresier aiatt &r
TAAT H IR UG X Tohl &, e Soll A 37T IRUMA & Thd &, IR THT & AT
YT T RISt oo Teha &

g haol Ueh Skill 78T g1 Ig 39 Brain Wiring + Intelligence + Knowledge + Experience +
Personality + Motivation T TdtoteT 8l & |

)

|
é% CéJthDIIgIlEJNECY

&)

i -% WMM

1. Genetic Predisposition (ST=HSITd &THdT)
&Y ST ol ATETSh 37eTdT Yo A T & gielm &

3algd{ur.
o f&dTr & Analytical Brain HeTed &Il &
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e Th&Y &T Creative Brainl|
o fh&Y &7 Social Intelligencel
R T Physical Coordination |

SHePT T &

e Genes
e Brain Structure
e Neurochemistry

I YRTAS &787ar (Natural Talent) gicT &1

2. Deliberate Practice

&% Practice sTgT|
Scientific Practice|
sqH AT &
e Feedback
e Mistake Analysis
e \Weak Point Improvement
e Repetition

T gfshar Skill S Competency & sigeld! &

3. Brain Science
ST 31T9 Ueh &1 875 & IuT deh I ald &
ar Brain &

Myelination SGcit g
Neural Efficiency S&dT &1
Cognitive Load &edT &1
Processing Speed S&al 2|

TgT HIOT § & Master a19T deir & 0T o &1

Unique Competency & 7 a3iT{aieh 8T
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1. Domain Knowledge
3796 &1 T I AT |

2. Technical Skills

STH el I aTETdeh &THT|
3. Cognitive Skills

e Critical Thinking
e Decision Making
e |ogical Reasoning

4. Creative Thinking

1S ldeas 3cTeel TaT|

5. Emotional Intelligence

AT I THSTAT 3R JHTAT TEHNIT HLeAT|
6. Communication

ATeT ST FHATGRMEN AL & TEI A FLeAT|

7. Execution Ability
Ideas &I aIEdTAh IRUTAT H ST

¥ IdT Y T 39T Unique Competency T &2
Y 39 & F G2 I

forg 1 & THT T 9T 8] ToldT?

HiT-aT 1 & STedr I o é’?

T forg et & forw A8 #ge da 82

forer e BT gl let 3 FS JHTeiG 3Tl 87
PIT-TT HIH Fd JHT A ST ear 872

T8I 31 T21 & 3R fHeId &, JgT 3mgeht HTfadT Unique Competency &Y 81T g1
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Purpose & Meaning #7182
Purpose (3¢¢%) T8 GrtehlToieh hRUT § foTdeh TolT 31T Sfiael Siid & 31X ST X o

Meaning (31%) I 37e]37d § ST 31Teh! HGEH A1l & fob TR STl FHedaTe], Hgeaqor 3N
e gl

Gl 2TseT H:
Purpose = # ST &l g &7

Meaning = ﬁuga:a’rmmé?

a3 £fSeahioT (Scientific Perspective)

HaATTa T, dfenr fa=iTeT (Neuroscience) 3R sagR fa=ileT (Behavioral Science) % 3[4,

et @eit o SfiaeT H TUSC 362 §IdT &, d QAT

378 IRT WA B

i aRFFAfaat # STedr @9erd § (Resilience)|
e AT TAELY Fo110 I@A B

o AT o ole g | feh WA g

318 FfSe 3R Gelt &1 37e781d A &

Purpose glal & daTieleh ofTel
AT oI

deITd Hgel ahl &TH T Sl 6|
IEGIETEREES IR
3TcATIRErg Jear gl

AT ST 3maTeT gYaT B

SUEUEE L]

o TIEY T YA Y GHIGAT Sadl B
o AT e 3R SgaR fGTaaT ST W=t 3MaT g &1
o T ETHT FT THIT el & TohelT &

FHRIT ATH

° W%Qﬁmﬂ?ﬁ%'l
° mﬁgﬁmgl
o CIHhIforeh Yeeiel SgR gidT g
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eet 7 oI
o JER HAG|
o 3R HETTSId|
o HUH A BIel 5

Purpose &8 @isi? (Scientific Framework)

Step 1: Self-Awareness
39 Feat, SRl 3R &THAI3 @l ggar |
Step 2: Strength Mapping

3IAT T &THAT3 &l Gl S8 T

Step 3: Problem Identification

e I1 FHATST I T FHEAV YgaI(eIC foiee Gof ahlat H TTehT S &

Step 4: Skill Development
3T HHEATIT I §ol el oh Tl 3TALTH hielel [ fad il

Step 5: Long-Term Vision
5-10 gt dr s feem a3 w1

Step 6: Daily Alignment
& feeT ¥aT 1 Y ST 379 36T & WY A Wi |

Purpose Formula

Purpose = Values + Strengths + Passion + Service + Long-Term Vision

v

STt
Values = 379 edid
Strengths = 39T &THATT

Passion = 3T9ehr &/
Service = gEl & folv o
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e Vision = #1fasyg & feem

Meaning &9 SoicT g?
Meaning 376X 81 IR Aidl & Ao Ad gidl &

. Ar@er 3R A

. G T HERIAT AT
IS I FATeAT

. foe 92 oe g & QT &

c.feeh 3791 (Daily Purpose System)
X TE T T T

HTST H foh8 AGcaqul ofed T hIH H&el?
Ig A SMaeT & 36T | HA ST 87?
1T H foha i & folv Fed daT e ?
TSt & 1 AT Han?

g A I

o T3NS T & AR 3R & IHeTET AT?
o AN Far Ar@m?
° Wﬁwésd{a?\’«chdlé?

Communication Mastery (HdX H #gRd)

Communication Mastery 3T 37 Shaol 37TeS g Sielell a1 8, STeh 39 AR, HIG=TV 3T
360T 5 RE ST AT [oh HTHeT ATl 3o Tel & T A, TSR HY 3R 30 W FRATS
Y| T ~GUHATSH, HANIATH, A=A 3N cFagR fa=AeT (Behavioral Science) TR 3memiRe
U PRI &

1. Communication T d3Teeh 3ITER
ATAT AT foraY 3 TS T 5 TR0 H VAT T &
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Step 1: Attention (£3T7)
T gt ARETSH I Yl 5—
T Ig SAeTeh T A FoIT HgeaqoT g2"
Ig $14 HEA: Reticular Activating System (RAS) FaT ¢
TS 3TeRT HERM TATT TR AT T, A SThT T <7 g1 AT 2 |
TN HTH T el o ddeh
R
TRt
TS AR AL

HATdATcHS Meg,
Visuals

Step 2: Processing (GHsI)
3T 1 T2l FT Prefrontal Cortex faaifd swear #1
Ife Hear—
o SWEAETE
° Gﬁ%ﬁ%"
o 3TUSCH
ar ATETSH 3 IEAHR F T & |
SHIfIT %l Communicators gHMT—

o TIol ATNT
e TICAFT
e TUSC 3ETEI0T

T I H 2

Step 3: Emotional Response
STTARRY gl HTGAT 3ce] il ol
38 o176 0T aefar &1

TgY HROT & foh
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CIE
Logic & &,

Emotion & 318 A0 oia &

Step 4: Memory
Ife Hea—

o FEEEr

° S:I'IBFIT?I'

o RATH® @

ar Hippocampus 38 o« HT deh ITE, IWT &

Step 5: Action
3id F ARTSH Il §—

31 F T AT T2
I | Action TISC AT FTdTdT,
ot Ao Fo oAeT AT

2. Communication & 5 TJH

A. Clarity (¥9scdn)

IS I Ageaqul & |

Ife AT aTelT HAST oTeT 9T,
ar Communication 3/&%e &1
Formula

Simple > Smart

265



B. Confidence
Confidence 3TdTS,
Body Language,
3R ereet #F oS Sar g
Confidence T T&eT

o 3IHTH

EIlG)
° 3-1?1'343

Agarel

C. Empathy
Communication &del STelsT o181,
i A= arel ot JHSTAT $Y §1

Mirror Neurons & G8X sl HIG=T31 sl HEHH ol H Heg Al o |

D. Listening

HAglad Communicator

37<ST Speaker sT&l,

gfoeh 3o Listener 8T ¢
Research & 31[dR

Effective Communication 31 S3T81aT 50% & 31fereh ${{&ehT Listening & gicil &

E. Feedback

Communication T 7 &I &
SIS ATH aTelT el GHST o |
Feedback & gfARed i g
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3. Brain-Friendly Communication

HATETSH Y TG §—

BT FATARRT
Visuals
heledl

3cTguT
Jefedl

areTa

ATETSeh & e Ad—

o WrImh
i SeT HTHT
Igd R d2F
A

4. 7C Communication Model

Nooabhowh =

Clear
Concise
Concrete
Correct
Coherent
Complete
Courteous

Ife; Teer 37 AT FRAeial ST Ireled T §,
ot 3HhT FeTTRTeTdT SEd 9 STl &

5. Body Language & faaiTeT
Communication 3T g3T fgEaT Shaof Asal J AgT giaT|

HEY TCh &

Eye Contact
Facial Expressions
Hand Gestures
Posture

Voice Tone
Speaking Speed
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e Pause

T (Congruent) Body Language fa2arT serdr g1

6. Powerful Speaking Framework
frdY 8iY fawr g gardY Sere & forv:

Hook — Problem — Insight — Solution — Example — Action
3cTedur:

Hook: "1 31T9eT it HrT & T e oileT shef Sielend it Heohl TaTTTae &t T ot 672"
Problem: "37f&IehTer oilHT sheel SITTehRT &l &, S[STd ¥g1 &eilel|"

Insight: "HTEdSH HTGaITcHD R TIAT TSRAT T 318 I1g I@AT 6 1"

Solution: "7C #Agel 3T FHge TUTRT TIR 9= |"

Example: arEdide 31307 ¢ |

Action: "31TST 8 &Y dTddid H Ygel 3663 ¥ISC Hi|"

7. Communication Mistakes

TS=1T 362 Setat
CEGRIBERCIGEI

TTHT aTer &Y a1 T 3 e
ST HTNT T FHT
T3 T ITASEY

TAT 3ETER0T HSATEAT

3TTSE SRy
Feedback & of<T

9. Daily Communication Improvement System
gfafeet 311 &1

20 fAeTe IR A 9|

10 fAsTc g9oT & TTH Srel|

&Y 8T Ueh 7S FgTel Fotlet bl 9T |

afshd TT & Felol (Active Listening) 3T 37T HY|
3T 31T RPTS % qUr Y|

g AT & 916 T 8 Y& "1 A T2 T AT?"
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IGA=A

cafFderd faera (Personal Growth) HIS Teh SR glel aTell GeaT olal, Siodh STdAdR dofeT aTell
Ueh TR UThaT § | T el A5 SATASRRI UTod el dob AT el &, STed TaI ST T, e,
SHAENR, I, IR 3R TRT T FRITAR 6T Tellel ol I8 |

SIS ST d 3T9eiT ggdTeT (Identity) T A f&d axar &, Tase a6 AUTRT Far g, T8y e
37YATAT & 3R R’ W@Wm%,mmmﬁwqﬁaéﬁmm%l
TEY aRadsT 38 vt wreel 31k 3/dd: 3T aRonAt F Jea &ar gl

BT shdel FTTHT AT HTTT T TIRUTH o181 aldll, STedh Hel ATl (Mindset), TRaR
HTeH-{ehrd, 31Tl R (Disciplined Execution) 3R @t 1 3Ted &1 Hercd IROMH gieit
gl Gl’r—a%crmﬁﬁﬁ?rqad ¥ 98 IeATeY &l HehoT T B, a%‘rm%muﬁa—cr 91,
31T T 3R Ao Shaet ured #dr &

I1e; TRUT—3MIhT & F3) GUTT ITYRT A faded &1 ST 3T TIT i [FH AT HLd 8, df 39+
3T TG &, 3T 3T d&dT §, mmmm%ﬁ?mqma%wazm%l
sHfIT Personal Growth &l Ueh o1& gl dfodh SiidedLlell dASy| a%’rmw—qﬂ%crafr
3THTLROT FATT & 3N LT Ereiehlioleh Hoheldl, HHG Y 3R AT Siiael I Had Haleld #11d ¢ |
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I 9 HGTETITUT?Idccd ]
ICEIG]

High-Performance Leadership

Introduction

Adcd (Leadership) Shael SIa1T &l fi&er &ot IT R Ug OX SSe1 &l ATH 181 &, e Tg Teh T
&THT § ST <1911 &l Teh AT 36627 (Common Purpose) FT 31X IRd, ARG RIT 3R darfsd
FLAT &1 Teh THTGRATN Leader shaet THEATIT T THTHT oTgT T, STodh AR ST IgaTeT
FAT &, Ter AT Jar &, ST Fr e7e7ar o [AnfAd aar § 3R GeresT & Sreepifore awerar
3R o ST B

37T & TIoil & el 9T 7 Leadership shael Business e HIfAd €1 ¢ =Tg 319 Entrepreneur
gl, Manager, Student, Teacher, Professional 3T 39el TRAR &T wicjcd et dlel cATFI—e &
# 93IdT Leadership &1 3TaTehdT 8Id! § | Ueh TeaT Leader IRTEATIAT &7 ISR AGT Fo1TT,

dfeh 79T I, 0T &7aar 3iR 1t & Areger & aRFEufaat o 319a et & see=r draar g
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g 3TEATT Leadership &l shael IRUTGIRIS [AaRT & &9 H sTg1, dfes Psychology,
Neuroscience, Behavioral Science, Systems Thinking, Decision Science 31X Emotional
Intelligence & 37T T fSeahIoT & THSIAT &1 STH 3T SAT19) foh HETT Leaders 8 RIA 8,
FideT yRITafaAT 7 Aot & o g, e &1 faeara 8 Siidd §, < & 78 faeffd ad &
ﬁ?%iﬂ??ﬁ'@ﬁ‘ﬂf T T dgck T & |

9 37T # fU 1T fAed, Frameworks 31K SATAgTRe 37314 3T hefel Teh 3Tl
Manager #&[, Sfedh VAT Leader SeTet H HETIAT 3T ST AN o SildsT, HaTaeT 3R FATST 9
HhRIcHS U9 TATRN TH19 BIS o |

Objective

sﬁmwa:rmmw Leadershupa:aaﬁ%la: Wﬁ?m?ﬁﬁmﬁama’raﬁ
AT &, 1P T Shael Acd T ITURT Y & o FHSH, dfeh 3 IEATI gt 3R
Business ﬁmmﬁﬂmaﬁﬂﬁl

S AT & 3d doh 39

Leadership &I da1fae gasT

Leadership Mindset (sicfcd & HTeT&ehc)
Decision Intelligence ( ﬁvﬁ'craa@?qm)

Team Leadership System (a?r ﬁ?l—q' JUTTell)
Leadership Influence (siced T Erﬁq'l'q’)

High Performance Leadership (3=a-9&g%sT ﬁ?l?)
Strategic Planning (I0Tsfifcie Jisie)

Leadership &1 dTfeie T#sT (Scientific Understanding of
Leadership)

Leadership shael GiIeiT 3T 372 &t Sl Shell 16l &, dfoeh Tg Al ! Teh ATSTT 36627 (Common
Purpose) &I 3iR IR (Inspire), ¥ (Influence) 3R ARTES (Guide) e Fr dTIh
gfshaT (Scientific Process) &1

3myfash Psychology, Neuroscience, Sociology 31 Management Science & 37[HR
Leadershlp Ush UAT System & ST AN31T bt Jrer, HTGAT3T, TaER 3R U T HehRTcHS e
H genfad Har gl

1. Leadership #7182

Leadership 3g &7 (Ability) & foraeh gaRT &his cafFd Ueh TISC Vision SATAT &, Siel 1 38
Vision R f32a1d fEaTdr &, 3o IRA FAT § 3R T3 Fl TRt T8 ured et o foIw Farfea
AT g

T Qsaf H—
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"Leadership @191 9X 37T (Authority) 7&l, Sfes TPRIcHD 1T (Positive
Influence) STeleY ST &THAT §1"

Leadership 3 shael SYelell HgcaquT 81 &1, Siedh HeT fa=mm &1, AT ofar, aeansit &t
AT AT 3R Al Y &7 Y [ A e off anfAer giar g1

Leadership & H&T dcd

Vision (€ase s1fas & feem)
Influence (HpRTcHS THTT)
Communication (F#TdT HaTG)
Decision Making (=0T &1a7aT)
Responsibility (fSFFRERY o=T)
Trust Building (fa2ard s=T=)
Problem Solving (FHEIT HHTYTGT)
Team Development (E1H T faenTd)

Leadership T d31{sieh IR

1. Psychology (HITd=Te)
AT 39 AT T 3T EOT X §—

o 9T X 3¢ A@H &l

o il 3ohT HEITT THST |
o i 37g URA M|

o S 3o7oh fahTd H AcE Y|

34T HRUT Leadership T 9gaT TR § Human Psychology |

2. Neuroscience (HEdsh fa=1e1)

S Leader HHRIcHS s ahdl &, Vision T&@TAT g 3R STl ShT T2raT i3l &, dd ATETSH &
Dopamine 3iX Oxytocin S& Neurochemicals Tsh gl g |

sSa—

e Motivation s&dT &1

o T TeaT ¥l

o WA TGl &

o W@ Fr &THAT Tad
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3. Social Science
HIST HIATTS 07 B |

g HHg H TN &7 8 1S o 1S cafFd Aot o 3R e &at <y sfept fFemmar &1 @@y
Leadership & TTATTSIH 3TUR &

2. Leader vs Manager

gl oI9T Leader 3iR Manager &1 Teh €1 HHSIA §, STifeh Glet bl $IfAhTU 37elT gIcl &

Leader T hidm?

Market & Vision SeITTdIT|

I 1 IRT HE|

TS IO IR |

THT T 6T FHASTTA|

Fica THT H OF &7 AT STT I

Manager FT 3?2

Task S|

Deadline T3 FM|
Progress Report S1TUdT|
Budget THTII|

Quality Check 3|

IGA=AF
Teh Thol TIS i 37> Leaders 31X 378> Managers Gt &l 3TdTehdT &l ¢ |

3. Leadership 31 HgcaquT §?

Leadership fraY 8 aRaR, &1, Tera4, Business 3T ISg I AheldT T TR &l ¢ |

e feem T g1, ar Tarys WAT g1 aX off Therdr el et &1 Tfe fER arerd &Y, af JarersT
3178 glet WX T 3Taweldr e Thall &
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© )

RIGHT WRONG
DIRECTION DIRECTION

Leadership & Y5 o187

1. Tgsc f&arr (Clear Direction)
Leader &3 T STl §—
o FEIAATE?

o FIT FATATE?
o a%aqgm%?

2. Motivation sgdT g

Uah 36T Leader A191T & 31GT 1A FleT sl STHT Uel T o
Ig Shadl TG 8T &l Sfe 36ad (Purpose) THSIAT & |

3. Teamwork HsTe[d gIciT &
Leadership o131T sl Ueh TS o&T & forT SsdT &1
& & TETT Teh-g@Y & Y FEAT el Bt

4. Decision Making S§cR &IdTl &
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Hehe $T FEATT 7 Leader AT T Ter A0 ot B

5. Innovation ST g

Leader S I T WcATed HIAT &
ag ATl & WG T 3TER ST &

6. Trust S7drT &
farearar forelt ot &1 it Fo 92 o B
Leader 3797 cIdgR, $ATGRT 3R fAaRar & favara 31fora #ear g

7. Long-Term Growth
Leadership 3hael 3T $ heldT oTal, STodh TTasT FHI TARN TheldT T TR T &1

4. Leadership & f&cuid (Principles of Leadership)

1. Vision Principle (zfS¢ & f&cenia)
&Y Leader & 91g TS Vision g1 AR T
o= feem & g ofr Yot 39T AET I TehciT|

2. Integrity Principle (AT &1 fAcid)
Leader dg! dl & oIl 9 Fedl ol
HYAT IR I H THATAT &1 fa2ard Fr A g

3. Responsibility Principle (FSFAGRY & facend)
Leader HHeIAT T T E1F &l &l & 3R 31G%heldr ST feAer TaT odr &
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4. Service Principle (¥aT T fAgurd)
Leadership 3T 3663T Shdl MG ST 16T, STedh Il Sl heldl H ARTENT &l gl

& Servant Leadership 3T &gr SITdar g1

5. Continuous Learning Principle (fa3a¥ 1@ &1 fguid)
A3 Leader §ART WA gl 8, Ffeh dcelcll gierar 7 HIG=IT &1 [ T TR &

6. Communication Principle (FaR & faguid)
TIE, SATIGR 3R FeTell Harg Leadership &1 8 HgcaquT &THT ¢ |

7. Adaptability Principle (3] elel &1 leerid)
aRTEATAT seerch el &1 Athel Leader w78 IRTEUTIIT & AR U1 T0TAITCY Seel Hehell B

8. Empowerment Principle (G21fFdenuT T AgHd)
HET Leader TaY e $T w181 ld, dfeeh GO Sl T&TH TaTd g cifeh 3 8 Acfcd X Teh|

Leadership Mindset 1 &2

Leadership Mindset ag @I (Thinking Pattern) 3R #TAT&e @ (Mental Framework) g Sit
TRt cafFa T Fhael 319ar IR & Trael & T S, TISA AR TATST & GIeehifolh [T &
fore faoTr ot Iy saATar g

darfaie gfSeahior A, Leadership Mindset #EASa &l 3T AT 31l (Mental Habits) T
TG & it AT &l Il Tcrdl T HHAT e, TAEATIHT T FATUT A, ﬁmﬁﬁﬁww
T ORT Y 3 GaTH Felreh |

Leadership Mindset = HgI I + T&T AU + TEY c¥d8R + R A
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Psychology, Neuroscience 31X Behavioral Science & 3/-JHR Hhel Leaders IRTEUTAT 0¥
gfafshar (Reaction) 58T ¢, Sfed AT-THSTHT 3R (Response) 2 &1 I8 A RASdr 37¢
AT AT & 3T FAT B

1. Growth Mindset (TG aarcr AT dT)

Growth Mindset &1 §?

Growth Mindset T 319 & I faeamer T geferer, snierer 3R &TaaTt 3ard, dae 3N 3regera
Y AR fafaa i 37 Fehay

39 TYRUT &l ITAGY FAeildaATieish Carol Dweck =1 Al SATT|
aafae 3R

Neuroscience & 31[HR AR ATETssh # Neuroplasticity glcil &, 31T ATETSH AT 31e37al &
3T 9X 7T Neural Connections ST HehdT &1

SPT 3TT §—

o 15 Skills T ST THhT &
o IOl & YUR HHA G
o TR ITH W Gl gk g ¥

Growth Mindset aTel Leader T faware

et Y 319 AT E
ﬂ?lﬁ'&’fﬁ?ﬁ'@ﬁ%l
Feedback TR id &
TRMAR A5 Skills T@d & |

RT3 fahra 1 oY HicanRd i &

3algduT

gfe frdY SusT &7 Product 3% 81 SiTi—
Fixed Mindset aTelT ST &g

Growth Mindset 3T Leader &ga:

"Jg Feedback &1 373Tell IR 9gd¥ Product S=TdaT|"

2. Responsibility Mindset (AR ST AATAH)
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Responsibility Mindset &1 §?

Responsibility Mindset 3T 3727 §—

g URTEAT 3 3791 $1fAenT T THFACRY TR ST, FgTel o Sllel 3R FATTT Wiafel W

&TeT ST |
Leader RTEATIIT T & AL e |
98 YOl 6—

o HFATGUR ThTE?

o  373TcIT TET ha T gIam?
o THEIT &l HATUTA h¥ [HAhelan?

CEIIGEIRILIIES

Behavioral Psychology STl g & ST @197 379eT SilgeT WX fI=0T (Internal Locus of Control)

HEHH X &, T 310F T, 3TcAfIRar 3R gomrdy fav S arer @i &1

Responsibility Mindset dTel Leader

° amﬁﬂé’ramﬁl
° ﬁ'ﬁ?aﬁﬁﬂ_ﬁgﬁl
o THTIT3T ¥ HIETA T8 |
o fdaT aRTEATIAT H off e /A B
o TRUMH T TFFAGHY THHR L &
EEARRL
afe Project HHIA 9X T 6T 31—
FHAS Leader shgalm—
"Team T Irerdr 2AT|"

T Leader Hgam—

"H¥ Planning 3R Coordination SgcR =T T1fgT 4T|"

3. Ownership Thinking (FaTf&ca 1 A1)

Ownership Thinking &1 §?

Ownership Thinking 3T 379 §—
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FIH DI hd ol Al oTgT, STeh 3T foFAGRT 31X 379 UgTeT AT LTI
UHT Leader 8X 0T &l Q& oI dT & S 98 T3 IS ohl HATTolh 8l |

AT YR

Management Science & 3{eTHR Ownership s $Td=IT gl TR—

e Productivity & g1

e Accountability S&dT g1

e Innovation S&cT g1

e Decision Quality SgaR 8T &

Ownership Thinking dTel Leader

HAETT SR ST oTal Pl |
TIT YT A &

AT T T&T 39T FLA 8 |
Erdeprfole T9Ta Y &1 H IW@A 2

3calgur
HifhH # g RIHRIT FAT g
AIATY FHAN e §—
"Ig A HIH el g 1"
Ownership arell Leader &gdT g—
" FATT @A g 1"

4. Service Leadership (ST sicjcd)

Service Leadership 71 §?
Service Leadership &T 377 §—
Leader Ugol G131l T THeTdT & R F WA ¢ 3R 3T a1 9= TheldT o g 3|
TE o191 Y 3L oA o T 3¢ FETH TATclT &
damfaes TR
Psychology & 3[HR STel ST HEATH, HgANT 3R faRare #ggH il 8, da—
e Motivation Sgc &1
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e Loyalty SadT &1

e Performance SgaR gldr g1
e Team Engagement sigail g

Service Leader FT AAvame

AT Y ST Tl & FoAdT & |
Team @Y Support T |

el & faerd & fAaer axar gl
Credit Team &Y &aT &1

Failure FT fSFAeRY TaI dT g1

3algur

Jfe Team oF 30T 1A fhar—
Service Leader &gam—

"Ig FART I Team I Hholcl 1"

5. Visionary Thinking (g3c2ft &r=r)

Visionary Thinking &1 £?
Visionary Thinking @T 372 §—

HTIST &Y Ugel ¥ SWAT, TET T GgaTAar 3T 37T W AU S ST 377 are) st F a9
gRUTH &|

Leader shdel IaHTT HEITU 8T W T, STedh AT I THTTATT off SEar &
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JaTferen IMUR
Strategic Management 3X Systems Thinking & 3[R Hhel Leaders—

Long-Term Planning #3d &1

Trends &7 37ETTT H{d &

AT & STGAT T HeTATS ol g |
SeeId Market & 38R IRY 3d & |

Visionary Leader & fa2isamd

991 IEdR (Big Picture) 2@d ¥
TIse Vision ST &1

Innovation @Y 37911 & |
HTasT T IR A & |

gl T &1 34T Vision & S1sd

3algdur
Ife Technology deil & SGef {6l al—
AT cTTad shd ol TST T IH HT|

Visionary Leader 5§ Technology TR@a1T, Team &Y 9fRITaTd Sar 3R 51fasT & Market & forw
AT AT P& Y S|
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Decision Intelligence #7182

Decision Intelligence (D1) ag d=1faie 9fshaT (Scientific Process) & foiass #ATETsT & 1S
Leader SeT (Data), o (Logic), 37=1#7d (Experience), SITE&H (Risk) 3iR s1fasg & ya1ra
(Future Impact) T 2107 i Taa 3reaT 0T o ¥

g ool "Ter [T S A8T §, Sfes I8y 7T UX, TET STy & 3TUR W), T Ao oar g1

Decision Intelligence = Data + Logic + Critical Thinking + Risk Analysis +
Strategy + Execution

Mﬂﬁ? Behavioral Science, Data Science, Cognitive Psychology 3k Management
Science ¥ 3R Tl HaraeT S HBeldl 38 [F0TAT T F[utarT (Quality of Decisions) 9%
IGERETGIES

Decision Intelligence T 33T TR

1. Cognitive Psychology (FaTTcH Halfdilel)

ATed ATETSH FfAfesT gl fAUTT Adr §, dfheT & IR TGV, qaiarg (Bias) 3R 3refdr
AT Tl AU &7 HROT a1 ST &

Decision Intelligence 3 Tl T T et H TEIIAT FIcT 6|

2. Data Science
3T arEafaes Feufa (Reality) &t gifar &1
37THTST (Guess) & T 32T & 3TYR TR T arm o7 31f¥es Téie 31T faeaa=i gar 21

3. Systems Thinking
&X [T 1 98119 Shael aaAT W 8T, sfew sfasT, &H, g 31K cgaar g7 off g=ar &
gHfAIT Leader qY fa%eH 1 S@a 0T o B

1. Data Based Decisions (3eT 3TeTRd f=10T)
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Data Based Decision &7 §?

Data Based Decision T 372 §—

23t (Facts), 3iTehst (Data) 31X 9#HTOT (Evidence) & TR W 0T 1=, 7 foh shelel 37T
T HTGAT3T o TR I |

d=Tfetes 3R
Data Analytics & 3fTHR—

3T ITeld YROUT3AT T He T g
Ao 31 adF ga ¢l
AfQH A grar g

TS Y ANSTAT S8R Felal

Data Based Decision &1 9fshar

3ETERT
I AT S Fuell 1 fehT T T §—
X, 3ot e ot
"I, Tt 37T 81 & 1"
ser amaTia Ao

Website Visitors shdH gu?
Conversion Rate frdsTT &2

HiT-IT Product & fo& BT E?
Customer Feedback &1 &g TgT &7

S d1¢ 8] GATUTS o fehdm STua|

2. First Principles Thinking (94# f8cyid &)

First Principles Thinking T 82

First Principles Thinking 3T 3727 §—

Tl FHEAT A1 3HH TS HA (Fundamental) TATSAT T clgey GHSTAT R a8 & a7r
AT ST
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I =T YR (Assumptions) TR w1gT, Sfesh HeT d23T (Fundamental Facts) O 3T @
gl

damfares 3T
Ig A Physics 3R Engineering & aT9e 9 & 39397 T ST &
ST el ot TorEa Y oo A Riguiat 3 Rsnfor Fh THTHET T e |
EIER
FHEIT YgdTel — YRV §T¢ — Hel T Tlol — T FATTS TTC
3ETE]0T
FHE:
AT I
"FeIfergeh I FARM HI gl
First Principles Thinking:

o TIW HEI HET HIA-TT §?
o ST I eI T 3fAH B2
o FATAS cdAohellch U AT HH I ST Fehell 87

JET I Innovation &Y ST &Y &

4. Risk Analysis (ST [ageyom)

Risk Analysis 7 §?
Risk Analysis 3T 372 §—

ool ot & uger @enfad @AY (Potential Risks), 35 ¥ (Impact) 3R 394 §9+1 &
39T T TARAYOT HIAT

ThoT Leader SR T H191dT 8T, dfesh 39 GHSTH AT T gl

Risk Analysis &7 9fshar
1. Risk 9gdTal

FIT ITeIcT 8T ThdlT &7
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2. §H1G=T (Probability)

IE Bl AT o=t TeTTaaTT &2

3. 93719 (Impact)

fe; AT g3 A fhctaAr sfeharet gram?

4. FATTT

SR o HYY 3 T T ST A ART?

3eTEoT

Ifg SIS HYeAT 73T Product dled &Y 6T 6—
garfaa SfEs:

ITgeh IHG o |

AT §¢ S|
il gger dfea Y &

TCelTg H GHEAT 37T ST

Leader 9gel 31 T SNT@AT P AratelT dATT & |

5. Strategic Decision Making (Y0Tiifdeh 0T &737m)

Strategic Decision Making &1 £?

Strategic Decision Making a1 T E—

VY AU oIAT S Shael 31T hI THEAT ST HTHTST oF i, STodh HIST & artdhlioleh
(Long-Term) o1&t & &ff HaTelcT L |

Leader gX 0T o/ AT I Ar<dr g—

o SHHI THIG 3dTel 5-10 ST & T gom?
o T Ig [0 HITaH & Vision & 36T 82
o STY TGN, FHATRIT IR STTTTT U FIT FHTF GZT?

Strategic Decision & faQyare

Long-Term &

Tqse of& g

HOTEAT T TET 39T
sifasg & Iy
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o UfATTETcHS st (Competitive Advantage)

3aTgur
Ife ferdlY el & 9 &f fdehed gi—

faehed A: HET offehel & IUTAT aTell Product S=TTaT|

faehed B: 9§ I[UTAT aTell Product Si=TTaT, fSIad amgent o1 favar &d A deh 51T |

Strategic Leader GQERT fashed Io1a aifeh a8 Erefenlfeleh HohelT &l JTATHeHT &l B

Team Leadership System (&1 siccd YoTTel)

Team Leadership System &7 §?

Team Leadership System U& da1{aia (Scientific) 3R cgaf¥ad (Systematic) 9fsharT &,
TS ATETH & U Leader faffiest shierel, 31e7s1d 3R hidhcied aTel Sl &l Teh STel-He el
(High Performance) && & scoldr g1

Ueh g%l Leader 3ol TH 6T HdT, Sfed VT EF gaTdT & S faar Aiaw Aerr & o e
gTCd Y Toh|

Team Leadership System = Right People + Clear Roles + Delegation +
Accountability + Motivation + Performance Management

Management Science, Organizational Psychology 31X Behavioral Science & 38R fahelT 8ff
TS hl Theldl shdol Leader IR sTgT, ﬁm@raﬂaﬁrmﬁwaﬂiaﬂwmw
Ao A B

Team Leadership 3T 3T 3TUR

1. Organizational Psychology (F3TaTcaeh HaAlTd )
g IfFd T A, &TAdT, 9RO 3R I kel T AXIenT 37el9T aIdT ¢ |

Teh JHTAT Leader 37 TATReIdT31T I THSTHL <1 H AT (Collaboration) 3R faear (Trust)
fawfad Har gl

2. Systems Thinking (R¥ea faf%a)
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Teh E1A Shdel olldll &1 HHE o161 glcll, Sioeh Tah Interconnected System BIdT g, ST@l Scdieh
Y T H P IS & GROMH st FHTfAd e g

3. Motivation Science (90T fa=117)

Research gdTdl § o HATRY shael AdT & folT 1A AT X4, Sfed d GFAA, faamE, 352T
3R ugar ot arga €1

AT AT Leaders hdel 1 sTg] T, dfodh aldlt o IR off e &1

Team Building (1% f&&To)

Team Building FT&?
Team Building T 379 §—
T S FATAT Foras HEY IeT, HEY AT, TISC 3662 3R 39 faRard &l

Teh HaTe[cl I ehdel FTTHATRITE olail & g1 SeTcil, dfeeh Hel g (Collaboration) 3R FHead
(Coordination) & ST &1

Team Building & H& f@euia

1. Ter ollalt &1 TIeT (Right People)
gX el T Skills 3R Strength & 3THR {f&hT T |

2. TYSC 3867 (Clear Goals)
& HEE I IdT glell ITfgu—

o FIAT I g?
o FIAT FLATE?
o FHIdh FLATE?

3. faeard (Trust)
fareary & =T 1S 8fY 1T I GHT doh Aol Al &F Tehdll|
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4. TEIT (Collaboration)
& & Gl GaET Teh-gE T Aheldl & FTeT ¢ |

3algdur

Uah fohahe I H hdol 37T Sooldlal 8l § Sild sTal Tl | S Pl Teoldll, IgareT, f[Achehay
3R FearT Tl i 3maISdr gl &1 38T YR Business # #T 37619T-37619T hiRler aTel @ilalt
3aeTHRAT eIl &

2. Delegation (T HiYet T Fell)

Delegation &7 §?
Delegation T 379 §—
LT ST ! T 1, Tl AR 3R 3Taedss FEY=! & Y e

Leader & 36T §X I TIT AT T, SToh G I H&TH SaATell 1T 8

Delegation & d3Tfeieh oTeT

Productivity s&cil &1

Leader T0TH{ae 1At 9T €A1 & HehdT |
Team & Skills AT g §1

AT ot Y &THTT e B

T ol ¥ ST ¢

gHTdT Delegation T Ifshar

e &g |

HIY TASE FT & FHSAT|

LIS HHTHA & |

39faTd aROTH Fard|

HHAI-HHT W Progress Review & |

ok wbd-~

3algur

ITeld Delegation:
"I Project Tl T "

eI Delegation:

"8 Project T Tgell TRUT hdR e T Y, Afe; Tohall FaTersT T 3MTaeTehr g1
He aaTl, R & el foret & vty Rehe @msmm 1"
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3. Accountability (333G1Tacd)

¢ | TAKE RESPONSIBILITY «

Accountability FI7 §?

Accountability 3T 3727 §—

379aY S, fAoTat ik gt $Hr SFAe THeR Far a2r g [T 7T o8 & gfa 3aterR
g

IE hd ol ITelcll §lel TR STATS el oTel, dfoeh Y@M & g IRUTAT & YT Ifdeees @1 g
Accountability & H&T dcd

TISE 6T

Tqse TSFAERY
TAT-TYHAT

forafaa geve
AROTTHAT &1 FHedehe

GG ERR IR

Behavioral Science & 3[HR ST STt &t 391 TSTEAGRT TS glell 8, ol 3e7hl Performance
3R Commitment 2=t ST &1

289



3ETEROT
Tfe; Rt AR T hael Tg gl SITT—
"Sales JGT3T|"
o aRuTe 3reTse gl
Ife &hgT Su—
"SH AglaT 100 5T ITgeh! T Y =TT & AR TcAP TTdTg FaTtad RAE =i g1

ar Accountability TIse &) STt §1

4. Motivation (9X0)

Motivation T §?

Motivation dg HTITReh Fail § Si STTFd Sl T&T YT el & [T [ 1 Fla & forw 9k
gl

Leader T Hail HEcdqUT 1 shdel &R ST w781, dfesh &1 & 8l 3care 3R 3eged &
CIECINCEARCERC Y

Motivation & JATfae TR
Psychology & 37e[HR el Fad 37f8eh IR gl 8 oI 36—

o TFAA AT gl

o U FT AT AT § |

o 37U I HT 36T TH AT & |
o 3% ANINETT ST IGT Bl g

Leader Motivation 3 dgre?
1. Vision @S Y
STt Y SATST 3 3T FIA FAT Fgeaqor & |

2. Recognition &
3 P FT ATdoTfeTeh TNGAT hY |

3. Growth Opportunity ¢
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15 Skills Tr@sT 31T 379 St T AT S|

4. Feedback ¢

HFRIcHS 3R TTcHS Feedback E1H &l SgaX SoTdT &

3alelur
T Leader Ife shig—

"3T9 JTgeh h FHEAT SE T 37T § §l T | T Toig W Ageh I avaTd FeT 81"
Y erarY T Motivation 3R 3TcafaRare gt e &1

5. Performance Management (J¢2isT 9sere)

Performance Management &7 §?

Performance Management 3T 3727 §—

&1 & 1, IROTAT 3R aehrd T AT Fearehet HAT TAUT 3TaRTH FEUR AT

SHDT 36T hd el Al ¢oall o781, Sfedh el UR (Continuous Improvement) AT

AT B
Performance Management & 9fshar

1. Goal Setting

Tose 3R AT A Jdeg FUiRa |

2. KPI (Key Performance Indicators)
HheTclT AT o Tl JHE Hehelsh ad Y |
3cIguT:

Sales Revenue
Customer Satisfaction
Project Completion Rate
Quality Score
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3. Regular Review

gredrigen AT ATfAS FHET H|

4. Feedback

AT W URIcHS G cl

5. Development Plan

AR &1 7 gTALTOT 3R Coaching TeTe |

EARRU

Tfg TRt Sales Team &1 &6 I50 G T ToshT &, AT Leader shael HEI o 31 & IRUH =Tal
SWI| 98 g HodTg Sales Report, Conversion Rate 31X Customer Feedback T G#H&TT ST
dTfeh TAY T§d GUR fohar ST ah|

Team Leadership System & 7 ¥afoi# faguid

TEr afaa &1 wer A &

1A & forw Fe Vision 3R a6 feid &3

FIAT T FHTET Delegation &Y |

Accountability 2! F95¢ HER T faenfae Y|
Motivation 31k Recognition &t JrafAsar &|
Performance &I 32T 31X KPI & 3TUR X A9 |
Feedback 3R Training & ATETH & faa GuR Y|

Noobhowh=

Leadership Influence (Fcd T 7$Td)

Leadership Influence T §?
Leadership Influence ag &THdT (Ability) & TS §aRT Uk Leader foeT &aTd, 3 AT shddl UG

(Position) T 39TeT fohT S3TT T T (Thinking), S8R (Behavior), fA0TT (Decision) 31X &
(Action) ST ThRTcHS G F T FHIAT g |
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T Leader @191t &l 311,27 (Command) & =181, dfedh fa2and (Trust), TFATT (Respect),
farS=7aT (Expertise) 3iR 90T (Inspiration) ¥ wTfad AT &

Leadership Influence = Trust + Credibility + Value + Communication +
Relationships

Psychology, Behavioral Science, Neuroscience 3{X Social Influence Theory & AR
Influence foRET 81 Leader ST T&& ATFARMeI &7HdT &ldT

Leadership Influence T d3Tfaieh 3TUR

1. Social Psychology (AT#H1GI HaAlfa<iTe1)
AT 3o AT T ITTELOT i §—

foreT I 3¢ AT &l

Sit T&TH (Competent) &

S 37 g H R Y|

i 379 SIAER @ 3eTe0T TEJd AR |

2. Neuroscience (HAEdss fa=1e1)

STer fRET Leader &1 sUdgR SHTGR, TR 3R IRvUTTere gidr &, a9 ehait & Afass
Oxytocin 3k Dopamine Si& Neurochemicals @fshar gl g, oraa—

o T TearT gl
o WG TGl &

o H FI Asldol AT 81T ol
° mmwgl

Credibility Building (fda@=iaar faaTon)

Credibility a7 §?
Credibility a1 31 §—

UHT faeadei &fa (Reliable Reputation) SATAT TSrA# @i1eT 3T9ehr aTdi, faoTat 3R arer 9
T A |

faeaa=iadr aut & ST & 3R T 1T T T 8 FASR 8 Fohall &
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Credibility & TR T

1. Competence (J13)

319eT 81 T I8 AT T |

2. Consistency (fa{ad)

i g, TeT H|

3. Integrity (SAT=ERY)

& aRREUfY & Afdear sare W |

4. Results (IR0T#)

3T9eh 1Y 3T el T 3fAF THTT STerd g |

3algdur

Ife Leader SR-8R §HY TX Project Y AT &, dl 37eTell I T 31Tereh 2at & ollel 38 W
fareard e |

Trust Building (fa2ar& f&#Tor)

Trust AT §?

Trust a8 ATTAH AT § 5@ ST I #Aeqd id & fv—
"g eAfFd gAR fed # Tgr ot erem|”

faeara Leadership &7 @& 937 4T &
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Sy

. HONESTY

bats

RELIABILITY

D

COMMUNICATION
0.9 %
e®
a® 5
RESPECT CONSISTENCY
AT TR

Behavioral Science SdTdY & fo 3= Trust arell Teams H—

Productivity 31T g &1
Innovation S&aY &1

TeI1d e BT &

HeAeT SgR glar gl

Trust Building & fagura
1. SATASRY

HI diel, ATe TRIEATT HideT gl
2, gRefRYar

fAroTat & 9 &1 HROT FdTC |

3. @ fasme

Commitment §H2IT 9T & |

INTEGRITY
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4. FFATT
g el T T ol Hged 6|
5. =1
Y & J1Y AT TIgR A |
3CTEROT
Ife fFET Project # ITerdT 81 SITT—
faRaTH ATt aTelT Leader shgall—
"TE FHART AT TSTFHGRT & | & HROT TASEN IR 3Tel - 95 Har|”

Personal Branding (SaFd9rd sis fo#To)

Personal Branding #3787

Personal Branding &7 3727 §—

G & HeT F 3T THT HhRIcH 3N FI5 Ugrel (Professional Identity) ST Sif 3M9eh
AT, HeAT, TR 3R [T 1 gefv|

31t & f3fSiee a1 A & Leader T Teh Brand BIdT 8, ¢ I8 STeIqgieh? =TT IT =7g1 |

Personal Brand & §&F dcd
1. Expertise (f319=1am)

Rt T 819 & I8 AT A fad Y|
2. Values (Fz3)

3T Tehef TAGHTAT TR Tl 872

3. Consistency (fed<an)

3iTeTeTsd 3R HThelTss GlAt 57978 THTT TdgR W |
4. Visibility (7274

379 AT T oI, ST, HTYOT 3R FIRASTOT & ATETH T TS |
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5. Reputation (Ifcavar)
SNIT 37Tk IR 3 AT Jrad &, Tl 3T9RT Brand &1

3cTguT

Ife IS cafFd auf d Business Strategy 9 39ATel i@ 31 9iReTor &ar &, ar efR-efR 39hr
Ugdlel Ush 92981 Business Leader & 9 H ¢ ST g1

Networking (F&%1 A1)

Networking 7 §?
Networking 3T 379 §—

VW A (Professional) 3R sfFd9Td (Personal) & FATAT ST AT+, 3G, TA9T 3R
faera & HerIar &<

Networking @def Business Card STeaiT w181, dfeeh dreehlioleh TaRaraqut Hatr S=reir 3|

Networking & 33T T
Social Network Theory & 38R HeIgd Network H—

e 15 Opportunities AT £

o TS STPRT doil & e &1

o eI TG &

e Career 3i¥ Business ol doil § 3767 §6d o |

weTdT Networking & fagemd

1. gl Value ¢
helol Heg AT & TSI gl QAT hl TGl Y |

2. &¢I 9110 3

JAI-GFT W IS5 H |
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3. Authentic 3¢

e@Tar St & FollT JEdTdeh cdgR (W |

4. TaTaer ST & 5
$hadl 9 & d& AifAd a1 Tl

5. Long-Term @

Networking 3T 36623 shdel 3Tl T SITH sT8l, STedh ATAST & HEANET T YR eilell ¢ |

High Performance Leadership (3Ta-9geis ﬁ?—lﬁ)

High Performance Leadership &7 §?

High Performance Leadership @8 icjcd Y0TTell (Leadership System) & foraeh aTeas 4 tsh
Leader T 31 319=iT &1 T 3cdreshdT (Productivity), FII&THT (Efficiency), FoiT
(Energy), 37=IE= (Discipline) 31X IRUTH (Results) T TR SgcR S=Tcll & |

Tsh High Performance Leader shael 3718 &hie el T, ST Tl HH (Right Work), T&r
AT (Right Time) 31X ¥&! ddl% (Right Method) & &dT &

High Performance Leadership = Productivity + Time Management + Energy
Management + KPI Tracking + Performance Reviews + Continuous
Improvement

Management Science, Performance Psychology, Behavioral Science 31X Organizational

Development & 31HR 3 Y&¥ieT (High Performance) shael #geid & #e1, dfesh Tgr e
(Systems), TEY 37Tecl (Habits) 31X @€Y Acca (Leadership) & 9Ied 8T 8

High Performance Leadership &T d3Tfaeh TR

1. Performance Psychology (9&2Td HATA 1)

Research & 38R 3cehsc Y&l il dlel WIIT sharel JTeIeh ¢ hid gl e, STeh—

o IUSC A&TIWA 8|
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o TUAFAIN W HH P 6
o fIfAT Feedback oia &1
o TR GUR HA &l

2. Neuroscience (AEdsH Ta=Te)

ATETSH Y Foft WA gIell ¥l SAfT FaH Agcaqul HR dd el AMGT ST AT ek Fofl Hod
37U gl

34! FRUT A%l Leaders Time & ATY-ATY Energy FT HT Jatlel ld g |

3. Continuous Improvement System

High Performance Leaders fa@d §9 & 319= GROMHAT &7 fa2eivor #:3d & 3R sie-sie gur

(Incremental Improvements) &3 S5 THeldT ATCd T & |

Productivity Systems (3cUTgehdr YUTTelN)

Productivity System &1 §?

Productivity System dg saafedd Ufshar § forde gant cafed & A3 3R gar«t # s
TUT 95} IROTA 9o T 8|

Productivity &T 31% &del <IEd (Busy) 811 o181, fess Agcaqul &raf (High Value Tasks) &
&7 ST g
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Productivity % 7% fcerd
1. Prioritization (JrafAd)
HecaquT F1 TEel H|

2. Planning (It

feeT ST QB3I TUST Trsfel A A |

3. Focus (TI3rdT)

Teh §AY H Ueh HgcdquT & Y|

4. Automation

GITT STl aTel &1t I System AT Technology ¥ TXeT ST |

5. Review

f&eT & 37 7 st hr et |
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gfe T Business Owner & 918 20 ST &, A dg Ugel 37 3 1 T &3l Sl Revenue,
Customer Satisfaction 31T Business Growth I ¥ 31T AT STold 2|

Time Management (F5J Y&¢)

Time Management &7 2
Time Management T 379 §—
ALY T AISTATEGH ST leh el S Hel FAT 9T G AT

Leader Y T Y ATl AT HIACT & F11h Ueh SR ST g3 HAI ITTH e AT

gHTdT Time Management & faggid

1. Goal-Based Planning

8 et &1 R &7 | ST gletl <3|
2. Priority Matrix

FII IR AT} 7 Sié—

37 HgeaquT AR drcehiferen

HEcaqUT oifehe] cllcehTioleh oTgl
dlcarlfele afehel s HgeaqoT

o dlchifoleh, & Agcaqu]

3. Time Blocking
Teh &1 YR o 11 o forw Afad a#g aila &

4. Distraction Control

31192 Notifications 31T STEm3T &l A HY|

3aleuT

Tsh CEO gae & Ugel &I He sha ol {0TaATcieh (Strategic) 0Tl & forw grfeia t@ar @ 3ik
Meetings S1& & T &
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KPI Tracking (&I YeRleT Hehclehl shl faRT=iT)

KPI &1 §?

KPI (Key Performance Indicator) @ AT9Es (Metrics) & fSieter #TeT# & fohay cafad, S ar

HITSsT o U2 &l AT ST &

"SI HTAT et ST Hehell, 3§ THTAT &1 & FERT Y T ST o1 |

KPI Tracking =T 9fshar
1. ofeg fAuTiRa =Y
3CTEYT:

e Monthly Sales

e Customer Satisfaction
e Profit Margin

2. WE KPI ot
&Y I8 & forw 31e7eT KPI [eTRd Y|

3. AT AgaT +L

Daily, Weekly Ir Monthly Reports IR &Y |

4. TqNuT Y
Ife aRonH o1& @ A §, A HROT @S|

5. GUR &
TS YUTHI T omay & |
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gfe frdT Sales Team T 8T 1 IS T TSI &, A Leader dhaer 3iTad IR 6T W

ST
Daily Sales

Customer Retention
Average Order Value

S KPI ¢ Track S|

Performance Reviews (9¢27sT HHIE)

Performance Review &7 §?

Performance Review dg 9fshar g [STH Leader Raf@a &7 3 &5 & uedlsr, 3uaieey,
AT 3R GUR & ITERT T FeAehet AT 5

Lead Conversion Rate

SHHT 36T HATATIAT =T g1, dfedh aer (Development) Y FGTAT ST & |

Performance Review &I 9Tehar

1. Performance Data TehT &y

e KPI Reports
e Customer Feedback
e Project Results

2. 39Tt i ggdre <
3T I T TRTEAT L

3. GUR & &19 §ard

TS 3R TeATcHS G &

4. Action Plan §AT0

33T TOT T AT I Y|
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5. Follow-Up &Y

37Tl FHTETT & yerfay ST |

3algdur
AR THET # Leader Hg Tohdl 6—

"SH HEIo 3MThT Sales 20% S¢1 &, ST 3chSC | 39Tl HEIeT Customer Retention
X oft &1 St arfeh g 3R Sga” &fl”

High Performance Leadership & 7 ¥afot# fagurd

Tose 3R A9 AT Je T FUTiRa #L

SIE @1 o TSI HgcaquT il o €Tt & |

A 3R ST Il T FHATT HAged & |

g AgcaqUT S o T KPI fleTiRel & |

fAIfAa Performance Review &Y |
Feedback &I X T 31T AT |

yfafe ool YR (Continuous Improvement) &Y |

Noogobkowoh=

Strategic Planning (30T fceh J1STe)

Strategic Planning 3T 82

Strategic Planning g d=iTfeieh TfshaT & fodeh SaRT Leader s1fasy & el 3R sraast

emﬁwﬁgtra:réra’mmaam%l
g hdol AVSTAT IATAT oTal, Sfedh TET TATARATT aF HILTT &
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| —

Q@@

ANALYZE PLAN STRATEGY SUCCESS

Strategic Planning & F&Z TROT

1. Current Situation Analysis
3TST gARY TRufa T 872

2. Opportunity Analysis
ATIST & qET FAT 82

3. Risk Analysis

gafaa f@x Frg?

4. Resource Planning

foreT TETI=T FT 3MTRTHRAT Ef?

5. Action Strategy
&Y b gg = o AT FleT-hlef & FeA 3BT SATCT?

ECEL)
Ife P HYA AT ToT F FATIR AT TR §—
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Strategic Planning # Qmf&el gram—

Market Research
Competitor Analysis
Budget Planning
Team Recruitment
Marketing Strategy
Sales Targets

Execution Roadmap (Fral=adeT J5HY)

Execution Roadmap FT §?

Execution Roadmap @ Ta¥qd &R AletaTm (Detailed Action Plan) & it Strategy & arediden
gRomat & seerd g

37T Strategy 3T el Bl & S1d 38T Hel Execution 8Tl

Exp:

Month 1 — Market Research
Month 2 — Marketing Campaign
Month 3 — Product Improvement
Month 4 — Sales Expansion
Month 5 — Customer Feedback
Month 6 — Performance Review

Vision & Strategy & 10 ¥afoiH fceid

SO0 NoOhWDN >

Jgol TAST Vision §ATY, AT Strategy dOR #Y|
Vision & 9RUTIEITe 3R reenfores Q|
Mission T TISC 3R SA-chigd STV |

T3 Goals @ Vision & @1 Align &Y |

fuTr 3er 3R J2at & AR 9T |

Fefad SNTEHAT FT ggor ¥ fa2eyor S|
Execution & folT Tas¢ Roadmap s=1U |

KPI & ATETH | YaTfd AT |

AT Review ek 31TaTe JUR H |

0. Seerelt aRTFEAAAT & 3TaR Str?ategy &I Update ad TE |
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IGA=A

mmmmwmma%mmw SgIaTy AT fAU I gad 927
mmmaﬁ diceh 38T icjcd Il & | ST Ueh aAdll TUse f&T, FeY 0T, g
Wﬁﬁﬁrﬁ?ﬁﬁﬁmﬂ—a‘résmumm% a’rq‘i‘raﬂwmmmwéamum
e AT B

Ueh THTARITRI ST HHTATHT U oT61, GATTAT IR EATH ST & | I8 [ATT0T Flat & ST ATel i
HeTH FATT &, 3T S & Sl faary Yer H¥ar &, 3R 3rcThiiois Theldr & S
&rerentieteh Hed (Long-Term Value) T fATOT &dT &1 TET T TSeentor Tl 8T wrervor &1 &t
W%&hﬁmm%l

Adcd 1 HTAH 3T Fael 8 o FHIeAT g1, dfedh T FEHid (Culture), THT JoTTeT
System)ﬁ?ﬂﬁmﬁﬁmﬁwm g S g %mﬁﬁwmwaﬁ@'l T
Aqcd eATFd-shigd gt & ToTTd eHid-higd e STl 8, 9 THeIdT RIS 3R THTERITeN
e &

sifas T

"SIl 98 6T Sl el 3T eldl &, dfeh a8 & i ga’l & IR 8 sicjcd i¥eT 1 AT H, &THT
3R £ e fefid T &ar &1 T8 Aidea &1 A1 &, FET TARI ThoeldT &1 IR &, 31X T8 &
FETeT T T EIHT 51"
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AT 10 JdTIR T 9 AT

The Science of Innovation

Introduction

gf T ¥ §X 15T IR febdll 7T faR (Innovation) & E E31 &1 afgm, fsTell, $eXeie, HHA
aaiﬁwmnaﬂw&nuﬁ&w-sﬂmﬁﬁmmm@ﬁﬁgéﬁmﬁwaﬁ
P 31T TRERITT & SET 3R 37T AT THATUTET TISTT| SHIIT TR el 78 ol FeTet T
el g1, Sl TATATIT DI dgay, dof 3R 31T8d T dleh & & el & A AT g

31TST & UfaTTedT o1 7 hadl AgAd HLAT AT o1e1 & | ST T TFd, EFT AT STTHTT SINAR
AR AT &, TeY T & G2 377 Taam & AR TARN Gherar uredt #3ar ¥ Innovation &
HTYROT fIRT &7 3rETeRoT 9ROTAT 3 deee i afed ST 2|

AATTA TTREHIOT H SWT ST dT Innovation IS 31T glel dTell HEaT oTgT, Sfedh deildhe
(Observation), [T (Curiosity), Ta=iTcaIe AT (Creative Thinking), 34T
(Experimentation), @&s1 (Learning) ﬁTﬁWH‘EﬂT (Continuous Improvement) T Teh
AR TR ¥ | Tg ATCTs Y Teiey B 7T, 3fe37al AR THEAII Y AT feehior @
¢"st T 3TGd &l IRUTH gidT ¢ |
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S AT H gH FASI [ Innovation aredd 7 & I HdT &, Thd 36TAT IR Aea-vadT
Ut AR & PleT-d FgHia e &, F24T 319 319 e, FRER 3R cgaam § dafae
TORT T 3TGYIT Y SHITAR AT ITET $& ScTeel T Tohd &1 T Innovation 3TIhT @ T

REAT 97 SATAT &, OF Aol shdel TUeh HTTT 181, STedh Ueh ETATTIde TRUTH g7 Sidl g

ST T H AT FI7T HWG?

Scientific Understanding of Innovation
Creative Thinking Psychology
Innovation Mindset

Problem Solving Framework

Idea Generation System

Alternative Solutions

Perspective shift

Out of Box Thinking

Innovation T §?

Innovation T 37 §—

"ol STT T Tg e § Higlg AR, 3cUTq, FaT AT UshdT Sl 58§ Jeh [deh [ id htelm
%a‘s’aﬁ?ﬁ%ﬁvmm e 3N HeddTel &1 Su|”

Innovation 3T HET 3EcRT shd el 7T STl A6 dfoh THEAT I ST HATUT =T (Better
Problem Solving) g1

Innovation Formula

Innovation = Creativity + Execution + Value Creation

Ife 3T 9TH shalel Idea & elfehel 38 AT9] (Execute) g fehaT I, A @8 Innovation =gt
EAIIGL

Innovation & ALY dcd

1. Problem lIdentification
&Y Innovation T 3T fehell FHEAT (Problem) & gl 8

3clgduT:
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e G4l &I ol Transport ATRTI
o TISAT FI HFA ARETT H 3G AIRT|
o faEIfAT #F g Learning System @TRRT|

2. Creative Thinking
HHETT I AT ehIT (New Perspective) ¥ ¢@=T|

Ig 92 TOeTT—

FIAT SH 3T FATAT ST bl 672

FIAT SH ol IATIT ST bl 672

T ST AT S gl Tohall &7

T HRT ST 3e]3Td (Experience) f&aT ST Hehll 872

3. Experimentation
Idea I BIC TR W Test =T
= gfshdT H Al 8

e Prototype STl

e Feedback =T

o YN &hial

o ISRT TAETOT HIAT

4. Value Creation

Innovation T BT ATAT SATAT & ST« dg T & [T arEdfdss Value 3cdesT Y|

Value %8 TR &1 &Y Tehell —

AT A g9
4 T Jad
SBR 3HeTeT
e gat
)
WW

Innovation T 3ATAS MR
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Innovation &S dATA &1 W 3menRa g1

Neuroscience

HATETSH (Brain) s Connections FATAT & |

ST §H o5 SIeThRT HRAA ¢ 31 37e191-37619T Concepts & S &, d9 S Ideas 3ce<T gl & |

=8 Neuroplasticity Fgd & |

Cognitive Science
Innovation & Brain =T IThAT3iT T 39ATT HIAT 5—

Pattern Recognition
Association

Analogy

Divergent Thinking
Convergent Thinking

Systems Thinking

Innovation dael Product SGeleT A&l & |

X System & §§cX =11 &Y Innovation &1

3arevr:

Product + Marketing + Delivery + Customer Experience

T3 fAereT Innovation ST

Creativity vs Innovation

Sgcl oiiT Creativity 3R Innovation &1 Teh &1 FHST &, STafeh gl el &
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®:- Creativity @ Innovation ‘59

- 47 Idea FFMI Idea & adfdPdl & IS

~
4
(<)

&eqdl (Imagination) ° @ &raf-gg9 (Execution)

Possibility 0 !/ﬁ Practical Value

&
52
@ -« P @ o
&
.

o & o= T @ o 208 o A wES & 3w g &

\ |

AR
TRIT cafeFd o 38+1 aToll R T Idea TET|

g Creativity &1

IfE 39 Idea FI Prototype SelTehi Hheld des Market # dlear &Y e arm—
dr g Innovation &1 31T

el

Creativity = New Idea

Innovation = New ldea + Successful Implementation

Innovation &t HgcaqoT §?

Innovation TR&T 8ff ST, STFATT 3R THATST T YITTT T FIH F3T 31T ¢ |

1. Problems 3T 9gd¥ AT
&Y 93T Innovation TRIT THEEAT T FATUTT FAT g

TSIdeir §31 gHET,
3ddlT 3T Innovation
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2. Competitive Advantage

Business # Innovation 3T9en! A EIAT & 376191 Slicil g |
Ife @eft vk ST Product 99 18 &,

ar Innovation 3T9eRT Unique ST &1

3. Productivity s&dT &
1§ Technology 3R S8R Process ¥—

o THAY FH AT EI
o T Tl gl
° Wm%l

4. Economic Growth

Innovation ¥—

1T 39T Se1dt g |

U USTIR 3ot gl & |

7S Technology A& A gl §1
&I T AT AT AT BT o |

5. Customer Satisfaction

Innovation FITgeh & TEeTcll AT T I Il B
TS Business # Innovation & ST &,

ggl Customers 3T &fR-EfX &a glY o9l & |

6. Long-Term Survival

S Sgfed 3R FHuferar r@dr 3R seedl Wl §, I o AT doh Thel gl ¢ |
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S IRade TAHR 18T i, T HR-UR 39 (Irrelevant) & SiTd & 1

Innovation Mindset

T Innovator HRIT ¥4I/ 92l Y&l 6—

SH JEd] Y TATIT ST HohdT 87
FIT S 37T SATAT 51T bl 572

FIAT SHFT ARTT e T ST Hhall 872

FI7 3T Al IT Automation ST ST TehdT &7
T Customer Experience GURT ST Hehell &7

TeT I Innovation T LEITA FAEI

Creative Mind ¥ &hl# T g?

Creative Mind for&Y Teh faaR & @YY 3cdeet AT hldl, dioh 3 AT O TThAT3T b TATeTT
TS ITURCMT (Concepts) TAHAT AT B

58 Afshar & FTT =TT §—
1. Information Collection (SITTshT Teha hsT)

ATETSH ggo [affet Far & FATThRY ThaT FHAT ¢

[ELIC

3-171'343

EIGEIG)

37deilehel (Observation)

EI G [
94T (Experiments)

oraei 31 [3faer STy g1ef, 3 & 3170 TwarcHs @ Jrfad gef|

2. Pattern Recognition (YT 9garsi=)
ARETSH 3TTIT-3Te9T SATARINAT & drd TATAATE 3R HIY @roTd ¢

3calgUr:
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gfe; fordT =afard @I Biology 3R Artificial Intelligence @It & 37T &, dl a8 Healthcare Al 31T

TS Innovation T FHeT=T T HehT g

3. Association (T 1T+
Creative Brain 37el9T-37e13T AWt &l SIS g
3clguT:

Camera + Phone = Smartphone

Taxi + Mobile App = Ride Sharing

Library + Internet = Digital Learning Platform

TET UThaT ST TATHT 3cesT hial g1

4. Experimentation (S3J197)

Creative STfFd shdel TITdT AT, dfedh BIC-BIC AT Y HTar &

Prototype STl
Feedback =T
YU el

GRI&TOT SheAT

5. Evaluation (FHcdTehs1)
& Idea 3923 gt grar|

Creative Mind 3 & d (Logic), agTRendT (Practicality) 3R 39aiferdaT (Value) 3 3TER 9T

Y o] AT ol 8|

Brain Networks and Creativity

Neuroscience & 37[dR Creativity fonell Teh fged r F A8 &, Sfe ATETSH & Fg Aeded

Ao Y Ha g1
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1. Default Mode Network (DMN)
Ig sicas a9 3T Afehd gidaT § Sie safFd—

Daydreaming T g
FHeTeAT HIAT g |
s~ T AT g

AT faaRT T FedaAT FIAT

DMN o7 fa=IRT & fAHTOT 3 AgcaquT ${fAshT e &

2. Executive Control Network (ECN)
g FAedoh AU oot 3T fA2eIvoT adet H Tgraar adr ¢
SHS HI—

Planning

Logical Thinking
Decision Making
Problem Solving
Goal Management

Creative Ideas &Y cIdgIeh SaIay H ECN 37192 &1

3. Salience Network (SN)
Ig Acdd HgcauT STTefehrl T TgaTel il g
$HS HI—

o T |dea 3939 872
o [hg FHATIT WX &I ST ATfRT?
o SHiT-HT SATThRT HGcaqUT §7?

SN ATETSH T "Attention Filter" &1

dIsl Acdeh T AT
TIeATcHS FTshdT H—

e DMN AT AR 3cqe T 2|
e SN 39N TATRT &I IgATIT & |
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e ECN 3¢ arEdfdsh GHT & seoidr g
IET daTfaieh UfehaT Creative Thinking 3T 3R &1

Divergent Thinking (fI=aRa Ir)

Divergent Thinking dg 9fshaT & foTa# Teh THET o 3eleh AHTTAT AT Tt ST g |
ST 3642 £—

Uk HeT 30X 18T, Sfeh Tt & s FHIGAT Gistelr|"

IERAGIY

37 Ideas

CERHICEIY

el fTaaR (Open Thinking)
oot I &FHar

GITIT e hl STHT

EEGH

"qTel! SiTel & fohctel Aeh &1 Hehcd 52"

Divergent Thinker T¥ad: golall 307 &am—

Rainwater Harvesting

Smart Irrigation

Al 3R Water Monitoring
Grey Water Recycling

Water Saving Devices

Leak Detection System
Community Awareness Programs

Divergent Thinking Ta&fad &% & dlih

e Brainstorming
e Mind Mapping
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Reverse Thinking
"What If?" Questions
SCAMPER Technique
fafdeT & &1 3Tt

Convergent Thinking (Fhfed @)

Convergent Thinking a8 ST & fO@# 311 Ideas # & HSH 3UeFc FATUT AT STl |

Ig Creativity 3T GERT AgeaquT TOT g |

3algdur

J7e Brainstorming H 50 Ideas 37T g,

ar Convergent Thinking I8 a3 &afi—

$i7-aT Idea o 39T §2
it 1] FoaT ST HehelT 872
fohEehT oITeTd hel 87

I 3778 Value fAeaf?

Divergent vs Convergent Thinking

® v
Creativity 3menfia i Q

Logic amurfd
Q Exploration ¢ = Evaluation
Ji[ Focused Thinking

Quantity of Ideas

Open Thinking $ -@

Quality of Decision
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alelt UfshaTT fAeeRT %ol Innovation T MU STt g |

Imagination T faaTT

Imagination (FeUsiT) 9 AT &THT g Toidch ATCTH & ATEASH 31 dIGl hl HY ATATHS ST
AT TehlT § S TAHTT | T 8T 81

Safaes Tfve O Ig AfasT 1 GHTGAT &1 A8 Simulation g1

Imagination & & LT §?

ATETSH Tgel A HIEIT 3eTs1al 3R AT 1 AT Tl (New Combinations) & cHa I e
gl

3cTgIuT:
i 3mIa—

e T&fr a_@' %,
o TIHIA @ %—,
e Droned@ryg,

ar ATETSH 57 {1 I TS 18 357 aTell AR T FHeTaAT I GhdT &

Imagination & d3Tieeh oITeT

1. Future Planning

FoUalT g ATAST HI AR Il H TgTIdT FLcl g |

2. Innovation

&Y 92T Innovation Ige fordY T Shodadl H STed JIaT &1

3. Problem Solving
FHedaT g fafiesr Gofaa TATUT Uge & @ T HTEI Sl g
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4. Mental Simulation

f@es, danferens, sieret 3R 3eTHT 3FE AR 31918 (Mental Rehearsal) T 39197 &

el
g el (Performance) T SgaR FATdT &

5. Learning Enhancement

Visualization & ATEIH & H@eT T &77dT 3R TA0T 2fFd 1T Sga< & ehal & |

Creative Thinking fa&fad &3t & daTfaIeh

1. Curiosity Q&f&d
&Y feeT =TT et gu—
o F?

o HAA?
o 3R UATE AI?

2. Diverse Learning
Shddl Teh TAYY s1gl, dfeh 3eich 81T T IETTe Y|

Interdisciplinary Learning Creativity Sgrcil gl

3. Observation S3I0

& ShiaeT 1 GHEEIT3N & e 9 Q|

&Y AT Ush FHTTAT Innovation ahT 37a8X &l ahdl ¢

4. Brainstorming &3
T 3T fohT ugor 31789 & 318 Ideas @ |
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5. Reflection Y
Ffdfeet & THY A JSHT 39T faaRT 7 faRevor 3|

6. Failure &I Feedback AT
Creative 3T 31GHoIdT ¥ 3T AT, Sfesh 3TY TG 37Tl S TATYT Fhfad e &l

Innovation Mindset T §?

Innovation Mindset 3T 372 §—

" A S 9RacisT (Change) &Y 3aTR AT &, THTITHT & THTTT Greld! g,
AT faeRT o1 F&ET el & 3R @R UR (Continuous Improvement) T
faeard A &1

Innovation Mindset aTel cafed shaol Tg gl Y& feh "G Hd [T ST 52", dicsh Ig ot
Tod 5—

FIT 38 3R g TATIT ST TheT 67

T IS TAT AT 8T Tehll &7

FIT Thelloh T Y 3T SATIT ST Tehcl &7
T ATgeh oh 3TeTd ohl SGc TATIT ST Tehll 872

Innovation Mindset T 3wy

AT H 379G W

AT faRT & forw gel W=

SR T W@ T 37aTT ATAAT|
AR TINT AT
Feedback &I TR &aT|
AR e 3R GUR F=|

1. Growth Mindset (Tagraeirer ATAAHdT)

Growth Mindset T §?
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Growth Mindset @& fa2ard & foh §ARY g&f8#T (Intelligence), Sierer (Skills) 3R &#aTC
(Abilities) 37301, W@ 3R AgeTd & TAH AT & Thair g |

58 Taudd Fixed Mindset Ig AT § 7 cafed ST &TodT ofe s & T gl § 31X 33 Sear g1
ST FeheT|

aafaes 3MUR

Neuroscience & 3[HR, STdl §H 715 Tiol WG ¢ AT hidel FHEIIHT T FATTT Hld o, oI
HTETSH H T Neural Connections SaTd g | & fshaT I Neuroplasticity gl SITaT & |

$HH 7Y ¢ o gART ARTSH il fasfad g s g

Growth Mindset arel I

AT T ETITT X & |
Tfaar ¥ drE@d g
Feedback TR I g |
HTSeT AT T AgT |
AR GUR R ear=T &d &

3aleuT
Ife FIS cTTHTT Ugell IR 3B & STT—

Fixed Mindset:
8 RroTerer 3 Fore 9T & a1 &1

Growth Mindset: _
"ﬁ'ﬁrag?rgm@hm%l 373TeN I Sg} WIfa 319139

2. Curiosity (far=1mam)

Curiosity FTg?

Curiosity ag HTTTEH BT ¢ Sl §H oS STeTehR, AT 33T A AT FATHT Wietel & fow R
gl

Innovation T YEITT IFER Teh TXel TR A Il 6—
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FAT?

Fa?

IR AT aAr?

FIT SH S8R ST ST vl 572

aafae 3MUR

m%%ﬂéﬁﬁ*ﬁﬁﬁmﬁ%ﬁﬂ%@ﬁﬁﬁmﬁ Dopamine &T ¥Td ST
¥ TE g TrEe 3R @t et & fore IR swear B

Curiosity o T

TS ST UTed Blcl &1

Creativity S&dT &1

S8} Problem Solving fasf@d giar g1
Innovation & FHITT Tl & |

W i a1fa AT g 8

Curiosity [asfad &t & allsh

fdfeet AT 9=t g
3TeT9T-37e1eT fawit hr gEeh IS |
IERREIRIEEIETY

IS STITgT 3R deheilehl ol THST|
391 377e7all oAl TAReIwOT Y|

3. Open Minded Thinking (g fa=IRT aTell |e)

Open Minded Thinking &1 §?

Open Minded Thinking 3T 372 §—

TS ST, AT IR 3R 37617 TeahIuT 1 fasye] 9 I TR e i &TH7 |
UHT STFA 39e) U1 Frarst 1 3 ST JATOT & 3TUR 9T TG olet & Tl IR Bl &

aaTfareh 3MUR
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Psychology &IdTell § fo HeJsI & Confirmation Bias =T Ygf glcll ¢, [T caiebd shdel 3¢1
mwﬁawm%wwmmmwwm%‘l

Open Minded Thinking 8 HTATI® G&TATA &l ha el H TEIIAT P ¢

Open Minded Thinking [3&R@d & & dl%

3TeT9T-37e19T fAaREURT3AT &l U6 |

I8F & ol It |

Feedback FTiIHR & |

"# 36Tt 81 T FehelT g Sl Fier 37=ATY |

4. Experimental Mindset (S31e12fTer AT AehdT)

Experimental Mindset &7 §?
Innovation shael Aldel & =Tgl 3T, e Experiment (FIT9T) et & AT & |
Experimental Mindset T 3727 §—

BIC-BIC TN Hlch AS HHTIATIT T GL&TOT T

/ EXPERIMENT\
Q ail
OBSERVE LEARN

e /
: 4 W
T 4

11 ;% IMPROVE
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FaTfeieh 3TUR
far=ireT # gl @it U Hypothesis & Y& Blcll 6—
Hypothesis — Experiment — Observation — Analysis — Improvement

Innovation $T SET TTshAT T HeTHIOT AT & |

Experimental Mindset drel cafed

STe<l Prototype ST 1
BIC TR W Test A &
Feedback oI &1
3R ¥ WrEd £

R gurR A €l

3cTeoT

gfe TR Entrepreneur & 91H 14T Product Idea &,

dl ag Ugel B¢ TARX IR 39 Launch F3T|

Customer Feedback & 3T 9T Product &Y Sgd¥ SATTaT|

JgI Experimental Mindset g1

5. Learning Agility (dsit & Hr@et T &75dT)

Learning Agility T §?

Learning Agility 3T 379 §—

15 aRTEAfaar 7 A & TGaT, TaT Y Se o1 R AT ATA T THTET STAET HLAT|
31TST T ISl & Feeldll gferdm # Jg TeH Hgea ol hierel & I Ueh g |

dTToeh 3R
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Learning Agility 3T Teer—

Neuroplasticity
Cognitive Flexibility
Adaptability
Continuous Learning

G

it g TSicel STedl HIWdT &, T8 3ol STeal seeidl IREATAAT & HTHR T Y el ierd
H ThcT g

Learning Agility aTel eafed

15 Skills ¥r@d & &1

d&eldT Technology @Y 3T9=1Td &1
TAfaT I STedr TrEd g1

aeir & favi ara §

STITAR ¥ &r Upgrade a3t T8 & |

Learning Agility [ fad e & dlish

& A°dTg o1 Skill @ |

Online Courses &Y |

Al Tools i 518 Technology 3T 37T HY|
faffiesr 3caeTt &1 3regasT Y|

fAafAa Self-Review &<

Innovation Mindset Framework

Teh %ol Innovator Y O fAFafaf@a a7 & Arfaa eidr g—

Growth Mindset — Curiosity — Open Minded Thinking — Experimental Mindset — Learning
Agility — Continuous Innovation

Innovation Mindset A& f8d ¥ &1 Sfaeh 3T

1. GTAfEeT A & HF Teh 71 9T G|
2. & godig Ush oI5 Skill T |
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&Y Agl Ueh BIeT Experiment &Y |

3THBT @ Learning Report & 9 # for|

3TCIT-37e13T 8131 T Tecleh TG |

Feedback oleht R Y|

Al 3R @& Technologies T I3 H |

AT T 3TE (Opportunity) & FT H Qa1 T 3TFITH H|

® N Ok W

Problem Solving Framework &7 §?

Problem Solving Framework Teh eqafed (Systematic) IfshaT g, foraes ATeasT & fonay of
FHEDT & d=1T 3R drfdhes alis ¥ &1 far Srar &

Framework

Problem Identification — Problem Analysis — Cause—Effect Analysis — Systems
Thinking — Solution Design — Testing — Improvement — Implementation

1. T&I Problem $& Identify $I?

Problem Identification a1 §?

Problem Identification &T 3727 §—

HAEIT & qIEdTdeh Ta&T (Actual Nature) ST IgTeTT 3R I8 JHSTAT foh areda & gl fohd el
A FET B

Fs IR S FHEIT WS Sl §, I8 FHdel oI8T0T (Symptom) 8l &, aTEdTdeh HEAT oTei |

dATTR TR

Psychology & 3[R, §HRT ATETSh 3FER Ygell TedTs &t dTell SileiehiT (First Impression) &
3R R AT of T §1 38 Cognitive Bias &g ST &1

ST FROT §H S TN el FHEAT T gl HIeT a1t & |
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reafa

TRl o=t T Sales HH 8T W |
Ugell AR H THET:

"Customers & g "

AfereT areafas gaEaT 8 Thdt §—

e Product Quality @1 g1

e Marketing @gr Audience d sTgl Iad 81|
e Customer Trust &5 & °

e Pricing Ted &1

e Delivery i 81

I hael Ads eI feT ST 31X Product @IS g, d Sales AgT 9631

e Problem 9gdTelel & 92T

e JITdd H FAT &I {gT g7

I FHETT el Y §S7?

ST PleT THIRAT & T 7

FIT Ig GHEAT & AT hadl 3TPT GRUMH?
hleT-HT 32T 38 THEH Hdl g2

Problem Statement fo@a & aleT
Teh 37T Problem Statement 3 I ST glel! ITigu—

HATIT FAT 872
6l 81 W g?
e B T 872

3T THIT FAT &7

3alg{or
Y "Business 31T oIl dol &T|"

v "o 6 HEIAT H dgHISE T 3T aTet Visitors & 35% $T T 3115 &, f59d Sales RTAR
ge el
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2. Problem Analysis (FHEIT fageyon)

Problem Analysis F7 §?

Problem Analysis ag 9fshar & foTs TaTar 1 S-Sl H191 & Fsnfard e 39 8 o
3T fhAT ST B

JaTfareh 3MUR
Complex Systems Theory & 3eJHR, TSI HAEATY AT S DIET FHEITHT T FLTSTeT Bl & |

SATIT d7TTAeh Tgel FHAEIT 1 BIC AR H fIHTTST FLd

Problem Analysis & TR0T

1. 3T UhT e

AT EIT?

I g31?
fras méf"g’aﬂ?
fopctelt TR FaEar 872

2. GHEIT &l I3fiehd Y

C

Technical
Financial
Human
Process
Marketing
Operational

3. dea @a

o TN GHEAT GHAT Ueh & THY gl §72
o 7 frddl fady aRfEufa F e &2
o T SHFI PIS gl (Pattern) 72

Problem Analysis Tools
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Pareto Analysis (80/20 Rule)
SWOT Analysis

Data Analytics

Process Mapping
Observation

Interviews

3. Cause—Effect Analysis (FRUT-9HTT [d2eiyor)

Cause-Effect Analysis T 8?
Cause-Effect Analysis &T 362 Ig HHSAT ¢ foh—
AT FT g3 3R 3T FI1 TROTHA g

CAUSE

0g® EFFECT

9
PEOPLE METHOD
BT
Q IMPACT
PROCESS .III PROBLEM

@ MEASUREMENT
SYSTEM .’

MATERIAL
i N\
1=

B ANALYZE

| NSRR  inp ROOT CAUSE

IMPROVE

INSIGHT

aTfeieh 3MUR
& 9T (Effect) & 91> Teh AT 371 SROT (Causes) &d ¢

ST deh RUT 78T Tl ST, THATAT SR-aX aT9d 370l |
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Cause—Effect 9fshar

Step 1: Effect 9gdTel
3a|610|

"Customer Complaints 9¢ &I & 1"

Step 2: THTTAT HROT Giat

Product Quality
Packaging
Delivery
Customer Support
Pricing

Step 3: Root Cause 9gdTel

5 Whys Technique T 3931397 &1 |

3cTgIuT

Customer fRIsTId a7 T I@T &7
l

Product &3 & gl

1

Delivery &3 & &4t §'§?

1

Warehouse Processing €& 4|
1

Processing &Y &t 21?2

l

Automation =TT 2T|

39 qIEATdeh HIROT GTH 31T 37|
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Cause—Effect Analysis & oTe7

e ITEdIdeh HIROT Ul Tl & |

o THTAT GITIRT glet Sl HHTGAT A gl g |
o TE GATUIT TeTell 3TTHI BT &

4. Systems Thinking (F8¥c#H 3menia A=)

Systems Thinking FT1 §?

Systems Thinking @ &< § TSae fendll HEAT &I 37e09T-Ue0T (Isolated) g1, dfes [ {EeH
1 eEaT ATART THST AT & |

g¥ TOEeH S 1l @ TREHT 71 81T & 3N Tcdeh 19T QAR 19T T FeTTfae &l &

GOAL
.
PEOPLE ;‘{ / A \ X ./l‘l/i PROCESS
A “V' &3 V e %
/ o [ \
S O ek Al
PRNSEE  V /| 7 T o
m @, B4
TECHNOLOGY \ & Ay / RESOURCES RESULTS
\'r : ' et .s"’
A0
IDEAS FEEDBACK

aafaes 3MUR

Systems Science & 37THR—
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"System T Fedeh $I9T 3= #1311 & ST BIaT g 1"
e, FohelT Teh el & aRaci=l g1, ot 3HehT Ya71d X Fees o) 93|

Business System

Product

Marketing

Sales

Finance
Customer Support
Supply Chain

Ife; Delivery @I glefi—

ar Customer Satisfaction &3 gI9T|
|

Reviews @RS giaT|

l

Sales & gl |

l

Revenue T3]

|

Marketing Budget && gI9TT|

T BIET TAEAT X Business System &I THTTAT & Hebell ¢

5. Solution Design (FHTYTT f#TOT)

Solution Design F1 8§7?

Solution Design g fshaT & foTeT FHEAT & fAIVUT & ITUR WX a9 FHTT, sadgiRe 3R
e AT IR fohaT ST 8
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AT 3TUR
Engineering Design Process & 318 HHTTE Sallel o TROT §—

THEAT FHSTAT
FHTTIT AT FelTell
Prototype o &=1T
Testing ST

{_[ETR' AT

ofTd] el

Solution Design & aX0T

1. 31 TATITA JIR HY

Brainstorming &<

FH O HH 5-10 FHTTAT JATI Q|

2. YA HHTUTS &1 Hediehed Y

3. Prototype ST0

Tgel B FAX I HATTT ofT3] Y|

4. Testing Y

o T AT HhIH Y I&T &2
o T 398 gRUTH AT W E?

5. Feedback o

User Feedback
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Customer Feedback

Team Feedback

6. Improvement &<

Testing & YR T FHTYT ! g TAT7 |

7. Full Implementation

Thel TRIETOT o dlg X [ aEeH & o] |

Scientific Problem Solving Model

Observe — ldentify — Analyze — Find Root Cause — Understand System — Generate
Solutions — Prototype — Test — Improve — Implement

Daily Practice

gfafee T aaear fo 3R 38 aredias #Em (Root Problem) @isi |
Rt off ot & dgel & & A AT T FROT o |

et THEAT T Cause—Effect Diagram =T8T |

R F&ECH T Flow Chart 4R &Y |

B TATYT T AR Fel T Tgel BIC TAX I 3R IET0T HX |

ok owbd-~

Problem Solver &I @I
Teh HHAT e ISl o—
"HHEIT FAT 57"

Teh TaRIVe J&ell 6—

TE HHAEAT FT §3?
SHeRT FHel HRUT AT 572

g G TOECH I Hf Ferfdd T B 82
ST G CHIS JHATHTT FIT G192
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&Y AT Ueh ATURUT eI st da1faieh Problem Solver 31X Innovator S=iTcil g

6. Idea Generation System 787

Idea Generation System Teh SIaTEd (Systematic) Framework & Tordeh #ATEIH & cTfad oI5
AT F fAT AT AT, T 3T, 75 JAIV, AT I 3R 7S Tehelloh! & AR A fad
AT B

—~ &)~

d 1. EXPLORE A
y/ " b
B &

N

6. IMPLEMENT 2. BRAINSTORM

T l
{} &= =
Y

5. DEVELOP

Idea Generation Formula

Knowledge + Observation + Creativity + Experimentation = Innovation Ideas

Idea Generation Process

Observe — Understand Problem — Generate Multiple Ideas — Connect Ideas —
Evaluate — Prototype — Improve
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g gfshar fohdr 8 eI9—Business, Science, Education, Technology, Marketing IT Personal
Development—3¥ #ITe] T ST Hefell ¢l

1. Brainstorming (f9aR #Y=)

Brainstorming a7 §?

Brainstorming Teh V&Y deheileh & [oTa@H fohdll TAEAT & folv et AT & 3186 & 7 Ideas
3o fhU ST &

SHHI 384T Uge Quantity (31T Ideas) 3R &g # Quality (FI9S Idea) =TT 81T B |

GG ER LIRS

Psychology & 3[HR, STdl eehel faielT 3TeiTe=T (Judgment) o FIereT 8, At #ETSeh T Default
Mode Network (DMN) 37f8e afsha 81T &, ISra& Creative Thinking S&T & |

Brainstorming & a3

TRl 81 Idea T A JMTeidaT o |
fSder 31 Ideas, 39T 98} |

B¢ 3R §3 ST YR & Ideas TSR H|
g & |deas T 39T FQIV |

&3 H Practical glel T =l o #Y|

3aredvT

HHTT:

"Plastic Waste &hdl & H{?"
Brainstorming Ideas:

Biodegradable Packaging
Reusable Containers
Plastic Recycling Machines
Deposit Return System

Al Waste Sorting

Smart Dustbins
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e Plastic-Free Stores
e Edible Packaging

39 3T & IS |dea AT ST HehelT ¢

Brainstorming & T8

378 [Farey Ao 1
Creativity SdT &1

Team Collaboration Sga¥ &rdl &1
Innovation T THTIAT F&dT &

Analogy Thinking (39&T 3menRd @)

Analogy Thinking 71 §?
Analogy Thinking # TrEY Ueh &1 & THEHITAT T gAY &1 hl FHEAT W o1 fohdlT STl & |

aafae 3MUR

Cognitive Psychology & 3T, AfETsH HHATT Patterns Tgelia «1s aRTEAfIET & Qe A1
T 3YIIIT AT g |

34 Analogical Reasoning &gT SITdT g |

3aredvr

T &

Bird — Aeroplane

Fish — Submarine

Spider Web — Strong Network Design

Lotus Leaf — Self-Cleaning Surfaces

Business 3cIg{oT1
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Amazon sl Recommendation System

!

Netflix 3iX Spotify o 8t Similar Recommendation Models 379=TT|

Analogy Thinking f[d&fad &t &

Nature &T 31T Hi|

faff==T Industries = g#HsT|
37e19T-37e1eT fawat hr qEdeh 93|

Case Studies T fa2eIyuT Y|

"SH HHEAT ST GET HHEAT e 6 §5 67" Te T IO

Integrated Idea Generation Framework

Observe — Brainstorm — Mind Map — Apply SCAMPER — Use Reverse Thinking —
Create Random Associations — Find Analogies — Evaluate — Prototype — Improve

Jg Framework Creativity @ Teh cafE&Ud Innovation Process # s&of ST g

Daily Practice

gfafesT e & FA 10 AT Ideas o |
HTAg H T X Mind Map 18U |

ferdl Hister Product 9T SCAMPER o] Y|
et THEAT FT Reverse Thinking & ¢W |

Tsh Random Word Ieiehi 3HY 5 71T Ideas STV |
. Shfd AT e g8 3T & U Analogy @lSi|

o0abhowN=

Idea Generator &I T

Ueh HHATT ehidd IOl o—
"$hS 1T Idea gl [Heam?"

U Innovator I&dT e—

o Ig FHTT fhdet Ugel §oT T 87
?&Tﬁa’rldeasﬁaﬁmi?

o FITIH 3ocT AT Thell €7
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o AT YR HI I FHATUTA ¢ Hehcll &7
o FIT3H UfhaT I 3R T TATAT ST FhT §7

JET AT TR AT 3R 3TAM Ideas 3IcTesT T

7. Alternative Solutions (G Teddh THTHT)

Alternative Solutions T &2

Alternative Solutions &T 3727 §—
fhET T FHEAT & TOIT vl Teh o161, dTodh el THTTAT HATT Tdoh A el
Innovators T Y Uger AT W AT Fehd |

I’

[
PROBLEM

’V’l \xv
— W

\ TSN ~—

QQ /‘/i 000 N*%;”;

:
- "] I I Py 4
-
SOLUTION 1 SOLUTION 2 SOLUTION 3 SOLUTION 4 SOLUTION 5
— £
(> = g/)
C . B

Decision Science IdTd & foh 1§ AR 919 &5 Ahed 8Id &, dl 98] 01T ol I GG 96
ST B
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HALT:
Traffic Jam
AT TATTA—

Flyover

Metro System

Smart Traffic Signals
Car Pooling

Remote Working
Cycling Infrastructure
Al Traffic Management

ol | IRIEUT o 3R FalleTet FHATTET el ST Hehll &

Alternative Solutions & oITH

JgR AT

FH AT@A|

377 Innovation|

aRTEAfAET & 3TER e |

8. Perspective Shift (FTScahior IRad+)

Perspective Shift FI1§?

Perspective Shift 3T 3727 §—

foraY GHEIT ol IeT-31e1eT atalt, IRTEATAIT IT TRV & ST FHSTAT|

Jafereh TR
Cognitive Psychology & 3/[HR &3 31eFaR shdel 391 3187l o MR WX 0T oI 8
Perspective Shift S& HIHAT &l & FHieh 3o HJfolcl Qe T AT & |
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gfe 39 7T Product ST | &,
ar hadl fFATAT (Manufacturer) &Y aRg sTgT 9|
e —

Customer 3T TTgdT 72

Seller &7 ATEAT §?
Investor T ATEAT g7
Environment 9 SHehT T THTT I9TT?

3T AT 318 gHTaT gramm|

Perspective Shift [dRET #et & i

e Customer &1 79T T i T |

o  3TeT-3Te1eT TARIVSAT hr I of|

e "IfE H Beginner gIAT AT &1 AAT?"

o "Ifeg & Competitor gYaT AT FaT FAT?"
o "If Tg THEAT 10 AT TG @Yt Are”

Daily Practice

gfafeeT Ueh AT THEAT FT FHF & FHHF GIT 3Tel91-37e13T AT o |

HCATg H Teh IR fordll QT folars AT uisham &l Foitell & |

ar 3rgetad vy &r Eﬁ?ﬁh‘{' T Business AT Product Idea STV |

oY fAuTr S Customer, Employee 31X Investor—d=t & gfSeahior & 24|

X TTCATE Teh 1T 311379 o, SIY 1S TEceh UG, o715 Skill H@er o1 fohdly 37e79T &7 &
I & ST AT

o kb=

Lateral Thinker &I 31

Teh HIHATY i ISl 6—

ST TaT 3T FAT g 2"
Ueh Lateral Thinker &dT e

FT IS IR TNHT 8T ThdT 872

Ife IR RAIH Sl ST Ar?

AT &Y 37S19T-3Te19T Ideas T SST ST TehdT 872
T H 58 fdeshel AT EfSCHhIT F < ARl &2
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o FIT Y TIcA HATUTA & HIH 3TST AT &1 bl 672

TET AT FTROT GHTAT &l 3TATHROT Innovations H seof ol g

9. Pattern Breaking (3c=1 dig=T)

Pattern Breaking T 82
Pattern Breaking T 31 §—

QR 3TTeclt, Erelet & cRlieht 3R R JUMTAT & gt AT Yeot fahfad el

aafaeh 3MUR

ATETSH Fail a1 & fIT SR-IR T &F Neural Pathways &7 393197 3T §1 398 Routine a1
ST B

TS fATATAIT et ¥ AT Neural Connections §=7d &, fTH Creativity SGar g1

J7e Team §HT U &1 Meeting Format 379TdlT &,
dr Pattern Breaking & folt—

e Walking Meeting
e Silent Brainstorming
e Al Assisted Discussion

IV AT I YT ST b &

Pattern Breaking & oITeT

S O AT gl &1
Innovation s&a 1

Mental Flexibility S&cY &1
HATIT3T o T AT HeId g
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10. Out of Box Thinking (FHT3iT & S8 T 9)

Out of Box Thinking FT 8?2

Out of Box Thinking T 31 §—

Ol A S aRa R AT, @A 3 e Gl & areY Heernt ST HATTe Tiet B
g ATTRT oA6T doidT [oh "gHAT THT & gidT AT & 1"

S 3MUR

Psychology & 3{eTHR §HRT ATETSHh el (Habits) 3R et 37egeral o shRoT [ ere e
Refd T aar 8 8 Mental Set &gl ST &

Out of Box Thinking 38 HATATE® HIAT HI AlS AT Tdehed Tlolel H TEIAAT AT g

Out of Box Thinking fa&f&d aXal & dlih

"3V HIg TIFH T gl cAr?”

"IIfe 37T & QO3 et & cir?”

"7 Technology = dGof Thdl 62"

"SFT Customer 33 3R 3T ATEAT §2"

fshy

Innovation Fadl =737 AR (New Idea) 3cdeet et ST UThaT IgT §, STedh THATIATIHT Hl
qgllelel, 3eTeh HoT SHRUI I HHASIS, TasllcHe A (Creative Thinking) 37911, deiTisieh
TARAINUT STt 31X 3G TATT TAeh A et i1 Ueh cqa e dailfeteh GomTel (Scientific
System) &1 I =T (Science), HAA=TT (Psychology), @ (Logic), 31eI$Td (Experience),
99T (Experimentation) 3R faldX R (Continuous Improvement) &I a3 g

"Innovation T 3T hael 7S ISl SFellelT TGl Sioeh GiTaT hl ATECTdeh HAEATIT T TR,
e, et 3R Fegare FATUTe fAenfad e &1 T&T Wi SATUR0T Hoheld, FTa 3R
Ardentiores il hi Hardl HTegd sHia g1

344



I 11 TWATHS 91T &l
ICEIG

The Science of Creative Thinking

| )

‘ N,
FOCUS ‘ T
A >
N P - /
G- *
\ =T [ /
- -

- N/

IDEAS CONNECT
// ‘ -
/ o /‘I/ )
\ / |
- \/
CREATE

|
/A‘?F
e s o)

Introduction

31T T gt & shalel AGeTcl Il &1 TATCT oTEl & | A Tdeh TPl 31 ollail ol Felc & Sif 7T
faaR (Ideas) 3cqeat T Thd &, STTce THEIAT3IT T JATUTT WIS bl & 3R SEelar
ARTEATAIT & AR T Y A AR AT T Fohdd €1 TEY &TACT Creative Thinking
FEaTd g

The Science of Creative Thinking Te d=iTfeie (Scientific) 31X caafEYd (Systematic)
Framework &, & 3m9shy @ae), TEs), [0 ol Tasan3il o gof adel 31 AT 3798t &hr
UgdTel el T &TAAT ol AR A el & folT dIR foham s B

g had "Out of the Box" Tl &l RIHT Ae] [AW@IdT, STedh Tg IdTdl & 1o Aldd HITASH hal
0 {3 91T &, Creativity & 9 shle-& Psychological 3R Neuroscience Principles &I
X §, TUT o YR Uk AT saferd off fAafad 3ram ganT 319+ Creative Intelligence
Y g AT SGT Hehell &
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3 3TEATT H 319 GIALT o6 ey HfAT I (Limited Thinking) & 918X feieheleht Teh THT
AT JUTTC TR e T ST S X HAEAT H I8 ¢W, Y el & FATETT @it 3R 8T
gRFEYUFT 7 Aa™R (Innovation) T THTIAT TgaT Hoh |

The Science of Creative Thinking T 36623 dddl Creative Jellell sTgl g, Sodh I THT
A &1 § ST Sfiaet, HRIT, eFaar, RAET 3R Aded & Tedsh &7 & A [qurt & Aegq @
3TATYROT 9RO (Extraordinary Results) 3cdesT & Teh|

Objective

S AT T 366F HT9eh ATETSH I Teh Creative Problem Solver, Innovative Thinker
3IR Opportunity Creator & &9 # A& 3T §1 50 AT & EAA o STg 3T
fFfafEd eTAdat faenfad s

Introduction to Creative Thinking
Creative Mindset

The Science of Creativity
Foundations of Creative Thinking
Creativity Killers

Creative Decision Making

Y 37T T 3ifAe 8T 3T ATTTSH i Uah W Fufa & gRafdd sxar § s gy aRfTafa &
AT [N 3cTesT Y, GATIATHT T THTHT AT @it 3T 3T SATFa9Td, SATaAT=eh a2r
37T Fherar i feam & fATaT 3me Jerv|

2

Creative Thinking 3T 8?2

Creative Thinking T &THdT (Ability) & forae ZaRT cafed ferdly o, Rufa ar aea & o
1T, 37e19T 3R 3uANeft FATEN (Useful Solutions) faefad aar g1

T eqea] H,

"Creative Thinking = Existing Knowledge + New Perspective + Useful
Solution"

37T S AT Gget @ AlS[E &, 38 AT TTOCHIOT & S@h VHT AT STl il arecid H 3unet
&l

RTAREU]
AT NIST & AN & FTHA Teh &Y JAEAT 37T &

aFd A
J=rar & o I8 gaE g Hidd § IR 5T §oT AT THT 15T |
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gfFd B
Tradr & T 50 gAEaT F1 fhay A7 aiF & gt fhaT S Tehar &

GET AT Creative Thinking T 3U21T T 6T &

Creative Thinking I & faRIvare

1. Originality (F}ferear)

W AR 3cUee AT S AT Wi & 376097 & |
2. Flexibility (crefremdeT)

Uch HHEIT I FS T ScHIUN & ST

3. Fluency (TGt #r 31f8edr)

SH AT H 3T HE&AT H TR 3cee T

4. Elaboration (T9&dR)

fordlt foaR 1 fawdR St 38 39l SareT|

5. Practical Value (ca1ag1Re 3931faram)

cheol 1T faaR 9o S181 &; a8 dediden siidet & 39Aal 81 gl Mg |

Creativity &T ar&diaes 31
g 19T AT & fob Creativity Shaef Painting, Music 3T Writing e HIfad &
arEdad H vaT AT 8
Creativity 3T aredideh 372 §—
"Rl 8T &1 7 77T Hed (New Value) 3ceef Tar|"

Ife g cafFa fFeT T F ggel A dgaR, T, TET, T AT 31T T §17 ST &, Y a8 &Y
Creativity &1

Creativity Shael Foll #al &
Creativity fe@ms et §—

e Business #
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Marketing #
Engineering &
Science #
Medicine &
Education &
Farming &
Technology #
Leadership &
Problem Solving &
Daily Life &

Creativity T 33T iocahIuT

Psychology & 3f[HR Creativity dleT dfedl 9X 3R glelt §—
Knowledge (37TT)

3719 &7 STTeTd 62

Imagination (Feq=T)

31T T T Hohod 872

Application (3<J531T)

39 38 TR S aedfas Shaet 7 $Ha 3T FT &2

9 ¥ =t e &, a9 Creativity A R@d gt &1

Creativity &T Formula

Creativity = Knowledge + Imagination + Action

T AT & fhed segaT 8T, df Innovation & 19T
T hodsT § oAfchel Action 78T, AT hdel TUeT I§ SITTAT|
gfe Action § v TET AT 78T, ar aRome AT g

Creative Thinking T HgcaquT §?
37TST &1 GfoTT ol & J&oT T B
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it T ehael Q=T STTeTehRT I T8 TgT, a8 11 hl il fcrdt sht IHAT 7T Y aTeaT |

Creative Thinking caferd #T seercll IRTEUTIAT o HTHAR AT HATENET AR AT it T &
CRIN

(1) Problem Solving
& I3 GHEAT & IS Ueh 93T 31GER 9T 8l 8|

Creative Thinker JHEIT ST ST 78T dfceh 7T & T H @1 &1

(2) Innovation
gX 93T Innovation Teh Creative Idea & & BT 8|

TS dhelleh, 14T fooleld AlSe 3R AT 3cdTe 34T A ST IROTH & |

(3) Better Decision Making

Creative cITFd hddl Ueh [dehed gl c@dT|

gg 37ois THTA fasheul T fAReiyur H¥ar & 3R Fafas Ao aar &1

(4) Career Growth
TSI F I 318F FIT 37 G191 1 gl Sh—

AT foaR o I |

e GATAT3IN T ol T Th |
Innovation &Y Teh |

Al & a1 e A5 Value ST T |

(5) Entrepreneurship
thol SAGHIY TET STl & STgl olla TH HHAEAT3 T Tgaleld § foloe qERi o feTear fahar gl
Creative Thinking 3¢afAdT #r ofia g1
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(6) Personal Growth

Creative cITFd g¥ 31HeIdT ! W@ T 37TTT ATAAT § 3R AR 379 IIa o dlish hl
g TATT &

Creativity o SR # 3Tl YTRUMU (Myths About Creativity)

AU 1: Creativity Sle#elTd 8idl g |
qTarg:

Research SdTcll & f& Creativity &7 S5T fGEHT 3181, 37e787a 3N FET arciraRor & faehf@e femar
ST GehelT &1

AU 2: gl FeTHR Creative 81 8 |
TeTs:

Engineer, Doctor, Scientist, Entrepreneur, Teacher, Manager}ﬁT Student 3 Creative g I

gl

U 3: Creativity ST #dd dhadl AT ATS3AT ST & |
TeaTs:

14T f9aR T8 Creative HgelldT & ST dg 393rei 1 g1l
f&2re 4: Creative @191 g Intelligent gia gl

TTS:

3T |Q Creativity T aTRET 781 | Creativity o eIt [T, T2er sdet &1 5o, gol faur 3R
AR 3131w off 3maeT= B

Creative Mindset (TATcHe HTeI [ Aehd)

Creative Thinking shael W?—lﬁ-ﬁﬁ (Techniques) &T TG A&l &, dTed Jg Th Mindset
(FTeTRIRe) &1 Mindset g erichT & Torerer o1 gfevar, a3, et 31 aaer 1 fihar 1
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¢@d &1 Creative Mindset arelT safFd TAlfadl & STAT oTal, dTodh 3og AIGeT, YA Il 3R AT
AT fah AT HLat T T Al gl

ATcHe ATl STod 8 w61 T, dfceh HE ATedl, 3egerdr 3R PR 3ara @ sfda
g &1 35s caferd 3r9er ARt 1 DA =1gf @, qlvqoﬂéaa-uqdlﬁ’raqumu AT &,
R&T BT &, T T § 3 3THBAATHT § TG 317 Se o

Tsh Holgd Creative Mindset % ©¢ Yo@ T8 (Pillars) §—

Growth Mindset
Curiosity Mindset

Open Mind
Experimentation Mindset
Learning Orientation
Failure as Feedback

b4

GROWTH
MINDSET @

Q

CURIOSITY
@ _ MINDSET

(a,

FAILURE AS
FEEDBACK

9.l

. CREATIVE
* MINDSET *.

/ h
( LEARNING
\\_ ORIENTATION
\

N\

EXPERIMENTATION
MINDSET

Growth Mindset (TdrRT2iTer ATA A dT)

Growth Mindset T 1Y & I faraTer TW=1T foh AT e[0T, shierel AR &TAdT? 3rs-ard, dEe
3R AgaTa O JIaR S faa g gt &

Ife S cafera T8 AIIar § o 3ahr Qoadr TARN (Fixed) 78T &, STodh HHT & AIY 6 Fehall
g, ar 39 HaT Growth Mindset g1ar &1

CENGEANCa

HAIIATTAh Carol Dweck & NET & 31TAR, {59l ol & Growth Mindset g1dlT & & eAtfaat st
A=) T TR AT & 3 et RTEUTAG! 21 o 2y oy 7@ &
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Curiosity Mindset (fST=1g A=)

Curiosity ag Qe g Sl ehTehd T SAMAR FT B, TS ol Sletel HR IS § FASA o folw

IR T B

X HgIeT iof (Discovery) T B3N Teh YT & §?§' gl

"Why?" (F31?)
"How?" (F&?)
"What if?" (379R Q&1 &l dI?)

IEY 9T Creative Thinking $T &I X &

Curiosity T #gcaquT §?
ST safed r—

TS SR Wt 3 forw IRT Fcr B
FHETAT3T FT 518 dh Ugdel H A Hldl o
Innovation @Y 5= T &1
drgey $r a1fa Terar &1

Curiosity f[Afad atet & alis

o Y T AT 9T &

foraY off DT o1 o ThPR 7 FH|
ICIEGGACARICIRE IR
3TSTIT-37e79T &33T o e & T |

"IJg VT FAT §2" et T 37ed =1 |

3aleuT

TUh ATHATT T AlGTSel T 3TIET FIAT g |

Te Ty Ao ol 6—

o FISISH §cIoIC hdl 1A HIAT g2
e GPS &3 Location SaTdr 82
e Camera Sd4T TIse HH BT &7

8T TS 91fasT & Innovation T TR ST &1
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Open Mind (ZelT g3 HEC )

Open Mind T 379 § AT faaRY, 518 SR 3R 3TeT9T-37c19T TTSEHIVIT T TAThR et I
HARAS TIRY IGAT|

Creative eTiehcl shael U1 I T TEI wIg! HeIclT, SToth Gl o [aaRT Y 3 THAS T Ta1 4
FATE

Open Mind &1 faward

T8 STTeThRT TAIhR HLAT|

319+ TTOR deelet & Tl IR IET|

TS (Feedback) 3T THRIcHS & H olaT|
37197 TERTAIT IR 3Hef7al F AT

Ao ot & ugel 3 TSl W faar #=r|

Open Mind &7 3TaTs 82
Ife AT gger & & 9 (Closed Mind) &, af 57T fa=R Heft gaer sTgt ¥ Tahdl |
Creative Thinking 3T T 5T 217 §—
"HH A O T F AT 61"
3ETE]0T
U [t HAlfereh Hgdl §—
"gH el 20 ISt & JET dHT 39T §1"
GERT el 6—
"1 SHY TG AT 8T Hehell 52"
&R eafed Open Mind T 3T Y T&T B |

Experimentation Mindset (F31312fel #ATIAShd)
Creative 19T shaol T 78T &, STedh 379eT [aaRT ST 9&TT (Experiment) & ad §1

Experimentation @ 37 §—

BIC-BIC TN Fleh Tg SWAT Toh hiA-AT [TIR aqEdd H e T g
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amferes gfeearor

fa<TeT (Science) T 3TUR #T Experiment g1

Hypothesis — Experiment — Observation — Learning — Improvement
Creative Thinking 8t &Y 9fshaT T gTetet T 1

Experimentation T fasard

BIE TR W AT TR T 3TSTHTAT
gROTAT T AT T

ol TAT3N ST 37137 FST=T|
TR AR J G|

3aTe{ur

gfe frdT Entrepreneur & 918 T Product Idea &,
Y 98 Ugel Limited Customers X Test T g1
Ife; aRoTa 312 3ma €,

T 92 TA W Launch &dr |

Learning Orientation (H1@a1 I ATATASAT)

Learning Orientation & 37y §—

Y IRTEYTA, g% cafed 3R &< 31gerd & & 147 Wiwet T 3MTed faehrfid |
Creative <ITFd 3y WGT §¢ T HIAT|

98 ATl —

"Learning is a lifelong process."

Learning Orientation & faQware

gfafesT A8 STTeTehiT ITCd |
Feedback TdhY HaTT]

TRMAR Skills TR ad HaT|

qEhI, Courses 3R 3iTeral & HgeTT|
T 1 HAATAT FHedehel LT |
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Continuous Learning T Hgcd

31T & TFA H Technology, Al 3R Business o9TdR s&ol 3§ & |
afg cafea draer s X ¢ g,

ar 31 faere oft S ST B

The Science of Creativity (ITsITcHhdT T [a=T)

Creativity shdel FedsT (Imagination) AT ST ITTHT (Talent) Tl &, ST Tg ATCTSH
(Brain) & Teh Sifcel daiTieteh UTohaT & | ST6 &6 IS AT AR 3ol id &, Tohal THETAT T
AT HATHTT TSt § AT 3elIT-37el9T STAhTRAT T A5 AT Hed (Value) 1T §, T §AR
HATETSH oh 3eleh HIIT Ueh AT AThT gleY 1 Fc & |

Creativity = Knowledge + Memory + Imagination + Association +
Evaluation + Execution

Y AT H g FHE foh ATEasH da1fe T & Creativity H& [ f@d axar gl

Brain Creativity 3 T 8?

HTeTd ATETSH FAITHIT 86 3R (86 Billion) =g (Neurons) ¥ FaT BIdT & | Tedsh =gl IRI
3 = GU8 O 53 Hehll &, T Ueh fairel Neural Network SeTell &

oI g farell AT fram oX |ierd §, a9 ATETsH uger & His[g 3re1eral, Sereniar 3R Ffadt
Siige AT T& (New Connections) ST & | J&T 9fshaT Creative Thinking 3T 3THR g
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%H&H%ﬁfﬁ ¥

NEURONS CONNECTIONS NEW IDEAS CREATIVITY

Creativity T d=11faier gfshar

Step 1 — Information Collection (STTeTehRY Ueha &iT)
HaH Ugel Brain RAffesT Tal & SR Tehd T &
EEES

S GEE]
Observation
CIREIG]
gcqeIT
9T

TS 31T JATeT g9, 3deit 318 Creativity T TG 8197

Step 2 — Memory Activation (FHfc Efsha gle)
oI HHAEAT 37T W Brain Il Aral 3R 3He73Tal &l Giete ¢ |
I8 IT GTsT T TATH AT § 1o Tgol all T Rl 3ms off ar 87|

Step 3 — Association (T ST
Ig Creativity ST Ta Hgea ol =TT & |
Brain &Y IT 31feh 37c19T-376l9T SITASIRAT T ST ¢ |
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SeTEX0T—

e Camera + Phone = Smartphone Camera
e |Internet + Taxi = Ride Sharing App
Al + Education = Personalized Learning

IEY Associative Thinking geTdl g1

Step 4 — Evaluation (Feehe1)
Brain Ig STadr g—
o T g AR 39N g2

o U1 Ig IIGGINh g2
o AT Y AT ThaT ST Hebell 572

Step 5 — Execution (FRIT=ad=)

I faam suaeh serar &,

dr safed 38 aredide Siiael 7 Se] AT &
TET Innovation T &3 Blcll &

Left Brain vs Right Brain (331fais gfScaiun)

%S guT deh T ATAT ST 24T fh—

e Left Brain = Logic
e Right Brain = Creativity

oifeheT 3merfaeh Neuroscience SiTell € fob I8 faaR ¥ e FeT =& ¢
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JegforeR e TR

Brain &T STAT 31K &TAT $119T 37e131-37c19T 1t & AWt &Y Thd &, SifheT Creativity gt
Hemisphere & AT & 3c9eo glcl & |

SIS §H IS AT TSR Sl §—

e Left Brain 3HehT faReIYOT YT &
e Right Brain 518 SedallV 3c9es] T g |

o YAl AT 3TN FHTHTT IR A &1

Ife IS sTTFd AT Business ST I&T §—
Right Brain

e Product Idea
e Brand Design
e Innovation

e Visualization

Left Brain

Budget
Planning
Market Analysis
Execution

arst & f9aT g%l Innovation TG AT |
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Neuroplasticity (U ceTiEead)

Neuroplasticity &T 372 §—

AFETSH $T TII AT Igolet, W@ 3 AT Neural Connections JeTsl & &THT|
Ug el HIAT ST AT o Ueh fAfRaa 347 & a1¢; Brain IgoieTT 8¢ &Y & &

oifeheT 3megfaieh Neuroscience SlTell & f Brain STa=aR seel Hehell &

Neuroplasticity & 16T FIAT 82
9 §H IS T Skill HEd §—

e T Neural Connections sed &1
e T« Connections HSTE &1l o |
e Brain 318 Efficient ST &1

=HT SROT Practice cafaFd &l dgaX ATl g |

3alelur

Tfe g eaferd ufafest Drawing FRAT &,

dr Creativity & S[$ Neural Pathways #HsTqel glel &1Td & |
Ife wfafest Problem Solving AT &,

ar Analytical Networks fasfad gla €1

Creativity 31X Neuroplasticity

e it —
o Tgdl
o HIWIm

o T 3T

3d4T Brain Creative SeaY o13131T|

sHfAIT Creativity STedSITd sTgT,
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fosr sfaa i s awar gl

Default Mode Network (DMN)

Default Mode Network (DMN) Brain 3T g Network & Sit d« &fshd 81T § ST 837 STgd) 1t 9
&1+ 61 & T8 8|

3cTg{UT—

Daydreaming

heYdT hlaT

ATIST & IR # "=
HeTell FdTaAT

U |deas TIA=T

53T g1 3 Creative Ideas 3TITeTeh 3c9sl 8 & |

DMN &bt 8f#ent
DMN—

Memories &l SigdT g1

Imagination Taef&d AT

SIS T FHoedaAT HIAT ¢ |

et SRAT & $T AT GG 1T

7 el & 9gol 10 Ideas 3T g |

3algduT

T Scientist 3 feaT deh fordy TATAT WX AT 1
HHATHTA oAgT [HeldT|
379Ter & Walking S §F 37dTo1eh |dea 31T ST £

Ig DMN $r afsrarar &1 aRomse g Gaar g
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Executive Control Network (ECN)

STET DMN 7T faaR 3cdeeT &3eT &,
aél Executive Control Network (ECN) 3¢ faaRT a1 Hedieret &l & |
ECN H&T 74—

Planning
Decision Making
Focus

Logical Thinking
Self Control
Problem Solving

& fow lSFACR g 81

ECN T 7ffenr

Ife DMN &hael Ideas F1TT,
oIfehel ECN 3TehT fa2eivor o &,
ar 31TRIer Ideas YA FET gIaT|
ECN Ig JF &dl e—

o II-AT Idea 3UATM &2
o hicI-AT SATAGIN &7
hleT-HT 13 fehdT ST Hehell 872

Creativity 3 ECN T #igca

Creative afad shadl 318 |deas g =TT,
Sfesh TeT Idea oTeh 38 o] 3 AT & |
TgY Innovation &1

Associative Thinking (JetITces @)
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Associative Thinking Creativity &7 Ha& erfaraerel feuid g1

SHFT 3T F—

a1 318reh 3TelaT-37019T TaeIRY, 37Te7al AT STTTehTRAT T SIS AT faITR Scest =T
Brain SR Connections SATdT 8T ¢

o=t 31 fafarer Serer iy g,

3ot 31T AT HET Fotar |

3alguT

Camera + Computer Vision = Face Recognition

Al + Healthcare = Smart Diagnosis

Internet + Education = Online Learning

Solar Energy + Battery Storage = Smart Energy Systems

3 g3 Associative Thinking & 3&TgIoT & |

Associative Thinking A& fad #31 & dlIh

1. e AwTr u¢
o 39T a7 deb AITHd of {6l

362



2. 3TSTIT-37e79T el & T
B AT T 3TeTeTd 7T T fSehIoT &l B |

3. Mind Mapping &

Ideas & & Y FATST|

4. "What if?" 937 98

afe ar 31emer a1t @1 Sis fGT SITe & &/ grem?

5. Cross-Disciplinary Learning

Science, Psychology, Business, Technology, Philosophy 3iR Art S 37eTeT-37eTdT &34 T
3T HL|

Foundations of Creative Thinking (Id=Tc#e @I &I #iq)

Creative Thinking 3TTeTeh 3cUeel glaY dTell &THT 7161 & | TE TS FAST HATAHh Hirell (Core
Mental Skills) X TR 8Icl &, oo [ THd I I A ad fohar ST @hdl ¢ | 790 IR
fordY FoTgE SR & AT Fiae +Hia 3aeda gicl §, 38T TR Taeles | & fow o o
3TTEIRET &THAT3NT T fashrar ITaeT &

Observation Skills (37aciieheT hierer)

Asking Better Questions (S8R TR &1 el &TH)
Pattern Recognition (YcsT 9garetel ST &7adT)
Imagination Development (edaTIfed T TaTd)
Knowledge Integration (TeT T TehlehT)

SIS Y 9} &THATT Ueh T QA gl &, de afed a3 gaean3it & o adie, 3l ik
JHTAT THTTST @roTey 3 FaTH el ¢

1. Observation Skills (37dclleheT I2Te)

Observation T 31 shael fehdl TSt &l ST o161 &, ST 3§ TATTYdS HHASEA, 3Heh SIAEN,
LT 3R 3 g faaRot &t Jgraretet ¢
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3TOHILT FeT Thaof WA §, Sdfeh Creative Thinker Observe &{dT &1
Seeing (@) # Observing (37dcilehsT &)
ST Teh ATHY UTshdT 8, ifchet 31dcliehed Teh A (Conscious) ATATH JfshaT g

Observation &t Agcaqul 52

8X Innovation T LEIHTCT fohely FHEAT IT TR T TgaTal=l F &l &

Ife T HET Observation FET YT, Tl 9§ HHEAT sl IgTol &1 16! ATear|
Creative ol1aT 3o =il OX €4TeT & & TSiee ATHT olleT 3fefen T el & |

Observation & YR

1. Physical Observation

T3, TYTAT 3R aTATaRoT AT 7dellehed |

2. Human Observation

AT & SAIER, 3Tgar 3R 3TaRTSHAT3Tt Fr FHASTAT|

3. Process Observation

ferdll &Y & 9 Process &l €A1 H G|

4. Market Observation

IMghT hI FATIT 3R Trends T ggaTT|

Observation A& fAd &L & i

& f&T 319t U fr 73 et Al L
Ry goEaT Y 3 TiSeho F ¢ |
AN o SYAER I THST T IATH H1 |
"H T fAE Y T g7 I 9T O
Observation Journal §17 |
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Ueh HTAY STFd 86 5% T ¢itheh a@ar &1
Ua Creative Thinker @=rdr §—

o it FAT AT W@IE?
o 3V FH HY HAT ST Fehar 872
e Technology SH¥ T A, X Tehdl &7

IET & Innovation T BT Bl &

2. Asking Better Questions (S8 52T qoe &l &TH)

Creative Thinking T He& AfFdTe g2 TET 92T (Powerful Questions) &1
37T U2l 1T IRt 3R @i (Discovery) & gaR @eld & |
"HET T2 I a3 W 81 31T FAgeaquT grar g1

9ReT AT Agcaqul &2

Brain {8 ¥R & 92T 9Tcd X &,
3T 9K & 3R TloTel &l 91 AT g |
e geet Bler giem,

ar 3% ofr faa grem|

Ife 99T g B1am,

ar & ofr aredr gref

Powerful Questions 3 3&Ig{uT

F41? (Why?)

$a? (How?)

Ife AT g ar? (What if?)

FIT Sl g AT 52

S T HH TATIT ST HehT 872

Ife IS DT 81 A FATHT FAT §I9M?
ATgeh aTEcd 3 T TgaT &2
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IR YBA o olTeT

ST sedr g1

TS GHTIATT fe@rs &t &1
THTIT T 575 AT H 3T §1
Innovation T S&TaT fAeT &1
g AT foT o T £

TATHATTT J3T—
"Ig Product o &1 AgT @1?"

Creative 91—

e aread # 4T IredT &2

T FHEAT Product 7 § IT Marketing #7?
FIT 38 3R T TART ST TehlT &2

Ife Product HF & dl Revenue S 3TTam?

3. Pattern Recognition (3¢ 9gdTslst ST &)

Pattern Recognition @ 372 §—

SITASBRY, TTATT, STAERT IT FHATIATIT H TR-IR [SW@TS ¥ aTer Tl (Patterns) T IgaT=T|
HTd Brain TTHTAS & & Patterns @rstet Y &TH7T T@T &
ST &THAT & HROT g IS T ITATT ofelr T § 3R ¥ fofar o 8

Pattern Recognition &1 FgcaquT §?

ST §X Innovation T Pattern &l qgeiielel & Y i ¢
Ife fdT Business # 3ITgsh IR-IR Ueh &1 [T T 17 &,
dl 98 T Pattern g1

Ife fFeT Market & 515 Technology doil & 916 (6T &,
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ar ag ¢t U Pattern |

Pattern Recognition & YR
Behaviour Pattern

T & fooer o €2

Market Pattern

PlII-H Products RTTAR Ak 0T &I © 872

Technology Pattern
HTasg & HIA-AT Technology dsil § F¢3MT?

Problem Pattern

IR-GR lA-H FHEAT HIHA 3T 8T 8?2

Pattern Barfla = & di

Data & faeeiyor #Y|

Trends & e |

IfAdT Observation &Y |

Charts 3iR Graphs &T 37¢IIe |
et aea3il T Jof=lr Y|

Netflix = ST foh ST 3T9=AT 93e & 78R Content G@=T A6 ¢ |

3H Pattern il UgdlsiehY 3-ail Recommendation System fasfad forar

4. Imagination Development (Fed=2liad &1 fasry)

Imagination g &THdT & Torde GaRT caferd T STt T A8 &R (Mental Image) =T

Hehll & it 3780 arEcidenar & Alsje el o |

&Y HET 3TTAShR gl ThdT hl ThoTadl H oledT AT

367



Imagination T Agcd
Imagination gH—

HTAST HT FHeTalT hlel H FGE Pl g
7T Solutions ATT=T & FeIH ST &
Innovation &T 3TYR §7dT g

Vision fasfad et &1

Imagination F& TAHAdT HI?

1. Visualization

3791 18 31X Ideas FT AT TEIR I1ST|
2. Reading

oTs FhaTe FHeqarrfard i fawd F ¢ |

3. Story Building
forelT fTaaR & 3R WX 715 gl FA18U|
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4. Creative Exercises
"What if?" 3meniRa 379amq 1|
5. Cross Learning

ICIE GG RAEICIRSIGEISUCIRGIE

RIAREUI
FoUeT HIfoTu—

gfe #fasa & Cars TaT 9,
ar e HY TG eldr?

8T FedelT Self Driving Cars ST Innovation 3T TR &+ Tehll §

5. Knowledge Integration (T T TehIeh0T)

Knowledge Integration & 37y §—

faffie=t fawal, 3egsrat 3R SR T SiIgert w1 JATel IR AT FATTST [ahae et
Creativity T G980 AgcayoT Rgid I8! g

TS Wrol 3FAR A Il & STe &T 3TeTaT-37cldT &Y31 T 3ATeT Ueh HTY 3TAT & |

3aleuT

Biology + Computer Science = Bioinformatics
Al + Medicine = Smart Diagnosis

Psychology + Marketing = Consumer Behaviour
Engineering + Agriculture = Smart Farming

Knowledge Integration &3 HgcaquT §?
Ife safaa Sae te & o de faa @,
ar 38 Ideas &t d@ifAT @
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forder 31T fafaer #met g,
3dsT 31f8e T Connections =137 |

Knowledge Integration TA&Ad #it & dlih

1. Multi-Disciplinary Learning
faffeer fawat &1 sregge #3)

2. Diverse Experiences

TS STITET IR SV, AT el & el |
3. Different Perspectives

&L GHEIT Y 37191 £ IScahIvT & e |

4. ldea Combination
T 37e19T Ideas &l SSHT AT AT =T |

5. Continuous Learning

&Y feeT e =TT Wt T 37Ted fahfid il

Smartphone ¥a3 # Knowledge Integration &l 3chse 3&Tg<0T 8|
SHH S &YAT T AT Ueh HIY 3T §—

Computer Engineering
Electronics
Telecommunication
Software Development
Artificial Intelligence
Design

Psychology

Internet Technology

Creativity Killers (TT=TTcHsdT & AGH 3 G<1)
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Creative Thinking shdel Tl deheilchl I HI&el H TaRTAT &1 glci, Ifeh 3o HIeI ek STUTHT
(Mental Barriers) @l g3 &el & #fY Taeh et gl & ST AN TeIallcHeh &TAT 1 Uehell & | Foo
Creativity Killers &gT ST &

Creative Thinking & & @ T §—

Fear of Failure (3d®HeIdT bl SX)

Perfectionism (qoTdT & 3{cafereh =1g)
Overthinking (3rcaf&ie Ira)

Fixed Mindset (R ATsTT&eRd)

Information Overload (FE=T3iT &T ATt ds)
Comfort Zone (IIRTHGIH &19)

1. Fear of Failure (31d%eldl bl SX)

Fear of Failure ag AIa® FUfd & @ cafed 3% gl & 3 8 A0 [9aRT 0 S & JAal
CXGIN

Ig Creativity ST HH FST G HIAT STl o |

CENGEANCa

9 SATFd 3BT PI hedadl AT &, dl ATETSh T Amygdala TfHT & ST § | Ig ATETSH
T IE HIIT & S W (Threat) &7 Tohd ST & | ST HRUT dATd d&dT & 3R Ifed Af@HA o7 &
T ST B

Fear of Failure 3 oT&7uT

AT |deas ATST it T LT
i@ T =T
TATAIT P F TIAT|

"3 T hgdr?" ST Q|
HTH Y& FIA H T T

AT

TG T GeT T 3T Al |
BIC-BIE TN HY|

gRUTH & T TE W &A1 &
& 3 %el 918 ¥ Feedback o |

3aleuT

&l Entrepreneur s3T Product S=TT=T I8 & |

I el Hradl g—
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"39X Product 3% g1 31T ar?”
ST |l g—

"3IR TAH E3, ar & T@eHT 3191 Version SgaT SeAr&am|"

G T 3T Creative Sefel hr HHTTAT TWAT

2. Perfectionism (UTdT &I 31caftie =1g)

Perfectionism T 378 § X I I Y& HleT T I A § Ggel 3H 100% Perfect Salret &t
RITRIRT AT |

glellfeh [0TarT (Quality) HgeaqoT &, wfehet 3ica @i Perfectionism Creativity &I Ueh &l &

FIT gIfiP R &2
Creative olleT 9§l Prototype &Il 8, a6 # 38 FUR & |
I cAfFd Perfect glel T SASIR M, AT I6 RSl Y37 & AgT R ITT |

Perfectionism & Thd

dIR-9X Editing sh{T|

=TT h1H Y& el T ST

BT Iefaar W 3w €T STl
AT O & 8 =

"378%T TEY AT AGT & Ao T

AT

Ugel Draft SeIT0 |

"Progress over Perfection" 3T |
Minimum Viable Product (MVP) T &1 3& |
Feedback & 3MTER T FER |

3aleor
Teh oI Geh Ygell fehclel Tef JhIRIT =l T8 & oI 8 T g Perfect &1
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ST oIEeh TehclTd JehITRI ST &, Readers &T Feedback ol & 3 3aTell HERIOT SgcX STl

gl
GO oI @eh 3iTeeh dofl & Hrgdr 3R 3 T &

3. Overthinking (37caf&% d)

Overthinking T 31 & fY Idea a1 0T & SR & 3MaeTshdr & 3110 A=, offheT Action o
T

IE Creativity &Y €ffHT X ST &

CEIIE RN

9 ATFd TRMAR fARNUT AT I8AT & A fohet 0T 18T T, A 3& Analysis Paralysis FgT
ST gl

sg feufa & Brain Hsnfad sf@e R 5= 318 €1t ar & f Action & SITaT &1

/" ACTION "\
v

\\

. ..

OVERTHINKING @ $ ACTION

Overthinking & dohd

o gwﬁroﬁmfrqu AT 3T |
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o Y JHTIST T [T hid TgaTT|
o IToid AT &1 3Tk =X
e Action & 318 Planning &I

AT

AT QAT T HL|

80% SR W AT o1 EE |

oI Action Xl Y& | ‘
"Think — Decide — Act — Learn" JTshaT 379117 |

3alelur

ar Students Business & T =g & |

Teh 6 ARl do Research T &dT |

g 15 &=t # BIeT Prototype ST Market Test #dT ¢

GERT ST STedT HEdT & 31X Isf & 31T 95 ¢

4. Fixed Mindset (2R A1 8endn)

Fixed Mindset g farara & fa geftisr, Creativity 31 9t Sferr & a2 gl & 31X 378 agar
Tel oI FehTT|

Y E Creativity &1 SAT & &l &

Fixed Mindset T 9gdre

o " Creative =gl §1"
o "H VAT AGI X ThdTl"
° "ﬁ@ﬁ?l’l’ﬁwaél"
o AN & Fee|

TTAT TAR 5T HaT|

5. Information Overload (FAT3 T 3T T&F 1)
3TST $eTele o a1 H T 931 FHEAT3M H § Uah § Information Overload|

SIS Brain &t g 31Tk ST [Tl &, A 98 HecaquT SITehRl 1 Yelol H HidalTs HeHH
AT B
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afareh giseahoT
Working Memory &I &7edar HifAd gt g

Ush AT H Brain shae AT FTAhRT I THE &I & Process T FhdT g
a@mmﬁaﬁw_

° ﬁvﬁ'crtﬂﬁg’rmﬁ%*l
e Focus &H gl JTaT &1
e Creativity Tt o@TcT & |

Information Overload & Tahd

g8d @R Courses X H{aTT|
SHTTER Videos @ T@T|

UeelT 3TeIeh, SI19] (Apply) H e
Decision st & &i&aTS |

AT

T AT H U fawg Hid|
80% HHY Practice @MU |
Digital Distractions & &Y |
A g% STt Y X A A

6. Comfort Zone (IRTHGRIS &17)

Comfort Zone d¢ AT EATA & ToTE# aichd Shael 3761 Sl ol &l & i 38 FRaTd AR
gRfRra ot &

Ig 3Tcudhiicieh At dl &om &, Aifehet &referrel # Creativity 3 Growth I Uk ST B

d=TiAeh giseeptor

Brain 31T saTet & forw aRFAIA 3medl (Habits) T 9raf@erdr a1 &1 775 el Waey I1 ket
37 ATTRAS FolT 97T §, ST Brain 3768R IRadsT & a1 $iTar &1

Comfort Zone & Tahd

o THUT TH & dh A HIH FHaAT|
e T Ideas FI Reject HATI
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A ol F T
1S Skills ¥r@et & T o gl
"SI T TET &, T8 Sl & oIl |

Comfort Zone ¥ STgT Y 37T0?

o &I ITAIg Ush o1 Skill H|

BIC-BIT Experiments &Y |
JETT-37cT9T Sl & fHel |

oTg fohdre 3R fawr ug|

& FLIeY 319aT folT Ush 18 Challenge dd #Y|

Creative Decision Making (YTa=iTcHe® U ofel Sl hell)

Creative Decision Making ag 9fshar § Tor@e cafdd shdel IRUR (Traditional) FHATYTST X
8T 18T T8, sfew 3 gafaa @sedt (Multiple Possibilities) T fA#T0T, faeavor 31T
Hodiehel Sleh A THATAT 0TI oIl & |

31T & il & Seeld Business, Technology 31 Al & 4T # Creative Decision Making Tsh
HEcdqUT Sicjed (Leadership), Innovation R Problem Solving Skill =1 Fehr &

1. Divergent Thinking (JEaTRa @)

Divergent Thinking g AT A UThaT § ToTa cafard Ueh THEIT o [T 378 & 3186
HHTTAT AT (Multiple Possible Solutions) 3cde adT &

$H TOT H T AT Il 3o Y AT AT 1 S| 78 gl g—3110eh § 3170 A0 fFaR 3cest
LT

"One Problem — Many Possible Solutions™

Divergent Thinking $T fAyare

AT 3R 37611 AR 3cqeaT HLaT|
FUATATFT T 3TN T
HIAT3HT & S8 Ardet 1 37ed|
37T [Ahed IR HET
Innovation &Y S&TaT &aTT|

Divergent Thinking & @78
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Creativity s&dT g1

T 37E¥ WS & 2

Sfes TaEm & 3 AT Ao &
Innovation I FHTIAT F&dT & |

3cTg T
HFAET: 9T (Sales) HH T8 STT?

Divergent Thinking & T#T{dd Ideas—

Social Media Marketing

Al Chatbot

Referral Program
Subscription Model

New Product Launch
Influencer Marketing
Customer Loyalty Program

= TRUT 7 s 3T Idea Reject TgT T ST

Divergent Thinking s RAd #at & ali

2. Convergent Thinking (Hfgd @)
Convergent Thinking dg 9fshaT & fSTa#H et GTTad [aehedl H & T8 3919l caragiie

Brainstorming &<
SCAMPER Method 379=1TC |
"What if?" 92T I&5 |
Random Association &Y |

AT 8131 &1 37eTIT H|

3R TeTET FATUT AT STl & |

g Creativity 3T [AReIUTIcHS (Analytical) 19T &1

"Many Ideas — Best Solution"

Convergent Thinking & faivdre

GUCEACECE M
ooy o)

I THBAT TT HLeAT|
T T Hediehe |

SATAGTIRh HATTST efoT |
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BEST SOLUTION

Hodiehal o 9T

FIT I8 |dea 39T &2

T 3Y W19 FoT SIT HeheT 872

T IE o197l (Cost) & ITAR 3 2
FIAT ST dEATdh JHEAT gl gIIN?

3algduT

Ife Brainstorming & 20 Ideas 31T,

dr Convergent Thinking 3eTeh! JofelT sl 2—3 HAASS Ideas el B

3. Risk Assessment (SITEH FHedTeheT)
Creativeﬁwmmmmﬂﬁ&ﬁﬁ@ﬁ, SggTies 3R Srdenifore oY glar Tz u|

Risk Assessment T 37 §—

ﬁrﬂwéﬁﬁﬁﬁ%aﬁ@ﬁ,gﬁﬁﬁﬁﬁmaﬁﬁwml

Risk Assessment T 3TaTh &2
8Y 14T Idea FS o $© SNYH AT AT &
Ife ggor ¥ Fefad ANTQ@H FHST AT AT,

ot THHT T AT ST HeheT § |
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Risk Assessment sl 9fehar
Step 1 — FHTAT SANTWEH TgdTel

Financial Risk
Technical Risk
Market Risk
Legal Risk
Operational Risk

Step 2 — SQF ST GG (Probability)
FIT g SITEH gled I TFHTIAT—

o HAG?

o HLIHE?

o 3= %’7
Step 3 — 9H19 (Impact)

afaa’@ﬂgm

ar 3T YA fohctelT grom?

Low
Medium
High

Step 4 — TATYTT TlSTeAT
afg SHTE &l
ar 3a8 »y fAudar

Jfe IS AT Product Launch & &,

ar gger Market Research, Prototype Testing 3R Customer Feedback ol ST el foham
ST ThTT g

4. Strategic Creativity (30Tl Tdeh IdeITcHSd)
Strategic Creativity 3T 3727 §—

Creative Ideas I &EiaTieleh o1& (Long-Term Goals) 31X 0T (Strategy) & 1Y SisaT|

379



&% Creative gloIT ATCd 781 g1
Creative |dea d¥T T%e &I &,

ST I8 HeT THY, TET HATET 3R TET ANier o A1 1] fovam Srw |

&

IDEA ¢ STRATEGY ¢ SUCCESS

Strategic Creativity & dca

Vision

&H el Ig ol TTE &7
Innovation

AT He $Hd FATU?

Execution

|dea T aTEATAhdT H HH FGel?

Sustainability
SrEeRTel 3 38 Sl Aol JITT IW?

fheT Company = Al 3R 74T Product STT|

gfe ahael Product ST ST,
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eifeheT Marketing, Customer Support 3iX Business Model = &,
ar Product §%el o161 g1
Strategic Creativity 3T T3 &I sl §1

Strategic Creativity A& Ad et & dlich

Long-Term Thinking fasfad & |

Data 31X Creativity GI=il &7 3917 Y|
Customer &1 arEdTdeh HETAT HHS |
Innovation @I Business Strategy & SIS |
IGEGES UK (Continuous Improvement) Gy

sy

ATcHS T (Creative Thinking) FdeT As-aA3 Ideas SeITel ST &1 oTe] &, STod THTATIT T
AU TISCHhITT & THSTA, dgd THATYT Tlolel 3R AR Innovation &t sl Teh diTTeleh ITshaT
&1 3TTST T AT & Feretcll gferar 3 gl ediere, EIH AT HaTdeT 31T 60l © Sl 7elaT Hrelet, el
3R SEelet T 87T TWAT ¢ Creative Thinking 3T T 3662F hddl AT Ideas SATAT g,
dfeeh 37 Ideas &I adfde Siae, Business, Career 3 Personal Growth # Hheld deh oTa]
AT &1 59 Creative Thinking & Critical Thinking, Strategic Planning 3iR Effective
Execution 3 AT ST ST §, I ATYROT cTferd HY 3TATEIRUT IRUMH 9o . HhdT &
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I 12 ITodaTd SlfSar H

Hed

Personal Branding Mastery

S HEATY T HEY 36T 39! Ig AWM & & Personal Branding shael derer #if3ar o
;lﬁaﬁg’lﬁwamﬂé’r% sfes I8 39T Identity, Reputation, Value, Expertise 3iR Trust
T TS VAT System & S ST & HeT 3 TIhT Ueh HTed 3N AR S F=A1elT

ST H Digital Era # @9 hael Products 3T Services sTgT WIGd, dfed 38 cdiad IR TaRard
Yl © Sl 376 T el ¢ | SATIT Teh AT Personal Brand 3iT9es Career, Business,
Leadership, Income 31 Long-Term Success S S G T2 Asset §oT Gehall gl

S8 HEATY H 319 WG o Y 39T AT, iR, 37e7a 3N cAfdcdcd T Teh Professional
Brand 3 Seel, T aiiaT 31TTeRT gy, 3T O% $IRIGT Y 3 AT TT2F i el |
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Sd Chapter H 39 7 HRGar?

Personal Branding &7 § 31 I &1 AgcaquT &
Brand Positioning (siT8 Gifotarfeian)

Target Audience (aifaId &)

Unique Value Proposition (UVP)

Personal Brand Strategy $& R &Y
Authenticity 31 Trust 8 FaATT |

Personal Brand Analytics (q8eel S8 UoATfolTCad)

1. Personal Branding T 8?

Personal Branding &T 37% § 3191 AT (Knowledge), 12T (Skills), SafFdca (Personality),
Hedl (Values) 3R 3qfeerai (Achievements) &1 38 Yo FE] el o o1aT 31Taeht forelt
e &1 & faoweT (Expert) % &9 3 Tgarey 3R 39 R Feard HY)

317sT & TSTSCeT a1 H Shelel 3TTOT HIH AT &1 TATTA 761 o, Sioeh w1l il Ig 3 Tl gleT =BT
o 37T et ¥, a7 A & 3R g ST BT AT X Gha ¥ T8 Personal Branding T
s Sae B

3&TeX0T & foIT, Ife 1S cafFd Digital Marketing, Fitness, Finance, Education a1 Business
TRTIR 393 ST R ST T &, AN sl FATATT gl hidT & 3T 379 fFw=iar yefdia
AT &, Al - 38hr U AT Personal Brand §f STl &1

Personal Brand T Definition

Definition:

"Personal Brand dg YRUT (Perception) § ST @31 & HeT & 319k oATH, e {Fdcd,
1Y, faReTaT 3R Feat & YR ) g §1”

T HTST H,

SIS ST JTYhT ATH FoAd &, Al 3eTeh AT H Tad ggel St Image 37Tl &, TET 39T Personal
Brand gidT &1

3cTgluT:

o TohEY T ATH oA &1 "Leadership” ITe 3T
o TohEY &I o118 oI 81 "Finance Expert" IT¢ 3TT|
o T 7 1A Foidl &1 "Fitness Coach” ITg 3T |

IEY Personal Brand &1 2fad &1
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Personal Brand ot el & ST 872

39T Knowledge
39T Skills

39T Communication
39T Online Presence
39T Behaviour
39T Values

31T9ehr Consistency
39T Credibility

N3 T Trust

soT g3t &7 TSI 3M9hr Personal Brand ST &1

Branding 3T S/ 82

MM(Competition)a@m%l STITHIT 8T 8T H §IRT ST AT ATV AT 3cUTS
UeTel Y g & | 0 F haot hielel 81T TATCA AT &; S9N Sl €T 3Teh T a1 IR Aeard
ST 8 39T B

1. 98T (Recognition)

U FASTgd Personal Brand 3T9e! #18 & 37e1eT ggalet fgarel ¢

2. f39ard (Trust)

T 31 SATFAAT A Ted & I HH A & FeT TR 3¢ faears g 21
3. 319X (Opportunities)

31e8T Branding & $ROT wAled, fIsiald, IreaRiRIY, $e3ey, Thfcher 3N Aeafdhar & e o
gl
4. 3178 31T (Higher Income)

TaAeT (Expert) & &9 H IgaTel STt 9 ollaT Tl 131t & foIT 31fereh 37aTeirel et 1 R
gl gl

5. Influence
39 FraR A AT Teh Tg o & 3R 3T 3797 877 H JHIGRMel Ifed st Hehel &
6. Long-Term Growth

T HsIgd Personal Brand HHI & Y 3T I Heddlsl HUTT (Asset) T Hehell &
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Personal Branding &T faaTeT

Personal Branding %ael Marketing sTg1 &; & Psychology, Neuroscience, Communication,
Behaviour Science 3iR Trust Building &T 3111 g |

1. Perception Psychology (4TRUTT & fa=ireT)
19T Ugel 3T ST &, Y 31T a1 H T §11d o |
g T AT il 8

3TTOhT ST

3T9hT Body Language
319t Content

3T9<hT Behaviour
3T9ehT Online Profile

IET Tgell &ROT (First Impression) 3T9ehT Branding 3T E31Tel shich &

2. Trust Building Science (fa2ara &1 fa=1e1)

faeaTe 3rareTeh AET STl | T§ STIMAR 31ee> 3HeToHal I THATT (Proof) & fashad g 31

393y ST arel I dca:

Consistency
Honesty
Transparency
Expertise
Results
Testimonials
Social Proof

TSI 31789 Trust, 34T 318 Influence

3. Memory Science (EHfd & fa=1Te)
AT ATEASH e, TIS¢ 3R TR-TR G@TS ot arell il sl 31TF AT e ITe, I@AT ¢ |

sHfIT % Personal Brand & TTHI: Ig GHAAT 8T &

o T TUSE He Qo
o Us fAfad fawa (Niche)
e T ST Visual Identity
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e TN Content

Consistency ¥ YT TgaTel eall & Hel H FHoTgd glcll SAlell &l

4. Emotional Connection

NI Hhaol SATASRRY 78T Bied, dfedh 37 Tfad W 308 td & 998 3 daacqds &9 3

ST HEHH A ¢ |

SId Y

379 FHETT TTST A 8,
AT 3THT T4 8,
STt s FHEATT FHSIA &,
39l AT &d &,

Al SR o [T T Y TAAT g |

5. Authority Principle

S AT IR-TR 39T AT, AT 3R aRomE @ &, aF 3 3T9e! 37 &7 T [3AYa Al
cEGES

Authority FTeT & TLIeh:
faafAd Content

Case Studies
Real Results
Books
Seminars
Workshops
Podcasts
Interviews

6. Consistency Effect

I 37T o FHT T AR JOTGATYOT 1 el 8, Al ITThr faea@=irdr (Credibility) Sl
gl

TET HROT & foh Al Personal Brand Tah f&eT # #18T, dfcdh oemaR 9l & Sy g |
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3. Brand Positioning (58 Gifarerfaian)

Brand Positioning &T 372 & &9l & T (Mind) & 319 foT U Tuse, fafdrse 31k areem T
(Position) S=T1T| T T YT & [ o7 3muent forer wgranrer, faRIw=ietm 3R H{e (Value) & &1
I1e; W |
Ife 3T9hT Positioning TASE w181 &, dl @191 3Tl Teh HTHT ST Tard ol g &l | offchet ITe
39T Positioning FSTEA &, Al o191 3T9ehT TohET IS HHEAT & fAAT=T (Expert) & &9 3
qgdTeidl |

"Brand Positioning g I0TAITd (Strategy) & 5% ATEIH & 319 3191 Brand

I AN & FT H Teh fafRrse Tue feoma &1

3clgduT:

e IS TTFd Fitness Coach & &I H ST SATT g
e I3 Digital Marketing Expert & &7 3|

e &5 Financial Educator & &9 #|

e IS Leadership Mentor & 9 |

&I 3o7ehT Brand Positioning g1

1. Niche Selection (TG &7 & TI=1)

Niche a1 §?

Niche dg faf2Ise 817 (Specialized Area) & for# 3T 3196 AT A &d #id & X el
1 fordt T THEIT T AT A & |

"Niche foIdell ¥9s¢ glafl, 319 Brand 3ceil &1 Holad gref|"
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Niche a7 ST §?

HET Audience de Ygd=T 3T I & |
Competition & & STaT &1

Expertise faefad gl &1

Trust il & SIT g

Marketing 37f&Ie Je7TdT 8icil g

Niche TTal &T daT{=ieh HAisel (IKP Model)

Teh 3707 Niche et dcdl & fAeled § deldll &

| — Interest (3f))

orH faw 7 3m9ent areqfdes Interest &1

K — Knowledge (3TsT T i)

o1 &1 1 31T9eh 91H 3= STeThrT 3R Skills &

P — Problem Demand (STSIR T 3Td2ehdT)

FORE R T FHTETS 19T =Tt &1 3R Foreah R Sparetiet a2t i1 3 g
Formula:

Best Niche = Interest + Knowledge + Market Demand

3alguT

v [

Busy Professionals
0] y

-t Fitness [E;l Weight Loss @ &A & T Weight Loss
Coach
a5t Small Businesses
7 : o Digital
*": Marketing ® M frketing © “‘r ¥ fIT Meta Ads
Expert
P . il Beginners & fag
181 Finance ] 216 [Investment & @@ Personal Finance
Coach
I Niche & Niche 3P Niche
@ gt e 3R foraef st @ 21T Specific 3% Targeted |=| Highly Specific, Profitable

3R Unique Positioning

ST Specific Niche 81911, Sceil HoTe 3Tl TgTel =13l

2. Target Audience (dIf&d g2Teh)
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Target Audience &1 82
Target Audience @ W19T § foieTeh! THEIT T HATYUTST 3MT9eRT Brand T & |

"Ife 3m9eRT Brand 3T & v 8, df aeda # ag fondt & forw s =gt g1
Target Audience T HgcaqoT 872

FEY Content ST ¢

eY Product IR gaT &1
Marketing Cost & gIcil g1
Conversion Rate S&dT |

Customer Satisfaction Sgd< &lay g1

Target Audience & 7T dcd

Age (3T1F)

Gender (fefaT)
Location (¥UTeT)
Profession (921
Income (311)
Education (f2ram)
Goals (e18&9)
Problems (FHETT)
Interests (¥fA=T)

3algduT
Ife 3T Meta Ads Expert & df 3T9ehT Target Audience & Ihdl §:

Small Business Owners
Shopify Store Owners
Coaches

Freelancers

Local Business Owners

Audience Persona Example
oAlH: Ilgﬂ

3: 30 A

<IddTd: Small Business Owner

AT Online Sales AgT 9¢ T

& & Budget 7 318 Leads 3X Sales 9red |

VY TS THST 319! 9§} Branding 31X Marketing 3 H #Acg Hcl o

389



3. Unique Value Proposition (UVP)

UVP Fa1 §?

Unique Value Proposition (UVP) a8 TIs¢ ShRUT § fob olleT 3Taehl &/t i, STaifeh STolR & &S
37 faded Al E

"UVP 39 Brand &7 &3 §3T dleT (Promise) 31X & 3719 Value g1"

UVP & H&T 92T

37T9 T A 872
fraes fow g §7

PIT-TY GHEAT §F Hld 87

3T ehT RIehT GERT & 37eTdT F3T §72
ST T FAT IR fHeem?

UVP Formula

| Help + Target Audience + Solve Specific Problem + Through Unique
Method

3aredvr
diAT=T Statement:

# Digital Marketing R@reT €|
Strong UVP:

# Small Business Owners T %# Budget # Meta Ads & HATETH & 31f8h Leads
3R Sales ITed el H FHeg AT & |

Th 33T UVP 4T gl a1fgu?

s (Clear)

BIeT (Simple)

IRUTTH-h g (Result-Oriented)
faferse (Specific)

I (Memorable)

4. Personal Brand Statement

Personal Brand Statement &7 £?

Personal Brand Statement Teh BleT, ¥Is¢ 3R gHT@ATe IRT (Introduction) § ST IdTdT & foh
3T i §, AT FA & 3R A Al AT AH S &
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"Personal Brand Statement 379 Brand &7 dfaicd aRTT g 1"

Formula

| help + Target Audience + Achieve Result + Through Unique Expertise

3cTe 0T 1

# Entrepreneurs T Digital Marketing Systems s #TEIH & Online Business
Growth JTee e # HETIT T & |

3CTg0T 2

# gan3it & Scientific Learning 31X Practical Skills & #eI# & Financial
Freedom &7 f&2IT & 3119 961 H Heg il él

Teh 378 Brand Statement 1 favame

20-40 2TseT &l g
Tuse 3R Gt
Value &l g2TT|
IO FaT|

I 3@ 7 34T &l

5. Brand Differentiation (SIS I 3737 gl &aT)

Brand Differentiation =1 §?

Brand Differentiation 2T 319 § fé 319erT Brand G@RT & fohdl T 37eTeT 3R 95k 2

"gfe 3T 3TeTdT Al [G@d, dl SlleT 3T9eh! I1G, Y =T8T IWar|"

Differentiation &7 ST&IT &2

Competition &H HEHH &Il & |
Brand 3Tl & IS T@aT g
Trust S&dT &1

Premium Pricing 37 8T g1
Loyal Audience S=Tcit &1

Brand Differentiation & YT IR
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1. Knowledge Differentiation
a1 O 318 8T 3N TR AL ST

2. Method Differentiation

THTIT &l et BT 37197 Framework AT System Tar AT e
3CIEXuT:

e Step-by-Step Blueprint
e Scientific Framework
e Action System

3. Communication Differentiation
379aiT 37617 Communication Style [ fad =T

T HATIT
Storytelling

Visual Learning
Practical Examples

4. Personality Differentiation

37T9RT AR, FoiT, STelel T YT 3T Values 3TIeh! 37eTeT T & |

5. Experience Differentiation
S8} Customer Experience 3R Support J&Te |
Brand Differentiation Formula

Differentiation = Unique Knowledge + Unique Method + Unique Personality
+ Consistent Value

4. Brand Psychology (58 #AITd7)

Brand Psychology ag fa<iTeT (Science) & Sit Ig THSIAT ¢ Tob olier fohdlT eaferd a1 Brand W
T SR X &, 39 1 9He hd & 3R 3icTel: 38 1Y &1 S5 © AT 38Y T A 2
Personal Branding sdel Logo, Color T Social Media Profile d& EfAd w181 §| aead &, o9

o 0T (Decisions) 3=k HETSH (Brain), $T=113i (Emotions), TaRar (Trust) 3R 37gera
(Experience) & HIfAd gl & |
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"Brand Psychology ag fshar g§ e ATeTd & Ueh Brand 91T & Hel, HTGATAT

AR 0Tt s FeERTeAs ®9 & gefad dar g 1"
Brand Psychology diel H&& ffetrid o3 3menid &:

First Impression

Trust Building
Authority Psychology
Social Proof
Emotional Connection

FIRST TRUST AUTHORITY SOCIAL
IMPRESSION BUILDING PSYCHOLOGY PROOF

;

1. First Impression (YA JHTd)

First Impression &1 §?

EMOTIONAL
CONNECTION

First Impression g Ugell YU (Perception) & ST fohdll caferc st dgell SR S@HT, GeTehd AT

3T Content T ST Fo7dT ¢

AATIATA & AR, Tgol FS Hehs H &1 ATTASH FIHA dTel IFd & IR H RN I FoA
W%Imﬁmwm%wﬁmﬁaﬂaﬁmﬁﬁl

"3TeRT GHT HiehT [Hel HehdT §, lfehel TgalT T QIR Feilel &l 3G 6T

fHreran|”
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First Impression fohsT TGl & IdT §72

1. Visual Identity

Profile Photo

Logo (I 31TaeT &)
Color Theme

Website Design
Social Media Layout

Teh Professional Visual Identity ICECIG AR %’I

2. Communication Style

3TT9ehT $TST
Slelal ST dTehT
Confidence
Clarity

Voice Tone

TIse 3R 3eATIRarEeT Communication @l 0 HHRIcHS T STelcl ¢l

3. Body Language
Ife 3ma fifsAT s & A1 Public Speaking 3d &, A 39

Eye Contact
Smile
Posture
Gestures

f3eard 3T Professionalism & T ad yd 21

4. Digital Presence
31TeT 31T First Impression Online §<1dT &1
T FIH Ul ST &

Instagram

LinkedIn

YouTube

Website

Google Search Results
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Ife 39T Digital Presence Professional g, AT Brand & faadadr S6dT g |

First Impression Hsgd ST & Hieh

Professional Profile I |

IS¢ Bio forgd |

High Quality Content YehIfRIcT &Y |
3TTET AT 3R STIER I |
Consistent Visual Identity ST T& |

2. Trust Building (fa2are fo#ToT)

Trust Building F371 82

Trust 98 AT AT § TTE# AT I8 AqH FXd ¢ o 319 [aeaaei, $AER AR Ja1 & |

"Trust fET 8T TheT Personal Brand &1 @4 931 YaiT (Asset) &1"
e Trust €T 8, oY ST JTERT STl FoT Tehd &, Afehet TIA SS3T AT TR 78T T

Trust H9 FAT 72

1. Consistency

T ffd &9 & uraaTgeT Content 31T

2. Honesty
HEY SATTRRT ST, ITeld dle, of AT

3. Transparency

319eA gfshar, HATT AR aredfas aRons Tase T@=1|
4. Competence

3797 Knowledge 31X Skills &t FATTOIT &=

5. Reliability

i areT Y, 38 9T AL
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Trust Formula

Trust = Consistency + Honesty + Competence + Reliability + Transparency

Trust SE= & dlish

Case Studies IS |
Testimonials fg@mv|

Practical Knowledge &1

Free Value Jg&TeT &Y |

faf@a 7 & Audience Fr #Acg H|

3. Authority Psychology (Ta2I¥3TdT &l FAlTd a11e7)

Authority Psychology &7 §?

Authority Psychology SdTcT & foh ofieT Faretiiaes &9 & 37 atelt &1 a1 3178 A & e
3=t (Expert) A €1

"EeT faRIvAl OR 31feIeh SRIET X &, Fifeh SeTehl HETSh 3HeToTd 3R ATl &l
feggeirar 4 Ssar g1

Authority 3T 37 T3 181, Sfod JHIOIT AATAAT & |

Authority 58 Soicil §?

1. Deep Knowledge

39T 817 H I AT [AH AT |

2. Content Marketing

SR 39A3f 3R fRASTIE Content SeIfAIT Y|

3. Results

379aT 31T 3197 Clients & gRomH fg@mv|

4. Teaching
@Rl T FETe & 3Rt faAwaer 3R Fase gl &1
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5. Books, Courses, Workshops

ST 31T 3T ! AT & F HATHT Il &, af TIehTr Authority ST g

Authority Building Formula

Authority = Knowledge + Experience + Results + Visibility + Consistency

4. Social Proof (GG JHTUT)

Social Proof a1 g§?
Social Proofﬂ?ﬂﬁﬂmm%mwwa@ﬁa?ﬁmmmﬁﬁgl

uﬁagﬁﬁwmw%m&andWmaﬂﬁ%,a#mmaﬂwwa?&rﬁeamm
SEIGES

"3fe; @R oeT fhel Brand @ T &, Al AT &9l & foT 37 Brand TR 314
T 3T 8T AT g 1"

Social Proof & J&R

Testimonials

HSE ATEeh! T yfAshaT|

Reviews & Ratings

37T Rating AT ITgehi o fa2ard Saldl o

Success Stories

arEdides IRUTH 3R Case Studies|

Followers

38T Audience HEIT [ATHIAT 6T Hehell &, olfehed shael HE&AT YATCd 81 ¢ |
Media Features

News, Podcasts IT Interviews # &@TS =T

Social Proof &7 YH1aT §2
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AT ARETSh AT TRIEATTEN & g@RT & 3eTeral bl Wt 0T ol THe il &
3gTeIT Positive Social Proof 0T Jfst I a1fay Serar &

5. Emotional Connection (HTdsATcHS S[STd)

Emotional Connection &7 §?

AT Shelel SRR A8 TG, dfedh 3H afFd A S[5d § o A1 I HITACHS Tt HGHH
A el
"Facts oIl ! HI<el T AT HId §, Afehel Emotions 37 1 &l & folw
IRART 1"

EMOTIONAL CONNECTION

Ly

N
@

CONNECTION EMOTIONS

AR St T, 3% B A & forg
MR e ¥ IR A &

Emotional Connection ¥ gadT &2

1. Storytelling
3TYeAT aTEdTaeh ITAT, HEY 3R AheldT $r hglel TS HY |

2. Empathy
Audience & GHEIT3 S GHST 3R AT |

3. Authenticity

Teholl cATFdcd Sallel & Jollg ATEATd g |

4. Shared Values
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Audience & HHTT Hedl 3N aardl & 9=l |

5. Community Building

U ATcTaR 0T FATU ST81 #leT Shalel AMeeh o161, Sieeh Community & FEHT HEHH HY |

Emotional Branding & @37

Brand Loyalty ST g

Audience Engagement §&dT &1
Repeat Customers f&erd &1
Word of Mouth Marketing S&aY &1
Long-Term Relationships =7t g |

Personal Brand Communication (T8sTel STS &g faiehele)

Personal Branding # shdel 37aT Knowledge 81T 9T o181 g | Ife; 319 3791 faaRT (Ideas),
37e19aT (Experiences) 3R AT (Knowledge) T THTAT &aT H TN oeh oTel ClgﬂT Hehdl, Al TR
frQwarar (Expertise) TfAT Ig ST |

IET HROT ¢ & Communication TR 81 Personal Brand &t e #gcaquT elferd (Core
Strength) HTAT ST §1

Personal Brand Communication &hdel sTolall 181 &, STedh T Afard deh, el 87T U, TaT
R T HET cHieh A Tg el T hell AR FIAT (Art & Science) ¥

Personal Brand Communication T [a3T

Communication Psychology & 38R STdf #1$ STl HTIehT Ferel Folcll IT TGl &, ot SHeHT
HETSh dle RO & ISR 8|

Communication Process Model

Message — Attention — Understanding — Trust — Action

37Uq

~

Tgol 39T He 2l fewrs aar g
R afaa eareT ear B

38 §IG, dg AT ¢ |

R faeara sear g

39 H AT Jar g
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gfe Communication Tse AT gieft, at Ig Ufehar S &7 & 3 Srwet|

Personal Brand Communication & qEY p=skE)

Communication Skills
Storytelling

Public Speaking
Writing Skills

Digital Communication

1. Communication Skills (FaR i2rdl)

Communication Skills T §?

Communication Skills & 312 & 3719e1 fra, TeT, $TarT3il 31X Heer 1 38 bR TEIcl el
o T arer cafard 39 3TaTer & THST Toh |

"Communication &T 3¢ hddl alclel oTal, dfodh HTHsT dTel I THSIAT g |"

Communication & Y&X

1. Verbal Communication
el eaRT HaTe;

S

EIGEIGH

Presentation
Interview
Podcast

2. Non-Verbal Communication
IEGIRSAK Gl
I

Body Language
Eye Contact
Facial Expression
Hand Gestures
Smile

3. Written Communication

faf@a garg
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Blog

Email

Social Media Post
Book

Article

4. Visual Communication

T 31X Graphics & ATEIH & Communication

S

Infographics
Slides
Charts
Videos

31T Communication &1 [FAVdTe

Clear (¥9%c)

Simple (Ee)

Confident (3TcaATaeara)
Respectful (HFHATAIIh)

Communication Formula

Effective Communication = Clear Message + Active Listening + Confidence

+ Empathy + Feedback

2. Storytelling (FgTiT hgsl I Thell)

Storytelling a7 §?

Storytelling I8 &elT & fo S ATCTH F 3T ATABNRT (Information) &Y HgTeiT (Story) & &I &

eI A B |

Alerd ATETSS gl 1 AT BT JoreT 7 3ih FHT I I16 W 8|

"Facts dTd g, Stories Ssdr g 1"

Audience Focused (Audience & 37[8R)
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Storytelling 3T Hgcaqol 872

Attention STaT & |

Emotional Connection SITdT &
Message 3T¢ &l ¢ |

Trust dedr %’I

Brand Human =TT g1

Story Structure

1. Hero (H&J 9T9)

39 31 39kl Customer

2. Problem (§HE)

hieT-FT Fetelr 2Ar?

3. Struggle (=)

4. Solution (GATYTeT)

e FHATHTST FeT?

5. Transformation (IRads1)
T IRUTH THeIr?

3algduT

U Digital Marketing Coach Fde Ads & SITThRY &1 & TS 39T 3AheIdT3lT 3R Hgst &t
T AIST AT & | SHY AT 3TY 3718k S[STa HeGH F ¢ |

Storytelling Formula

Story = Character + Problem + Solution + Result + Lesson

3. Public Speaking (HTdsifeieh defc]ca)

Public Speaking FIT 87?
Public Speaking T 37 § SI31T & ATHA FHTGRATT iIch & SlelaTT|
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Ig Seminar, Webinar, Meeting, Workshop, Conference, Podcast 3iR Live Session T8l &
39T g

"Public Speaking 3TT9a f3@RI FI Influence & scelat FI FHarT 81"

Public Speaking &3i #gcaqul 2

Confidence s&dT &1
Authority STl &1
Leadership A& fad gl &1
Brand Visibility s&dT &1
Networking 3T 8T &

3= Speaker T favdme

TASC ATdTS

Eye Contact
Confidence

Natural Body Language
Audience Interaction
Structured Speech

Speech Structure

Opening
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Attention 9Tcd &Y |

Main Content

Knowledge 3iR Examples &|

Conclusion

Action 3 Summary &|

Public Speaking Formula

Impact = Confidence + Clarity + Structure + Practice + Audience
Engagement

4. Writing Skills (o1& Fire)

Writing Skills T 872

Writing Skills I &THdT & Toreh FATEIH I 319 379 faaRT &Y gemaemen 3R Tuse &9 & for@d

el
3TST Personal Branding 3 Writing He& #igcaquT Skills 7 & Te g

Writing 8T 393197 glciT 872

LinkedIn
Blog

Book
Email
Newsletter
Caption
Script
Sales Page

371ET Writing T faQvare

Simple Language

Short Sentences

Logical Structure
Practical Examples

Clear CTA (Call to Action)

Writing Formula
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Powerful Writing = Clarity + Simplicity + Structure + Value + Action

5. Digital Communication (f3f3icel €aR)

Digital Communication T §?

Digital Communication @ 31 & Internet 3iR Digital Platforms & #HT1e3# & Audience & S[s=1T|

31TST 31T8IeRIer Personal Brands Online S7d &

Digital Communication Platforms

Instagram
LinkedIn
Facebook
YouTube
X (Twitter)
Email
WhatsApp
Telegram
Website
Podcast

Digital Communication & H&I f&eard

Consistency

faaf&a Content g &Y

Value First

ggol Value &, §1¢ & Promotion &Y |

Two-Way Communication

Audience & Comments 3R Messages &l 30X ¢|

Personalization

Audience T 3Tkl 3?510jo|{ Communication &{|
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Authenticity
arEdaeh Gl

Personal Brand Analytics (q8aTd §1S UaATToITead)

Personal Branding &del Content §a1Ts] AT Followers STt deh VA oAl ¢ | Afe 3T Ig =18
AT (Measure) & 3TT9ehT Brand fohdlT T$7Ta STl T&T &, AY 3TT9eh! T IdT 16T Tl foh 3maehr
IOTAIT el § AT 781 |

T Personal Brand Analytics T $1f#eh1 MRS BT gl

Personal Brand Analytics g 9TshaT & fo@e Data, Metrics 3{R Performance Indicators &
HATEIA T 39k Personal Brand T gsmasfierdr (Effectiveness), Growth 31 Business Impact
T AT SATT & |

"l AT ST Hehell § (Measured), T6T FERT ST Hehell ¢ (Improved).”

Teh Thel Personal Brand gARIT Data-Driven §IdT §, shdel 3iIATeT (Guesswork) TR gl defdT|

Personal Brand Analytics T faareT
Business Management # Ts Jiacyr RIGHTd &

"What Gets Measured Gets Managed." — Peter Drucker
g 39 AITAT FT @ 3797 Brand FT Performance & ATI &, aF 39 Ig AT Thd &

HIA-AT Content TS 3TTST HIH I 6T &7
HiT-IT Platform 31f8& Growth & I&T 87
Audience &8 9 & Content T 98¢ T TaT 872
Pi1-4T Strategy Revenue aT &I 87

Analytics 39T Evidence-Based Decision Making &7 QIf&d ¢aT &

Personal Brand Analytics & AL Metrics

Reach
Engagement
Audience Growth
Conversion Rate
Brand Equity Score

1. Reach (fr)
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Reach #I718?
Reach dg T&AT & St acfTcll & o JTaehT Content fohcel 37efaT-37e7T (Unique) et e TgT|
Ife e &) safFd 39T Post s IR 2@dT &, 9 ¢t Reach & 3® $adl U aR 1T ST 81

"Reach SAT & o 39T Brand &t 7T o9t e qgam|”

Reach &1 #gcaqul §?

Brand Awareness il gl
T A9t g ggT 2 B
)
Audience Expansion gl 1
Future Customers eIl T THTTAT daaT &

Reach s & dllsh

High Quality Content

Audience T GHATAT ST AT St aTell Content S=ATT|

SEO Optimization

Keywords, Hashtags 31 Search Friendly Titles =T 3T Y|
Consistency

fafAd Posting Y1

Shareable Content

THT Content SITT fo1A #f19T GERT & AT HISTT |
Collaboration

317 Creators 3{IT Experts & ATY &1 |

Reach Formula

Higher Reach = Better Visibility = More Brand Awareness

2. Engagement (T3Io1#c)
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Engagement FT g2
Engagement SdTdT & o @19T 3T9eh Content & AT fohdl=T Interaction X I& g |
SHH A &

Likes
Comments
Shares
Saves
Replies
Watch Time
Clicks

"Followers ¥ 31f1% Hgcaqul & f& Audience 319 Content & &1 fahcfelr
GIERRIRISECININ

Engagement &1 Hgcaqul &2

Trust S&dT &1

Algorithm Content @I Promote &l & |
Community HTgd &lcll &

Brand Loyalty ST &1

Engagement Rate Formula

Engagement Rate (%) = (Total Engagement + Total Reach) x 100

3aTgUT:

Reach = 10,000
Likes + Comments + Shares + Saves = 800

Engagement Rate:

800 + 10,000 x 100 = 8%

Engagement Gl & dich

Questions I& |

Polls TaTy|

CTA (Call to Action) &|
Comments T Reply HY|
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e Audience T Problems 9T Content §TT|

3. Audience Growth (3Tf3I9 3Y)

Audience Growth &7 §?

Audience Growth dTaT § & T&T & I12r 3M9ehr Audience fardsir dil & §¢ W &1

g hadl Followers SasT sl TEAT AgT, ST Tl Audience dda7 &7 ohd g1

Audience Growth &3l HgcaquT 72

Brand Awareness s&dl g1
Future Customers s&d &1
Community HSTEd &Icil &
Business Opportunities ST & |

AUDIENCE GROWTH e

GROW YOUR AUDIENCE, GROW YOUR IMPACT —— ) ‘

(e BRAND AWARENESS | y "‘
= » 34848

FUTURE CUSTOMERS

\ Q T E > /// .i'a ‘ ‘

~ - [ 3 -

‘ EE% COMMUNITY . 3"" n ‘ ‘ ‘

R - 'Y ) ) ivi ‘ LEAD

..... L EXPAND
2 BUSINESS [ ] ana
\ @il | OPPORTUNITIES . ENGAGE
Tgd & GROW
START G o aes i >
) = | ° \_&_2 ( -, ‘/
L (afl) <‘) (a2 &)

Audience Growth Metrics

o New Followers
e Subscribers
e Email List
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e Community Members
e Returning Visitors

Growth Formula

Audience Growth = New Audience — Lost Audience

Audience Growth g1 & il

Valuable Content
Collaboration
Consistent Posting
SEO

Video Content
Referral Strategy

4. Conversion Rate (F=doidl IT)

Conversion Rate FT §?

Conversion Rate §dTdT & f& 31T9eh Content & &W@et aTel ollelt & § fohdel o9l o 39T sfead
Action Y|

g Action 8T Tehdll &

Product Purchase
Course Registration
Email Signup
Consultation Booking
Website Visit

"Reach 3{R Engagement HgcaqUT &, ofehel Business Growth Conversion &

grargl”

Conversion Rate Formula
Conversion Rate (%) = (Conversions + Total Visitors) x 100
3aTeXUr:
Website Visitors = 2,000
Course Buyers = 100

Conversion Rate:
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100 + 2,000 x 100 = 5%

Conversion g & I

Strong CTA

TS Action 1T |

Landing Page Optimization

T AR Professional Landing Page Id |
Social Proof

Testimonials 31X Reviews fG@m|

Trust Building

Free Value |

Follow-Up
Email 3R Retargeting T 393197 &{|

5. Brand Equity Score (573 3fFacl ThR)

Brand Equity a7 §?

Brand Equity @€ %ol Hed (Overall Value) & it #1elt & Haf & 39 Brand T Reputation,
Trust 31 Recognition & 9 # #l5[g gIaT &1

Ig shadl Followers Y T&AT 78T &
g IdTdT 8

3T 3T9ehT fohdaT SeTd &
3T 9X fohrelT 329 &g &1

ST 39T TG, IWd & T Aef|

"Brand Equity 38 375T YR (Intangible Asset) g Sit 319 Personal Brand

$r areafas efed g g1

Brand Equity & &I Tcsh

31M9hr Recommendation &t fordalT Agca ¢ & |
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Brand Awareness

ST 3R ST &7

Trust

9T 3T W} faeary v &2

Authority

T 19T 3TT9ehT Expert AT 62

Loyalty
FIT AT TR-TX 379 919 37T 872

Reputation

Industry & 39T Image $&T 872

Brand Equity d&Te & d{ls

Consistent Branding
Valuable Content
Positive Reputation

Excellent Customer Experience

Long-Term Relationship

Personal Brand Analytics Dashboard

'“ Reach

al

Y

Q

Engagement

Audience
Growth

Conversion
Rate

Brand Equity
Score

Audience
Interaction

Audience T
RG]

Action &9 a1t &t
1 ufdera

Brand &t
Fa ufas

@
oy

Al

1)

'S

Brand
Awareness

Trust 3R

Community

Future
Opportunities

Revenue 3R
Business Growth

Long-Term
Success

SEOQ, Content,
Collaboration

CTA, Comments,
Valuable Content

Consistency, Videos,
SEO

Strong Offer,
Landing Page, Trust

Consistency,
Reputation, Value
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Personal Brand KPl Framework

Awareness KPlIs

e Reach
e Impressions
e \Website Visitors

!

Engagement KPIs

e Likes
e Comments
e Shares
e Watch Time
!
Growth KPIs
e Followers
e Subscribers
e Email List
!

Business KPIs

e |Leads
e Sales
e Conversion Rate

!
Brand KPlIs

e Trust
e Reputation
e Brand Equity

Personal Brand Analytics Formula

(T%er Personal Brand = 371f% Reach + Hslgd Engagement + faa Audience Growth +

3=d Conversion Rate + #slqd Brand Equity)
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daTfere EfSeahIuT (Scientific Perspective)

1. DATA-DRIVEN 2. PARETO PRINCIPLE
DECISION MAKING (80/20 RULE)

e
atl
80%

RESULTS

—

3. FEEDIBACK LOOP THEORY i 4. CUSTOMER LIFETIME VALUE (CLV)

B < =

CONTENT / DATA

(T 8 /3

4,“

BETTER oo
y RESULTS G 5 °
e~ B &
'] e = [ )
IMPROVEMENT ANALYSIS ATTRACT -
/ Sl » ENGACE CONVERT RETAIN

1. Data-Driven Decision Making

Research SdTcll & f& it saferd a1 Business @A €9 & Data &7 [a2eiwoT #:c 8, & 31e]AT
% Sl Jd2347 (Evidence) & 3R W 8§} =0T oid & |

2. Pareto Principle (80/20 Rule)

37T 37Tk oT9T979T 20% Content ¥ 80% Reach, Engagement 3T Conversions 37T § |
Analytics 35T High-Performing Content &I UgdTelel & #Feg il g

3. Feedback Loop Theory
Analytics Teh fa{a¥ R (Continuous Improvement) T sk =TTl o

Content — Data — Analysis — Improvement — Better Results

4. Customer Lifetime Value (CLV)

Tsh HoIqcl Personal Brand &hdel 1S Audience =gl SilsdT, Sfesh qRI= Followers T Loyal
Customers & seerar ¥ | s Long-Term Relationship 3iX Retention & Analytics ST

HAgcaquT fgEar g1
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sy

Personal Brand hddl Ueh ATH, 19N, Gierel HSAT NS AT a3 T G&AT 78T 8, dfedh Ig
3T9ehT g (Identity), 3TTTehT faRaHAZAT (Credibility), 3Tk Hed (Values), 3T FTel
(Knowledge) 3R &3Tt o #eT 3 ST 31T9hTI ST (Perception) T AfFAToId &Y §| I SdTAT &
ST 31T ferdll FATeT WX AlS[G FET 81, e 81 ofleT 310 IR H A7 A= 8 3 39t vl &9 3
Iq1E A B

311t & f3foieer a1 # Personal Branding ahdel AATSIET, SotFelUaR AT 99 feieid olisd oo
AT 8 & | Tedreh e, SrpereTer, 3eTal, PIeTaR, HET RPUet 3 Al et arer safde
& foIT Teh AT Personal Brand SeTT=TT TR &) a7 §| Ueh THIGRIe Personal Brand
3T 818 & 37eleT YgTe feaa &, TT 7GR & GaR @reldT &, clalt &l faRard Shadr g 3R
mmamwaﬁmﬁraﬁa%wwm%l

TUsh %o Personal Brand W%WWWW@WW?W &1 379 Strengths,
Skills, Values, Vision 31X Purpose & ¥USC &eh g1 Ueh HoTed Ugdlel Sells off Hebell ¢ | S8
qTe;, foeR EGaT, JUTadTquT shée AT LT, THTE FER, RfSreer surtufa, Aeafdar, dem &
FEEIT3T T FHTT 3 SeTTaR Hed alel AT 3Rt Brand Authority &I HeTgd &+Td & |

ST 3ThT IgdTeT 3Tk A1, TR, SATTGRY, faQrear 3R et &t faw 37w He av amearia
gt &, A9 3T9ehT Personal Brand AT & a1 3R 31T erfeaemel S1ar SITam g

e, I
"SAT 31Tk eat F T 3R 3m9es Fraf & 310 39T g g1 & | STfIT 39 Personal
Brand 3g! T AT T St 3119 aEda H g 1"

415



3T 13 ST el Theld]

] s«t\m’c

Business Model Blueprint

Introduction

awwﬁawmmwmysﬁmﬁaﬁeﬁr i 3 ST & T W
& arEafiehar 3 aee are Business Model FEdrel mﬁaﬁvﬁ?wa@aﬁa Business
Ideas 21 &, Af¥reT 3 Tg 71&T TSt U % 39 3MSfRAT A TMAR 37 (Revenue), ST (Profit)
3R Erefertferas AT (Long-Term Growth) & T fhaT ST | J&T 98 TAT & STgT Business
Mode| He& HgcaqoT s e 81

Business Model Te 0aT d3Tfeeh R I0TIfdeh @@ (Strategic Framework) g, it I8 OS¢
AT & Toh I STGHII 319 ATgeh & [T Hed (Value) HH 3cee] el &, ﬁmﬁﬁ
UgHIdl &, 3R 38 Ho & dcol H o1 (Profit) 8 AT ¢| gAY Asal H, Business Model fedlT
91 caraamer T Operatmg Blueprint 81T &, St I8 [eTRa F:ar § & cgaa fFg 9R &1
LI, TheT ATERT T AT HIM, HIT-TY GHETIT T AT I, oheT AT ST IYANIT HAT,
3R TR TehR T §9 I 311 AT |
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31TST & Afaeaeff 3R dsit & seeld AT ardia’uT H Shddl 3TOT 3416 IT JdT gl gATeT
o6t ¢ | Iie Business Model #SIS w181 &, AT Scohse 3cdTq &Y SR #H 1A%l 81 Hehcll o | S8
a1, T 93TEY Business Modelmawma#aﬂasﬁwﬁwmél sfagra &
3eieh AT T BT T T HRUT 3oTehT 3cUTE 16T, Sedh ool 3T Business Model
WEIel

$H 31T A 319 Business Model & Hcdish HgcduT Tceh &l d=iTeleh T TSeehll & HHSIaN| 3T
STt fh @Er Customer Segment 3 AT STl % ITEhT o ToIT FHTGRMT Value
Proposition $& IR &1 ST &, =T Revenue Models 3 E & &, aTa (Cost) 3R
TS (Profit) & &ier TcJeleT 8 SATAT ST 8, AT Business Model Canvas T 39T #¥eh fehdll
3 Business Idea T Ueh cTaied 3R caagTRe TTaT & & seel ST £

arer €1, 39 Ig 3 A9 S deold ST9IR, 578 daheilent, SN JefHT (Al) 3T ITERT HT Feelch
ARSI & HTHR Business Model T FHI- T O et (Evolve) 3R da=IR
(|nnovate)%msmr| Fifeh 3TYTAeh cTTATT H TET IS ol THYT doh Thel &d &, ol
AR W@ g, maﬁmﬁ‘?aﬁwmﬁr Business Model T IRTEATIIT & 3THR 3eTehfeld
ERG R

Business Models, fa2euTTcas Frameworks 3iR RiTeadsT T9g I0TaaT i anfder giaf|
ST 3662 3MYH! shdol Business Model HHSIT o181, STed THT T TSChIvT [ahfad e g
TS 39 TR 81 Business Idea sl Heehsl Y Heh, 3HehT ShiAAT ehT Tgilel oY Heb 3T 38
U& Scalable, Sustainable 3iX Profitable Business & 9Rafdd &t |

3{dd:, Business Model &del TG Tellsl &l cIehT w181, diedh Hed fFHAToT (Value Creation),
GHEIT GATUT (Problem Solving), HHTEET & FH2Uel 31T (Resource Optimization) 3R
Srerhrfores Fafa faaToT (Long-Term Wealth Creation) &7 =1 & | St caf¥d Business
Model & ITEXTS & THS oIdl §, I8 shael STTATT & 76T e, WWWW@(System)
T ToHTOT T & S T & TIY PR ged), e gt 3R TRl Gwerar Jer sd &

Objectives

$H YT I HEY 3¢y ISl I Tg THSATE ¢ foh fonell 8l Aoher cya@ryy 1 =iiq Teh Hoigd
Business Model 81T & | %ﬁw%ﬁw%mmﬁmﬁmmﬁmﬁﬁw
HT Hehar:

Business Systems (SIa&TT JOTTaIT)

Sales & Marketing Model (¥ Td HAThfeaT AlSd)
Lead Generation (@13 STe12re)

Conversion Strategy (FATdR0T I0THITC)

Referral System (Yol fOTeH)

Financial Metrics (fa=i=r ATOEs)

Burn Rate (g7 Y€)

Risk Management (STIT& gaereT)

Customer Understanding (IITgeh sl THSTA)

©oNOEWN =
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Business Systems (SIadTd JUTTell)

Business System g cgaf¥yd UfshaT (System) & fodeh ATETH § F1S Business AR,
FRAAATYdh 3R cI17erIsh lish | H1 HIAT &1 ST Business Systems AT &1d &, ol
Business shdel HAlfolss W IR AT TgaT sfew Ufshanait (Processes), a9l (People) 3iR
dehaiteh (Technology) & TR il &

Tsh el Business & foIT fAe=ifafld o8 HTT Systems 31aed & |

1. Sales System (fsishT guTTelh)

Sales System dg Yfshdl & [ ATCTH & GHTTAT ATeh (Leads) h 33Tl =l dlel UG
(Paying Customers) & Scell SIicT g |

Sales System &l 3¢ad

37T Sales AT

Customer &1 3TaIhdT GHSTAT
Revenue daldT

Long-Term Customer STl

Sales System & F&T =T
1. Lead Generation
T et 3 |
3aledur

Facebook Ads
Google Ads
Instagram
Referral
Website

2. Lead Qualification
ST T ShiA-AT Lead aFdd & Product TG ehdT g

Jrgdr

e Budget
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e Need
e Decision Making Power
e Timing

3. Sales Presentation
Customer &I Product & @18 THSTEAT|
T &

e Features sTgr
e Benefits IaTT
e Problem &T Solution fe@m?

4. Objection Handling
Customer & 91 3 2RI T TATUTT FHaAT|
3algduT
e Price SaET®
o IATGIE
o TG H TG
5. Closing

Customer & Purchase &{drsT|

6. Follow-Up

Purchase & §T¢ 3l TUh ST IGeAT|

Sales System & KPI

Lead Conversion Rate

Sales Revenue

Average Order Value

Closing Rate

Customer Acquisition Cost (CAC)
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2. Marketing System (FTh{cdT JOTTelT)

Research Branding

..
[ 4 Content
Marketing
) =
‘&\_’,4

MARKETING Q
SYSTEM / ‘

@ grAND
»

Marketing System WE?%UWWWWWWW@QW@HT& Brand &1 9gaTeT
TATT &

Marketing & H&T &9

Market Research
Branding

Content Marketing
Advertising

Social Media Marketing
SEO

Email Marketing
Influencer Marketing

Marketing Funnel

Awareness — Interest — Consideration — Purchase — Loyalty — Advocacy

Marketing KPI

Website Traffic

Reach

CTR

Cost Per Lead (CPL)

Customer Acquisition Cost (CAC)
Return on Ad Spend (ROAS)
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3. Operations System (HdTelel JOTCl)

Operations System g Ufshar & fodeh gaRT Business 319 Product T Service &l daR 31X
HaTfeld LT &

qEY FY

Production Planning

Inventory Management

Quality Control
Procurement
Team Management

Workflow Management

Automation

Operations System & @87

KPI

4. Delivery System (fSeita’l gomell)

Cost FH glar g1

Productivity S&aY &1
Quality SgaR gt &1
AT HT d g1adr g

Productivity
Production Time
Defect Rate
Inventory Turnover
Process Efficiency

Delivery System Hﬁ‘f%\tlﬁ YT & foh Product a1 Service TEI HHI, TET TAUT 3R FeY 0T
& AU AT doh q§€T|

Delivery & &R

Physical Delivery

Courier
Logistics
Warehouse

Digital Delivery
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E-book

Software

Online Course
Digital Download

Service Delivery

Consulting
Coaching
Freelancing

378 Delivery System &1 faQiyamd

KPI

5. Customer Support System (g T&TIdT JUTTe)

Fast Delivery
Accurate Delivery
Low Cost
Real-Time Tracking
Safe Packaging

Delivery Time
On-Time Delivery Rate
Return Rate

Shipping Cost
Customer Satisfaction

Customer Support System IITgeh T THEATI T FHTTT HIcT & AR 38 3HeT81d (Customer
Experience) &l SgaX ST g |

Support Channels

Phone
Email
WhatsApp
Live Chat
Chatbot
Social Media

Support Process

1.
2.
=t

Complaint Receive
Issue Analysis
Solution
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4. Follow-Up
5. Feedback

37t Customer Support & olTeT

Customer Trust S&dT g1

Repeat Business f&erar g1
Brand Reputation FSTE alcil &
Referral ged g |

KPI

First Response Time

Resolution Time

Customer Satisfaction Score (CSAT)
Net Promoter Score (NPS)
Customer Retention Rate

6. Finance System (T3 9utTell)

BUDGET

INComg

L

» FINANCE <
SYSTEM

FINANCIAL
REPORT

il aﬂ

Financial Reporting

Cash Flow Management

Finance System Business & T3l 44T T TatleT T § dlfeh Business dT8TER—IH 3R TER &=
T

Finance System & &I 9T

Budgeting
forcTeTT @ T &, ST ArSTelT SATT|
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Accounting

Income 3iR Expenses T Repis T@aT|

Cash Flow Management

Business # 371 31X SeY arer 4T &7 fA==o7)

Cost Management

AT H W HH HLaT|

Profit Analysis

Business ar¥dd # fohcelT oITeT ST 8T &, SHPT [A2VUT|

Investment Planning

Business & fa&dR & foIT Gl &1 &1 3941

Finance KPI

Revenue

Gross Profit Margin

Net Profit Margin

Cash Flow

Break-Even Point

Return on Investment (ROI)

Sales & Marketing Model (83 T HAThicT Aige)
Sales & Marketing Model T& U d31faie (Scientific) 3R cgaffad (Systematic) 9fshaT &,

TS ATETH T FIS Business 37eToTle ST (Stranger) & THITAT g (Lead), i @lieR
(Customer) 31 37 # &3 e (Brand Advocate) # s&oldT &1
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Teh Aol Business sdel Product sEl I €Tl g1 &ll, STeeh Customer st G AT
(Customer Journey) & 33T T &1

SALES & MARKETING MODEL

CUSTOMER JOURNEY

LOYAL BRAND
STRANGER LEAD CUSTOMER CUSTOMER ADVOCATE

6 6 & o ©

v v v - v
®= ATTRACT ( 2 CAPTURE CONVERT ) DELIGHT ADVOCATE
3 4~y
Awareness > Interest > 7 e > Retention > <: Referral

Customer Journey:

Stranger — Lead — Prospect — Customer — Repeat Customer — Loyal Customer —
Brand Advocate

1. Lead Generation (i3 STeX2I4T)

Lead Generation g 9fshaT & Toi@eh gaRT U8 @9l sl @ISiT SITdT & SiY 39eh Product AT
Service # 3 @ ¢ 3R 9o~y & g 57 oha &1

3T

o AT HHIAT ATEH UTCd AT
e Sales Pipeline &I eRTAR =TT
e Business Growth & oIt AT 37a8R ST

Lead Generation & &d

1. Organic Methods

e SEO
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Blog Writing
YouTube
Instagram Content
Facebook Page
LinkedIn

Word of Mouth

2. Paid Methods

Facebook Ads
Instagram Ads
Google Ads
YouTube Ads
LinkedIn Ads

3. Offline Methods

Seminar

Exhibition
Networking Events
Visiting Cards
Newspaper

Lead Magnet &7 8T &2

Lead Magnet ag H%d (Free) =ieT glcil § ST Customer &I SITeTehRT (S Email AT Phone

Number) ot & sgel &1 SITdT & |
e Free E-book
e Free Checklist
e \Webinar
e Free Trial
e Discount Coupon

Lead Generation KPI

Total Leads

Cost Per Lead (CPL)

Lead Quality
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e | ead Source
e Click Through Rate (CTR)

2. Lead Nurturing (efis 9IyoT)

& Lead Tl WIGRT AT Tl AT 38k ATY TRNAR T&ET F11e17 3R faeara der et
3T BT & | S8 9RRAT 1 Lead Nurturing Fed £

36T

Trust STaT|

Customer &I Educate &T|
Buying Decision 3TdTeT SelTaT|
Conversion §glaT|

Lead Nurturing & adi&

Email Series
WhatsApp Updates
Educational Videos
Blog Articles

Success Stories
Customer Testimonials
Free Consultation

AIDA Model

Lead Nurturing 3798 AIDA HATsdl U 3memiRd giar &1

Attention — €T 3T ST |
Interest — ¥ J&TT |

Desire — Product T <87 3ceaT 1|
Action — WIERY AT’ |

KPI

Email Open Rate
Engagement Rate
Follow-Up Response
Conversion Rate

3. Sales Funnel (§¢d %eld)
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Sales Funnel gg 9fshar § S fe@rdl & T fohdey o9T Business 3 932 i g 3R 308 & fovdar

NI ATgeh AT 8

Sales Funnel @& T0T

1. Awareness
Customer Ugell ¥ Brand & s # SATeIdT &1

3algdur

e Facebook Ads
e Instagram Reel
e YouTube Video

2. Interest

Customer Product 7 &/ fe@rar &1

3cTguT

e \Website Visit
e Video ¢@sT

e Brochure Download

3. Consideration

Customer faffieeT [deredt & Jolell e 8|

3algdur

e Reviews UgdTl

e Features 3@aT
e Pricing Compare &=T

4. Purchase

Customer Product @Jear &1

5. Loyalty

Customer SR-8R TIAT ¢
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6. Advocacy

Customer &I & 8 Recommend & &1

Sales Funnel KPI

Funnel Conversion Rate
Drop-Off Rate

Average Order Value (AQV)
Customer Acquisition Cost (CAC)

4. Conversion Strategy (F9TcRUT I0TITA)

Conversion Strategy &T 36623 Lead @I Paying Customer H SgeleTT 2|
Conversion GIel & daflfeleh dich

1. Strong Value Proposition

TUSE IATV foh 3TT9eRT Product fohd AT ST GHATETST hdT 2|

2. Social Proof
AireT Ty ey ¥ o g oier i e
3cIgIoT

Reviews
Ratings
Testimonials
Case Studies

3. Scarcity
ifFa g a1 AT TTie a1 Tohd |

3algdvT

e Offer Ends Tonight
e Only 20 Seats Left
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4. Urgency
T v S & T SR e

5. Risk Reversal
Customer &7 3T &hdH hlaT|

3algduT

e Money Back Guarantee
e Free Return
e Free Trial

6. Simple Checkout

TSI SeT Steps &1, Conversion 3d=1T 31T g19T|

Conversion KPI

Conversion Rate
Checkout Completion Rate
Cart Abandonment Rate
Cost Per Acquisition (CPA)

5. Retention Strategy (Mg TITT IWeT T I0TITA)
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LOYALTY
PROGRAM

RETENTION K8

EXCELLENT KAk ke N LOYALTY
CUSTOMER = SN PROGRAM
SUPPORT ae-ar afled w
T3t Rewards &TI
A FHTET
PRODUCT oo PERSONALIZED
IMPROVEMENT / :i:ho . |  COMMUNICATION
Customer Feedback ot for you Customer & 3TJHR
¥ SR TR AR & e el
GUR BT

REGULAR
FOLLOW-UP
Purchase & a1g
I TG T

=T Customer ST &I JolelT H el Customer &1 ST IW=IT HFE e Tl 3R 3Hfeh
ATHSIT 8IdT ¢ | SHTAT Retention Strategy Business T Long-Term Growth T 3R & |

Retention & ddlsh

Excellent Customer Support

AT T dof AT |

Loyalty Program

IR-9R @{E I Rewards &aT|

Personalized Communication

Customer & 318 HeRT ofeT|

Regular Follow-Up

Purchase & §T¢ §Ye §eITT {W=TT|
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Product Improvement
Customer Feedback & 3R TR l3MTdR FUR FHI=AT|

KPI

Customer Retention Rate
Repeat Purchase Rate
Customer Lifetime Value (CLV)
Churn Rate

6. Referral System (R%e [&¥eH)
Referral System ag 9fshalr § SIT# TS ATgeh AT ATgehi I 3TTh Business & SIS g |
Fat Fgcaqul &7

Marketing Cost & gIcil g1
Trust 378 grar &1

Conversion Rate SgaX 8laT &1
Organic Growth fAerdT &1

Referral Program & 3&1gor

Refer & Earn
Cashback
Reward Points
Discount Coupon
Free Membership

A% Referral System & dca

Referral Link

Unique Referral Code
Reward Structure
Tracking System
Easy Sharing

KPI

Referral Rate

Referral Conversion Rate
Cost Per Referral
Referral Revenue
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Financial Metrics (Ta<i1Tr #ATIE3)

Financial Metrics & Hgcaqul ATYES (Key Performance Indicators - KPIs) § foieteh ATeas &

fordT Business & Financial Health, Profitability, Growth 3iX Efficiency 3 #T9T SITdT & |

%ol Business hddl Sales FA8I &@d, dfedh 3a7 Metrics &7 fAafAd fazayor s I8! Ao o

gl

1. Revenue Growth (II5T&a Elci\’f@f)

Revenue Growth SdlTdT & foh Teh fAfReT T&HT & Business T $ef 37 (Revenue) fohcfeil sidt

T gdr gl
3ceRy

Business Growth ATIAT
Sales Performance STl
Market Demand HHSIAT
Expansion T TheldTl G&eIT

3aTgIuT

e M@ a¥ Revenue = ¥10,00,000
e 3T Y Revenue = ¥12,00,000

Revenue Growth = 20%
KPI

e Monthly Revenue Growth
e Quarterly Growth
e Annual Growth

2. Gross Margin (Thol ST HTTole)

Gross Margin SdTT & foh Product Tel AT WG I ARTT (COGS) faehrelet & &1¢ fohd=T otst

CEIN!

3cayT

e Product Profitability SiTeloIT

e Pricing T&T & IT 78T THSTAT
e Production Efficiency ATIT

3algduT

Revenue = %1,00,000
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COGS =13%60,000

Gross Margin = 40%

3. Net Margin (el <17 HTfoie1)

Net Margin SdTT & foh T3 T, & 3R 3107 o1 fAehTelet & 91 aredideh offd fohd=r s

38T

o arEdTdeh Profit STTetelT
e Business Sustainability ATI=T

e Overall Financial Performance 9HSIAT
3cTeXuT
Revenue =%10,00,000
Net Profit = ¥2,00,000
Net Margin = 20%
4. CAC (Customer Acquisition Cost)
CAC W%%WWCustomerWaﬂﬁﬁmﬁﬂﬂT@ﬁgﬁﬂ
3oy

e Marketing Efficiency ATIAT
e Advertising Cost fafad 3=
e Profitability SelIr

3arelvr

Marketing Cost = %1,00,000
New Customers = 200
CAC = %500 9fd Customer
3T CAC

TSIdaT @& CAC 819, 3d4T 318 SITdTeIeh Business glaT|

5. LTV (Customer Lifetime Value)
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LTV ScTdT & fo T Customer 379 X HeeT (Lifetime) & Business T el fhclel Revenue AT
Profit & 8|

3cayT

e Customer Value HHSIT
e Retention Strategy SI=TT
e Marketing Budget d sh{aT

3algduT

e Average Purchase = 32,000
e Il H Purchase = 59X
e Customer Lifetime = 3 a¥

LTV =%30,000

HAgcaqul I

IfE LTV > CAC, d Business THEIIeh HTeAT ST 2|

6. ROI (Return on Investment)
ROI gdTaT § f& T 91T Investment ¥ frdaT Return 9red g3l
3cayT

e Investment Performance HATI=AT
e Project FT TheldT ATl
e eI Investment Decision &=

Investment = ¥1,00,000
Profit = ¥30,000

ROI = 30%

7. ROAS (Return on Ad Spend)

ROAS &drar ¢ f& Advertising TR @I fhT 31T Ycdsh 1 & fhdaT Revenue 9Ted g3
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3T
e Ads Performance HATIAT

e Marketing Campaign Optimize =T
e Profitable Campaign JgdTeTeIT

3aTedur

Ad Spend = 20,000

Revenue = %1,00,000

ROAS =5

37T 31 G A W 25 F Revenue &

8. Cash Flow (F&¢! 9dTg)

b YA ———

HAPRIHP CASH FLOW
INCOME > EXPENSE

MARKETING

INVENTORY

FPRIHD CASH FLOW
EXPENSE > INCOME

Cash Flow ag ufshar g f5as Business # 44T 3ieX (Cash Inflow) 3R sTgX (Cash Outflow)

ST g
Cash Inflow

e Sales Income
e Investment
e Loan
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e Interest Income

Cash Outflow

Salary
Rent
Marketing
Inventory
Tax

HhRIcHAS Cash Flow

Income > Expense

oIhTcH Cash Flow

Expense > Income

Cash Flow 3T #gcaqut §?

Bills @I 9T %1 & faT

Salary ¢=1 & farw

Business Expansion & foIw
Financial Stability o110 &= & forw

9. Burn Rate (s57 32)

Burn Rate sdTaT & f& Business &X AR fohdaiT ol & 379aiT 39cletl Cash T@J X W gl

7€ Metric a1y 9 & Startups & T Sgd Hgcaqu! &1
36T

e Cash @cH i &I GHY ATeTAT
e Fund Raising & IrsTAT SATT
e Cost Control &h{dT

Formula

Burn Rate = Monthly Cash Expenses

3cTgIoT
Ifg Startup & 9T ¥30,00,000 Cash g 31X gX #AGI 3,00,000 @I & % 2

Burn Rate = %3,00,000 9fd #ATE

437



Runway = 10 #glat
37T I7E 518 Income T Funding =81 T&elr, AT Business 10 HgleT deh dof Thal|

Financial Metrics 3T @RT2T

FINANCIAL METRIC | 3%
@ Revenue Growth Business @1 31 # gfg #1gT
G Gross Margin Product & 81 aTelT Tahet ATH ATIT
@ Net Margin Tl @l & 91 aRAfad ATH ST
@ CAC T =TT Customer Te 3 bl cIlTdl
@ LTV T Customer & IR Hee §

fire ate e He

@ ROI Investment TR & aTeT Return
@ ROAS Advertising TR & T Return
@ Cash Flow Business # Cash &T 37141 3R ST
9 Burn Rate &R AN Cash & 81 & 1ifd

Risk Management (ST1T&% JaereT)

Risk Management 3g 9TshaT g§ foideh ATETA & Business # 3Tel aTel THTTAT W1 (Risks) ST
qgdre (Identify), 3sTehT fa2eIWOT (Analyze), =0T (Control) 3R 9Ta &T &a (Mitigate) forar
ST g

ZY Business # Q@A g1d &, JfeheT Aol Business Tge ¥ aIRT &leh 3oTsh YHTT &l hH T
ad gl

Risk Management Process

1. Risk Identification — GsTTfad ShT@AT I gg=ret =]
2. Risk Assessment — SiITQH T HHTGAT 3R T T FHedeho! et |
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3. Risk Mitigation — SIT&H FH& o1 Sl JSTAT TATAT|
4. Risk Monitoring — SITEHAT F FIMAR [HIRTAT AT
5. Risk Response — HHEAT 3ol TR LA HrIaTg! |

1. Market Risk (SToTR S1T&#)

Market Risk 3§ i@ g ST SToIR (Market) 3 gleY dTel sGolTdl & RUT Business ! FTfad
gl

Customer &1 H¢ Scofell
1T Competitors 3Tl
Demand & giaT
Economic Slowdown

S Technology T 3T=TT
Price Competition

3algduT

Ife FIg HYeIT shael DVD Player 9dcr g 3R &leT OTT Platforms 3T 39J1T aXat ol9Td &, al
39HT Sales HH & FahaT &

Market Risk &H T & dlh

AT Market Research &Y|
Customer Feedback a1

AT Products fasfad #Y1
Market Trends WX sToiX Q|
s & Product W @8R 7 &

KPI

Market Share
Customer Demand
Competitor Analysis
Sales Growth

2. Financial Risk (fa<i=r Sifa#)

Financial Risk ag Siif&# § f5/@# Business I fa<dia AT (Financial Health) gaTfad giair
gl
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Cash Flow &T @&t

37T Loan

Profit aeT glaTT

Revenue "caT

Interest Rate ST

Currency Exchange & §Geld (International Business)

EARRL
e fRaY Business o 9TH SadTRAT ST Salary &1 & folT Cash =181 &, dT I8 Financial Risk &1

Financial Risk H e & ddlh

Emergency Fund ST |

Cash Flow Monitor &Y

3ATITH G A |

Budget Planning &Y |

Income & %S BT (Multiple Revenue Streams) §ATU |

KPI

Cash Flow

Net Profit Margin
Debt Ratio
Current Ratio

3. Operational Risk (HdTele SITEH)

Operational Risk g SIf&# & Sir Business T ¢feish Ifafafer (Daily Operations) 3 glet
qTell FATIT3T & SHIUT 3cesT 2T g

HROT

Employee Mistakes
Process Failure
Machine Breakdown
Supply Chain Problems
Inventory Issues

Poor Quality Control
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3algdur

Factory T #2fleT TR glet § Production & ST=AT|

Operational Risk &H H{ & dlish

Standard Operating Procedures (SOPs) STV |
FHAATRAT T Training &1

Backup Systems T&|

Quality Control #ITa] &< |

fafAa Maintenance &Y

KPI

Production Efficiency
Defect Rate
Downtime

Order Fulfillment Rate

4. Legal Risk (FTf=iT STf@#H)

Legal Risk ag ST@&# ¢ S &ieal, [#T AT J1Taeil b1 Ulefel o el & HROT 3ceed Bicll o

HROT

Tax Rules T 3eclgsl

License &I &aT

Contract Disputes

Copyright IT Trademark T 3ot
Labour Law T YTeleT o sl

3algduT
faef g@Y Brand T Logo & 31eAfr 3uiter e

Legal Risk & a1 o i

gsfy 39T Licenses o |

Tax 5T 9T 1|

Legal Agreements faif@d &7 7 T&|
Intellectual Property &7 H&HTeT &1 |
Legal Advisor & IHAI-THYT X Tellg of |

KPI

e Legal Cases
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e Compliance Rate
e Audit Reports
e Regulatory Violations

5. Technology Risk (de&siiehr STE#H)

|

fo ‘ =
& :

N7

o 4

TechnoloigryiRrisk o . g

om0 N

Technology Risk @ Silf@# § ST Technology, Software, Hardware a1 Cyber Security & st
grar gl

Software Bugs
Al IT Automation Failure

0T
e \Website Crash
e Server Failure
e Cyber Attack
e DatalLoss
[ ]
[ ]

E-commerce Website Sale & §5I Server Down & ST=T|
Technology Risk & &3 & dlish

o f3ufAdT Data Backup Y|
e Cyber Security A W |
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Antivirus 3R Firewall 3T 39317 |
Software §HI-HHT WX Update H|
Disaster Recovery Plan a3k T&|

KPI

System Uptime
Downtime

Cyber Security Incidents
Data Recovery Time

6. Reputation Risk (IfcasaT SITEH)

Reputation Risk ag SIIT&# & TG Business $I &fd (Brand Image) 3T o1t &1 faeard
(Trust) weTfad 1T 1

HROT

TS Product Quality
T Customer Service
Negative Reviews

Social Media Controversy
Fake News

Ethical Issues

3algduT

fe fThdT Restaurant ¥ TS AT [l &1 dIfSAT AR &1 ST, A 38T Reputation 31X
Sales YT yHIfaT g ohdT 2

Reputation Risk &5 st & diish

Product Quality ST T&|

Customer Complaints T STecT TN & |
Social Media Monitoring Y|
Transparency 3|

Brand Values 3T 9rele & |

KPI

Customer Satisfaction Score (CSAT)
Net Promoter Score (NPS)
Online Reviews
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e Brand Sentiment
e Customer Retention Rate

Risk Management &7 ERTT

&) RISK TYPE
‘«ﬂ' Market Risk - gt 3ﬂq S [teyer Market Research, Innovation
) Demand ¥ agad
. : : Cash Flow, Loan, .
e Financial Risk Profit ! Budgeting, Cash Management
. . Process, Machine, SOP, Training,
Q@‘ BpetabionzllEsk Employee &t gaE Quality Control
/”\ A B 3R ! Compliance,
_\ Legal Risk BT Jeete Legal Advice
2 Cyber Attack, Security, Backup,
&' TechB O Rl System Failure Updates
. . b i ) lity, Cust S t,
% Reputation Risk ?NEITIEIS.erwce,. Quality, Customer Suppor
egative Reviews Transparency
- - - \J X,
Innovation in Business Models (cIT1ad1A& AISH H AdAR)

Business Model Innovation & 3727 & f& Business aw_clﬁ ST Product ST 91 &1 €1 A &,
gfeeh ST AT & ik (Revenue Model), g dsh qé’uﬁ & d{l% (Customer Delivery),
3R Value ot & aieh & 8 51T 3R 98k S ax|

3711 FT Digital Economy & ahdel 37TaT Product 81T 9aTCd &l & | Sif Business 319« Business
Model & Innovation #Xd &, 3 doit & Grow 31X Scale #{d &1

1. Platform Business (Colchid faolad AlSd)

Platform Business dg #isd § Sl Buyer (Ige) 31X Seller (fashdr) a1 Service Provider 3R
Customer &I T &) TATHIH T SSdT &1 Platform TIT Product 1T ST, dfesh Jed-gel
(Transactions) 3T 3Tl S=ITclT g |

36T

e Buyers 3iX Sellers I S5
o Network Effect soTT|
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e Commission T Subscription & Revenue HATET|

Platform Business & &1 idl §7?

Seller
v
Platform
A
Customer
e Zomato/Swiggy — Buyers 3iR Sellers &I Si\sar &1
e Uber — Drivers 3iR Passengers &l SiisdT gl
e Airbnb — Property Owners 3R Travelers &I SI3dT g.
e Fiverr — Freelancers 3T Clients &I Sigar g1

Revenue Sources

Commission
Subscription
Advertising

Premium Membership

it ¥ Scale T &

% Inventory T 3TaThdT|

Network Effect & &RUT Value S&T &1
Multiple Revenue Streams &1 &1

.

9
o YBIAHT #H Users ST hideT|
e Trust &<TT IWT|
e Competition 31f&s gI=T|

2. Subscription Economy (Heafshterd 3dcaasan)
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58 Aise # Customer Teh IR WG & 11 §Y HEIol I7 gL Alel [ THT $[ITelleT el o |
3¢

e Recurring Revenue 9Tcd &haT|
e Customer Retention S&T=T|
e Cash Flow TR @]

Subscription & YR
Monthly Subscription
B HEI 3T |
Yearly Subscription
HTeATAT TN |
Freemium

Free Version + Premium Paid Version|

3argIur
o Netflix
e Spotify
e Canva Pro
e Microsoft 365
e Adobe Creative Cloud

Revenue Model

Monthly Fee — Continuous Income

HRIC
e Predictable Income
e Customer Lifetime Value (LTV) S&dT gl
e Cash Flow HSgd &l &
e Long-Term Relationship S=TdT g

o

9

e Customer Churn hH IddT|
oI Value 9cTel hiaT|

3. Sharing Economy (23T SahlsilAT)
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Sharing Economy # @i1eT 39eil Unused Assets IT Resources &R & HTY ATST (Share)

FTd & 3T 3T Income FATT &1
3T

o Wil AT &l 39ATIT|
o Cost hdH hlaT|
FfaRerd 3T gred FTaT|

3algduT

Airbnb — &Tell &R fHIT o &aT|

Uber — 3791 Car & Ride STl
Zoomcar — Car Sharing|

Co-working Spaces — Office Sharing|

Revenue Model

Sharing — Commission — Platform Income

BIIG

% &H Investment
Resource Utilization
Flexible Income
Sustainability

A faar

S

e Trust
e Quality Control
e Legal Compliance

4. On-Demand Business (3iT-f3A13 faeid)

On-Demand Business Model & Customer STl TTg, ST81 |18, e Product IT Service Wred X

Tqhdr gl
36T

e Fast Service &I
e Customer Convenience dglaT|
e Real-Time Demand {I T

3algur

e Food Delivery
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Grocery Delivery
Taxi Booking
Medicine Delivery
Home Services

Revenue Sources

Delivery Charges
Commission
Subscription
Premium Services

High Customer Satisfaction
Fast Growth
Repeat Orders

TAfaar

S

e Logistics Management
e Delivery Cost
e Operational Efficiency

5. Direct-to-Consumer (D2C) Business Model

D2C (Direct-to-Consumer) 3§ Company 3791 Product &' f§=TT Distributor I1 Retailer & @
Customer & ST §1

36T

e Customer & @Y Direct Relationship ST
318 Profit Margin S#TeT|
e Customer Data 9Tcd &h=IT|

D2C Process

Manufacturer

!

Website / Mobile App

l

Customer
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Clothing Brands

Cosmetic Brands

Furniture Brands

Health Supplement Brands

Revenue Sources

Direct Sales
Subscription
Membership
Bundles

Higher Profit Margin
Direct Customer Feedback
Strong Brand Building
Customer Data Ownership
e Marketing Cost
e Logistics Management
e Customer Support

Customer Understanding (I sl JHST=T)

Customer
Unde_rstg@ing T

THEIR PROBLEMS?

8

3 &P
E;

WHO ARE THEY?

NEEDS & WANTS

HOW THEY
PERCEIVE YOUR
BUSINESS

sk ok

POST PURCHASE

PURCHASE DECISION
EXPERIENCE PROCESS

BETTER PRODUCT + BETTER MARKETING

BETTER EXPERIENCE * BUSINESS SUCCESS

\
N
£ &
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Customer Understanding T 3721 § 3191 ITEhT I IES T HHASTAT—J Pl &, 306 1hed
TATATT T JTHAT AT ST &, 3eThT ITARIASATT (Needs) 3R 3TEIT (Wants) FaT§, @
TR &1 A0 8 o d §, 3R @lieet o 1e 3oTehl 3137 Har WEar ¢ |

fohaY 3 Business T Iheldl &l HaH &3T ITUR Product #&T, e Customer T gl TSI

gIdr &1 Ife Business Customer & 3818 & HST oIdT &, df 98 98X Product, S8a’ Marketing
3R 98aX Customer Experience YelsT & TehdT & |

sny

Business Model &hadl g 18T SATdT [ IS TG FAT ST &, STodh Ig TISC HldT § o
SHSHTY ATgeh! & oI Hed (Value) H8 T &, mﬂ—aﬁaﬂ#w% 3R 398 oRaX oe
(Profit) & HATAT ¥ Ueh Ao Business Model Rl o TeTET. DI TG AT T FHIAT
T ARerdT & g gt &

Ahel STGHTT hdol 37T 3cUlGT o HIRUT Tl Se1d, ST Hal Target Customer, TS Value
Proposition, F3Tdl Revenue Model, HFI‘%IH Cost Structure, HAT§d Marketing Strategy,
31 S9N Innovation & HRUT 39T 9ed & | 576 STaET 39a TgH] @raa-iwlﬂ’raﬁrﬂﬁaw
3oThT S§dR TATET YSTeT HIAT §, I dg ol THYT deh TTaeqell & §AT g &

T& "ol Business Model 98 § it aMTgeh, SIad 3R TATSI—dI! & oIt Hed 3ceet Y| AR
IS ICTHN TEI AT, faAaX AaraR, ameTd =0T, Ageh-higd Ara 3R ser-3matika f=ofat &
12T 379+ Business Model &1 A f@d aar &, ar ag &rdeshiioie Owerdr, TR f3eg 3

TR T8 Yo Y HehlT B |

Ie; 19
"Teh 3TTOT 3cUTG, STIHTT Y& Y Hehdll §, olfehed Ueh Holgl Business Model 8 38 & G
de % 3R dTHeIs ST W@dr g "

450



3T 14 3¢S AdTIR YOTTell

Product Innovation System

;@‘ e

MARKET
GENERATION RESEARCH
/ ,@ o
/ J &
LAUNCH § ,,y PRODUCT
‘i/ DESIGN -
- SIG 6Fx
l/ PRODUCT \\ ﬁh’m_ Sl
‘ DEVELOPMENT N ~ Rk
ku
= A\ & MANUFACTURING @ v

PLAN g
<
&)
TESTING &
3 ~ VALIDATION
L O S

Introduction

31T & Ffaeaedf (Competitive) iR A & Sceld ISR # hdol U 3ol ATS3aT 9ATed wgr
grar| frdt off 3msfear s I%e 3ca1e (Product) & sgola & faT v sgafeud (Systematic),
d=nfas (Scientific) 31X IMgh-hfgd (Customer-Centric) ITshaT ST 3Ta2THAT Bt &1 SEY
9fshar &Y Product Innovation &gl SITdT 2|

Product Innovation shadl #3T 3cUTE ST deh JIfAd el &, dTod STH ATEh I FHTAT T
THSTAT, TATETA AR AT, TSR T [ALTOT el Prototype ST, TI&ToT (Testing), FUR
(Improvement), &f=a (Launch) 3R TFT-THAT 9T 3cUTG T dgaR TATAT 37 enfier g

Th HUTAAT hdol 3cUIE T6T SATdT, STedh d ATEe! I AET IS TGHTAT3IT T AT
(Solution) IR T § | TET HROT & o Apple, Tesla, Amazon, Netflix, Reliance, Zomato 3R
Flipkart ST 9T 7RTAR Product Innovation IR faaer sy &1

$H 31T H 319 Product Innovation &1 9 9fshar st d=Tfeter 3R saragTiie (Practical)
TTREHIOT § FHSTIN| 3T HIGaT T Teh ATUROT 3537 @ Market Fit, Value Proposition,
Product Strategy 3iX Innovation T Tl & Ahdl faoiad Wsee H hd dgal Sl g |
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Product Innovation &7 Fundamentals (FHeré1d fced)

Product Innovation &hdd 73T Product SaITeT ST 9TshaT A8 ¢, ST Customer T GHTAT &r
HHSTH VAT Solution TR AT & ST A9N o ToIT 39N, TSRS 3R o THT doh T%heT
e | e 8 Eohel Business &I sitd #sfed Product Development oY f&ehT gicil 81

1. Product Innovation &7 §?

Definition

Product Innovation g Q{1 9fshar § fora# fhell 1T Product T Service &1 odeT (Idea) &
I Design, Development, Testing, Launch 3iX Improvement d &7 &3 e gicT &1

T QrsaT A

"Customer I HHEIAT ST VAT FHTT SeATAT ST 3HhT ST LU A 3R foetarg
I AT &, Product Development FgaTar §1"

Product Development Process

. Product Development & §?

Product Design Process
. Product Life Cycle (PLC)
. Branding Integration

. Unique Selling Proposition (USP)
Packaging Design

. Branding Integration

W NSO A WN

. Go-To-Market Strategy

ELAREU
i ATl Sl WIAT I WY H IR gt &

HATIT — WIAT SToeT 33T &1 ST g
HATYTT — Smart Self Heating Lunch Box

IJ&r Product Development g
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36T

Customer I THEIT §eT AT
d8} Quality =T

Profit shHATT

Innovation olTeIT

Competition # 31TeY Ig=1T

2. Product Life Cycle (PLC)

&Y Product &7 3 STTeT ST dRE T SildeT Ish 8T & |

33 Product Life Cycle Fgd &1

PLC & 9rg IOl

1. Development Stage
378fY Product 7 38T 81T &
faRrare

e Research

e Design

e Testing

e IS Sales TgT
[ J

ahddol Investment

2. Introduction Stage
Product 9gell X Market 3 37T g1
faeryare

e ohH Sales
e SIIal Marketing
e Customer Awareness

3algIur

&1 Electric Bike Launch
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3. Growth Stage
39 @197 Product 98¢ ¥ o9Td & |
faerare

e SalesdoT A Tedr&
e ProfitSgarg
e Competition 3TdT &

4. Maturity Stage
Product Market & T2 g Sirar 1
IEREGIY

Sales Stable
Competition ag?r KRICAR
Price Competition

Branding ?HEFF{\UT

5. Decline Stage
Demand &H gl oTeTdT &
$HROT

e S Technology
e Customer Preference dcelel
e U Competitors

3aTeuT
CD Player
PLC 31 Agcaqul g?

Marketing Strategy o< il g |
Pricing Strategy Sceldl &1
Investment Plan §1dT g1

Product Upgrade &T T 9dT TeldlT g |
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3. Product Vision

Product Vision &7 £?
Product &7 HTasT &1 glem?
Jgr Product Vision g1

Ig ST & [ 37TeT aTel gt & Product fore f&em # Smwem|

37 Vision FT fadwame

Clear

Inspirational
Customer Focused
Future Oriented
Achievable

3algdur

Tesla &7 Vision

Sustainable Transportation &I ¥ gfaar deh tl’s’ﬂ: ToT |

4. Unique Selling Proposition (USP)

USP a7 2?
USP ag fadr & S 3m9eh Product &1 aehr T4 Products & 376797 STl 1
T ATST H:

"t @ o1 S ¢@HT Customer 3793 Product s Competitor & ST
el |"
S
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T usp T T

UNIQUE SELLING PROPOSITION

U @ 1d, i1 319! Had 36T g1t &
PREMIUM
| QUALITY
NATURAL ) BEST VALUE
INGREDIENTS*“ e j FOR MONEY
TRUSTED & [ CUSTOMER
{ SAFE 7 SATISFACTION
HOOSE THE BEST

. CHOOSE BRAND X '

‘ Waﬁgﬂm%ﬂ‘rmwsﬂﬁwg‘n

COMPETITOR A

BASIC -

QUALITY

CHEMICAL
BASED PREMIUM

QUALITY

HIGH
PRICE

(£)
(4)
©

USP &7 S & 82

Competition & 376197 TgTeT Seici &
Brand TG BT ¢ |

Marketing 37T &It &1

Sales FaT gl

Premium Pricing §#1d gt &

USP & Y&hX

1. Price USP

IS EAT Product

2. Quality USP

HY SgaX Quality

3. Innovation USP

TS Technology
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4. Convenience USP

Y ATET 39T

5. Service USP

SgdiisT Customer Support

3algur

e Domino's Pizza: "30 Minutes Delivery" (a7 f3elia’T 9 ®iehd)
e Apple iPhone: Premium Design + Seamless Ecosystem
e Tesla: Advanced Electric Vehicles + Software Updates

Teh Holgd USP & §=Tu?

Customer T T F31 JHEIT 9gdlet |

Competitors &T fa2eIvoT Y|

UHT o137 Yol TG it hialT hidet gl

39 Teh T 3R TR T2 & el |

Product 31X Marketing =it & 38T USP & oeTdR fe@rv|

ok wbd-~

Product Design (3c9T¢ f3311347)

Product Design ag 9fshar & fora# &Y Product T &9 (Appearance), ST
(Functionality), 393197 & 3T (Usability), J[oTarT (Quality) 3R aTgeh 31e737d (User
Experience) T €311 # Y@< §U 3T Sl JIR Rl STl &

R AR

"QUT Product ST S $@a # 31TehSeh, 3UANTT Hlal H 3T 3R I8 Hr gaEn
T JHTA AT &, Product Design Sgarar g1"

Ueh 37Tl Product Design dhdel Qi’dT fe@st WX 8T, feh Function + Experience + Value X
e gl B
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Product Design Process

Customer Research
Problem Identification
Idea Generation

Sketch & Concept Design
Prototype Development
User Testing

Design Improvement
Final Product Design

® NGk WN =

Product Design & &I 3e52T

Customer &I THEIT T THTETA AT
Product 3! 39T H 37T ST
Quality 31X Reliability ST=T
Manufacturing Cost &' faaf3a T@=r
Brand Identity & HsTe[dl STl

1. Product Features

Product Features &7 §?

Product Features & fd91 9[0T (Characteristics) 3R gfaemt (Functions) & ST Product &l
39N ST § 1

Tl ATV H:
"Product FIT-4T X Hehell & 3R 3 Hlof-hioT T Fiaurd g, a8l Product
Features g 1"

Features & 9

1. Core Features
d HET Features To¥eTeh =T Product 3TERT & |

3GTgIUT (Smartphone):

e C(Calling
e Camera
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e Internet
e Touchscreen

2. Additional Features
a 3rfaferd gfaurd St Product &t 9gaR S« 8 |
3cTgIuT:

Wireless Charging
Face Unlock

Al Camera

Water Resistance

3. Premium Features
Premium 31Tgehi & forT faw Q%UTUUI
3clglur:

e 4K Video Recording
e Titanium Body
e Satellite Connectivity

3= Product Features 1 [a9dre

Customer Problem Solve &Y |
3T H 3T 8l

HAAHS &1

gfaeafeay & 37erer 8il
grEdfas Value 9eTe &Y |

2. Product Architecture

Product Architecture &7 §?

Product Architecture ag TXZ=T (Structure) & S IdTet & f& Product & 37eTeT-37e19T
Components & AT FHIH A &
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T HTST H:

"Product & H3ff Parts 3iX Systems & R 33 € 3R & &1e &Yl 8, FET

Product Architecture &|"

Product Architecture & AT T

Hardware Components

#ifae smar

Battery
Motor

Sensor
Display

Software Components

EHECCEIC
3clglUT:

e Mobile App
e Operating System
e Al Software

Functional Modules
&< Module T 37197 1T |
3cTeuT (Smart Home Camera):

Camera Module
Motion Detection
Cloud Storage
Mobile Notification

Product Architecture & 137

e Development 3THTT &laT &1
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Maintenance X 8lciT &
Upgrade &=T 31T &I & |
Manufacturing S8R &l g1
Quality Control HSTE 8T g

3. Packaging Design

Packaging Design F7 §?

Packaging Design Product &1 aTg{T &feher & 331841 &, St Product T &, yedfa
(Presentation) 3{R Branding & SgcX STl & |

Tl HTST H:

"Product &I FIT&T, 3Teh¥eh 3N FeITR dlich @ TEJT it T hell Packaging
Design Fgerar §1"

Packaging Design & 3¢¢3d

Product T &t

Brand 9gdTel SATT
Customer & 37T N T
39eT & GIIer &

3T SATARRT FETeT Thladl

Packaging & YR
Primary Packaging
ST #rer Product 3 @9 H gidT g
3l
e Bottle

e Tube
e \Wrapper

Secondary Packaging
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Primary Packaging & &1 & faT|
3clgduT:

e Cardboard Box

Tertiary Packaging
Transport 31X Bulk Shipping & faIT|
3CTg0T:

e Carton
e Pallet

38T Packaging &1 faQiyare

Holdd (Strong)

(Attractive)
UATERUT-31e]% el (Eco-Friendly)
SITARRIYET (Informative)

4. Branding Integration

Branding Integration a7 §?

39T # ATHTT (Easy to Open)

Branding Integration &T 31 & & Product & &% f8&& & Brand i 9gar= (Identity) 31X Heer

(Message) TTse 9 & @S ¢

LA AT H:

"Product Design 3 Brand & gl &l oeTdR 31X Teh AT s & T
e, Branding Integration shgelar g 1"
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BRANDING
INTEGRATION

—— B SNIE U Bl g ——

PACKAGING PRODUCT DESIGN
woe ([ 2 st
e UggH g 1A 3R &

NI

| LIVEBETTER, Teh G Hegl
A EVERY DAY
BT

THANK YOU
FOR CHOOSING
ZENITH
d SOCIAL MEDIA

Hrere HifEar
TP St TEEE

\ CUSTOMER 4
‘| EXPERIENCE -

==

* U UgHT, Ub Tegl, B ST — Al & Branding Integration

Branding Integration & dca

Brand Logo

&Y Product IX TS 3R TEY TUTT 9 Logoll

Brand Colors

Tah o T3 T 39AT9T|

Brand Typography

Teh HATT Font Stylel

Brand Message

Teh ST 31T 3T geer|

Brand Personality
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Brand &T E@$T1d (I Premium, Friendly, Innovative) X Touchpoint 9T fe@ms =]

Branding Integration & @187

Brand Recognition s&dT &1
Customer Trust HTgd gl & |
Product 31T & 9gdT=T ST 6 |
Marketing 37f&re Fe1TdT 8icir g

5. Go-To-Market Strategy (GTM Strategy)

FATE?

Go-To-Market (GTM) Strategy @g TTsT=TT (Plan) § S ATEIH & HIg HY=IT 3197 Product T

HEY Customer e Hel HAY T AL Fh H Tgare ¢
Ig Strategy sdTdl & T Product &I Market 3 &¥ Introduce fohar Streem|

GTM Strategy & H& 87T

1. Target Customer

Product foraes forT samar aram &7
Age, Gender, Income, Profession
Location

Customer Behaviour

3aTgUr:

Ife; Product Gaming Mouse g T Target Customer gi9T:

e Gamers
e Streamers
e College Students

2. Value Proposition
Customer 3T9eRT Product ST @Ie?

W:
"10 ¢ %I Battery Backup aTelT Wireless Mouse"
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3. Pricing Strategy

Product &1 e fohdeiT grem?
e Premium Pricing
e Budget Pricing
e Penetration Pricing
e Skimming Pricing

4. Sales Channel
Product &gl ST SITTa?

Website
Amazon
Flipkart
Offline Store
Distributor
Retail Shop

5. Marketing Plan
Customer de Product ST STTTehRT shdl qgﬁl?ﬁ?

Meta Ads

Google Ads
YouTube

Influencer Marketing
Email Marketing

6. Product Positioning

FATE?

Product Positioning T 319 § f& Customer & f&#TT 3 319as Product Y Uek 37efer 3R AT
EREIGEKGIGLH

3rdfa—
"Customer 37T9% Product &I f&nd &9 & I1g; IT@?"
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Positioning & J&X
Price Based
& P arelr Product

"Best Quality at Lowest Price

Quality Based
a4 3T Quality

3aTeuT
Premium Smartphone

Feature Based

T3 Features

Waterproof Smartwatch

Problem Based
TR T IHEIT FT FATITA

Pain Relief Spray

Lifestyle Based
Customer & Lifestyle & 7€

Luxury Watch

Positioning Statement

Tch 8T Formula
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For (Target Customer), our Product is the only Product that provides (Unique
Benefit).

7. Customer Acquisition

FITE?

Customer Acquisition g STshaT & fT# ST TG T TR NI i 3o Igell IR Product
st & forw aRa [ Srar g1

Customer Acquisition Process

1. Awareness

NI T Product & S & STeTehRY SaT|

2. Interest

Customer I s ST SHL=T|

3. Consideration

Customer TafFesT fAereul fir SECLEREI gl

4. Conversion

Customer Product @{edr &1

5. Retention

Customer & SIIRT TWIEsT o folT IRT FEATI

6. Referral

HSC Customer #T FITgehT &I Recommend T & |
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Customer Acquisition Channels

SEO

Google Ads

Meta Ads

Instagram

YouTube

Email Marketing
WhatsApp Marketing
Affiliate Marketing
Influencer Marketing
Referral Program

8. Product Improvement (3c4Tc; # JUR)

PRODUCT
IMPROVEMENT

SARCHAFIR ———

1. QUALITY IMPROVEMENT _~ \ _——® N 2. PERFORMANCE
f IMPROVEMENT

S —— @ @ S

3. SPEED IMPROVEMENT

/ ® "\ a.UseR

an EXPERIENCE (UX)
TIfel Y AgER ST "\ w erop ¥ -
JurTH 3T
P AT T
5. DESIGN
IMPROVEMENT ( ? | 6. COSTREDUCTION
fésTme ) dgeR T @ A Y

\ 6 7. DURABILITY

N eI @ derT

@ AR GUR, dga¥ 31 Sﬁ?\'-igl\:ulsq:@riﬁhﬁl)

Product Improvement &T 3721 § Product T Quality, Performance, Design 3iR Usability st
SR Sgc] SeTedT|

Improvement & &7
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Quality Improvement
Performance Improvement
Speed Improvement

User Experience (UX)
Design Improvement

Cost Reduction

Durability

3cTguT

Samsung X 57T Smartphone # sgdX¥ Camera, Battery 3iR Processor SiisdT &1

olTH

Customer Satisfaction Sect &1
Competition & S&d AT &1
Repeat Customers s&d § |
Brand Image #sTed &Idl &

9. Product Iteration (3cU1¢ &7 S9TdR [aH)

Product Iteration T 378 § Product &I BI¢-BI¢ TRUN H SN 39S¢ 3R FUR =T |

g Uah Continuous Improvement Process gl

Iteration Process

o0k owhN =

Product difed &3T|
Customer Feedback =T|
Problems 9gdTadaT|
Solution ST

T Version ST ST
T Feedback =]

3algdur

WhatsApp & % Helell & a1 Update STRT T & fS# Bugs Fix 3R 7T Features 2Tffer

g gl

olTH

Product AT 3Tefoteh @ &

Customer Experience SgaR gldT &1
Risk & gl &1
Innovation SRITAR §=iT I@aT g
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10. Product Scaling (3c41¢ & faEdR)

Product Scaling &T 37 § Product @rmﬁ?qgﬂaﬁsvwmﬁ:mmm
IOTET T SHDT 3TAIT T Feh |

Scaling & 9&R

Production Scaling
Market Scaling
Technology Scaling
Team Scaling
Infrastructure Scaling

Scaling Strategies

Automation

Cloud Technology

Standard Operating Procedures (SOPs)
Supply Chain Expansion

Hiring Skilled Employees

3CTER0T
Flipkart =¥ E3T H $& AT H Jar &Y, T QU R A AR fawa|

olTH
e Revenue S&dr |
e Market Share seargl
e Brand Recognition Sl gl
e Business doll A dgdr g
[ ]

11. Product Diversification (3cdre fafaefierion)

Product Diversification 3T 3727 & sTT Products IT Product Categories a8 & Business
T fAEdR =T

Diversification & Y&

1. Related Diversification
UE 4 53 gU Products SiTreTr|

3cTguT:
Apple T iPhone — iPad — Apple Watch — AirPods

2. Unrelated Diversification
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T G 3761 Industry F JaT LT

3a|610|:
Reliance #T Oil & Gas & Retail, Telecom (Jio) 31X Digital Services & fa¥dR|

Diversification & 13T

5T Revenue Sources Jd &1
Risk & gl ¢

5T Customers Ao 1
Market Share S&dT &1

Brand T Value s&dT &1

oA YAt

31T Investment &r 3TaRIASATI
AT Market &t HHSTT|
Operations &I Sfeedr &=
Competition ahT HTHEAT ST |

Product Metrics (3c9TG, 92Tl ATIGS)

Product Metrics @ ATIEs (KPIs — Key Performance Indicators) § folelehT #eg & Ig Idr
ST ST § o &1 Product fohcell Te &, IMgeh 38X fohdel TISC €, fohclel Meh S1aRT Tl
T} &, fhder Product @18 T § 31 Business fdsT Revenue &#T 38T &

o7 Metrics T HEMIT & ufardl HET Business Decisions el § 31 Product # SHITAR U
ooy

1. Customer Satisfaction (CSAT) — UTgsh HJSC TR

CSAT (Customer Satisfaction Score) Ig HIUAT & T AEP Product AT Service T hder HT:I}_@
gl
36T

e Customer Satisfaction SITel=T|

e Product Quality T HedTeha! =T

e Service Improvement |

Y ATIT ST &2

Mg & IBT STl 8
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"3T9 AR Product & fhcel dfse g2"

Rating:

-

g

3cTguT

e Total Responses = 500
e Satisfied Customers = 425

CSAT = (425 + 500) x 100 = 85%
31=aT CSAT

90%+ = Excellent
80-90% = Good

70-80% = Average
70% & & = Improvement Needed

ol

Customer Happiness HT9dT &
Product Quality FERel & Hee Il g |
Customer Retention SeTaT &1

2. Net Promoter Score (NPS) — I8 fAHIIRET ThK

NPS Ig STl & foh #ITgeh 3deh Product 3T g8 @l Recommend sh{aT AT 5181 |

YT

"0 & 10 deh, 3719 A Product & 319a fAT I1 IRAR &F Recommend & $r
fordell F3TaeTT T@a &2

Categories

e 9-10 — Promoters
e 7-8 — Passives
e (0-6 — Detractors
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3algdur

e Promoters = 70%
e Detractors = 15%

NPS =70 -15=155

NPS Range
e 50+ = Excellent
e 30-50 = Good
e (0-30 = Average
e Below 0 = Poor

olTH

Brand Loyalty A9 &
Word-of-Mouth Marketing &T ehd T &1
Customer Trust @Y &iTdT &1

NET PROMOTER SCORE (NPS)

s RefRT e —————

&

)()2)(=)(e)E)(e])(7](8](a](w

UH:

“0 ¥ 10 d, 39 AR Product &Y
34 fo a1 9aR @ Recommend
PR B fbart HaraT T §7”

-~

10 I i
; DETRACTORS —J PASSIVES PROMOTERS
0-6 7-8 9-10
E=ED m [ e
e Detractors = 15% 30 5@ = Good Word-of-Mouth Marketing

BT Hbd AR |

et e O s

NPS % PROMOTERS [l % DETRACTORS [ =
(9-10) (0-6) =8 NPS SCORE %

3. Retention Rate (IMgeh dATT W Sl &)
Retention Rate SaTdT § T fohdel TTges T & TT Product T 393197 SIRT @A &
3e8RT
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e Loyal Customers &hT &I SiTAeTT|
e Customer Retention Strategy 14|

3aTgIuT

° Qg}ﬂﬁ = 1000 Customers
3Td = 1200 Customers
e U Customers = 300

Retention Rate = ((1200 — 300) + 1000) x 100 = 90%
olr

e Stable Revenue
e Loyal Customers
e Marketing Cost &hdH

4. Churn Rate (I B3 I &)
Churn Rate SclTell & fo fehcel A& Product T 39197 &1 Teh & |

3algdur

° ‘{EHIFT = 1000 Customers
e |ost Customers =80

Churn Rate = (80 + 1000) x 100 = 8%
31=aT Churn Rate
o 0-5% = Excellent

5-10% = Good
e 10%+ = Improvement Required

Churn &H I & dlih

e IgdX Customer Support
o TAIfAT Feature Updates
e Product Quality FEm=IT

e Loyalty Programs

5. Repeat Purchase Rate (GI9RT TG &I &)
g IaTaT & T fhdeY AMghT o Product &t GIERT @ |
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3algdur

e Total Customers = 5000
e Repeat Customers = 1800

Repeat Purchase Rate = (1800 + 5000) x 100 = 36%
olTe

e Customer Loyalty ST g1
e Revenue &R wEATE|
e Marketing Cost &3 gIciT &1

6. Product Adoption Rate (3c9T¢ 37TsTTol &hl &X)

Product Adoption Rate SdTell § foh 5TT Users & & féhclal wileT aiecd & Product T 3UTeT &

Crakd

36T

e Product Acceptance SITeleT|
e Product Launch & TWeldl ATY=T|

3algur

e Target Users = 20,000
e Active Users = 8,000

Adoption Rate = (8000 + 20000) x 100 = 40%

Adoption F&Te & dlI%h

Free Trial

Easy Onboarding
Product Demo
Tutorials

Referral Program

ol

Market Acceptance IdT IoldT g1
Growth Strategy ST 7 Heg oIl g
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Product Quality Management (3c9T¢ J[0TdT YeeTe)

Product Quality Management (PQM) dg ishaT § Toreeh ATETH & Ig GiATerd foram Sirar &
f3 #1$ Product I1Tgeh 1 3T9&TT3iT, 36197 ATTehl (Standards) WWWQW&I’T (Quality
Requirements) ol T AT | WE?QHWE\W (Defects) I FH AT AT, ST TR
9gcR IUTaT, AT H@%{&Tﬁ Business Growth gATRed &= ¢

1. Quality Assurance (QA) — 0TI 3TRATHeT

Quality Assurance (QA) T 312 § THY TIST=TTecy (Planned) 3R sIaf&Yd (Systematic)
GfshaT 39T fSEE Product SlTc &I g1 ATl T glel & Jehr ST Feh |

QA T HET 366:3:
"ITAIfeRT Y vger ¥ AT (Prevention), o 3 a1 3 EaeT|"

QA@W?@W

Quality Standards S=1T=1T|

Standard Operating Procedures (SOPs) IR &3]
Process Documentation

Employee Training

Process Audits

Risk Assessment

3cTguT

Tsh Smartphone &Usil Manufacturing & ¥l & 9 Quality Guidelines 3R Testing Process
L § arfer wefy Phoneswwmlamé:e’rl

olTH

Defects &H gl &1

Production Process Sga¥ &idl &1
Customer Satisfaction s&dT &1

Production Cost &# gidT &1
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2. Quality Control (QC) — [0TaT feig=oT

Quality Control (QC) 3T 319 § TR Product T SiTer &=T dlieh Ig FiaATeere fohar ST |eh fob ag
fETRe Quality Standards & 37T@R g

QC T HTH 3eceT:
"a;ﬁgémﬁﬁfa#qmmsmwl"

Qcﬁqa@?rﬁﬁﬁﬁ

Product Inspection
Sample Testing
Performance Testing
Visual Inspection
Packaging Check
Final Quality Approval

3algdur

Car Manufacturing # 3 Delivery & Ygel Brake, Engine, Lights 31X Safety Features #T
Sirer &y STl B

QA 3R QC & 3R

. feo
| @ QUALITY ASSURANCE (QA) [N QUARITY'CONTROL (QC) xfﬂ\ﬁ

Process TR &4 &l & @ E@ Product W &9 3T &

@ et e & D Q et

A4 A

@ Preventive Approach @ ﬁ Corrective Approach

-}

EL‘?h@ Production & Uge! 3R ERM @ [%rn

B Production & 91

3. Six Sigma Basics ([8ea f8aAT 6T el 1d)
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Six Sigma T Quality Management Methodology & ToreehT 38633 Process H Errors 3K
Defects &l #gsTclH HI=AT 5|

HqEY 362

Defects ohdH hidT|

Process Efficiency Sgl«T|
Customer Satisfaction Sel=T|
Cost &hH hT|

Six Sigma &1 faguid

Tah 3762T Six Sigma Process # 1318797 99.99966% Quality &IcT &, 3747 ST9T37eT 10 o1
3G’ H hdol 3.4 Defects|

DMAIC Model

D - Define

o THEIT I Ygdle A |
M - Measure

e AT Performance AT
A — Analyze

o THEI HT Hel HROT TS|
| — Improve

o HATEA oIl |
C - Control

o JUR & T Y|

3algduT

Ife; fdT Factory 3 1000 Products 3 50 Defective &, df Six Sigma Analysis #Xch RUT @it
S & 31 Defects & frw S0 &1

ol
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Waste & giar gl
Productivity S&cil &1
Quality Improve g\ &1
Profit ST g

Supply Chain & Operations (TS I Ud HATeleT Ya4)

Supply Chain & Operations & HYUT TishaT ¢ T ATEIA § fHET Product T Raw
Material (T #TeT) & X Final Customer (3TI# ITgeh) Toh Tgarl ST &1 58 @G
(Procurement), 3cd1geT (Production), #i8ROT (Warehousing), 9RdgeT (Logistics), Inventory
Management 3iR Delivery ST @isiY srfafaferar enfaer gidr &1

Teh HoTgd Supply Chain Business #T #TaTd & &<l §, Delivery el a=Tall & 3K Customer
Satisfaction S &1

1. Procurement Strategy (T{I¢ I0T=ITd)

Procurement Strategy 3T 3727 & &I Quality ST Material, T&Y Supplier &, T Price WX 3R T&r
AT W TS|

Procurement & 3¢¢2d

AT shH hladT|

Quality AT AT
Reliable Suppliers TeTeT|
Supply Risk &hH &IaT|

Procurement Process

TG ehdl Ygdlelall |
Supplier gl

Quotations =T|

Price Negotiation &3{T|
Purchase Order STRT &eT|
Material Receive shiT|
Payment &hdT|

N gabkowd -~

Procurement Strategies
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e Strategic Sourcing

e Bulk Purchasing

e Multiple Suppliers

e Long-Term Contracts

e | ocal Procurement
3cTgur

Restaurant 15T Aol TATHRT FATT & WIET § dife Fresh Quality f&er 31X
Transportation Cost &# gT|

oty
e Cost Saving
e Better Quality
e Stable Supply
e Strong Supplier Relationships

2. Vendor Management (fashdr JeitreT)

Vendor Management &7 3721 & Suppliers & ATY 37T &Y ST IWT 31T 3+7hr Performance
&I SR Monitor T

qEY H

Vendor Selection
Contract Management
Performance Evaluation
Payment Management
Risk Management

Vendor Evaluation Criteria

e Product Quality

e Delivery Time

e Pricing

e Reliability

e Customer Support
LSO
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Amazon 319 Sellers T Delivery Performance 3R Customer Ratings @& 31TeX 9 3eTehl
Ranking a& T £

olTdT
e Reliable Supply
e A Delays
e Better Quality
e Long-Term Partnerships

3. Logistics Planning (dlTalT€cad Alsl)

Logistics Planning &7 312 & Product ! TgY TITH X, ﬂﬁrmwﬁ?mmﬁq@’aﬁﬁ
GroflT ST

Logistics & H&I T

Transportation Planning
Route Optimization
Packaging

Delivery Scheduling
Reverse Logistics (Returns)

Transportation Modes

e Road Transport
e Rail Transport
e Air Transport

e Sea Transport

E-commerce Companies Al 3R GPS T 39147 shish FaH clof Delivery Route TeTell 81

oITH
e Fast Delivery
e Fuel Cost hH
e Customer Satisfaction
e [Efficient Distribution
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4. Warehouse Management (338139 Jatl=)

i r ‘\ ‘{ £ 1 R R o
o - 1
2. STORAGE
6. DISPATCH \ MANAGEMENT

3. STOCK
TRACKING

=4

4. ORDER
PICKING

Warehouse Management &7 37 & Warehouse # Products st RT&Td, egaid 3R Herer
% & Store TAT Manage &=

qEY S

Product Receiving
Storage Management
Stock Tracking

Order Picking
Packing

Dispatch

3myfash Warehouse Technologies

Barcode Scanners

RFID Tags

Warehouse Management System (WMS)
Robotics

Automated Storage Systems

3cTguT

Amazon % Warehouses # Robots Products @T Pick &% Packing Area d& qoé'illé gl

olTH
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ot Order Processing
& Errors

S8} Space Utilization
Inventory Accuracy

5. Inventory Optimization (3=deI 37sJehelsT)

Inventory Optimization 3T 3727 § &I ATAT 7 Stock IWT dTfeh o Al Stock e IS (Stockout)

3R & & 31TaT® Stock STHAT &Y (Overstock).

36T

Inventory Cost s =]
Stock Availability ST IGT|
Working Capital SIT=T|
Waste & |

ALY dehallch
1. ABC Analysis

e A ltems: HH 318 Feg aTel Products|
e B ltems: #YIH HF del Products|
e Cltems: %H HeJ dTel Products|

2. Just-In-Time (JIT)

ST YSaT WX 8T Inventory H3IMAT d1feh Storage Cost & &l

3. Safety Stock
Emergency f&afa & forw 31ifaRed Stock @i

4. Demand Forecasting

HTA hr Demand 3T 3TAT SaMehY Stock IR @
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3algdur

Ush Supermarket BRI ¥ Ugo fAasaT 3R Gift Items &1 31faRerd Stock @A § Fife 38
AT Demand ¢ STdT &1

ol

Stockout & gaT gl
Overstock s giar g

Cash Flow SgcR IgdT &1
Customer Orders ¥HT 9T I &1 &

sy

Product Development Y off ol sIaarT i Jie (Backbone ) &1 & hadl o14T Product seilet
T GfshaT 78T &, STceh ATgeh hT HHEAT T FHSTHT 38 [oIT 3TN, JOTATYUT, TSI 3R
gfaeaet gamen farfad st 6 T Tdd (Continuous) ITshaT &1 Teh Fhel Product &T faiior
H‘é’f Research, Innovation, Design, Testing, Quality Management, Marketing, Launch 3

Customer Feedback & Hfeid HaTstel ¥ BT ¢ |

3717 & doll & SEold JToR H dgl ST o GHT doh Bl TEdT & oIl ATgehT T deelar
MILIRAT3 & 3JHR 3=l Products H eIaTdR FUR (Continuous Improvement) T T§ il
&1 Product Development FHadl T9hT geTat &l HTETH 2l &, Sfea Ig Customer Satisfaction,
Brand Value, Market Leadership 3iR Sustainable Business Growth T 3T 8 g1

"HE ATgeh T TET THEAT hl FHSTNT, TLT TN & T1Y, Tl AT I, Tl Hed I T
Product stﬁmﬁhw_aﬁ?ﬁa?mmw (Long-Term Value)
3cToeT Y|
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I 15 fSoiad 3R
ARSI

Business Automation Blueprint

& )
‘ AUTOMATE B U S I N ESS A\ Accuracy

- . LAUTOMATION (% ,
4
5 {;l/i WORK SMARTER. ,": D \
\ GROW FASTER. " 7

\ OPTIMIZE INTEGRATION /
7% \ /

/ @ > _<:If/ @ : g
y

SAVE Tive // 0’ b '\ REDUCE cosTs /
- —

\  —
\ PRODUCTIVITY /

Introduction

31T & f3TSTeer o1 A shael AgeTcl Tiall &1 TATT T8l &, STeeh THTE Teh H HIH HAT ol
@rmaﬁ%ﬁaﬂwﬁl Business Automation Mastery Te UdT [aW § St sgadrT v
a’lng'é’En?-Ta'lTs?r(Repetltlve) TshAT3T T cTehoileh, HIFCAI, HiFH Fefaaar (Al) 3R Bioea
Tod @l HEIAd § FaTTeld (Automate) &eT el shell 3R Ta=1Te ﬁ'@ﬂ?—ﬁ%l

TSISIiH JTETAL T HET 36T FHY I T Y=, AT 1At (Human Errors) &1 &a
AT, ScaTGehd (Productmty) JGToT, SIITcT (Cost) TCTAT T sIdary &l deil ¥ fahfad
(Scale) m%laﬂaaﬁ%mcmﬁ«waﬁrm@wwﬁmwmmé@mw
(CRM), $8aT ATEET, Y (Sales), 33T, Seded) detorie, Raféer, ames Tgrar
(Customer Support) 3R ATKEIT & 3iTeiRe FXHh 31TAH gaTdr 3R oI Ired = T &

Business Automation Mastery & 3{cieTdl Ig HHSIT SI1dT & fob fohd Y [afdie=t f3faieer 2o,
FoIT33 TolcWhId, AP, FA1-IS/cll-hIs THTT, JSicad T HTerAgrT (RPA), Al dedicd aar
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FehTroll TR fATCH T 3UANIT b AT T Tfhan3it & ae, Tée 3R [Faaag
AT ST bl &

T TTrETelf ST’ 3 AT el Ueh AT o181, Sfosh caar i Ereehiierd Toholar
3R gfaeaeTcas sed (Competitive Advantage) ol HgcaqoT TR &1 el & | ST cTa@rg
THI T IR Y 3G E, 3 o FaTeradt 3 31 GRUTH yred X G &, Sgal AeH
3T3Te YeTeT Y Hehel ¢ 3R ool A e T Hehcl & |

S8 AT H Business Automation T el JTURUN3, AT cTohailenl, THE Cod, HTCTAT
U, Al-3TenRe TR, caTagTRes 3UT, Fafes gianst (Best Practlces) aar
ARECITdeh TaoTo e 3eTevil T faedd 3regael fhar ST, Frlﬁqmchmﬁch{-uq # gerar 3R
el AR RTeH Riid #3 T |

Objectives

$H AN & HEY 3¢y TG &

. Business Automation T §?
Business Process Automation

Sales Automation &7 §?

DWW A

. Standard Operating Procedures (SOP)
Lead capture automation
Lead Scoring &1 §?

Marketing Automation 3T &2

o N o=

. Customer Support Automation

Introduction to Business Automation

1. Business Automation &7 §?

Business Automation 3T 372 § fh&T Business I IR-aR &l1 aTell (Repetitive) TTshaT3iT &t
Software, Al (Artificial Intelligence), #M=T 3R fSTolce Tod Sl HERIAT ¥ 3(=1-31T9
(Automatically) 9T &dTeTT, ATfeh ATeTd §ET&TT (Human Intervention) & 8T 31X & 31ferh
dST, TESR TUT hH ETT H & b |

gEX el H, Business Automation @& Sfsham & e Manual (872 @ fhT STt atet) it a1
Technology T T&TIdT & Automatic SITIT ST &1

3cTguT

e g GaRT Online Order ¥ W Invoice 39a1-31TT &eT ST
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Business Process Automation (BPA)

Facebook Lead Form ¥ 31T dTel Leads &I CRM # Automatic Save gl=T|
WhatsApp Chatbot EaRT Customer & HTHIT 2T T 3t GaT|
Inventory & glet X Supplier &I Automatic Purchase Order &<

T ITLSTST

Business Automation dg YuTrell § fS7d# Business FT Ufeham3it & Software,
Al 31T Automation Tools T T T Automatic ITIT ST &, ST IH,
AT 3R AT AT A Bl § TUT ScdTeehell SGcll &

2. Automation Fa7 ST §?

31T % Digital ZaT 7 FfceqsT (Competition) sgd 371 &1 Ife Business ahdol Manual adiss &
PR LT, HTa's’ ef-eiY wfareaet & 9 18 SiTeeT| S| Automation 3mefieh Business T

TR ST bl ¢ |

Automation T 3Ta2Ihdr

1. HT 1 g (Time Saving)
SR-aR gl dTel I S Yehs A U &1 571l B
EIARRE

e Email A=
e Invoice deTeT
e Attendance Record =T

2. & H oITd (Cost Reduction)

Automation & SHATTRAT T 3TTTHdT & giar & 31 Operational Cost T &1

3. 31f8% Accuracy (G¢rdn)
AT § FTafadT (Human Errors) &1 Hahdl &, STafeh Software 317 T RO ST &l

4. Productivity sed &

HAARY Routine &l & ST AgcaquT 1l I &A1 & Hehel 8 |
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5. Customer Experience SgcX gIdT &

Customers T i Response AT &

3algur

e Instant WhatsApp Reply
e Order Tracking
e Automatic Notifications

6. Business dil & Grow T g

Automation ST TETIAT ¥ &TRI Customers T {811 JTfaRed FHTIRAT & THTT ST ThdT 21

7. Data Management 31THTsT 81T &

IRT Data Automatically Store 3i¥ Analyze T ST et &1

3. Manual Business vs Automated Business

M 3TER [JI:‘.\-—J[ MANUAL BUSINESS

£ s mate & FHEw

@ Accuracy @ o @ i

6 =m Se g,

A  Human Error A = © ==

&2  Customer Response R wa 7’{, -

4l Productivity () @ g

_».1 Growth :z effrf 4

&  Sscalability W R S —

Monitoring @ B Rt
3aTe{uT
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Manual Business

Excel & Data $%&T

&I ¥ Invoice ST
Customer &I Ta@J Call =T
T8l Emails ge AstaT

Automated Business

CRM # Automatic Data Entry

Auto Invoice Generation

Email Marketing Automation

Al Chatbot @aRT Customer Support

4. Automation 3 HrIe 3 HATT

Automation & %TIc (Advantages)

1. §AY & §9d

Repetitive Tasks Automatic gF STTdl &

2. FETT FA G B

FH FHATRIT 7 31TAF FT To1a IaT 2|

3. Productivity Sadrl &

e §1 GAY 3 3770 F Y T 5T F

4. Human Errors FH gld &

Software TRITAR Teh HHTeT 0TI & HTY 1 HIAT o |

5. Customer Satisfaction sadl &

Customers & T 3T SgaT Tar AT &
6. Business 24x7 JoldT &

Automation Systems TT T FHIH T Thd & |

7. 98} Decision Making

Reports 31T Analytics & 3R W d9T U AEI 10T forw ST &@ehd 2
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8. Scalability

Business & §&s7 9T Automation SISt ATAT H &1 THTST FehaT g

Automation &1 HIHATT (Limitations)

1. BITAT 19T (Initial Investment)

Automation Software 3R Setup T IRfHE @ & Tl ¢ |

2. Technical Knowledge T 3Ta2aehdr

Automation &I gl i & T 31X 9afd et & fow dereiiehr #11eT @nfau|
3. @8l FT Automatic FTET gF Tehcl

Creative Thinking, Leadership 3k Complex Decision Making Si& &1 378ft 8ff A1a oX fve
EAgl

4. System Failure &r SIT&H

Internet AT Software H HHEAT 3Tel UX FHIH FHTTAT & AT g |

5. Data Security

I &t WEY o &Y, ot ST TN AT WIS §HC T TR 96 el |

6. HAITAT &T Resistance
o Technology 39eTTal & FHes AT bl SHISATS IT TARNEN 8T Tehell B |

Business Process Automation (BPA)

1. Business Process Automation (BPA) &7 §?

Business Process Automation (BPA) Ush UHT deheileh ¢ ToTde Tl Business shr T gfshar
(Business Process) @I Software, Artificial Intelligence (Al), Workflow Tools 3{x Automation
Systems T HIIAT & FaaIfeld (Automated) SITIT SATT & | SHHT 3662 IR-IR glet aTel Hrat
(Repetitive Tasks) I fo=1T AT ETATT & dIof, HEH 3N FHH SRTT H U HEAT ¢

BPA shaol Teh Task &l o161 dfeeh G Business Process @I Automatic SI=TTdT & | S
3TST9T-3Te79T TASEIT (Sales, Marketing, Finance, HR, Customer Support 371f¢) &t 9fsham3il shr
39F H SEhT Teh Smart Workflow SR foam Sirar €1
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7 g Customer Website 9T Product Order FIdT g, af BPA faea SR 3191-31T9 X vl &

Order Receive &dT

Payment Verify &l

Invoice Generate &hi{=T

Inventory Update sh{=T

Shipping Request H<TaT

Customer &I Confirmation Email 3{iR SMS $s7=1T

S G ITohaT H HATNAT T IR-8R Manual &1 STl sl ATaRTehdT o161 gicll|

ALY 3eceT

HAY ddTeT

Human Errors sh#H il

Productivity STeTeIT

Business Process &I Standard ST
Customer Experience Sgax SlTell

2. Business Processes T Ugdie (Identifying Business Processes)

Automation & Tl & Tgel Tg FHSIT 1T ¢ foh Business H ahisT-ahleT EI TfshaTd
(Processes) Iel 381 ¢ | Se¢ UgdIsT=TT &I Business Process Identification SgelTdr g

Business Process 3T §7?

Business Process 3+ aIfafaferal (Activities) a1 3 (Sequence) & St TehdlT TaRIT o1& &l g1
F & foIT T AT &

3algduT

Order Process

Customer Order &dT g1
Payment 9rcd gIar gl

Invoice SeTdT &1

Product Pack gTaT |

Shipping &t g1

Customer &I Delivery f&erdr §1

o 0abhwh=

gg QU hA Teh Business Process %I
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Process 9gdTslal o TUI

1. FefY it hr F=h =TT

Business # glel dTel THT Daily Tasks ford |

2. Repetitive Tasks Tgdrel

i &R AT AT IR-GR B 8, & Automation & fIT Her 3ugeFcl g1 8 |

3. Bottlenecks @S

T8l I ehdlT & AT 31TAF TAT 97T &, d81 Automation ST FaH 31T 3TILTHAT giciT B
4. Time 3 Cost &T f32eIvoT ¢

IT-HT Process Ha¥ 318eh AT 3T 461 T T 8, ST [a2awor Y|

3. Workflow Automation

WORKFLOW AUTOMATION

Automate. Integrate. Accelerate.

o @ TASK
: COMPLETED

® el ‘ NOTIFICATION
1. TRIGGER 2. TASK 3. APPROVAL 4. ACTION : -~ SENT
ﬁ —_ T -5 & - Iy . e % DATA
i 0— 5 ‘@ ¥ g P =i~} : UPDATED
—_ e ...... ; REPORT
_— / BE0  GEnerateD
Workflow 3T §?

Workflow T8 &1 &hT QX1 &3t & ToIT Step-by-Step Activities &T 5 gIdT & |

Workflow Automation 3T 3727 & 8o Steps T Software T TETIAT & 39a1-3TT Execute FHIATAT|

3algdur
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Employee Leave Process

Manual Workflow:

Employee 31TdcsT T g

Manager Approval &dT &1

HR Record Update & &1

Payroll Department SITeehRT YTCd HcT & |

Automated Workflow:

Employee Online Form $RaT &1

Manager @I Automatic Notification SITdT g1
Approval et & HR Database Update & ST £
Payroll ¥ad: 379s¢ &l ST & |

Workflow Automation & T3

st Y fAsaree

& #H Human Error
Automatic Notifications
Real-Time Tracking
S8aX Collaboration
AT AR 97T & Sad

4. Standard Operating Procedures (SOP)

SOP Frg?

Standard Operating Procedure (SOP) for&l 12 &l s¥el T TaIf&d, ATeTehiehcl
(Standardized) 3iR Step-by-Step drerT BT &1

SOP Ig Gt oicl & foh 8T oty Ueh &1 UfshaT T UTelel X 3R SR &Y JOTa §a11 @ |

3algduT

Customer Complaint SOP

Complaint Receive Y|
CRM #H Record &Y|

Ticket Generate &Y|
HefOT Team &I Assign &Y |
AT & |

Customer & Feedback of|
Ticket Close &1

Nooabkowwh=
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Automation ¥ SOP agT HAgcaqul § itk Software 3HT Process I Follow T § il T8l &

Standardized &l

SOP & olTst

T FATIRT Teh TATST TihaT 39T & |
Training 3TMHT=T 8l &1

Quality T TE &1

Errors & gldT &1

Automation ST ST 3THT &1 ST g |

5. Automation Opportunities (Automation & 3d&R)

Automation Opportunities 3T 3727 § Business # U &1 T UgdTed e Toleg Technology T

TETIAT ¥ Automatic SeITT ST ehdT &1

et AT ST Automate T ST FehdT 2

1. Sales Automation

Lead Capture
Follow-up Emails
CRM Updates
Sales Reports

2. Marketing Automation

Email Marketing

Social Media Scheduling
Lead Nurturing
Campaign Reports

3. Customer Support Automation

Al Chatbot

Ticket Management
FAQ Responses
Feedback Collection

4. HR Automation

e Employee Attendance
e Leave Management
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e Payroll Processing
e Recruitment Workflow

5. Finance Automation

Invoice Generation
Expense Tracking
Payment Reminders
GST Reports

6. Inventory Automation

Stock Monitoring
Automatic Reorder
Warehouse Tracking
Barcode Management

7. Operations Automation

Task Assignment
Project Tracking
Production Scheduling
Quality Monitoring

Automation Opportunity 9gTslsl & Hohdl

IR-9R gl aTel 1 (Repetitive Tasks)
forre-3menRa 7 (Rule-Based Tasks)
3170 FHT = arelt ufshare

Human Error aTel SR

Data Entry 3iR Report Generation
Approval 3TeTRd Workflows

Sales Automation
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e e

LEAD CAPTURE AUTOMATED
FOLLOW-UP

0 =2 @

BETTER
SAVE TIME CUSTOMER RELATIONSHIP MORE SALES

1. Sales Automation &7 &7

)}

S, -

REPORTING
& ANALYTICS

Sales Automation g 9shaT § TSIE# Sales & 53 IR-IR glol dlel T (Repetitive Tasks)

Software, CRM (Customer Relationship Management), Artificial Intelligence (Al) 3%

Automation Tools T HeTIAT & Faaifeld (Automated) fohT STAT &1 SHHT 3662T Sales Team

HT THT TATAT, ATEPT P TATT g T F11T 3R 31+ Sales Ured FET g

Sales Automation & ATEIH & Lead Capture, Customer Follow-up, Proposal $<7=T, Sales

Tracking, Reminder, Reporting 3 Pipeline Management S8 Rl 3(9ei-31Tq 9X fehT ST Hehcd

gl
T PIg AgH Website I Contact Form $aT &, ar:

e Lead ¥ad: CRM #H Save gl JrdT &1

e Sales Executive T Notification f&erdr g1
e Customer & Welcome Email & ST 1
e Follow-up Task ¥ad: 1 ST &

Sales Automation 3 T3

Sales Process dof gldT &1

Manual Work & giar g

Lead Conversion S&c &1

Human Errors & gid &
Customer Experience S8aR &IdT g1
Revenue §&lal & TEICT AT 1
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2. Lead Capture Automation

Lead Capture Automation &7 §?

Lead Capture Automation ag 9fshar & forae fafdi==r @dr (Website, Facebook Ads, Googl
Ads, Landing Page, WhatsApp, Email 371f¢) & 3Tet aTel H$ITAd ITgehl (Leads) T SATARRT
Tad: Collect 31X CRM & Store & SITdT 1

sHY Sales Team &I Manual Data Entry sTgT el 9sdl|

Lead Capture & @Id

Website Contact Form
Landing Page
Facebook Lead Ads
Google Lead Form
WhatsApp Business
Chatbot

Email Subscription
Webinar Registration

Automation Process

Customer Form $3ar g1

Data Automatically CRM & Save g1aT &
Customer @T Thank You Email $SiT ST 81
Sales Executive T Notification f&erdr &1
Follow-up Process & 81 STelT g |

ok wbd-~

oIl

T Leads Teh 918 Store glaT 21
Data Entry &Y 3TaeTehdT gt |
d Response AT £

)

Lead Loss &# gaT gl

3. Lead Scoring

Lead Scoring T 8?

e

497



Lead Scoring Teh UHT deheileh ¢ ToT@e Tl Lead &l 38 cddgR (Behavior), 3 (Interest)
3T TWhesr i AT (Purchase Intent) & 31TEIR WX Score AT STAT &

TSIg=T 31T Score 89T, 3d=iT 31TS GHTGST 81eit foh a8 Lead Customer 1|

Lead Scoring & 38R

Website Visits
Product Page Views
Email Open &har
Link Click &=t
Demo Request
Pricing Page Visit
Form Submission
Previous Purchases

3cTgIuT
( Tfafafer I Score ﬁ‘
Website Visit +10
Email Open +5
Product Page Visit +15
‘ Demo Request +30
W Ppurchase +100

Lead Classification

0-30: Cold Lead
31-70: Warm Lead
71-100+: Hot Lead

olTH
e Sales Team Hgl Leads 9T €17 &Y &1
e Conversion Rate s&dT &1
o FAI HI AT BT gl
e Marketing 3iX Sales &7 §HaT JgR &IT &
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4. CRM Automation

CRM Automation T §?

CRM (Customer Relationship Management) Automation ag 9fshar § T5&@s Customer
Data, Communication, Sales Activities 3{X Customer History ! T@d: Manage far ST &

CRM &3ff Customer Information =T Teh &1 FTeT TR &I Wl 3|

CRM Automation & 1

Customer Data Storage
Lead Management
Contact Management
Sales Tracking

Task Reminder
Meeting Scheduling
Email Logging
Customer History

3algduT

gfe Sales Executive fdT Customer & ST &dT g, df CRM ¥ad: dTa<iid T Record Save X
HehdT & 31T 3796l Follow-up Date & @ Reminder ST el &1

ol
e Customer Data f&lc T & |
e Sales Tracking 3TTHTeT 8T &1
e Customer Relationship #ASTEd gl 5
e Reporting dsT 3R T g g

5. Sales Pipeline Automation

Sales Pipeline a1 §?

Sales Pipeline 3§ & g fSia# U GHITAT AT (Lead) Tgell SR T et U oleh Product
Gliee e e TRiT (Stages) & IoRaT ¢ |

Sales Pipeline Automation 3T g3t TRUTT T Tad: Track 3 Manage F¥dT &1

Sales Pipeline Stages
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Lead Generation
Lead Qualification
Initial Contact
Product Demo
Proposal
Negotiation
Payment

Deal Closed

® NGk WD =

Automation Process

Lead Stage Automatically Update gicil g
Sales Manager I Progress ﬁ"@'l‘é’ Sar gl
Pending Tasks & Reminder f&ed g1
Reports ¥ad: Generate gldT & |

Ik
e Sales Progress TIs¢ T&al &1
e Team Performance Track glaY g1
e Forecasting 3T gl 1
e Deal Closure doT gIdT &1

6. Proposal & Quotation Automation

Proposal Automation &1 §?

Proposal Automation & Customer & 3T ehdl & 38R Business Proposal Fd: IR
(Generate) T ST &1

Quotation Automation &7 §?

Quotation Automation & Product JT Service @t $HIHAd, Tax, Discount 31 377 [3a0T & 38R
T Quote TaA: JIR fHaT FATAT B

Automation Process

Customer Requirement Receive gldT &1
Product Details Select T ST & |

Price Database ¥ SITsTshRY off ST &1
GST 3iR Discount Calculate 8T &1
Proposal/Quotation PDF oI gy &
Email €aRT Customer I $i<T & STl g1

2
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Proposal & Mf&e SITAsRT

Company Details
Customer Details
Product/Service Description
Price

GST

Terms & Conditions

Validity

Payment Terms

olTH
e Proposal STee! IR BT &1
e Human Error & gidr g
e Professional Presentation f&erd g1
e Customer &I did Quote JTc &IT g
e Sales Cycle SreT BT B

Marketing Automation

1. Marketing Automation &7 §?

Marketing Automation ag fshaT & fS&# Marketing & SIS IR-8X gleT aTel &1t (Repetitive
Marketing Tasks) @I Software, Artificial Intelligence (Al) 3k Automation Tools T TETIT &
FaaTfeid (Automated) foRaT SITAT & | SHHT 36T HEl THI I Tl ATgeh doh Tel Tl TgaleT,
Marketing Campaigns @Y 31 S3TTdY SiTeT 3R o AgeTal 3 3118 TR e &3eT ¢

Marketing Automation & HTEIH & Email Campaign, WhatsApp Messages, SMS, Social
Media Posting, Lead Nurturing, Customer Segmentation 3iX Digital Ads ST arfafafaar
3791-31T9 HATfeld hl ST Hehall & |
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MARKETING AUTOMATION

Automate. Engage. Convert. Grow.

O}

EMAIL
R M CAMPAIGNS

2 WHATSAPP
""" > @ MESSAGES

LEAD e
CAPTURE :
N :
~ ) EMAL R S
SIGNUP ;

PN
4 i
4 : E
i | i a0 sMs
> 9 Ty NOTIFICATIONS

AUDIENCE AUTOMATED H
SEGMENTATION WORKFLOW |
i — e ; SOCIAL MEDIA
i £ R T e s ‘@) POSTING
@ WEBSITE /
VISITOR & ?
i e DIGITAL ADS
v v V v
[0 ] P >4
a@an T il \_/ (@]
LEAD PERSONALIZED HIGHER SAVE TIME & AErEARol
NURTURING COMMUNICATION CONVERSIONS EFFORT

Ife IS cafFa 3mahr Website I 379T Email gst T &

3T Data CRM & Save g SiTdT &

Welcome Email Tad: &<l STt &1

WhatsApp Message 13T ST &

31Tl %o fe=t e Product Information 31 Offers Tae: §isl STl 8 |

Marketing Automation & @87

Marketing Campaigns o7 3R cgafead gidr g |
Lead Conversion S&dT g1

Customer Engagement SR g1l &1
THY 3R deTd T s9d gl 6l
Personalized Marketing THd gldl &1

2. Email Marketing Automation

Email Marketing Automation &7 §?

Email Marketing Automation #¥ 3ITgeht & Ugel & e 3@t (Rules) 3R s¥dgR (Behavior)
% YR 9} Emails Tad: ¥ ST &
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Automation Process

o0k wh =~

Customer Email Subscribe &dT g1

Welcome Email 35 ST 1

%o feat ame Product Information S5 STel &1
Offer AT Discount Email #<Y ST 1
Purchase & §1¢ Thank You Email 85T ST 1
Feedback Email ®Si STclt &1

Email Automation & J&h

oIl

Welcome Email
Newsletter

Promotional Email
Birthday Wishes
Abandoned Cart Email
Product Recommendation
Feedback Request

Manual Email $15Tet &Y 3TTa?TehdT sTal |
Open Rate 3iX Conversion §6d & |
Customer Relationship HTgd &I 81
Marketing Campaigns TR delcil &l & |

3. WhatsApp Automation

WhatsApp Automation FIT §?

WhatsApp Automation 3 WhatsApp Business API, Chatbot 3{¥ Automation Tools & Tgr=IdT
Y ATgeh! T TIA: A Aol ST B |

39TaT

Welcome Message
Order Confirmation
Shipping Update
Appointment Reminder
Customer Support
Product Catalog
Promotional Offers
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gfe Customer "Hi" A=Tar &, an:

Welcome Message SITaT &1

Menu fe@Ts Sar g1

Customer fdshed IoT AT &
ITERYHT glel T Live Agent & 53 Hhell B

olTH
e 24x7 Customer Support
e ool Response
e Customer Satisfaction S&dT &1
e Sales S H grIaT AT &1

4. SMS Automation

SMS Automation FIT1 §?
SMS Automation # 3ITgeht I fafdeer aIRTEAUITAT & I7ER Tad: SMS &S ST B
SMS & 39T

OTP Verification
Payment Confirmation
Delivery Updates
Promotional Offers
Appointment Reminder
EMI Reminder

Festival Wishes

3algdur

Payment %l glel X

"3T9ehT Payment HhelcTqdeh WIS 81 31T & | Tegara!”

It
e d Delivery
e High Open Rate
e hH olldld
e Customer Engagement §&ciT g
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5. Social Media Scheduling

Post Scheduler utillid

01:00 PM

@ o ©
| ﬁ May 20, 2024 o 3 :)‘3’ ok
# 01:00 PM AUTO
m May 20, 2024 () RHEMSH Do
2 05:00 PM
e
==
SUN  MON TUE  WED THU FRI SAT
\ v

Social Media Scheduling T §?

Social Media Scheduling ag 9fshaT § To@3 Facebook, Instagram, LinkedIn, X (Twitter) 3iR
377 Social Media Platforms 9¥ Posts Tgel & IR &ieh eTRd I#7T W Tad: Publish T
AT &l

Automation Process

Content IR & |

Date 3iR Time @uTRa 3|

Automation Tool & Schedule Y|

fareTRa T 9X Post Tad: Publish g SiTwaft|

N

3algur

I FedATg H Instagram Posts IdaR @I Schedule &Y &1 ST § 31X & I Hecg ¥ Publish
HGIRGGIES

olTH
o fAIfAT Posting
o THI FHI T
e Audience Engagement sGdl g1
e Multiple Platforms Ueh T2l Manage T ST @ehd g |
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6. Meta Ads Automation

Meta Ads Automation FIT§?

Meta Ads Automation # Facebook 3R Instagram Ads @T Al Td@ Automation Rules &T Hgr=Idr
¥ Optimize 31X Manage & STaT £

Automation Features

Automatic Budget Adjustment
Audience Optimization
Automatic Placement
Dynamic Creative

Auto Rules

Performance Monitoring

3algdur

gfe fordTr Ad T Cost Per Result a5 318 81 JTT, ar Automation Rule 38 Ad &I Pause &Y
HhdT gl

gfe frdT Ad T 31T Performance &', dl 384T Budget ¥ad: ST ST ThdT & |

olTH

38R ROI (Return on Investment)
&%H Manual Monitoring

S8} Targeting

Campaign Optimization

Customer Support Automation

1. Customer Support Automation &1 §?

Customer Support Automation ag 9fshar § TSTH Igeht I TETIAT (Customer Support) T
T3 @1t &1 Artificial Intelligence (Al), Chatbots, CRM, Help Desk Software 3iX
Automation Tools I TEIIAT & TFdTTeId (Automated) TRT ST & | ST 36T ATgehT T
HATITHT T dot, Tk AR 24x7 HATHTA UGTel el & |

Customer Support Automation & HTEITH & FUAAT §TRT ATghT & TAT T 3R, FRwrarar r
geeyel, feere ¢fehaT, Feedback Collection 31k Customer Communication fo&T 3178 A=y
gL & T Thall B
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3calgduT
Ife FIS IMgH Website 9T "Order Fgl qgilT'? 9ol g, dr:

Al Chatbot Order Number HTaTdT g1

Database ¥ SITeAehIT 9T ST &

Delivery Status e fe@m e g

Ife GAEAT SAfee &1, ar Ticket SaITehT Support Team &t AT SaT &

Customer Support Automation & @87

24x7 Customer Support

s Response Time

&%H Human Error

Customer Satisfaction S&dl &1
Support Cost & gl &1

Support Team I Productivity ST &1

2. Al Chatbots

Al Chatbot &7 §?

Al Chatbot T Atrtificial Intelligence 3T Virtual Assistant g, SiT ITgehT o 9AT ST 30X
Tad: &1 &1 I§ Text AT Voice & ATEIH T ATgah! T Iiddid Y FohdT g

Al Chatbot Natural Language Processing (NLP) 3iR Machine Learning ! GgrIdr & Agh &
TaT I FHST 3Ud 3R ST gl

Al Chatbot & 39311

Product Information
Order Tracking
Booking

Customer Support
Complaint Registration
FAQ Answer

Payment Assistance
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Customer: 3T Order gl &7
Al Chatbot: 9T 319 Order ID &at &Y |
Customer: #45896

Al Chatbot: 39T Order 3117 21T deh Deliver g S|

Al Chatbot & &TH

24x7 3TcletT

Instant Response

Ueh TTY gIRT Customers T THTT bl g
Support Cost & gidt &

Customer Experience SgaR gldl &1

3. Live Chat Automation

Live Chat Automation T §?

Live Chat Automation ag 9fshar & fSia# Website Ir Mobile App 9 Live Chat System T
39T ek ATEhI T Xl TG & STl & | ST Al Chatbot 3R Human Support Agent &ttt
Ao FF A €

Automation Process

1. Customer Chat & T 3|

2. Al GrACY 9=T &1 34T & &1

3. afe gaEar afea &, af Chat Human Agent @ Transfer & ST g1
4. ST %1 U RS CRM # Save &1 ST 8|

3algur

Product Availability
Delivery Information
Payment Problem
Refund Status

oIl

o.
Customer Waiting Time shH
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e S Customer Experience
e Sales S H TERIAT

4. Ticket Management System

Ticket Management System FaT 82

Ticket Management System Te Software System g T5Ta# Ucdeh Customer Complaint 3T
Support Request @I T& Unique Ticket Number f&ar SITar §1 39 Ticket o #ATETH & HTAT i
Track, Assign 3R Resolve f&ar Sirar &1

Ticket Process

Customer Complaint &sf ST &1

Ticket Number Generate 81T &1

e Team FT Assign foam STar 81
AT W FHIY g1 g

FHATETST it 0T Ticket Close & f&=m Sirem &1

aorDN=

Ticket Status

Open
Assigned

In Progress
Pending
Resolved
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e C(Closed

Ik
o T YAl 1 Reis war gl
o THEAT Track AT T &IAT &
o SFACH TS gt B
e Response Time SR 8IaT &

5. FAQ Automation

FAQ Automation &1 §?

FAQ (Frequently Asked Questions) Automation ag 9fshar § T3 IMghl o TTHITT T=AT
% 3T Yo ¥ IR fhT Sy & 33 Chatbot AT Help Center & ATEIH & Tad: 3T T ST
gl

3algdor

92aT: Delivery fehdet feait a1 grefi?

3 FHTT: 3-5 H fgadr 7|

92: Refund fordet feait & fAeem?

3@ Refund 5-7 &1 fGa@l & Process & ST g
FAQ Automation o o137

Customer &l T 3R AT &1

Support Team T Workload & 8IdT &1

T oI AT & foIT IR-a1X Agent & 3TaRTehdT 18T 8lciT|
Customer Satisfaction s & |

6. Help Desk Automation

Help Desk Automation &1 §?

Help Desk Automation dg fshar & fr&# Customer Support & 513 &8il %1 Sid Ticket
Creation, Assignment, Escalation, Notification 31X Resolution & Automation Software CaRT
Manage 3T STAT B

qEY H
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Ticket Generation

Auto Assignment

Priority Management

Escalation Rules

Email Notifications

SLA (Service Level Agreement) Monitoring
Performance Reports

Automation Process

QB =

oIt

Complaint Receive &I &1

Ticket Automatically Generate gIdiT g1

&I Department &Y Assign gl &1

HAT WX Resolve o gl 9T Auto Escalation 8T &1
Customer & Status Update f&erar T&ar g1

ST HAEAT GATETT
S8aX Team Coordination
SLA T YTeleT

Customer Trust S&dT |

7. Customer Feedback Collection

Customer Feedback Collection T §?

Customer Feedback Collection ag 9fshar & faid# Product, Service IT Support & SR # ITgehT

&I 7T (Feedback) I faTdea ATETAT & T fhaT STAT §1 Automation ST Tg—IAT &

Feedback Tgr AT U TId: TorAT ST TehaT &

Feedback Collection & ATEIH

Email Survey

SMS Survey

WhatsApp Feedback
Website Feedback Form
Mobile App Rating

QR Code Feedback

Al Chatbot Survey

Automation Process

1.
2.
3.

Product Deliver gl g1
Customer &I Feedback Link 3T SITaT &1
Customer Rating ¢dT g1
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4. System Reports IR T &
5. Negative Feedback glsf @ Support Team T Alert f&erar g1

Feedback & 9&h¥

Star Rating (1-5)

NPS (Net Promoter Score)
Customer Satisfaction (CSAT)
Reviews

Suggestions

Complaint Feedback

olTey
e Customer Experience &I Gl H Agg
e Product 3R Service H 4R
e Customer Loyalty Sgdr %I
e Business Decision S8R &ld &1

Customer Support Automation

1. Customer Support Automation &7 §?

Support Agent
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Customer Support Automation dg fshaT & frE# ATgeh TERIAT (Customer Support) & 58
Frt @r Al (Artificial Intelligence), Chatbots, CRM, Help Desk Software 3iR Automation
Tools FI Feg & TaaTiold (Automated) foRaT SITAT & | SHHT 3652 ATGehT hT THATATHT T Iof,
TEF AR 24x7 AT UeTeT Hell g |

SHH ATEP & TLAT T 3R ST, RIPIIT ot AT, feehe STeT, 3iTST Eoh aT, Sl HofaT,
IS ST 3T AMgeh T SATeTHRY &I CRM H FIT&IT T&AT S 1 391-31T9 g1t o |

3algduT
ITE IS AMgeh dTHISE T ISl § "R ST &gl 82", df Automation System:

Order ID 9&T 8
Database ¥ STTehRT fAerTerdr &

Order Status fe@rar g1
Ife; FHEIT &l TET &I, A Support Ticket S=1T ST &

& ool Vi

HqET 3e0T

24x7 3rgeh HglIdT
Response Time & il
Customer Satisfaction SglIT
Support Cost shH T
Human Errors &h#H il

Customer Support Automation & @37

d<T Customer Service

& H Operational Cost

d8d¥ Customer Experience

31T Productivity

Scalability (§STRT Customers 3T HTeleT ST &THT)

2. Live Chat Automation

Live Chat Automation Fa1 §?

Live Chat Automation Teh TEY YUTTell § o1& Website IT Mobile App X Chat Window &
ATEH @ ITEhT T Il T &I STl &1 38 Al Chatbot 3R Human Support Agent aleit
GRETEIDETC RS
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I A T gishar

1. Customer Chat & T g1

2. Al GTHT 9T T 3R T ¢l

3. Ife wed SAfee &, ar Chat Human Agent T Transfer g SiTdT &
4. qr Chat History CRM # Save &l SfTcll g1

Product Availability
Delivery Status
Payment Issue
Return Request

olTH
o A HEI
e Waiting Time &H
e Customer Trust g&dT gl
e Sales Conversion §¢ Tl |

3. Ticket Management System

Ticket Management System FaT 82

Ticket Management System Teh UET Software & ST 9cdeh Customer Complaint IT Support
Request @I T Unique Ticket Number Y&TeT T & | 39 Ticket & ATEIH & HHEAT &I Track,

Assign 31X Resolve 3T ST 81

Ticket Workflow

Customer Complaint &< T g1

Ticket Generate gldT &1

Her Department &1 Assign 8lciT &1
AT I Y TohaT ST g

HATENST & T Ticket Close FX &1 Sl &1

ok wbd =

Ticket Status

e Open
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Assigned

In Progress
Pending
Resolved
Closed

olTH

it Rierraal &1 Repts WwBar B

FHET Fr TUfT 3mETEr & Track gidr g
e Tase | gl

Response Time SgcR &IdT &1

4. FAQ Automation

e R
Delivery ffat ... . :

; : FAQs
us ¢ -7
Refund®g " i S
foram? T &4 DR
~ 5-7 ot v
| ferai 1
FAQ DA'_I'AEASE @
0 W @& @
all
24x7 3T @Ra W e A Te T Teie PH

FAQ Automation &1 §?

FAQ (Frequently Asked Questions) Automation & SfshaT & ToTH# aIgent & TR-IR I&
ST aTel UR&AT & 37 Ugel § IR $¥ah Chatbot, Website IT Help Center 3 #ATETH ¥ Tad:

3USSE] hT ST 2
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geat: Delivery fohdisl feet # grafi?
34 AT 3-5 &1 feaar 7|
9sT: Refund she fAE?

3aY: 5-7 S feaar #H|

FAQ Automation & &7

I 3R AT & |

Support Team T Workload & gidT &1
Customer Satisfaction S&<iT &1

Teh Sl 92T & TolT Agent &hT TaRTehdT 1gT aicil|

5. Help Desk Automation

Help Desk Automation &1 §?

Help Desk Automation ag fshar & fr&# Customer Support & 513 &8fl & Sid Ticket
Creation, Ticket Assignment, Escalation, Notifications 31T Resolution & Automation
Software GaRT Manage {3 ST &

qET S

Ticket Generation
Auto Assignment
Priority Management
Escalation Rules
Email Notifications
SLA Monitoring
Performance Reports

Automation Process

Complaint Receive &< &1

Ticket Automatically Generate gIciT &1

&I Team T Assign gl &1

AT AT IR 817 W Auto Escalation grar g1
Customer &I Status Updates f&ea T8 &1

ok wbd =
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ol

ST HHEAT GATET
§8aX Team Coordination
SLA &7 YTelet

Customer Trust S&aT g1

6. Customer Feedback Collection

Customer Feedback Collection &1 §?

Customer Feedback Collection ag fshar & fo & Product, Service 3T Customer Support &

SIX & AT T TT (Feedback) T Automation Tools & ATETH I T HaT ST B

Feedback oia¥ & ATEIH

Email Survey

SMS Survey

WhatsApp Feedback
Website Feedback Form
Mobile App Rating

QR Code Survey

Al Chatbot Survey

Automation Process

Product Deliver g1dT &1

Customer &I Feedback Link 3T SITdT &1

Customer Rating 3iR Review T &1

System Reports R T & |

Ife Rating & &1, @ Support Team &I Alert &SI ST &

ok owbd =

Feedback & 9

Star Rating (1-5)

Customer Satisfaction Score (CSAT)
Net Promoter Score (NPS)

Reviews

Suggestions

Complaint Feedback
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ol

Customer Experience &l THST H TEIdT|
Product 3R Service &I I[0Tadr & FUR|
Customer Loyalty saat |

Business Decisions 318 THTAY daTdr &

Customer Support Automation T cITAGTIR 3GIEIUT
U E-commerce Company H g Product & sX & RIGRIT T &

e Website I Chat [ I &

Al Chatbot TTH= 27T T 3% 3T &

HATIT §of o 8l W Ticket Management System Ticket S=ITAT gl

Help Desk Automation Ticket &I I Team T Assign T g

Customer &I Email 3R WhatsApp T Status Updates f&erd &1

HHTTT gl gl & a1, Customer Feedback Collection System Feedback HRTAT g1
Ife Feedback WIS &, A System Manager T Alert 57 &dT &

g Y& QU Customer Support YsRaT AT, saaferd 31X 31ftie germdy &1 Sl 21

R ROURE SN o

sry

Business Automation Mastery T HET 363 cAETT & &IIIT STl dTel (repetitive) It T
deheileh, A} 3R Al aﬁrmmﬁmaﬁ?r (Automate) S=ITeh HHI, SRTA 3R AT
AT T HaT AT & | TS oh TTAETET a1 H Shefel 3118k HEA el qATed 7E1 8, dfeh
Smart Work 31X Automation & FTeH & T, G&H 31K Tholael (Scalable) f&Fca FATT
KICESC %I Automation &T 39317 Marketing, Sales, Customer Support, Finance, HR,
Inventory, Operations 3iX Data Analytics SI&¥ ST &< fAHTeT & TohaT ST TehclT | 3T
HATNT T HHAY T &, ScUIGhdT TG0 &, A6 3e]3Td I Blall o R cTaary i
ATHETIS 1T &1 Business Automation Mastery SIS aeie G T A Ter g, dfch T
AT | (Mindset) 8 St caa @ s 31f&eh Herel (Efficient), oo (Fast), @Tsterdeh (Profitable)
3R w1fasT & faT dOR (Future-Ready) SeATel &1 37TeT aTer WA 3 Al 31K Automation &% 3T
T AgcaoT fREaT giel, SHIT ST STTH So¢ AL @ AT, TEY ST el STCe
|
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AT 16 Teh gedt i |

Visionary Entrepreneur

Introduction

T Visionary Entrepreneur (632t 3¢g#T) ag <afard &IdT & Sl Shael dciHTel JTERT &l A8

e@dr, dfee Jfasa i 3maegsarst, gaEEanit 31 THTAT3T F gl T TgaTaenT VO GHTHTT
o fld &ear & St JATe, 36T R 1deaaedr & FhRIcHS TRAdT ol & | 98 had Teh
ST T Alfoleh 8T gidT, mwwmm*ﬁ’ra@m (Innovation), TIse It
(Vision), T0Teiifceh AYsTeT (Strategy), sicica (Leadership) 3R faeR #@= (Continuous
Learnmg)*mﬂlﬂﬁmwﬁmwﬁﬁ?ﬁmﬁl

Te Visionary Entrepreneur &l 38633 shdel Tl HATAT sTgl gIdT, dfedh ITgehl & Siided
arEdfdes Hed (Value Creation) 3cesl e, 715 deheilehl sl IT=ATET, USTIR & 3AEN YT el
2T AT 3R IS & famrd 7 A9ereT T 8 i 1

mé?%ﬁl?}—rwﬁAmﬁmal Intelligence (Al), Automation, Data Analytics, Cloud Computing
31} Global Connectivity SR @Tersit o 3cITACT ST IRHATYT S&o &F & | V8 AT H T Visionary
Entrepreneur 3T Saeid STTIR, JTEeHT &1 3TI&TT3T, FeheiiehT Aaat 31k 3Raw ufaegert #r
mﬁgcaﬁwa:ﬁv?\mmmaw%l
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I 3T Visionary Entrepreneur Selel & fIT 3Taedeh A @ehdl (Mindset), sicjca &THdT
(Leadership Skills), sTaaR (Innovation), I0Tsilfceh AT (Strategic Thinking), ST YaereT
(Risk Management), f0Tr aiat & &737dT (Decision Making), €1 fAT0T (Team Building) d2r

Sgaary fAAToT (Long-Term Business Building) o TReTdl 1 faEdd et yedd
AT & | SHHAT 36627 TS I hdel Ao cTIATAN Agl, Tiedh ﬂﬁwwtﬂdcq et aTell
3CTH ST B

Objective
$H I & YT 3¢ fArfafad g:

Visionary Entrepreneur &I 3aQRoT|

Long-Term Thinking (&TeiehTioreh @)

Emotional Intelligence ($TdelTcHe e ferT)
Global Vision (df?ae gTee)

Visionary Entrepreneur ssTel o folT 3T Hierel

SARESNCN

Visionary Entrepreneur &7 §?

Visionary Entrepreneur dg cafad gIdT § Sif dhadl 31T & 19 (Profit) & S 3 A&T T,
dfed HIasT (Future) Y @ W AT faR (Innovative Ideas), 3c9Te (Products), EaTC
(Services) 3R fSo1e ATsel TAHTAT FHIAT & Y 37T aTer It F AN T THATATIT FHT FATTA
Gy

Tsh AT Entrepreneur 38R (Opportunity) @& Business & & g, STdieh Visionary
Entrepreneur $1fasa &I ST (Future Needs) T 37elHTeT ST 356 Tgel A T el
Ry FAT B

Visionary Entrepreneur &T 36623 hdel 3T AT el aidl, Sfesh TATS, 363197 (Industry) 3R
gﬁmwwm;mﬁ (Positive Impact) BT 8T 8T &

Visionary Entrepreneur &7 #&T faavare

IS T Ygol T THSTA T &THT (Future Foresight)
&3 91 (Big Thinking)

Innovation 9 €TeT

SITEH olel I ARG (Calculated Risk)

AT H a8 gaatl

AT & Siaet & gRadeT oret Fr sToT

Long-Term Value Creation I hlshd
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3cIguT: Ife HIg afad Al, Electric Vehicles, Renewable Energy IT Space Technology S
Y31 F 31T 1A T & FAiTeh 34 [aRard g foh dTasT So¢1 T g19M, o dg Visionary
Entrepreneur gelTdl & |

Vision 3{IT Mission &T #Agca
g "ol Visionary Entrepreneur & U &l Agcaqul =il 8l 6—

1. Vision (S¢)
Vision dg TIse d&dX (Clear Picture) & T 91fasa & 3m9eht Business &gl CIE:?HT AEAT & |
TG "GH AT Telell TG £2" SH UReT T 3o &l B
3arevr:
"&H gfe1dT T Fad #RIAHS Al Education Company s=iaT|"
Vision gHT—
IO (Inspiring)
Long-Term
s

HAgcarhiaiT (Ambitious)
gl g T

2. Mission (fA2r)

Mission ST & fa Vision & 97 &et & TIT 31Tt sFam & fahw Srdern|
g "§H FAT HYI?" 5H YT HI 3R AT g |

3CTER0T:

High Quality Courses =TT
Affordable Education T
Al 3R Learning System fasfiid s¥er

Vision 31X Mission &3l HgcaquT §7?
e Business &I g fgaraa &1

521



Decision Making 3T&T &1 & |

T Team &I Teh A8 W HIH il & T IR A &
Brand &I ugale HoTgd X ¢ |

Long-Term Growth Fi=ATR&d &id &1

Ffed T H oY Business T Focus ST @A &

Te, I

. Vision=aqﬁ?zrarg“rq§’ﬂm%|
o Mission=aﬁq§aﬁ$rrr+—crr|

Long-Term Thinking (resrifeles 91=)

Long-Term Thinking 3T 37 & 31TeT X fA0TT o1AT TSieTehT o187 3111 aTel 5, 10, 20 I7 359 o
318 aut de A

Visionary Entrepreneur §HIT $1TasT &l €47 7 3@ A0 oI & | I dhadl 37T & Profit &
N> AT HETA, dfedh Sustainable Growth, Innovation 31X Brand Value WX €311 &d &1

Long-Term Thinking & faQware

1. #fIsT ST AT (Future Planning)
37Te¥ aTel st &l ST 3R Trends T ITTAT SR Teel H TART T |

2. Continuous Learning

18 Technology, Market 3i¥ Skills TRTAR & IEAT|

3. Innovation # faaer

Research & Development (R&D) 9 AT 31X YT o911

4. Brand Building

&% Sales A&T, afee Sl &1 fagard (Trust) 3R Brand Reputation SATAT|

5. Strong Team Tl

UV AT Y ST Y o THT doh Business &l 31T3) ST Jeh |

6. Sustainable Growth

st difeheT 3EARY Growth & o FE2R 31X &9 AT d Ioiet arell Growth IX €T &aT|

7. Customer Lifetime Value
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Teh I T [ShT & I TTgan! & TTY o THY HT G FedlelT|

1. Visionary Leadership (gI&3if sicjca)

VISION

- PLAN

= ACTION
=> SUCCESS

Visionary Leadership @& sicjca el § Toi## it s1fas &t ¥uve f&erm (Vision) feiRe aar
& 3N o &1 T 3H TR A AN &hkeh TN TGIAAT & | VHT Al shlel AciHTeT HHEATIT T FHTTT
oTE1 T, Siceh el aTel N chT FHTATHT 3R ATl T 8 FHSTAT &

Visionary Leader &7 faQivare

TS hr A (Future Thinking)
Innovation &Y S&TaT ST

g3 e FuUTRa s

gRade (Change) T 39=ATAT
ST ol AR T

3algdur

IfE IS FYAT Al TR TAT3HT 7 HITST TR 31T & Research 33X Product Development
& {3 Y &, dl 38T wAcca Visionary Leadership T 3&T8X0T & |

olTH
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H3TST ot Tqse e fAerdr §1
Innovation s&a 1

A 7 32 3R 3818 ToaT B
Long-Term Success $I THTAT dec &

2. Emotional Intelligence ($Ta=TTcHeh ¢ &)

Emotional Intelligence (El) 8 &THdT ¢ foideh ganT safard 39sit 31X gt T sraeait
(Emotions) & FHSTAT, fAIRd iar 3R &Y dlish & 39T T g |

Ueh Aol oidT shadl |Q (Intelligence Quotient) ¥ sTgT, Sfee Emotional Intelligence ¥ &7 TreTraiT
AT &

Emotional Intelligence & 9T H& Teh

ok wbd -~

Self-Awareness — 319 HTAAT3IT T YgATAT|
Self-Regulation — HTa=T31T &I AT HL=ATI

Motivation — TaJ 9 =TI

Empathy — T &1 ATa=A131T T FHSTAT|

Social Skills — 378 Y ST 33X Communication &aT|

3algdur

e ToRell haarY & Telcll 81 ST, Y IEAT e o TolTg SHehT HHAEAT HSTRT HHATTS &ell
Emotional Intelligence &T 3&T&T &1

ol

S8aX Teamwork
HTT HeeT

FH T

JHTAT Leadership
CERaE D)

3. Team Building (€13 fa#ToT)

Team Building ag 9fhaT § foaeh aRT e1eT-3761eT shierel dTel olldll el Uh AT 3662
(Common Goal) & foIT GHTAT & 7 Scoll ST 8 |

Ush g%l Business I G F3T dlehd 38T Team 8IdT &1

Team Building & H&T dca
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el Al &l IgeT

TIse Roles 3iX Responsibilities
faeard (Trust)

Yell Communication

HEANT (Collaboration)
faafAd Training

HTeT Team & FAT0?

oIt

TET Talent Hire 3|
TIST A& & |

Team Meetings &<
Feedback ¢|
SUATSIT I TGAT |
et T 3ETX S|

Productivity S&aY &1
Innovation S&aY &1

Employee Satisfaction & &1
Business it & Grow T & |

Global Vision (df2ae £Te)

Global Vision &7 312 & 379« Business, Products 3iR Services @Y ahdel T (Local) T
TS (National) X deh HIfAT o7 T@HT T gfAT (Global Market) o gfSeehior & fash i@
&Y=l Global Vision @t aTell Entrepreneur faf#est ¢RIt T 3rdfeaear, HEhid, dehaiien,

TG I AT 3R ARG ITTTRT FI THSTR SreHIToleh 0TI FATAT & |

37TsT $eae, Al, E-commerce 3iR Digital Marketing & &RUT B cIaHI $1 RIS Tgehl
H?qg?rm%l 5afaT Global Vision 3Tfeieh Entrepreneurship T HgcaqoT TEEHT &=l bt

gl

Global Vision #1 #&T faRIvdTT

Long-Term Global Planning
International Market Focus

Innovation 31 Technology T 3UaT

Global Partnerships
Customer-Centric Strategy
Sustainability 9¥ €3JTeT
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Global Vision & &IT3T

AT PTgeh R T TR

Revenue # gefer

Global Brand sefet & 3/d8X

ST@# 1 fafaefietor (Risk Diversification)
HASE el 7 FASTl

4. Cross-Cultural Leadership (SEHRHIA aicjcd)

Cross-Cultural Leadership a8 sicjcd &THT & foT8eh GaRT Teh Leader et g2, $1rwait
ﬁ?ﬂﬁﬁﬁ%ﬁ%ﬁﬂqﬁm#ﬂﬂ%l

Global Companies & 37eTaT-37e19T &2l & AT Ao 1 F:d §, STV Cultural
Understanding SEe #gcaqoT &1l &

AqEY faQyart

Cultural Awareness
Respect for Diversity
Effective Communication
Adaptability

Empathy

Inclusive Leadership

3cTguT

T AT T FHUAT ST, ITART 3 FTHAT Fr EAT & AT Project W 1A T &, aF Leader
ol FafY G2t T HTARYET 3R HER T Sl HHASTHT sicfed el glaT|

olTH
e Team Collaboration S&dr g1
o IAdhEAAT HHA AT &
e Innovation S&dr &1
e Global Business Relationships #sTed &1d ¢ |

5. Global Trends (372 $311e7)

Global Trends & 9Radi= (Changes) & it G f=aT & Business, Technology, Economy 3iR
Consumer Behavior & 9HTfad &d &1

Visionary Entrepreneur 32T 8 Trends TR 1ok TWd & dlich AT Ed o5 0TIl oeAT Heh |
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IaHAT YW Global Trends

Artificial Intelligence (Al)
Automation & Robotics

Cloud Computing

Green Energy

Electric Vehicles (EV)
E-commerce

Digital Payments

Remote Work

Cybersecurity

Health Technology (HealthTech)

Global Trends X 55X I@aT & T

SIS T IR
Innovation @& 379EX
1T Business Models
Competition & Sgd

6. Economic Shifts (3% aade)

T ECONOMIC SHIFTS ©
|NFLAT|0I‘; 3“% m GLOBAL TRADE

_BRS,

Bk, -

INTEREST RATES

TECHNOLOGICAL
CHANGES

-

GEOPOLITICAL
EVENTS

‘GOVERNMENT
POLICIES

SUPPLY CHAIN
CHANGES
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Economic Shifts &7 372 § e a1 TSET 37YcqaeAT H gl dTel 93 S¢aTd, Si Business,
Investment, Employment 3ik Consumer Spending &I FHTfad 3d & |

Economic Shifts & TG FHROT

Inflation (FeTEwhITeY)
Interest Rates
Government Policies
Global Trade
Technological Changes
Geopolitical Events
Supply Chain Changes

Business 9I YHTT

Demand # ol

Cost §¢ IT &€ Thall &

Profit Margin JHTTad g TehdlT & |
Investment Strategy s&el Tehall g

HH I FI?

Financial Planning &1
Market Diversification &Y |
Emergency Fund 34|

7S Technologies 9=V |
IR Market Analysis &Y

olTH

Risk Management S&c¥ &I &1
Business 3718 &R de1dT |
& IAg WX fAvTy fore o asha £

7. Future Industries (31737 & 3¢1e)

Future Industries 3 33197 § fSeTeht 31TeY aTer aut # AT Growth glel i GHIGEAT § 3R ST 15

Technology 2T sgeldr Consumer Needs & &RUT [AhAT &I I & |

Britc) Future Industries

Artificial Intelligence (Al)
Robotics

Renewable Energy
Electric Vehicles (EV)
Biotechnology
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Space Technology
Cybersecurity
HealthTech

FinTech

EdTech

Agritech

Clean Technology
Quantum Computing

Future Industries $I fAvame

olTH

High Innovation

High Growth Potential
Technology-Driven

Global Demand

Skilled Workforce & 3Taaehdr

§3 Business Opportunities
High Profit Potential
Global Expansion
Long-Term Growth

Visionary Entrepreneur el & folU 31Ta2deh Hhierel

Strategic Thinking
Critical Thinking
Creative Thinking
Emotional Intelligence
Decision Making
Leadership Skills
Communication Skills
Financial Literacy
Digital Skills
Problem-Solving Ability
Innovation Management
Market Analysis

Risk Management
Time Management

Visionary Entrepreneur dasl & T0T
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1. 379411 Vision dF &<

HTIST F 3T FIT FATAT T8 &, Tg TISE A |

2. 3 FREAT ok

T FHEAT TEdTel foraeT FHATUI oT@l Al o forw 3uel g

3. Innovation 9 HIH &Y

HTATT GHTTA dAaT, ST Seal 3R 37T AT A ad Hi|
4. AT Team FATT

3T 9 F ATy FRART HrT A |

5. Technology 379aT¢

Al, Automation, Data Analytics STET 3TJfeieh Tehatlehl shT 3TN Y|
6. THTTdR drEd &

TS fordTel, Courses, Research 3iX Market Trends T 37€33 |

7. Global I A f&d &Y
Business @& hdel TATAT TaX deh AT o7 1@

Visionary Entrepreneur & &T187

Srdemifores Thelar

Halgd Brand Reputation
Innovation & S&d

Global Opportunities
Customer Loyalty
Sustainable Business Growth
Industry Leadership

AT W HhRIcHS AT
S8} Financial Growth

UROTIGTIS 3GIgX0T

S 9fAeY Visionary Entrepreneurs fSieglel 3191 Vision & G gfaam s yerfad foma:

e Steve Jobs — THIERI HX TieTel HTFIEIT o 37eT8Td T deof Tl
e Elon Musk — Selfergen aTgait, 3T deheileh 3T Al & &1 # gt aigcal
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e Jeff Bezos — E-commerce 3iX Cloud Computing & shifdeRT sgedl|

e N.R. Narayana Murthy — TR & IT 3¢19T &1 dfRae ggare feeret 7 Ageayol
e |

e Ratan Tata — Innovation, #ifdie Aqca 3N FATST AaT & fow yfagw|

Visionary Entrepreneur T 10 Hef3{cT faATATT

1. Purpose-Driven Thinking (3¢¢23 3Temid &)

Visionary Entrepreneur shdel 38T aTel & fIT Business & 18T T, dfeeh 38 NS Ueh o137
3662 (Purpose) BT &1

3algdur

fﬂwﬁﬂaﬁﬁqgmml
JITaROT I T&TT F&AT|

TATELY YAT3HT Y Sga TAT=TT |

Al & ATEIH I A3 T SHaeT T AT

Formula:

Purpose — Vision — Strategy — Action — Impact

2. Systems Thinking (FA¥cH 3TaTRd A1)

Visionary Entrepreneur §< HHEAT &l 3{elaT-37eldT 7ig! o, Siesh G System & &9 H FHSIAT

gl

9E TE STAT ¢ foh—
e Customer
e Product
e Marketing
e Sales
e Finance
e Technology
e Team
T Toh-g @Y @ HA S EU L
olTH
o g AT
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o FHH IATAT
e O Growth
e Scalability

3. Exponential Thinking (8T )
AT Entrepreneur JdT §—

10% Growth && fAer?

Visionary Entrepreneur 8erdr §—

10X Growth ¥ f#er?

9 B¢ URT &I g1 93 GRaci (Breakthrough Innovation) 9 €41 ST g |

EARRL
Tt gehTet GreletT =78 |
gfea T Online Platform ST forad IT@H oleT TG o |

4
Exponential )

10% Thinking /. "\
Growth&& )
e Growth &3
- . P
. PO‘\ ~~

- J -
Linear Thinking Exponential Thinking
Small Changes Big Changes

Breakthrough Growth

f——- i Gradual Growth
.2
. -

.i’ﬁ‘@@ﬂ‘

Bold Goals  Massive Impact

4. First Principles Thinking (¥ fag@ma 3menia €i=)
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Visionary Entrepreneur feh& THEET sl FHATTT YRTeT el & g @l |

a8 Y Ugel Hel fAGHid (First Principles) &I ST ¢
[ERGERIEIRERGIN]
gfshar

Problem

l

Root Cause

!

Scientific Analysis

l

New Solution

5. Opportunity Creation

Twel Visionary Entrepreneur 37a8R T oI sTal Tl

gg 3aT gATdT &

3algdvl

STd Al T &A1
S AN o SHE A G@T
31T @EY Industry 3Rl SToR T 51 T B

6. Value Creation
Business &T HaH 3T 36620 §—
Value Create STT|

Ife; Value 31T gl

ar Profit 319et 319 S|
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Value e el @ ST 82

gAY FATAT

4T AT

R &=

&t &l
HARSTA ol
Productivity dgl=T

7. Strategic Decision Making
Visionary Entrepreneur ATTATIT T F!?f
dloh—

Data

Market Research
Customer Feedback
Financial Analysis

& YR I AT ST 8l

Decision Framework
Problem

|

Data Collection

0
Analysis
0
Options
I

Decision

!

Execution

|
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Review

8. Adaptability

ACRICCCRGES

Technology S&of &l &

Customers dGoT 38 & |

sgfeIT Visionary Entrepreneur 3 seoldr 1
ST SE e oTet

g8 Market & 918X &1 ST &

9. Innovation Culture

Visionary Entrepreneur hdel @ Innovative sTg! gidT|
a8 I Team T Innovation f&@TdT &1

38T Company #H

Experiment &h3{1T
drgar
Failure TdhR hlaT

[ J
[ J
[ J
e |mprovement el

Culture §<7 ST &1

10. Global Impact
Visionary Entrepreneur hadl 379e 28X o Tl oTaf 8Tl
3T Vision gar g—

"qdr E;ﬁrl'qT # Value Create 31"
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Visionary Entrepreneur & 7 Golden Principles

1. 9§ Vision S=T31T
Vision & =T Business &2 @ &ar g1

2. 3 FHEAT AT
fSIcT=ir §51 Problem

3ddT 3T Business|

3. Innovation &Y

Copy Fel aTel g IS WA & |
Leader ST & foIT Innovation ST&T &
4. Long-Term &Y

3T T Profit sTar

10 FTel &1 T Position AT

5. Team SaT31T
Ush IfeFd Business YE FHT Fehl gl

JIfensT §2T Business Team a1 &1

6. Technology 379731t
Al

Automation

Data

Cloud

SoThl 3TN H |
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7. Learning &3 #d I8!
e AHT Entrepreneurs

& o draa 8

Visionary Entrepreneur &T Decision Cycle

"l Visionary Entrepreneur foTar 31ATe (Guess) & w181, afeeh Ushar (Process) & o & |

Step 1 — Observe (37ddlishe)

e Market ¥ W |
e Customer &I S|
e Technology &I @ |

Step 2 — Analyze (fa2eivyoT)

e Data Analysis
e Customer Feedback
e Competitor Analysis

Step 3 — Predict (JaTe#T=)

o Hfasg Y Demand
e Market Trends
o Risks

Step 4 — Innovate (FdAIR)

e ofJT Product
e &3 Service
e oIT Business Model

Step 5 — Execute (FTIT=ad+1)
o ST 3R 3TTAT Execution

Step 6 — Improve (g9RR)

e Feedback
e Measurement

e Continuous Improvement
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Visionary Entrepreneur &I @<l (Mindset Rules)

I3 U= ¢, ifehed 3eg HIIATSAT H SGol |

& GHET H 3798 Grot|

3BT T BIWA ST ATETH Aol |

g & T 31fehdd 7o (Value) 3eT |

Qﬁaﬁﬂaﬁﬁwaﬁﬁﬂédqu T 3TTT |
3TcThIfoleh oITeT ST FSITT GreehlTeleh THTT (Long-Term Impact) U €411 & |

AfdehdT (Ethics) 3R AmATie 3axa1f—ca (Social Responsibility) st saaamy &1 fgear
dATU |

Visionary Entrepreneur & 8 Strategic Questions

&< Visionary Entrepreneur HHI-HHAY T T4 & A 99T IS o

©ONOOGhWN =

Jiosy F Hia-Or gaTar ged g3t gref?

A 3H THEIT T TATUTA HY F Thell §7

YT A 931 Strength FAT§?

3TeT dTel 10 Gt 3 HisT-HY Technology FgeaqoT gref?
Customer 3T 373TelT 3TTARIHAT FIAT G312

T Business Competition ¥ & 37eTeT B2

I TSt & T B3Nl el T3, Al 3 AT 370197 amr?
FRT Business AT X AT hRTcHS TG DISIT?

sy

T Visionary Entrepreneur (eIt 3¢T#T) shaol actTeT hl HHATATIT T FATET el dTell
gfad A&l aIdT, a?ﬁa's’ HITsT &1 ITTLIHAT3I T Tgol & e AT T’ 1 faAToT
FLAT &1 3T BeldT haol oIT3T HHT deh BITAT oTgT 8ldl, STed dg AaR (Innovation),
aiqcd (Leadership), @haileh (Technology), AMesh-shigd AIE (Customer-Centric Thinking) 3R
TS YeE (Social Impact) & HATETH & Erefehifoleh HeA (Long-Term Value) T fHTOT &

gl

FINAL CONCLUSION
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39 39 fhdTe & Toadl o ATETH T dhaol Business, Wealth, Productivity Ir Success & I
A A Ter gl

3T Teh THT A1 3R SRIYUTTE &l HASTA hl RIfAA T &, [T 3662 319 $iax
Identity, Thinking, Capability 31 Execution &I SgcRX ST & |

38 {1 AT T FEH HEcdqOT HE2T Tl 5—

3T HTTST Fael 5T 910 & T 8! 8dT b 31T 37TST gl &, Sfodh 39 a1d & dF
BT & o 3179 31TST | T SeTaTT Y& A B |
3T gATT IREATAIT 39T 37T Igare oTei & |

39T UgaT 39k TRy, faearat, 3mear, Aot 31 oemar foew a1v st & fAsiad g &1
AT SROT 39 fohdTal A Identity ! shadl Teh fdaR =1gT, ST Ueh practical foundation & & &
QT AT &

T @ aRoTE T T gl A
$H QU fohdTe &l Ueh Ee chain H HHSIT ST Hebell &

Identity — Thinking — Decisions — Actions — Habits — Systems — Results —
Growth — Impact

39 SHET S detat T foTr o §, 3¢ & 318N 31Taeht e deelell o |
T Sgad & df U dgad &

fAuTr sgera § & 3m9es actions SEeTd 81

Actions GgTT ST  dl habits STclt &1

Habits f&ereR systems AT & |

Systems S8R 8l & al results 38R glet T T G &1

3R SEITAR improvement & ITY 39T capability 31 impact §¢ Tahd &1

TET 39 fehclldl & Operating System T Hof [aR g1

chdol 93T AIfAT 1T — 3T S50

ST YT ST EIT &
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oifehel TUAT T aTEdfashdr i TR & 31T d6dT § STe 3 ATT—
Clarity + Strategy + Action + Feedback + Improvement
QR

39T 3 fohdTe 3 Vision, Goal Setting, Execution, Systems Thinking, Decision Making 3iX
Continuous Improvement Si& frameworks ¢ & |

31 39T FHFACRY § o 3+ Shael 9 §T concepts = & &
37 39T daily life & ST Y|

Knowledge T3 Capability SdT & ST9 a8 Action & sgeldT & |

Wealth &I dhdel Money & &9 H #d QU

$H fohciTe &l Ueh Agcaqul TR Ig 1 § T areafaes &TAdT shaor et # 781 gl |

&eT Teh GROTH 81 Hehell B |

oIfhe—

Knowledge, Skills, Capability, Relationships, Reputation, Systems 31X Value Creation
J assets g foloe 3T AT & 1Y QAT - Thd B

Ueh gfFd Ife FTIMaR TG T &, GATATT g T FohdT g, 3TAIN products AT services T
HerdT & 3R ANt & fow aeafass value create ST TaraT &, df 3T ITH T 3/GET S1Te) ST
&THCT fIeh A g1 Hehcll & | FhelTa T Q&3 framework 8T wealth & 312 capability 31X
value creation I S T &1

safav Shdel I5 A fBU—
"3 FaretetT ST T el §2"
$HE TN IfBT—
"3 ey HHeT- & 3R value R R Tl € oI gfora SR A

Visionary Entrepreneur &7 aig difav
Visionary Thinking &T 372 shael $1fasT & SR & U= QAT AgT g |
sHHT T §—
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3TsT o Tt &Y srfasa & 3maeTeran3it & ary Sisar|
T visionary Sdferd J&xT &

wfasy & ia-dr gaEaT 991 g

SN T 3T3TT TATThAT FIT BIaiT?

SII-HI Technology FgcaquT grfi?
ﬁaﬁa—mmmmaammé?

T 1A fhdsr o9 & fIT value create & GahdT &7
ﬁaﬁaaﬂaaﬁ,mmaﬁ%mwamwﬁ?

39t fehdrer a1 3ifd# chapter &Y 34T feelr # Purpose — Vision — Strategy — Action —
Impact d4T Systems Thinking, Innovation, Adaptability 3iR Long-Term Value & SR ST & |

sifaa a@cer

Tch TISC Vision,

Ueh AT d Identity,

Hrget &7 5o,

AT BT goT et T &THT,
Execution T discipline,

3R MR FUR A T e

$r 3TaeTHar gl

3R 1 I Tt
Think Bigger. Build Better. Create Value.

Upgrade Your Mind. Upgrade Your Life.
BILLIONAIRE MIND OPERATING SYSTEM
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	सोच ही वास्तविक सीमा है 
	इंसान की क्षमताएँ उसकी कल्पना से कहीं अधिक हैं 
	 
	 
	व्यवसाय भी संस्थापक की सोच जितना ही बड़ा बनता है 
	सफलता पहले मन में बनती है, फिर वास्तविक दुनिया में 
	 
	अपनी सीमाएँ स्वयं मत तय कीजिए 
	 
	 
	अध्याय 1 असाधारण सफलता की नींव  
	The Foundation of Extraordinary Success.  
	 
	 
	आपकी सबसे बड़ी संपत्ति क्या है? 
	Opening Thought 

	एक प्रश्न जो आपकी सोच बदल सकता है 
	क्यों कुछ लोग बार-बार सफल होते हैं? 
	बार-बार सफल होने का सूत्र 
	सफलता का मास्टर फॉर्मूला 


	 
	वास्तविक उदाहरण – Elon Musk 
	Wealth vs Value 
	तीन प्रकार के लोग 
	पहला 
	दूसरा 
	तीसरा 

	Reflection 
	Chapter Principle 
	 
	Section: 1.असाधारण लोग अलग परिणाम क्यों प्राप्त करते हैं? 
	एक प्रश्न जिसने इतिहास बदल दिया 

	सिद्धांत 1 
	हर असाधारण उपलब्धि एक असाधारण विचार से शुरू होती है। 

	Principle.1 — Massive Vision Creates Massive Energy 
	वैज्ञानिक तथ्य 

	Principle.2 — Extreme Learning Speed 
	उनका Learning Formula 
	Read 
	Ask 
	Experiment 
	Repeat 


	Principle.3 — Feedback Loop 
	 
	Principle.4 — Systems Thinking 
	Principle.5 — Probability Thinking 
	Principle.6 — High Pain Tolerance 
	वैज्ञानिक कारण 

	Principle.7 — Talent Density 
	Principle.8 — Long-Term Thinking 
	Principle.9 — Obsession With Execution 
	Principle.10 — Time Compression 
	Principle.11 — Failure as Data 
	Principle.12 — Build Moats (प्रतिस्पर्धात्मक सुरक्षा) 
	एलन मस्क का मानसिक Operating System. 
	आपकी सीख 
	अंतिम संदेश 
	महान लोगों का एक समान पैटर्न 
	Section 2 – Personal Capability Blueprint 
	वह ब्लूप्रिंट जो आपकी पूरी ज़िंदगी बदल सकता है 

	Capability क्या होती है? 
	The Personal Capability Pyramid 
	Level 1 
	Physical & Mental Energy 
	Scientific Pillars 
	Daily Targets 

	Level 2 
	Personal Discipline 
	Core Systems 
	Daily Formula 


	Level 3 
	Professional Skills 
	High Income Skills 


	Level 4 
	Strategic Thinking 
	Strategic Skills 
	Daily Exercise 


	Level 5 
	Legacy & Leadership 
	Leadership Capabilities 


	Reality Check 
	   अपने भविष्य के व्यक्तित्व (Future Self) का निर्माण कैसे करें 

	Opening Question 
	सबसे बड़ी गलतफहमी 
	पहचान (Identity) क्या है..? 
	Identity का वैज्ञानिक सूत्र 
	1. Self-Image (स्वयं की छवि) 
	2. Beliefs (विश्वास) 
	3. Memories (स्मृतियाँ) 
	4. Habits (आदतें) 
	5. Values (मूल्य) 
	6. Social Identity (सामाजिक पहचान) 

	मस्तिष्क Identity कैसे बनाता है? 
	Identity क्यों महत्वपूर्ण है? 
	Social Programming  
	मनोवैज्ञानिक Albert Bandura के अनुसार, मनुष्य केवल अपने अनुभवों से ही नहीं, बल्कि दूसरों को देखकर भी सीखता है। 
	उदाहरण: 
	●​बच्चा माता-पिता की भाषा सीखता है। 
	●​बच्चा दूसरों के व्यवहार की नकल करता है। 
	●​कर्मचारी अपने वरिष्ठों की कार्यशैली अपनाने लगते हैं। 
	इसे Modeling भी कहा जाता है। 
	2. Classical Conditioning (संबंध बनाना) 

	यदि किसी विचार या व्यवहार को बार-बार किसी भावना या परिणाम से जोड़ा जाए, तो मस्तिष्क उनके बीच संबंध बना सकता है। 
	उदाहरण: 
	●​"गलती करने पर हमेशा डाँट पड़ती है।" 
	समय के साथ व्यक्ति नई चीज़ें करने से डर सकता है। 
	 
	3. Operant Conditioning (इनाम और सज़ा) 

	मनोवैज्ञानिक B. F. Skinner ने बताया कि जिन व्यवहारों को पुरस्कार मिलता है, वे दोहराए जाने की संभावना बढ़ जाती है, और जिन पर दंड मिलता है, वे कम हो सकते हैं। 
	उदाहरण: 
	●​अच्छे अंक → प्रशंसा → पढ़ाई जारी रखने की प्रेरणा। 
	●​गलत व्यवहार → दंड → व्यवहार बदलने की संभावना। 
	 
	4. Neural Plasticity (मस्तिष्क की बदलने की क्षमता) 

	मस्तिष्क जीवनभर नए Neural Connections बना सकता है। 
	यदि कोई विचार बार-बार दोहराया जाए, तो उससे जुड़े न्यूरल मार्ग मजबूत हो सकते हैं। इसी कारण कुछ सामाजिक मान्यताएँ समय के साथ बहुत स्वाभाविक लगने लगती हैं। 
	 
	Social Programming के मुख्य स्रोत 
	1. परिवार (Family) 

	परिवार सबसे पहला वातावरण होता है जहाँ व्यक्ति: 
	●​भाषा सीखता है। 
	●​आदतें बनाता है। 
	●​विश्वास विकसित करता है। 
	●​स्वयं और दुनिया के बारे में शुरुआती धारणाएँ बनाता है। 
	 
	2. स्कूल (Education) 

	स्कूल केवल विषय नहीं सिखाता, बल्कि: 
	●​अनुशासन 
	●​सहयोग 
	●​प्रतिस्पर्धा 
	●​समय प्रबंधन 
	जैसे व्यवहार भी विकसित करने में भूमिका निभाता है। 
	 
	3. संस्कृति (Culture) 

	हर समाज की अलग मान्यताएँ होती हैं। 
	उदाहरण: 
	●​अभिवादन करने का तरीका 
	●​त्योहार 
	●​पहनावा 
	●​सामाजिक नियम 
	इनसे व्यक्ति की सामाजिक पहचान प्रभावित होती है। 
	 
	4. मित्र (Peer Group) 

	दोस्तों का प्रभाव विशेषकर किशोरावस्था में अधिक हो सकता है। 
	●​बोलने का तरीका 
	●​रुचियाँ 
	●​फैशन 
	●​लक्ष्य 
	इन पर मित्र समूह का असर पड़ सकता है। 
	 
	5. मीडिया और सोशल मीडिया 

	लगातार देखी जाने वाली सामग्री: 
	●​ध्यान (Attention) 
	●​पसंद (Preferences) 
	●​धारणाएँ (Perceptions) 
	को प्रभावित कर सकती है, विशेषकर यदि व्यक्ति बिना आलोचनात्मक सोच (Critical Thinking) के हर संदेश को स्वीकार करे। 
	क्या Social Programming हमेशा बुरी होती है? 
	सकारात्मक उदाहरण 
	नकारात्मक उदाहरण 

	क्या Social Programming बदली जा सकती है? 
	 
	 
	Mirror Neuron System 
	उदाहरण 

	 
	 
	Brain Programming  
	 
	Brain Programming कैसे होती है? 
	चरण 1: Input (इनपुट) 
	चरण 2: Attention (ध्यान) 
	 
	चरण 3: Encoding (स्मृति बनना) 
	चरण 4: Neural Connections (न्यूरल नेटवर्क) 
	चरण 5: Habit Automation (आदत का स्वचालन) 

	Brain Programming के मुख्य घटक 
	1. Beliefs (विश्वास) 
	2. Memory (स्मृति) 
	3. Emotion (भावनाएँ) 
	4. Habits (आदतें) 
	5. Attention (ध्यान) 

	Brain Programming को प्रभावित करने वाले कारक 
	क्या Brain Programming बदली जा सकती है? 
	The Builder Identity 
	Builder Identity का वैज्ञानिक आधार 
	1. Identity-Based Behavior 
	2. Growth Mindset 
	3. Neuroplasticity 
	4. Executive Functions 

	Builder Identity की मुख्य विशेषताएँ 
	1. Problem Solver 
	2. Value Creator 
	3. Long-Term Thinker 
	4. Continuous Learner 
	5. Ownership Mindset 

	निष्कर्ष 
	Identity Memory Network 
	Identity और Neuroplasticity 
	Identity और Dopamine System 
	Identity Hierarchy 
	Evidence Collection 
	Professional Identity 
	Section.1- Identity Crisis  
	1. Identity Crisis का वैज्ञानिक अर्थ 
	2. मस्तिष्क (Brain) में क्या होता है? 
	(A) Prefrontal Cortex 
	(B) Limbic System 
	(C) Default Mode Network (DMN) 

	3. Identity Crisis क्यों होती है? 
	(1) पुराने विश्वास टूटना 
	(2) जीवन में बड़ा परिवर्तन 
	(3) Social Comparison 
	(4) Multiple Roles 

	5. Identity Crisis के लक्षण 
	6. शरीर (Body) पर प्रभाव 
	7. क्या Identity Crisis हमेशा बुरी होती है? 
	8. वैज्ञानिक समाधान 
	Step 1: Self-awareness 
	Step 2: Values Clarification 
	Step 3: Identity Experiment 
	Step 4: Feedback Loop 
	Step 5: Neuroplasticity 

	वैज्ञानिक निष्कर्ष 
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