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Project’s name Viral Marketing Campaign Strategy to build Qualytiplus Brand
Awaness

Case Study: Quality Plus Aesthetic International Co.,Ltd.

Writer Ms. Petch Sucheewaparin

Faculty Faculty of Business Administration,
Faculty Adviser Mr. Sombut Warintornnuwat

Job Supervisor Mr. Chayanis Jitritpleum

Company’s name Quality Plus Aesthetic International Co.,Ltd.
Business type/Product Skin Care Cosmetic Manufacturer
Abstract

The apprenticeship report is about education and learning systems operate under Quality Plus
Esthetics and International.Co,Ltd by the marketing department has to take into improved
efficiency.Although Increase market share Creating awareness on consumers to achieve the goal of
increasing sales to more marketing targets set. Since the era of marketing 3.0 The Social Media is
becoming important factors that consumers need. Widespread of data is fast and broad, resulting in
consumer perception, the faster will be marketing viral is consistent with marketing tool with a variety of
strategies to make the most effective. must be continuous and direct to consumers, so it is viral to market

risk, the image of the company as well.
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2.1.2 NqUHZMOT(Zero Moment Of Truth)
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2.3.1 Microsoft Excel
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Excel 2010
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2.3.2 Microsoft Power Point

Microsoft®

PowerPoint 2010
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