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1. qﬂaﬁm}’mguﬂafmwyimiﬁm]”wg&mm ( Threat of Entry of New Competitors

2. é’ﬁmﬁ]mi@iasawaa;ﬁmmﬂ%@mwﬁm ( Bargaining Power of Suppliers )

3. éﬁmams@iaiawaaﬁsﬁa w38 gndn (Bargaining Power of Buyers/Customers )
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5. qﬂmsﬂﬁlﬁ@mnﬁuﬁw %38 USNNINaUN® ( Threat of Substitute Products/Services )
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