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1.Principle 1 : Involve Stakeholders
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2.Principle 2 : Understand What Changes
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3.Principle 3 : Value What Matters
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4. Principle 4 :Only Include What is Material
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5.Principle 5 : Do Not Over-Claim
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6. Principle 6 : Be Transparent
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7. Principle 7 : Verify the Result
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8.Principle 8 : Be Responsive
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