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Research) lngldnsdunwalidsdn (In-Depth Interview) Aunguidmung 2 naulaun  nau
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Huszuu tude lalldfinseenuuunudnuzresnsinansios (attributes) Tifianisivuniie
2 TalA Yomumdn (key message) waz nmituaadiundn (key visual) Wundsas, Talfinnsth
anselovivesnsnandust (benefit) lUlHlunsdoasiunguitmneegnaduszuuiuuumui
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soulvudldnsaudiiy uasAnindBurssomauomuuty wu giiuteiu ueuaante
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nsean  dnsldnsldnisussenduius  (Public Relations) 1A AMSINELNIT1IEITUDS
avndnnstunsarsuiainen Bulenveseugingin1sdnnis “www.fms.ssruacth” 1Ay
lofiona1sd unuma “D ad&imc”  iadpdiuyaravesenasduazindne, nsdeans u 99
918 (Point of Purchase : POP ) loa nisvirtheuvusiues thedn uazwsuiudmsuldlusnu
open house, AsaaakuuUInaaun (word of mouth marketing) ToA NswuzianunIan
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