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Problem Statement
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Social Impact

Assessment
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Process

= ! o ¢
LEINNZITRNALAE aufignumnil 170 C -ldussqsinusi
NEARNADLILIA - g

LLLLLY
128
o ‘;T
kY o £ a o 8
AN NIATHATETA naNuTaanaus WaNa R AR
(% o % 13 o = & : 3
NeLLBINA LUENENE0 NN mA NILIDNAATHILIALNG

ULIAB N ABL LI



Key Partner
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CONTACT
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0839130993 (L3HnCcrumto)

Crumto shop




FUTURE PLAN
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7. Key Activities

v 1
o WaunAurlvnauline iy

o A Aal QQII .
STYNTLALLNNIRTVAN
PAINUAE °
1 v
*  NNIATFIUAUANI
Uaansituaziamnn
¥ A o [ ]
*  ATNLATRUNYFILNWNNG
I:I AVUUNE
[ J

6. Key Resource
*  Aum
* Wi
o Felawon
*  uuasingey
* U

® ToULUNITUE

9. Cost Structure
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2. Value Proposition

a vy A 1
AuANA N an T
a % aid 1
HuguaANiAuAINIg
Inauinishsiamang s
lEinAURUANAUAAA
dl M v QI 1
el lan iy a e
AuANAININLA
NIRTFIUNNIHAR

3 .

4. Customer Relationships
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3. Channel
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1. Customer Segments
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5. Revenue Streams
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