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Abstract

This research aimed to (1) study the marketing factors (4Ps)
that influence consumers' intention to purchase products through
TikTok Shop in Bangkok and surrounding areas, (2) study consumer
behavior that influences purchase intention, and (3) compare the
differences in  purchase intention classified by demographic
characteristics. The research was quantitative, with data collected
from a sample of 449 people via online questionnaires. Data analysis

was performed using descriptive and inferential statistics, including
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multiple regression and ANOVA. The results showed that all four
marketing factors, namely product, price, distribution channel, and
promotion, had a significant positive influence on purchase intention
(R?2 = 0.533, Sig. = 0.000), with promotion and product having the
greatest influence. Consumer behavior, including frequency of use,
information search, and purchase motivation, had a significant positive
influence (R? = 0.770, Sig. = 0.000), with motivation being the most
important factor. In addition, gender, education, income, and
occupation showed significant differences in purchase intention. The
results indicate that interactive marketing, such as live streaming,
influencer reviews, and real-time promotions, play an important role
in stimulating motivation and building confidence in the product. Ideal
for developing strategies to increase sales and enhance positive

consumer experiences.

Keywords: Marketing factors; Consumer behavior; Purchase intention;

TikTok Shop; Bangkok and surrounding areas
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Kotler waz Keller (2016) 95 u1891 n1sdadulada (Purchase
Decision) tiutuneuddglunvudassnninssuduilaa defuilnaay
dnaulaiAeatuyseidusng q lunn1sidendud (Product choice)nns
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Watouwasuuzdmieduasulide Tar1udnsnanisdenu (3) Perceived

Behavioral Control (PBC): N1338N7191ULeIaI150AIUANNGANTINT B LA

U 9

aa v

wu 33 fnan IvinweAdvaagulii vgufiendiuiinis s (TPB)
Timnuniladofinananeiiiineniste anumanimieusinaduain
damy LLawnmﬁuiwaaﬁuﬁiﬂﬂdwmuawuﬁa%wﬁa NUITBnaIgaty
fuduin TPB esunemginssugeseulalsetsuiug Tnslamzusun
Todvafifefidungeusesuayiialidvinags fadu mnduilnaddniing
Forinu TikTok azman Aurn Idsunsatiuayumedean warddnideldine
anuitlatenaznginssudetiandutunalude

1. LIAARRDINGANIIN (Attitude toward the Behavior)

LIRAA A BNgANTTY (Attitude toward the Behavior) +Tu
23AUTENRUNANTY NOBN1TIWHUNGANTTU (Theory of Planned

Behavior: TPB) ZaWaiunlag Ajzen (1991) Tnewuneds AU ANLTIUIN
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v3adsauvesyanaiidnenisnseyiwgAnsalangAnssunis ndnde
yaraaduuiltiuanmgingsy mneniaseadludsuandengfnssutu

Ajzen (1991) a3u1ginanafdewg@nssugnimunlag Auide
Aenfunadnsvaamgingsu (behavioral beliefs) way nsUsziiunadng
wan1iu (outcome evaluations) nanadnifeuilsde d1yanaideiinis
nspvimgAnsTuvisaztindwadnsifiessasd Atwunlduiegiianadly
L%ﬁmﬂsiawqﬁﬂiiuﬁ?u

2. uTs1IngULBedntlY (Subjective Norms)

UTINAFIT980e (Subjective Norms) 1118819 WIINARUNI
é’aﬂmﬁuﬂﬂﬂ%ﬂi’dﬂﬁ@'@ﬂﬁ&ﬁ@ﬂﬂ?@hjmewq@ﬂﬁuiquﬁmiwﬁa
Tnglanzeensds mnuilievesyanainaudAny iU Asoua ileu Ausn
viodinusoush dosnsliaviveldvmgRnssudu (Ajzen, 1991)

3. M3Tuianuaunsalun1sauaNAues (Perceived
Behavioral Control)

ns¥uivesynratermeviosnlunisnssyihmengud q
Senedinasiaramnuidlaarnisnasihas dyaraidniimuiinuause

=

A A (% I [ I :.’I 2/ A o ‘;{
WIndnsnensiieane Nazilanusslalaziuuilulasiionseyinunau

Ajzen (1991) l@uein Meaudadeiliinananinusslalunisnsgiin

o w

woAnssN Jsenuaslatudelumdinddguemginssulusuian

o
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'
v o/

tayaniluvasuaunaiaduTikTok

1. dnwagvas TikTok

TikTok Huunanrleduludoaiifefitiifledu deinuilaouien
ByteDance Uszinedu wazilindandausnlud 2016 ousiuas TikTok fe
Sanostufianunsavivuinievlinssmuaruaulaves)ldogisusug,
Fadamadenginssuguilan Tnslanzlunguausulmiluwaies 1wy
ngammauAswazUSuama Jagtiu TikTok Iduensunumainuediile
autufislugunanrlosudamnaugiiuuinng TikTok Shop AveliEly
mmiafﬂﬁuéﬁLLazé"a%??alﬁluLLaULﬁm (Everyday Marketing, 2020)

2. dayanisldanu

TikTok (2025). Tl 2025 TikTok anadunnanvosuludeaiife

a a

fifsvsnagilulsemalne Tnsianiglungugldsrueny 18 T2uly a1n
Yoyaveain3 0sile TikTok Ad Manager wu3n a4 #ud 2025 TikTok
i enlulssmalvedideny 18 Viulusiuaudszana 30.0 duau Sedn
W 57.8% vasUszvnanguil uasidlaifisufuduuglddumesidn
Favmelulszina Sasmsidnasleanves TikTok agi 52.0%

nsimuanguiimangvesiadavananinsaSusuldfusiony 13
Puld edslsfinnn desdiednanuanmadeyaiisandueny 18 Yiuly
winfu & amineanuindiuiugldauaienagendidaai nansly
wnanvlosulaiwan

agulén TikTok Wuunanvefaifledudld Al lunniaueasuy

wiusianzyana waziaududeanie Social Commerce w1u TikTok
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Shop #udausion1sfusukarN1s¥elilufifed areduiudldnin 1.6
WuduAY v lrwmuRI Ly BuvlgewgeTiunumdAydonginssy
Huslaa laemnznguisiaunsusululng wenaini TikTok gwiming

a

L‘ﬁui%‘U‘UﬁL’Jﬂﬂ/l’]\‘lﬂ’]iﬁa’]ﬂﬁﬂiU'Nﬂﬁ FULAABULYIUA Lawa1 N1ST15EIEY

Tuaudaluslutu dwalinateidulnannasunisnainnavianidnsnassna

wntugadagiu

A5AHUN15IY

nqudtaguaznsnudoya

Usgmnslunmsidefedldanurilneety 18-60 U luiuangamme
wasUSuamaiiaeld TikTok Shop ﬂgwi‘;luﬂizﬁ?%t,amﬁuﬂ%dﬂmn 9N
Limsusnnulssnsiuudn 3sldgasves Cochran (1977) Aszdunam
ety 95% uavaamandeu +5% Iindusegnadusi 385 au Taeldas
guuuuaaIn (Convenience Sampling) Wulkuugaaun1Neaulall (Google
Forms) LWgWns bu TikTok, Facebook wag Line Lﬁavﬁwﬁﬂﬂq'mﬂmma
0819590157 fnsmaaoutiTesdungy 40 Al euFunuvasuauly
winzay dulsdaszae U398n19n139a1a (4Ps) uae wadAnssuuslag
fuusnude anudaladievu TikTok Shop sunsaunguf TPB uazld
Toyauszynsenansidusuusauan n1saszild adfidmssauinay

Weunu Wievedeuanufgiuegialuszuy
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ns3sedlduuvasuaunidasiaadueiediondn ueanidy
5 @ leun Anwdnnses doganily Jademisnisnain (4Ps) woAnssu
fuslam uazausidlaeriu TikTok Shop Tngldinasidindidsn 5 sudu
WetannuAaiuresineusyanod ssneuiluiinsesiideadia
LUUABUANLHIUNNSASIVEBUALASILTE o (I0C) lngEnsanana 3
Y11 HAAT 10C @8 8UINNT1 0.60 WARIEIAIUWMNIEANT0ITDA0Y
ndantuldnageuainudesiu (Reliability) dreAdudszans uoar

Y89AT8UUIA (Cronbach’s Alpha) 31NANT1ARBIUNTBINUNAUATDE1S 40
AU WUINANAILT osTueg5EnIne 0.86-0.96 Faaglusedu “A” fa “f
W ou” auLnaeives Hair et al. (2010) wansduuvas ANl
#0AARBIN1ETUEY WIHNEANABNITIATIZVIL

adanldlunnsinszing

wsesleflsiuivadmdanssann 1oun Amnud fovas Aade
wazdrudeauunnsgiu essuidnuazdoya uazadifideoysnu Téun
mﬁmawﬁamaﬂwmqm (Multiple Regression Analysis) Wi anadau
Sm%wamaﬂﬂﬁamamimmmLLawvqaﬂﬁuﬁuﬁmﬁamm&gﬂﬁa Warns
AAIZRAMULUTUTIUBFAET (One-Way ANOVA) ifiai3auiiisuniny
uansinsvassERumuRtlatemuteyaUsssnsmans vavunivielving

AATILIALANULUUG LA UITDD N1 TANTOUMLIAAUDINUINE
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NaN15798

o

agUszaAn 1 nandenuinladensnisnana (4ps) iAade

[y

lngsaegluszauinn lauA Product (4.11) AuAEANUvaINaIEwaZATY

¥

MIUAT4, Price (4.06) {uTlaasusaenuduAwazaIulyusela, Place

Y

LY ]

(4.11) sxuvdamaLazIndsayninUasnsiy, wag Promotion (4.10) TUslutu

waznsly Influencer nseRuUN1STRLAR

A319 1 uanInanIIMasauauNAgIuaNNAgIy Jasenienisaain
laun nAndme 5181 Ya9N194N15ITIAUNY KATNITELEIY
nsnanafisvwansuanatneiiteddymesdadennudslada
W1 TikTok Shop vasfuslaalutuang unnuniuAsLas

Jsuauna

JA38N19n15Ma10 (4Ps) hUUINAan9u A1 R2 = 0.533 way F =

126.894 (Sig. = 0.000) uan9319938n19n19Ma 1A LagsINLBNTNAR DA

1 N o

aslagoeteiivudfy lneisosanudnsnassil Promotion (B = 0.274) >

Product (B = 0.256) > Place (B = 0.240) > Price (B = 0.140)a5 Ula 31

'
v o w A

“msduadunsean” Wuladudrdgigadensindulade

o/

¢l a v 1 [y a Y a [y
Iguszasan 2 nanmsidenuinladenginssuduslaa egluseey

wnguiu lawn audinisldau TikTok (4.10) wansfianisiidiusiugs,

[
v aa 1 =)

nsAumdeya (4.10) guslaalvimnudAyiusiineude, uay wsegslaly

N15%9 (4.07) 11ANANUANANLALAULNEANEL
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151971 2 uansHanMAsBUANNAgIUTngAnssuduilan ldun Adud
Tunsldaw TikTok dnwaznsdumdayauazindulede uas
usegslalunisda f5vswanteuanadreiideddynieadisie
aa1ue 9194 a1y TikTok Shop vasi uslanluilan

nqamwumumuazﬂ‘%umma

fianUsDase AnduUsEans
(Independent 0A0RULUY  t Sig. nsuUamna
Variables) wnsgu (B)
aadlunisldon . .
18vSwalgauanoe 1l
TikTok (Usage 0.182 5789 0.000 o
HedAgy
Frequency)

WoFNIIUNIAUMTOLA
(Information Search 0.141 4.549 0.000

a

R BIKAR RIRREN

o @

HydnAey

o

Behavior)

ngﬂﬂumiﬁa — 4
0.653 20.996 0.000 HINSNANNTIER

(Purchase Motivation)

WOANTIUEUILNA wuudtaedlen R2 = 0.770, F = 496.563 (Sig. =

0.000) kanadngAnssud USlnalaesIudansnanani1usslatont1ed

HedAey Ineesdnudndnansil ussgdlalunisde (B = 0.653) aud
n1sldau (B = 0.182) waAnssunisAumdaya (B = 0.141) asvieudn

[d Y Aa ' & & =
ngﬂﬁuLﬂumLLUimmamammmﬂwammmqm
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TR UTEasAN 3 Han1337unuI1ANa 9lad 8 (Purchase
Intention) agluseAuiin laell LInARANAANTTY 4.09, UTITIAFIUNIG
daAy 4.04, war N155UINITAIVANNGANTIY 4.12 aziouitdusiaadl

auaanALaziulalun1s@eduainiu TikTok Shop

A1519N 3 WAAINANISNARBUANNAFIUVE UT1aAN Aanyae

UszrnsAnansuananeiy (W e 918 518l seaunisAnen

wazo1In) AszAuAUAslaTee1Y TikTok Shop

Auds a0nn LY

UseunsAans  nadau

A1 F  Sig. Wan1sVAgaU

nsilana

nas LGBTQ fiaunsla

One-Way Ieddgme 5
et (Sex) 20.725 .000 __ FOFINIINGUNAYIBUAL
ANOVA ann Q
WA
One-Way lafidedy  Anunsladeliuanaieiuy
91¢) (Age) 2423 .090 _— ,
ANOVA NG PN
FEAUNITANY e HinsANYITEAY
One-Way fidadAgna I
(Education 35.938 .000 __ Useyaymsauly danu
ANOVA ad P
Level) adlagegand
eldladese e . i e
. One-Way fdpddgyne  niiselauinndy 45,001
9w (Monthly 3.601 .014 __ - " ,
NOVA o um fnunsladiogandn

Income)
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fauds aaanty
. A1 F  Sig. Wan1IvAdav nsudana
UY3LUNTAERT  NAFaU

. . nay winUeNYY
91N One-Way fdeddgne .

6.792 .000 __ 41519015 wazdgiavng
(Occupation)  ANOVA (Al - Yy Lo ¥ .
fwwldusslageandi

e v { '

a v v A = (%

M3398HLNUTBYANNGUMIBENS 449 AU LeAnw1TIEN19AS
nan (4Ps) kagngAnIsug uslaandanswasenualagedun1niu
TikTok Shop wu31 gmevdiulvgidu twends (62.4%) o1y 25-40 Y
(71.0%) n1s@nwIszau UTgn3 (90.4%) sheldade 15,001-30,000
U (51.4%) wazdrulugidu wilnauenvu (43.0%) azviouiingu
Y 1 ] 1 & ' il £9 o 1% [y 14 L4
mogvdlngunugulniniinglavssdnuasAuneiunmsteUseuladl

NANTITIVENUI ANUAUZUTEIINTANEASUIIGUTHNARDAINFITR

FoAUAINIU TikTok Shop 9813

= [

Woddny laun e (ngu LGBTQ A

(%
a

ﬁﬂﬁ]‘%@@ﬂfi@) A (seduusayarnstull) s1eld (wannda 45,001
VM) wazen (nnauenyy 91519015 $53a19A) diuenglldunnsing
ogafitfuddy nalaosudiduslnadvmuaiuasngnssumdsuinde
TikTok Shop lagdl nMsduaiunisnan (Promotion) uag wsegslalunis
%o (Motivation) \luiladsddayfian azfoudn TikTok Shop meulangd

HuslnmeaRavialaeanznguauulninidasumealulaguavdulalunisie

paulall
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2AUS1INANISIVY

LYY

HAAINNTITETRQUIEAAN 1 wudr udadenianisnain (4Ps)
NAN1SITENUI UATEN19NISHAIAY 4 91U bakn NARS U (Product)
51A1 (Price) 38911911590 91911U 18 (Place) hazn15d @3 un15nane

a a

(Promotion) i8vEnaLTauIndamuaslagoduaIniu TikTok Shop 8814

o w a

fifuddnyn19ada Inelanigdu Msduadunisnann (Promotion) afien
Basgn (B =0.274, Sig. = 0.000) 50389u1A 0 Wa A el (Product)
(B = 0.256) uag Yoan1en1sIndnine (Place) (B = 0.240) efienau
INS1ENAYNTNINITNAIAYBS TikTok Shop dAuaIuisalun1sasig
wisgslaliiuslnainaudsladoldegeiiussansain aenadaiiy
WuIANYBY McCarthy (1960) ﬁizqdw “Promotion” uag “Product” vJu

v

WaladAyvesdiulszaunianisnann degrunanauliiian1ssus

Y

(Awareness) A11uaula (Interest) wazn1senaulad o (Decision) Vo4

'
=

Huslaalutewmisesulad Inganeleldsuuuudendianaiuisaas
n1sfidiusulags 1w n1slafdan (Live Commerce) n153338uAlagy
a aa = =1 [

Influencer LagN1SUDUANTNLABYLUU Flash Sale FUUUANYULLANIZUDY
TikTok Shop W& U “A21uTULTIeAUNI5U78 (Shoppertainment)” 141
AU

HAINNNTITETNOUTEAIAT 2 Wudi wadAnssugusiaaly 3 aA1u
Toun 1. audlunslyeu TikTok (Usage Frequency) 2. Wgfinssunis

Auvtayawardndulade (Information Search and Purchase Behavior)
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3. u599419lun13%e (Purchase Motivation) 18vSnaldauinsendnuedla

a o

FoFuAr 1 TikTok Shop agefitfudfaynieadn Tnslawizsiuy 599413
Tun1sde e B gagaindy 0.653 sesasunde arwdlunislday
TikTok (B = 0.182) uax ngAnssunsdumdeya (B = 0.141) fsdloraidu
mszgfuslaeiiusegslanielugs Sngdnssudumdeyastniseunau uay
T uunanresufuuses asiuwldussladoduanniu TikTok Shop
11Ty AonadastunuIAnuas Ajzen (1991) Tu nquinnsnszshmuuay
(Theory of Planned Behavior: TPB) € 953y 71 A2 ud slangdnssu
(Behavioral Intention) tinaindadenieluvesynna Wy LanAdfe
NYANIIU (Attitude toward the Behavior) Us5Wing1un19denu (Subjective
Norms) kagn133U3N13AIUANNFANTIY (Perceived Behavioral Control)

aa

lnsusagdlalunisdeazvioussAusenouniy “lanaf” NiBninaasgase

nsdnaulatevesuilnalugaidsa

NAINMTITETRqUIEAIAT 3 WU SnwazmsUsErnsmansung
U938 laun we seaunsine s1ule uwazendin danuuanaevesniny
Felagedudru TikTok Shop ethsiiedfymisadffissiu 0.05 vaei
Uadeauaiglinuaiuunnsisedafidedidy lnsaiuisaaivsie
sreazBenldnail 1) wnA (Gender) nan1sMAdEU One-Way ANOVA WU
Fauuseumaiian F = 20.725 waz Sig. = 0.000 F9ifasndn 0.05 wansli
g uslaafidmasinstudseduaudsladedudmiiu TikTok Shop
uanansiuegneiteddy Tnendu LGBTQ Sradsausdlatiogeniingy

INATIEULAZINANY DY 1NHUTEENAY NAAINA1IFOAARBINULUIAATDY
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Kotler & Keller (2016) fiasuiedn “we” 1udadefiugiuniedning,

(Psychological Segmentation) MfiKasaiAuARKAZNYANTIUNITUTLAA

v

Huslnangy LGBTQ dnilasuwmalulagivy q danudulalunisuansesn

Y

warlimudrgiunisdeduntosulatludnwmy “uansenanual
(Self-Expression)” 1N NGULNA 2) 818 (Age) HAN1TILATIENNUI
fuUsauegien F = 2.423 uag Sig. = 0.090 annidn 0.05 Jeagulad

91890 uTlnaludnauwnne1erondud ladeduA1n1u TikTok Shop

N v o W aa 1 [ a v 1 '
YN UYFIA YNNG E]EJ'NvLiﬂGﬂll IULSNLLUQIU‘LIW‘U'N AGENNL] 18-40

A Ql' o & i l = 1Y Y] a
U@Jﬂ'ﬂ‘aaEJﬂ'Q']@JWQI?]%E]QQﬂ?Wﬂ@@J@WE! 41-59 U 9989ARAINULUIAAYDY

a (% L3 a U

0Tl @asAuAnIA(2564) N1nqu Generation Z fingfnssuaiusslaly

q

o w a

MUEINIINGH Generation Y ag1eiliydAyvneaiia nan1s3Teilyeesy

o

anudlalunginssugldnuneundieduludoaiiiofidnasesziuaiiy
ynuuaznsldauegeeriedlugadavia 3) sefun1sfinun (Education
Level) NaN15ILATIZANUIN FauUsszaun1s@nedan F = 35.938 uag
Sig. = 0.000 me’hﬁu‘ﬁmﬁﬁiz sumsenwsstuiinnulagounnsng
AuegelusdAy I@&ﬂ&jmﬁﬁiz uNSANYY USaansiaggendnuIaan
n3 ﬁﬂ"lLaﬁlUﬂﬁﬂmgﬂiﬁ]ﬁ%@q&ﬂ’iﬂﬂa;u‘ﬁlflﬂ’]iﬁﬂiﬁﬂﬁhﬂﬂ’]ﬂ%@@ﬂ@% wail
denndoIiuLIAAYeY Schiffman & Wisenblit (2015) Aisyyinnisdnwil
Nafen135uTTeya (Information Processing) wazad1usi ulalunisld
wialulad (Technology Confidence) Q’ﬁﬁmiﬁﬂmqqm’wsﬁLLmIﬁu
Useifiuanrvesdudldognadumadunainnndt Sandrdinduladeniu

s ¢ ' vy al ' a
LLW@@W@?@J@@UIﬁUNWﬂﬂ?W 4) ﬁqEJVL(ﬂLQa gp LA oU (Income) AN
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Tiaszsinuin 1eldfen F = 3.601 wag Sig. = 0.014 Feifesndn 0.05
wansifuilaaidneldstulirnuddatounndnsiu Tnsamznausd
s19ld 45,001 vmTuly :ﬁmmé?ﬂas'?}}aqaﬂdﬁﬂﬁjmﬁﬁswlﬁafmdw 15,000
vned el Teddsy nadaonndestunuifnves nates Asusny
(2565).Hadudruynana Tdun e e wasseld f5vinademnusilade
Tnoimamedanudsladomnninnandgs dadedusiaued annud aanu
Wl Ausdn wasnginssy drudnaneniudlade 5) o1l
(Occupation) HANITIATIFANUIT AALUTENTINTAT F = 6.792 uag Sig. =

0.000 Feoenin 0.05 wansdusinandednseiuliauslaTounneig

1 Y]

Auegradidedidy lagwnigngy ninauenyy 11519013 kagntinau

a [

S57amn9 danunaladadeniinaunniseu/dnfne ag1sidedfAumig

<9 Y 9 v

'
[ o [y

ad omnidunquiiiseldusesuasiimasdetuns nalaonndosiu

A a ' = < Y a

LUIAAYDY Kotler & Keller (2021) M195U18731913NUUAILUTNIATEND

o
¥

(Economic Variable) fiagyounas@onazngfinssunisuilan lagngy

Q

WUﬂQWUBGWWﬂMi@T’]ﬁ’WﬂWﬁJﬂ%Jﬂ’J’]QJﬂTHIUﬂUﬂ’]{LSUL‘VlﬂI‘LIIa AavaLay

[

$rsziiueeulatiginit sasiinguinEou/dndnundsddeddadusold
wazdinld TikTok eanutiudfisnnniinistedudn

nanlavagy kanTidedudnuazsernsmanstinitiui e
seunsAnu 518le wazendn iutladefidssasenuunndnavesainy
#sladalu TikTok Shop ag1edniau Taslamignauwavnaden nauiid
nsAnuas T1eldiuns wazendndsydn duwalildfosoulatifienisie

duAnluseavas Feagviouiansdsuulawamginssuguilaalngluge
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'
v [y

AdvanliANdIAAY “ANUAEAIN ANMUANAT wazUsEaun1saliag

>

JUE” UINNINYDININISUDRUUA AL

29AnU T
n1s1delusuinamisadunisludnevuzni1sAnyifanau
(Longitudinal Study) Lﬁaé’ﬁLﬂmmsLﬂéauLLanmaawqaﬂisuLLazmmﬁy’ﬂa
s?jyasuaa;gﬁimiwdmamsm 9 LU NDULAENAINITEDNLANLUYNITAAA
violutraasugiafiunnsisty maiudeyauvudeiesaztaeliannsa
AATIRLUILLY (Trend Analysis) wazaanisainginssulusuiaalaedi
wiugnantu nvsdsanunsaldidusiudeyalunsiauinagnsnsnain

Y

AdnaszerendennaosiungAnssuuslnaealvlnogededu

unagy

NuITgatulsdnudadenianisnatawarnginssususiaand

3
[

avSnasionuaslagaduauiu TikTok Shop luluangannuiuasiay
USuauma Lngna 1 ubuIAnA 1 UdIulIzaun1anIsaann (4Ps) ngingsy

U3LNA Uasnguand uaninisneuay (TPB) wiessutedadenidiu

- dze

dwasiansinduladovesfuslnaludedsauooulavgalui n1sisewuin
Hadonnanisnatansdsy Toun naasgt 5101 Yeamnedadiming uagng
duasunisnann dewadeuindonuislate Tnaamymsduasunisnatn
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