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Sittitavong. T.M.B.A. (Small and Medium-Sized Enterprises), April 2558,
Graduate School, Bangkok University.
Business Plan for Hynosis Brand (62 pp.)

Advisor: Voravee Pattaravongvisut, Ph.D.

ABSTRACT

This business plan is designed to frame the concept of doing businessonline
mobile phone cases sold under the brand HYPNOSIS Smartphone phone has become
indispensable in our lives. People need tools communicate. Because of our need to
connect, or connect to the world to socialize with other people all the time. In
particular, such a phenomenon particularly evident among the young generation, as
we called them, Gen Y, the discovery over the mobile phone has become an organ
of another of the new generation really. So we see an opportunity to grow with the
market SmartPhone became a distributor of Mobile Case online. Case or the mobile
phone can be used to protect your smartphone from scratches. And reduce damage
from shock. Phone case that is as jewelry ... an indication of the user's identity as a
reflection of fashion, however. Lifestyles have had to live it. Where in this era of
change. Phone Cases often become the popular trend of teenagers. People already
working At this point, we see opportunities we create work arising from the use of
ideas to meet the demand. Consumer groups.The survey found that Opportunities
for sales of mobile phone case is likely to grow. According to market smart phone.
Competition is very high. Every brand has developed the product out together all
the time. The positive results were found. The rate of buying used The more phone
accessories The phone case As part of the purchase of smart phone devices.

Keywords: the concept, rate of buying used, Consumer groups, opportunity
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What political factors affect the
Musgeum's ability to attract visitors?

What social factors affect the
Museum's ability to attract visitors?

What economic factors affect
the Museum's ability to generate
incoime and increase the number
and profile of visitors?

‘What technological developments
affect the Museum's ability to attract
visitors?
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WsenAn 161 32.2
USueyns 177 35.4
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NonusTIEmNg 78 15.6
550N 35 7.0
Sudeiily 24 4.8
ANUY 40 8.0
DRISEIORTERIYS 232 46.4
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1NN 25,001 vl 105 21.0
334 500 100.0
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Aldgludandauasniiulnsdni

A15NT 4.12: P15 UaRIKARUUgRUANAUAHD UG NP Uasnviiln s

fiataen 14U fovas
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faLaen U fowaz
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L 140 28.0
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fiataen U fovas
AuLNuLaz NS LAY 139 27.8
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Tomuurunsonulunseunss
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AMNWYBIALANTERNUUUAUMTIAML/ 2.63 0.79 Uunan
GRIINRH
pAufgUnsalauvesnsdnyidoioidud 3.02 0.18 Urunang
S9nfiud
ANUVAINNAIIVBIAUAT 4.18 0.42 1N
Anuazan/elunisldnu 4.08 0.74 1N
AN EANAUAMNIN 1.92 1.01 oe
finsszymaidaiau 2.63 0.79 Uunans
fvaneseausiabiiaen 3.02 0.18 J1unan
evnzandelfieuiudviod 4.18 0.42 1N
fnsdndweheswanuiisadugudnisim 4.08 0.74 N

MmMluSulnseniialudunesiin
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LAUNIY

aoufidasmthefiunnwansavwaziite 2.58 1.79 Uuna
wanTes oy

wilnuilAUIANNTIWIYNTLUENELAY 3.61 1.34 10
finslavaniudedunesiie 4.00 0.05 110
ANTEUETUNIIVBLTUNITANTIAINITHAN 3.00 0.09 U1unang
YDILLOL

AN 3.02 0.15 Junans
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WSNYBINITANTUIIUY FINTUIUNIAU 450,000 U tnedisvazidensall

AN 4.15: SUANSHAY

\‘iU‘U'ﬁZSJ']i’IJﬂ']'ﬁ@\W!‘IJ
wa i
I1UN19 PPN
dumoadives | WwmidGudiu)
AUNSNGQ1I3
\A3snaufinnes 5 A3 100,000 100,000 -
\AOIRNN 1 AT 25,000 25,000 -
\ASsRuNLUUSASaU Heat pree 40,000 40,000 -
eesiiogunsal 1 40 10,000 10,000 .
Wosiliaes 50,000 50,000
FWAUNSNINIT 225,000 225,000
AldaenouSusiduny
AANZLTEULALANLAIS U 50,000 50,000 -
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A1 4.15 (719): JUAISIEU

Judszanaunsamu
WaaTian
518N13 59
dYBAAIveY | WIMEEUNEN)
ANBBNWUU design 50,000 50,000 -
Runums ey 100,000 100,000 -
TRuamuEdy 325,000 325,000
dnaulaseasadumu (%) 100 100

AN 4.16: S18aLL08nAN YNl ULADULS NNDUAILTUIUY

319AZLDYN IMUIURY

AN NNUNITUNER 70,000
ATIRGAY 100,000
AanssallnauLazA1LY 29,000
NUan 10,000
334 209,000




2. SUNISHNY

qumlsvnnu

137 4.17: uilsvinuussinanIsanIuNsaiung

quflsuavu Ui 1 Uit 2 Uit 3 Ui a Ui 5
yaNVNY (Lﬁmﬁuﬂazlo%) 3,600,000 | 3,960,000 | 4,356,000 | 4,791,600 | 5,270,760
ﬁﬂéﬁiﬂﬁﬁﬁ%ﬂi 2,340,000 | 2,574,000 | 2,831,400 | 3,114,540 | 3,425,994
(119 NYDIAIUAUN Y
AULUTAUA) (65%01
YonYY)
mlsdnuiu 1,260,000 | 1,386,000 | 1,524,600 | 1,677,060 | 1,844,766
(anUY -AuYURUUS)
wingun LA 180,000 | 198,000 | 217,800 | 239,580 | 263,538
(unandesAuInUYuAT
119879) (5% VoEBAUY)
mlsnaunisandiunu 1,080,000 | 1,188,000 | 1,306,800 | 1,437,480 | 1,581,228
¥in ponLbodne - - - - -
mlsnowinns 1,080,000 | 1,188,000 | 1,306,800 | 1,437,480 | 1,581,228
winnnSlAyeRa(3 uay 117,000 | 133,200 | 151,360 | 177,496 | 206,245
gLy, 1 A1UAR15%,
duiu 20%)
ﬁﬂ,iﬁj‘ﬂ% 963,000 | 1,054,800 | 1,155,440 | 1,259,984 | 1,374,983
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13799 4.18: quinlsvnnuUsEIaNIsanIUNITIUNA

Alsazay Yszanani1sann

anunIsalUNR Ui 1 Ui 2 U9 3 Ui a Ui 5
mlsazaumul - 866,700 1,816,020 | 2,855,916 | 3,989,902
‘U’Jﬂﬁﬂiﬁj‘ﬂ% 963,000 | 1,054,800 1,155,440 1,259,984 | 1,374,983
ANRUTUNA(10%) 96,300 105,480 115,544 125,998 137,499
mlsavaulaneann 866,700 | 1,816,020 | 2,855,916 3,989,902 | 5,227,386
Mlsava

51971 4.19: flsaza

neanllaung i 1 i 2 Uit 3 Ui a Ui 5
mlsazaumul - 866,700 1,816,020 | 2,855,916 | 3,989902
‘U’Jﬂﬁﬂ,iﬁj‘ﬂ% 963,000 | 1,054,800 1,155,440 1,259,984 | 1,374,983
ANRUTUNA 96,300 105,480 115,544 125,998 | 1,374983
mlsazaudatean 866,700 | 1,816,020 | 2,855,916 3,989,902 | 5,227,386
gnuonlUIunITLaRUEn

Mdule 117,000 133,200 151,360 177,496 206,245
Rl ety 117,000 16,200 | 135,160 42,336 | 163,909




3. SUNTZLENEUER

JUNTEWARUAANTUUNG

A15197 4.20: SUNTERARUAAUTTUNE I UNTIUNR

IUNTELARWER USTa1ain1591nanIun1saiunf

UIN RUAAAUIIN

1,048,700.00

2,079,220.00

3,319,276.00

NIZUARUANINAINTTUAS Ui 1 Ui 2 U9 3 Ui a Ui 5
AU

ﬁ’ﬂ,iéj‘m% 963,000.00 | 1,054,800.00 | 1,155,440.00 | 1,259,984.00 | 1,374,983.00
uan f-ﬁ'u,?iam']m 45,000.00 45,000.00 45,000.00 45,000.00 45,000.00
U0 AlgaN8snge 20,000.00 20,000.00 20,000.00 20,000.00 20,000.00
uan m@ﬁulﬁﬁwajwﬁﬁ'u%u 117,000.00 16,200.00 135,160.00 42,336.00 163,909.00
win_aenidesne - - \ - -
RUgAINAINTIUNITANTUIIU 1,145,000.00 | 1,136,000.00 | 1,355,600.00 | 1,367,320.00 | 1,603,892.00
NIELANUANIINAINTIUNIIAWY

FWAUNTNGD123 -250,000.00

AAYZITIULAZANLASS 1Y 50,000.00

ANDONLUY 50,000.00 - - - -
Runumy gy

NIEUANUANIINANTAY 325,000.00 - - - -
NILLANUANINNITIANITU

Rufanandunisiiu -

W aenLdesng - - - - -
#n Rudunainy 96,300.00 105,480.00 115,544.00 125,998.00 137,499.00
uuany 325,000.00 - - - -
NIUARUARIINAINTIUNTIAMIRY | 228,700.00 | -105,480.00 | -115,544.00 | -125,998.00 | -137,499.00

4,560,598.00

NuanUangaln

1,048,700.00

2,079,220.00

3,319,276.00

4,560,598.00

6,026,991.00
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M13199 4.21: supaUnd

& .
whiuwasdiuuaasawa

TULERHE TUEA TFEU Useun wnsddnmn saun b

FOEN 1 i 2 i 3 g 1 s
BmFw T

FrsmauseFrshnsuia s 1,048, T BERaaaR | BERREEE | BREREER | #EAEEER
auﬁﬂﬂqgﬂﬁa SE0,000.00) SESESE | SESESE | FO5HESE | F55HsH
3‘]1.]%1111‘.?%511-11!14!5514 1,352, T0000] 55557 | A5F85F | 555585 | 558585
AundwelanyuIeu - - - - -
qﬂﬂsnigﬂﬁ'aqﬂagﬂﬁ'ai'ﬁ' 225 000,00 sxgaag | gogasas | 9000000 45 000.00
R TN L= AT 22500000 #Eass | #agg85 | 00,000.00] 45,000.00

Eﬁuﬂu”ﬁﬁ’:ﬂd’lﬂ Safhm o gy p=g = =sp=gaap=y =_—===== =_—=====
:‘I"I'Ijﬁ‘l-.llﬁﬁ"lﬂﬁ’l&l | HEEHEH TrA%: 00| S5HEEHEE
uﬁssazﬁu 213 300.00| sEo804 | SHSHEE | SHEHSE | Fo84d4H
sufdaindariunis i 0 0 0 0 0
i
3‘]1111'5514 2153 ZCC.C0| sES88T | SEOHST | SO588F | Faggas
'In]‘l-.l':gEl‘L.l‘l-i‘l-.lfI’l‘.lTi'Llw D) BEEEEEE | BHSEEE | FHEHER | HEEEHE
Atlsazay 1,085,400.00| s4g88d | oS48 | Sog4H0 | 44808
druvaadfanu 1,.410,400.00| sessss | sosges | sagags | sgasay




5. WATMATATINITAY

M5 4.22: MTUATILALATINTAMUY

NSTUARUSUNADALATINTS

Ui

0 NIzuARLEnIY M Tuasu 325,000
1 nszuauansy 1,048,700
2 NIzUARUansY 1,030,520
3 NILARUANIU 1,240,056
4 ASTUARUEASU 1,241,322
5 NSvUAUEnIY 1,466,393
nsiwlniyantagiugnslaednsiAnan 10%
yaAUagiurensvuaiuaniy 89,316,088.83
Wnyar1agiuvesnsziaiuandng 325,000.00

yarUagiugns (NPV)

B88,991,088.83

RTINANDULNUYBILATINTG

622%

wiulddnsmanauuuRoudng

Weangsiavewnaefeilugsianamuligannuagdnsmanilsdsfideudnegs




6. NNTIATILINIATIAIUNIINITRUY

€

AN 4.23: AN1TIATIERONTIAIUNNITRU

FIWNTIATIZN U1 | Oz | ¥9i3 | Vg | D05
NITINANINAGDININITIRU

9nTEURU VLAY (1¥1) 453 | 7.2 | 913 | 10.70 | 11.95
dngdAUNINGAaoI (1911) 4.51 711 | 912 | 10.69 | 11.94
nsinUszansannslansngdu

Sasmsuyuisuvedui (sa) 1000 | 9.09 | 826 | 751 | 683
szyzlIaduAInLae () 7 7 7 7 7
895NV UAUNTNGAS (S0U) 20 32 57.6 | 138.24
8nsINvyuAUnIndsw (5eu) 142 | 092 | 071 | 060 | 053

AFINAINAILNTALUNSENS TN

Saswsiant] (Debt to Equity Ration) (1) | 0.20 0.14 | 0.11 | 0.09 | 0.08

A15INANAILITOLUNITUSUNS

nTIEIUNAnBULIURRAUNINE (ROA) 0.71 046 | 035 | 030 | 0.26
dnIdURAnULNURERNDYIU (ROE) 089 | 053 | 040 | 033 | 029
dnTdmmlsdiui (%) 2.67 267 | 267 | 267 | 267
gnTd@mumlsannTaLiuau) 0.63 0.63 | 063 | 063 | 0.63
Jnsaruinlsans%) 0.50 | 050 | 050 | 050 | 050

%’agawwn'}sﬁumnmsaw‘m

yaAUagiugns (NP V) 88,991,088.83

ansanaununegly (IRR) 622%

sreziaAunu (V) 0.62




7. NSATUIUANLEBNTIAN

AN 4.24: ANSAIUIUANLADNTIAN

MsAINAEDLSIA Ui 1 Ui 2 Ui 3 Uil a Ui 5
gunsnganas 225,000

Andeusansied 45000 | 45000 | 45000 | 45000 45000
ALEDNIIANEAZEL 45000 | 90,000 | 135,000 | 180,000 | 225,000
Toulusuna

Aunsngnng 225,000 | 225,000 | 225,000 | 225,000 | 225,000
WnAdouseazay 45000 | 90,000 | 135,000 | 180,000 | 225,000
dunswdaisans 180,000 | 135,000 | 90,000 | 45,000 0
AlgauRnINY V71 U 2 Ui 3 Ui a V9 5
AANZLTLULAZANLLAY 50,000

ANANZLDEULAZANLAIANT18(20%) 10000 | 10000 | 10000 | 10000 10000
finanuayay 10000 | 20,000 | 30,000 | 40,000 50,000
Toulusuna

ANANZLUULAZANLLAT 50,000 | 50,000 | 50,000 | 50,000 50,000
NNFARAAZEY 10000 | 20,000 | 30,000 | 40,000 50,000
Aannglsulasanussgmns 40,000 | 30,000 | 20,000 | 10,000 0




9. NNSUTTUIUANLYINY

AN 4.25: AsUSEUNUALEINe

gINUNY 3,600,00 | 3,960,000 4,791,600 5,270,760
(1nTuTaz10%) 0 4,356,000
ulgungAnauyu
18
(40% vBEaAUY)
Aunuiuuls Ui 1 Uil 2 Uil 3 Ui 4 Ui 5
éfmquﬁma 1,440,000 | 1,584,000 | 1,742,400 1,916,640 2,108,304
AU 3% 108,000 | 118,800 | 130,680 143,748 158,123
duasunisune 20% | 720,000 | 792,000 871,200 958,320 1,054,152
Aldaedaman 2% 72,000 79,200 87,120 95,832 105,415
iwﬁuﬁquﬁmmi 2,340,000 | 2,574,000 | 2,831,400 3,114,540 3,425,994
10. MTAATIENYARUYY
397 4.26: MIANAIAAINLY
MsAmnaRaduyy | U1 Uit 2 Uit 3 U 4 Ui 5
mlsdniu 1,260,000 | 1,386,000 | 1,524,600 1,677,060 | 1,844,766
omilsdmiiu©e) | 50 50 50 50 50
AUl 2,520,000 | 2,772,000 | 3,049,200 | 3,354,120 | 3,689,532
(Fumuasil + fumu
AULU/AT1R89NT
ladgoonuLiusie
JuAududnie
FruuTuTHAR)
WANUsBLiEY 210,000 | 231,000 | 254,100 279,510 | 307,461
AUV UG T 84,000 92,400 | 101,640 111,804 122,985




4 : . y (A5719518)
AN 4.26 (MD): NTANUINIAANYIU

éfuvgumﬁ i 1 i 2 U 3 Ui 4 Wi 5
AN TANY 3,000 3,090 3,183 3,278 3,377
(Wi 3%)

A 1,500 1,530 1,560 1,595 1,627
(WiuTu 2%)

Al 4,500 4,725 4,961 5,209 5,470
(Wi 5%)

A eus1AN 45,000 | 45,000 45,000 45,000 45,000
Aldanasnaney 10,000 | 10,000 10,000 10,000 10,000
Rulou 70,000 | 73,500 77,175 81,035 85,087
(Wiuu 5%)

A 20,000 | 20,000 20,000 20,000 20,000
Anldgnedun 26,000 | 40,155 55,921 73,463 92,977
TIFUN LA 180,000 | 198,000 217,800 239,580 263,538




UINYNTY
09ad 9I9TNA. (2546). WANTTUFUILNA. NTUNNI: UNIINEIETTTUAIAS.
NesVssIENIT Sl Su. Sevidguaalilng alnd sawuls Marketeer.9,102.

Usdl LBenazeasing. (2554). 715U3NISNITARIN. DTN USEM sUNNSA T8,
upA 1509918 Uay g5 Wu193. (2553). unugsnadmsuiielvalialen . nyammumIuas:

usun giduea Ua 910.






ATANUIN
‘uUdaund

Questionnaire

IFaIngANssULazduUsTaNMIN SRR NaRaN1SIRaNYaLAEaN LU
Subject: Behaviors and Marketing Mix Affecting Purchase of Handmade Mobile

Case

ALY

'
& A =

wuuapU i dudumilies msine Tnefiinqussasdiiofnudadongingsy
wazdulsrauIInaeTiinanen1ndentainatiefiousumniisideyauarnanisdinui
uneraindselotiuigsznountsnondiu SME uagszdugnaivnssuiieidifiegnén
nauimnevuslvguaslfiduiumisnisnasunsaaauasdfiaulalugsia gunsaliady
yoslnsfwitledie Wietduuummalunisnaununisnainyedgsia eneuaussAfeIns

Yo UILnALazyUILaALInANUTTana g wEn

Instruction:

This questionnaire is the part of the study on..... . The purpose of the study is
to study the factors of behaviors and marketing mix affecting the purchase of
handmade mobile case. The information and study results can be beneficial toward
all entrepreneurs from SME level to industrial level, in order to access the big
targeted group of customers, and to apply as guidelines of marketing plan, and for
the persons interested in the business of supplementary equipment on mobile
phone, to be the ways for marketing plan of this business, and to respond the

consumers’ needs, as well as making the consumers achieve the most satisfaction.



AL lsainsemung vaslu( ) wihdeanuiinseiudeyaveiny
Instruction: Please markvinto the bracket( ) in front of the statements in accordance

with your information.

duil 1 dayaniluvasgnauuuuaauniy
Partl: General information of the responders

1. e (Gender)

e (Male) L] vids (Female)
2. 91¢) (Age)
[120-25 ¥ [126-30% 1 annni 30 P3uld

3.38AUN5AN® (Educational level)
[ Uszau@nwn (Primary school) [ sfseufnw (High school)
(1 USeyeyn3 (Bachelor’s degree)
[1 gendnSeyaynS(Higher than bachelor’s degree)
4.97%W (Occupation)
451973 /7 gndne / witnaulumisiusiwnis
(Civil servant / Employee /Employee in the governmental organization)
[winewsgiamia  (State enterprise employee)
Cnsinamusdmensu  (Private sector employee)
[gsfadusi (Own business)
CI5udaialy (Self-employed)
[J@ane (Sales person)
[sfniSeu/sdn@nw (Student)
et / usidiu (Housemaid/ Housewife)
[]31997% (Unemployed)
] ’3‘14"*] LUSATEY e (Others, please identify)
5. 18lemaLAau (Income per month)
[110,001-15,000 ym [115,001-20,000 ym
[[120,001-25,000 v [ wnndh 25,001 vinduly



] a v a [ v da a a =3 49!’
#d9un 2 ‘UagaLﬂEl'Jﬂ'U{]QQEWI'PJVIﬁwaLLﬁZWQG\ﬂiiﬁJﬂ'ﬁﬂ'ﬁLﬁ@ﬂ‘U@

Part 2: Information about affected factors and purchase behaviors

6. mmﬁimﬁaﬂ%@ﬂaaﬂﬁ:ﬂmﬁwﬁ (Case) (Frequency of case purchase)
] lﬂ%aLaEJ(Never)
] NNTU(Every day)
[0 1 -3 a% Uil - 3times per week)
[ duawiazadaOnce per week)
(] feuay 1 ﬂ%’ﬂ(Once per month)

] gw] LUSATEY e (Others, please identify)

7. anlgangludendeuasnviulvsdny (Case) (Expenses of case purchase)

[ ] 0-100 um [ 1101 -200 vm
[ 1201 - 300 v [1301 - 400 U
[ 401 - 500 umn ] 501 umauly

8. lnsiidvanalunissraulalunsidentauaeniiulnsdmiCase) (Mauunnii 1 4e)

Who influences the decision making of case purchase (Answer more than 1 item)
[ #ies (Myself) L] wilu (Boyfriend/girlfriend)
(] wiou (Friend) [Cansn /7 1394 / unauut (Star / Singer / Model)

Lawn@nlunseuns  (Family members)
] gu‘] TUSATEY v ( Others, please identify)

9. mm&gﬁvﬁwﬁaﬂ%@%@ﬂﬁjﬂmiﬁwﬁ(Case) (Causes which make you purchase the
case)

(0 snauviduwaznszuadon (To follow fashions and popular current)

[0 \fieuntesinsdnisiotie (To protect the mobile phone)

] 14mnunns1 ¥n¥es (To follow stars or singers)



L] T¥anuununsenulunseuada(To follow boy friend/girl friend or family members)

[ dufiliendnuwalianizsi (Because the product is unique)

10. Yralaiudendeuasnviulnsdni(Case) undign

(What time period do you purchase the case the most?)

[1 06.00-9.00wu.
[] 15.01-18.00 wu. []

[] 09.01 -12.00 wu.
18.01 — 21.00 .

[

dauN 3 dauuszaumenisnanaiinasanisiiendawnaiona

12.01 - 15.00 u.
[] 21.01-00.00 wu.

Part 3: Marketing mix affecting purchase of handmade mobile case

o & a v ! v Y o a \/ a & |
ATYLLY: Iﬂﬁ@lwf\]'ﬁmﬁlsﬂaﬁfniﬁlﬁa%maLLa'J‘V]']LﬂiEN‘VmﬂEJ aﬂium@qmﬂﬁqﬂﬂﬂqusﬂ@QW’]u

Instruction: Please consider each statement item, and then mark v"in the []

according to your opinion

nyanlipzuuuanuisnelavesnuimedudanlusedu 5 (Mewealauin) 8a 1 (Winawelauin)

Please rate your satisfaction with selection on a scale of 5 (very satisfied) to 1 (very

unsatisfied)

dAuUTEaNn1INITRan

Marketing Mix

STAUANUTIND]A
Level
5 a4 3 2 1
MOST | VERY GOOD | moderate | minimal
GOOD

FunanAg(Products)

AMNWYBIALANTERNUUUAUMTIAMLY
GRIINGHY

Quiality of product, design which is
durable/beautiful

A [

dumaUnsaliasuvedlnsimvidleteidu

v v a

N3aNAuf




Brand name of supplementary
equipment of mobile phone is well-

known.

ANUNAINNANVBIRUAT

Variety of products

ANMNATAIN/NIUNITITIU

Convenience/ease of use

#a1us1A7(Price)

FIANALNFUTUAA TN

Price is suitable with its quality.

fnsszysaidaau

Price is identified clearly.

HvangszausIAbiLEen
There are several levels of price

available to choose.

ANz AULLeLIsUAUE R
Price is suitable when compared with

other brand names.

AuULpIN19nN15InAUN8(Distribution ch

annel)

finsdasminemuan I Tisngg
Audnsinshludlnsdmwivily
dulmasidin

Product is distributed in various places,
such as general department store,

general mobile phone shop, internet

anmundmigegluwrayus/dedenis
LAUN
Place of distribution is in the

community resources/easy to travel

o 1

A0UNINIUUILTLINARwE WAL IUNY

LAASTDS1UTALIU




There are several distribution places,

several branches, and a clear name plate.

Aun1saaLEsNN1SAaNa (Marketing Promotion)

wiineudanurnudungnsuui
GIGY
The employee is skillful and has

knowledge to recommend the product.

fimslawanaudodunesiin
There is the advertisement through

internet.

ANTEUESUNIIVBLTUNITANTIAINITHAN
VBILLOU

There is sales promotion, such as

discount, premiums




UILLNNUDBATBINUNANY
1. LASBINUNATNTZUUNAREANUS U

1.1 5EUUNAANTDULLITIVRUUAIUANANNTDUATULAEY (Combo Heat Press)
AANTR : wnzfumsiuiide warTaguuamuuuiuRISsUsne Tasannsauialued
TUNANE99 AUFUNTI e safuimaIuuianeee) WU 1A7 91U N uuseind
WaNaUa N3eAni ma

1.2 53UUNAANTBULUITIVLUUAIUANANNTAUUTENUEDINY (Double Heat
Press)
Anaulh « wnefunsiuiaauuuifinsey uasTanuunTuiuiNssuie Wuieniuiy
Ju Combo Heat Press ni1sagaautaiawyanusoukuuUsenuanssuyiniausou
annsansraevhieiuluadfivay dnsunsiusiinauuuiiuseuiaeuing uasdiadouess
amnsaiuduliadiuin e s ans1eY IpluReatumugunseings fe

2. LATBINUNAINTEUUGYINIA

I3 Y] a Y] o d' A ¢ v &
L‘Uu33‘U‘U‘V|1@TUﬂ'J']3Ju5J3J3J']ﬂ'lf]'ﬂaﬂ L‘Wi']gLUU?%‘U‘U‘WﬁWNWﬁOWNWLﬂaI‘WiWW‘W e ﬁﬂ

a & A

R naue Ieasauungadu annsafinnlaniuveulda viywsingg vasdaglaeesie

IS 5 A & a

13 [y v oA 4 A g o o 4 a L3
DTN UaTAILAIBINTBISUNISIBUHUAU NN WLUU 3D ‘V]LUUG]’JV]']IVIﬂ'ﬁWiJWﬂ']WﬁQI‘UUu

TanuuilauazaIn wazTIAININDIVL NS ISURUTIELRNTATN 3D dnansowuuiingenyy

Youian lhegauuuda auvilin siuiamanysalinngdsdu lngyngsiaguiuunsasu
[ oo &
WUSLUUTURNU

AN 21: 1ATBINUWAIN



1 [ 0%

2.1 szUugeyaInIA Julannevinda (Compact 3D Vacuum)

v bl

Ao : ferdurdosfisrinaiiuseuisveuiulviiaian Ineduedesifvunmdniianlu
Tan dwitnuiiesud 6 Alanda 19aslhilowd 1,300 05 awnsamamldlufisneg ¢
agmnilgn ansofuinmasuwaalnsdw uazfaniasuuiandug eghasian ui -
Wweila TislsUnsasneg 1wy uianu, uidemany, an, wanmua, Jaseune, flateilo
WHudu

3

2.2 SPUUGYYINA JULRIUN (Mini-3D Vacuum)

Aoaudf : Dorduasesiurinmlussuuguaneilasuanuiouiigaluanain iesed

q
¥ '

=1 a a & Al (3 I 1 a ) A o a o ay Y o
NunnsRunlidn wagldlugauiuly Fsamnsainmasniseanlaginduanulagiuau
wagq son1siuiluwsiazasy viliusendaial wagsununisuanlaegisdual lnaduani
Heudiusiduiesesull laun tealnsdn, inauiivan uazuiiengg saumsdaausafuinm

ATUED 91U N38LUIHN, MUBL, WNNYUY, TBAVIUAE “a% tdnee

| Do Sticker

AENTR : Musnlulsenalneinaua L InNTTuv R IUARARNNEIAIUATUNITOBNLUY

q

a 6

& s a o o ea A & | & a ¢ & =
RuinwasuuaRninesiaansafaiulnsdwilieds , wividn , peuitunesd uasTuauaug
1o ynfutlaansninunniases Aatlduiusey wasldeulniegnasn fatiu 1ATed | Do Sticker
JaillonainRulvinaeg1awuniea

AW 22 LASBINUWNIN



Compact 3D Vacuum
thHan e 6 nn. WRWNA:QaN

Mini-3D Vacuum
aaulndnsiulionsaunauRAG
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Use IRy

Youruena SUYY ANERn A
E-mail j-just-a-little@hotmail.com
UszaRn1sAnen USauayeis Aoy TnArans W Ingndeniaunm

Ugayln UsvsgsiauUaudio amninendengammn
Uszaunsalnsvingnu 2557 9 2558 Hensnensuana suiAIngeetessen 911n unvuy
2558 91 U330 medical representative UTE LuALAG LN

DULMDT LUT UL
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