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A Causal Relationship Model of Online Marketing Mix, Brand Equity and
Purchasing Decision Products Through Shopee of People in
The Mueang District Uttaradit Province

Irawat Chomraka' Kamonwan Mangkang” Pichayapom Peerapan’ Kullaya Uppapong'

Abstract

The online age affects consumer behavior and leads to online marketing, Shopee
is currently the No. 1 popular e-commerce platform in Thailand. A marketing strategy that
is applied to create brand value and lead to a purchase decision is the marketing mix.
Therefore, it is important to conduct research on the causal relationship model of online
marketing mix, brand value and purchasing decision through Shopee. The objective is to
develop a causal relationship model and verify the consistency of the causal relationship
model of the online marketing mix, brand value, and the purchasing decision products
through Shopee among people in the Mueang District, Uttaradit Province. The population
and sample are people who shop online through Shopee and live in Mueang District,
Uttaradit Province. The suitable sample size of 434 people for the structural equation
analysis technique was determined and sampling by convenient random sampling. The
questionnaire was used as a tool for collecting data, analyzing data, and processing data
using a computer program using inferential statistics to test model consistency. The
marketing mix model was measured by observing six variables: product, price, distribution,
promotion, privacy, and personal service. The brand value model measures observables
from four variables: brand awareness, perception of brand quality, brand association, and
brand loyalty. The online purchase decision model was measured by six observed
variables, including convenience, customer reviews, whether the product meets the needs,
advertising and public relations, oral messages, and customer satisfaction. The results show
that the online marketing mix influences brand equity and purchasing decisions. Brand
equity influences purchase decisions by validating the consistency of the developed causal
relationship model with empirical data. It was found that the variable in the model that
could explain the variance of the purchase decision variable was 77 percent of the online
marketing mix. Moreover, research results confirm that there are both direct and indirect

influences.
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ileannmsasuudaslugalamainiuaznsszuinveslain 19 dawalvinsduiudin
fsUuuuiidsuuvanduegiann Ssuseifufiiududn Ao ngfnssuduilaafiinistodudn
sihupoulailnefisnsnfingeduogisioiiies Sniamaluladdfienuinuthogennitaiy
dnSwasne E-commerce gsAalfinounaluladulszgndldifionsuaussninudesnisves
fuslnaliaensufungfnssudidnisdsusvaslunmiy asumsaitidulenadmiugsfad
annsnasugAiviaiatu (gruiasugia, 2564) Yomnseaulay fo e-Marketplace iudioly
nsdeedudresulal uazifuresdasivireduddifinissusiniiudiuinane asd
unammesa E-commerce Snlvgiinundanainluszindlne usfignnanenniigs Téun
Shopee 310 SEA Group WLa¢ Lazada 311 Alibaba R Shopee 1ulwanwesy E-commerce
Aduusendnuadealls wluinsueundindunisandalnudundn Iuﬂﬁmumﬁﬁim
dulngiuniuiniisiovaz 90 fie Shopee lny Shopee fiduutanisnainegiifosas 54
dorduduinana uaﬂmﬂuuaammimauimammum App Store Wag Play Store Wu731
waUNALATU Shopee mamuaquqm (suAswisUsenelng, 2564)

nsnanesulatiluniseaiadiudumeside wu nisldivledvesgsia mslavanuas
nsduasumsvgesulal n1seatavuiiefio n1seainiudiua Idleseulatuazuden 1ludu
(Kotler et al, 2016) Fedrudszanmsnismaineeulatiuszneufonanias 1A ean1anis
Jndmuie nsdaaiunisnaia n1ssneiaududiuiy waznisliusnisduyana Gides
whdvyIna, 2550) nsnatnesulatnateidunagniilaiuaiiuieuuazgneensuly
UsgAndamin “Wunasndnisaaraiinsandsiian” lugad inszdegsiadifangs
andldundu s1a1gn arlddslaiuiuane Seyaeonundudiauldiana Tiasizi
Yoyale vnslawaniiatzasngugniiliegeazifon uazaiunsaviigsiale 24 alus
linaannlentadidgy nsnarnesuladdsldifientsidrdsnqugndivulanesulatiay
a¥1an1sfudnmuAnaudt aunseiinguaumatunatsundugnéiidaduladedudn
warlduinisvesgsnaluiige Tneanuideslosdonsnduiazdielrignaniniauadifnens,
duf N135U3AUNINYRINTIAUA (Aaker, 1991)
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ooulatiignunluidudindslunside 1Wu 5301 danadei uazasns gnning (2564) Buduin
Jadwdrudszaunenisnainoaulall (6Ps) ﬁLmﬂﬁmf"fuﬁqwam'awqamimmsﬁ@ﬁﬂﬁamﬁmﬁwﬁ
W dvledmalndBiannsaind d1msu nean Yaimes (2563) waniwaddeidauszdndindiu
Uszannisnaimeaulatilauduiusfunisdaaulalduinsnssidniuseulad uenaini
SAan Auua (2562) Agnilifiuindulssaumsnismanaddinaienszuiunisiadulade
auesuneundindusaulal uarlunanuAnsdud Usenaume nMsasentnilunsidum
ms3uluganimueansdud auidenlesmdud wazanuinddensidud I8nswanens
dndulade Snis Tadde g (2563) wudn drulszaumanisraauazauAnsAUA LR o
psfUsEneudanuduiusiunginssunistendniad anvine fuaed n1szda (2562) nudn
Yadvdrudsvaumenismanauasiladeiunmuinsduidmanensinduladondn i fady
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1. daudszaunienisnainoaulail (Online Marketing Mix)

n13na1n 4.0 nsnaretulanddnalildfaniansdowaztemsidaiiseguiien
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TuaalaliuTunene 9 YSuianssunisnainvesnuligdnisldfaviaiiandiun anudeuyin
nsnaaniudediauesulaiuaznnainrueiesdioduduysznaufunisiAulnegiarai
84 E-commerce dwaliiinnisnainuediulsyloniainnsdsussiluiduiivadiaty
Ufuasuiadesfloadialugsiavsiunte ievisanusadeanulissfadidesnisuoy
Uszaunisalinunntesns uagyiulssuszaunisalgndnldfiian (emiaed uavany, 2564)
nsnanesulatl Ao nsnatndildyemiiava wu ledeaiiiiess q (Social Media) Swa
(Email) 5ules wazidsuioudu (Search Engine) iioduasuuassinisdusniousnig lay
Aetosfumaiiams g &34 Email Marketing, Social Media Marketing, nswelaiwan, Content
Marketing, SEO (Search Engine Optimization), Wasinailadu Lﬁﬁ]L%’]ﬁQQﬂﬁ’]ﬁﬁﬁﬂ&ﬂ’]WLLaz
Whunendn 9 veanseaineeulal Wedymuwdendndunsdhvuaniunisadidtenalunis
euaziinsonuarelalitugsialuiian

daudszaunenisnain (Marketing Mix) §adnduiaissiontsnisnaiaiigsiariun
Uszgndldifieliussangusvasiniesmsnan dudenedesiied e aps Usgnaude nandwst
31A1 YDINWNITINTIUY Wazn1saaasunIsnan (Kotler, 1997) wagnsudiuuszdun1snann
U3M5 (Service Marketing Mix) 33Usgnausiasdlseneay 7 Ussuanudn (7Ps) §si nan o]
U3 TAwFeAUINg Msdndivineuinis msdeansnisnainuins yaratiieatesiunig
UIN1T N5EUIUNSLUMSIIUINS wagnrangumeniegniw 3sAn wiashil s agsen, 2563) A
nmnamesulatiaziussduszneuuuuluil wnzaufunsdiiugsieeeulad SsUsznaude
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NM13ANYITBNILTT WU (2562) WUt ngAnssunisRnaulatedudeoulal
vo3ffuslaadild Lazada uaz Shopee fuualtueglusedugs oo uliio Lazada uas
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filanswarongAnssunisfndulatedudeaulativeld Shopee léun Jafvdruyszanms
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2. AMANIIFUAT (Brand Equity)

N1533nM3518UA1 (Brand Awareness) 91NA1TNUNIUITTUNTTUAINITTEUDIAIY
LAtUTeun1an1suyatu (A Competitive Advantage) lagn1333nas1dua1agyinlvignaniin
AUAULAEY NIFINTINTIFUA AL NITTEANDINTIAUAT T,m817?&1/134mﬁﬁmm%’uﬁ%ﬁﬂﬁqﬂﬁw
Anmsinaulatedudildiietu Gansidnamaudsdudygravesdoyniinvesiioadngsia
fineqndn dutugnédaindonsidudfinuainisnansi szdnfuasdianuduing (Aaker &
Mills, 2005) druaaidoulsasiensidudn (Brand Associations) LunmuanwuzveIns AU
(Product Attributes) Ansdselevtiaudiifisagndn (Customer Benefit) flagvilshAnAaumsa
$1vesgnfifinensidud anmidenlesdensndumagiunuimdrdnsionisiatsanysziiu
M518UA1 (Product Evaluation) kagn13Wa1saLa8NA51dUAT (Brand Choices) N15L91014
fuslnaldasyilhanTuseunusudvesmutazineunsteyaidwindsaziimwd dglunisiaus
PolaTounanisudeaduliiuesAnssing q (Paruthi et al., 2023) N133U3AMAINVBINTIAUAN
(Brand Perceived Quality) lneifiunssusvesgnéludumnualunisdonsidudn nssud
AUANYBIRTIAUM AN T0aETiouTsaun mTmilaninAudasdu aslansnils Auands
¥93@UA (Product Attributes) udszifiudivinliignanldsunsiuisanuunnsnsuazdums
vosAudrty Avlesdnsgaiadessuiunis fo nislialdladenmuninvesnsndudi (Aaker,
1991) ANuANAREATIEUAT (Brand Loyalty) %"’qLﬂuﬁaﬂmmmﬂﬁuﬁwﬁﬁmmﬁﬁmé’uﬁuLLiﬂ
an AnuAndArensdud Ae anmindignndnensidudn anudnddensiduivaedestug
wiatulunaialAediu YIeAIUANAUNUNIINIGTNAIN kazdinalinsndua1dauAINY 113
dnduladedudngnéléfunsenseduiivhlianldsuaudidamunmduiuiuiidsluas
Tignémesnmdnuaivosduditunasaimsilunusuddudmindy dudunaligndniinns

v a

fnauladedumniueaulatdruinunTusuluale (Esmaili et al., 2017) Inganuianalaves
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afawususeeulal anuianelavesusinanazanuinfdeuusus (Ong et al,, 2017)
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3. nmsdndulade (Decision)
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$930awa (2563) aduiuusuarimuaduniosdioniadininlunsife W unsiug
gy mTenisganiuaufeants nMsualmmaienvsenisAumdeya n1suseidunisien
msdndulate uazduaning e woRnssunnevdinmsdedudi

Mnfikunangialanuagdaululsemans 4 asemindanisszuinveadelada
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nsnaingunanvesuseulaviduiiifielosdnsnousuiuaruundlusuuuulva ngdnssy
Fuilnafidsuly ununsnandidesdesuntineu uasunanlesulunisvilasaniidosusy
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4. NTDUKUIAANITIVY (Conceptual Framework)
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sunoifles Smingmstnd lnenguiodieildlunisidonded fe finedodudrooulati
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Shopee Tnednwaziniesiion: 3 nou Sdnvamduwuuannsdiuuszidiuen (Rating Scale) o
AiAsn nelvisduveanmsTnoandu 5 druardedanninionnts deil meudl 1 drutsvaunis
n1snatneeulal 31U 23 U0 (Mean Uanes, 2563; 5301 danadent wagisne gneasne,
2564) noufl 2 AuAATIALA $1uTu 13 90 (Aaker, 1991; Fadty yaaf, 2563; $93nd algnen
WG, 2563; WINTTOU INEUIFY, 2562) aoudt 3 nsdnaulato S1udu 6 4o (017nd Teslansznns
wazdURSS N3ANA, 2562; Rutysd NMsetin, 2562)
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Baiilonn (Content Validation) w&mArfadainuaenndossznitedian (100 daniiad
wwslsaul wagdaast Pafiusenal (2562) Nna131A1 10C Wiriunseuinnda 0.50 fadnaunse
lULHE Tnsmsnadeuldan 10C 11nndn 0.50 ynde wasditeldinuvasuniudiadiadumn
Tinsvaaouaudediu (Reliability) vosuuvauniy $1u7u 30 4 Aunguidmanedi
dnvauzadiendeiuudlilinguiedns didunsmeaeumnindeievouniesiielneligns
duseavduearvesasouta msifuassidtinuadiarudndedefiuinndmiewiiu 0.70

1% '
v

(Nunnally & Bernstein, 1994) nansnadeunuinesesiovesmsiseiinmeanuidedoftaty
winfu 0.92 uansirdneglunguiniesileniumsgu

4. n5AATEVidoya
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9. 9. 9. 9. 9. 9.

[ Product H Price Place | [Promohon Privacy H F‘ersnrrall

80 677\ &1 g6/ 89 58 s
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ut 8541 Aware &7
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# gb™| Assacia @9
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T4 78 /83 82

55 60 ] 62 70 68
[F'urchasm HF‘utchasez [Purchasea | ]Purchased | Pun:haseSH Purchaseﬁ'

& 6 6 © o o

Chi-square = 230.84 Probability level = 0.000 n=434

AN 2 NadATIERluaTE A TEI NI SEALINSRAIneaUlat ANAINIIEUA
wazn1sinduladedusiiu Shopee vosUszrvululwndinaliol Janingnsnneg

A15199 1 HANITHTIVADUAINUFDAAAINAUNAUVDILUUINADIFUNISIATIAS

Al fiage WAL LNEAUIIIN/D19D 4

1. Ala-auaisdauing X2/df  2.68  1-3 Hair et al (2010)

2. ATl InANEDAAABINANNAUTIENANG CFl 0.97  >0.90 Bagozzi & Yi (2012)

3. fvilinAunaunau GF 0.94  >.90 Shevlin & Miles (1998)

4. A TASEAUAILIANZALNDR TIUTULAWE AGFI  0.90

5. atinunaunaulsstanUIsuLigunu NFI 0.96  >0.90 Hair et al (2014)
suuuuRasy

6. frilinszauanugenmdanliouiiou vee  TLI 0.96  >0.95 Diamantopoulos &
Tucker kay Lewis Siguaw (2000)

7. Adsisniideweshddonadevesdndi RMR 002 <.05 Schumacker & Lomax
Wde (2010)

8. fudsnfidosesaadoauaaimadey  RMSEA 006  <.08 Browne & Cudeck,
AA9ABIUBINNTUTZUUAN 1993

PNAALUANTIA 1 WU NATATIZIRNIUNTATIVADUANUABAASBIVDITILUUN NG YY)
Audeyaideusedny ediifedrdgynisadansedu 0.01 lngiarsandradfinavun 8 Al
TUavLduAcall
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1. Ala-auAdsdusiveg waﬁjl,ﬂiwﬁwud’]ﬁm,viﬁu 2.68 Lane11 Lnalnuaonaedny
ToyaiBsuszdndegluszdud lesaniliiogszming 1-3 (Hair et al, 2010)

2. U INAUEDAAADINANNAULTIFNINS HaIATIZANUILANYIIAY 0.97 Lanadn
Tuwaieuaenadadlussiuiinzgay (Bagozzi & Yi, 2012)

3. frlinANNANNEY NATATIZUNUIIAALYINAU 0.94 Lansinlumaliauasnadesly
SesuTNzaEy Lﬁaqmﬂﬁ@hqm’h 0.90 (Shevlin & Miles, 1998)

4. An¥mseiupnumanganneRiusuLy nalinseinuiauinty 0.90 wansilunad
mwasnAdesiuteyadalsednt iilesannilAigendn 0.90 (Schumacker & Lomax, 2010)

5. dvdianunaunaulssinndsufiguiuguuuudass #adaTeinunlawintu 0.96
wansilanadauaenndodluseduiivangan (Hair et al, 2014)

6. frilinszauaudennaeLUIsuBy w93 Tucker hag Lewis (Tucker-Lewis Index:
L) wedAsIEiNUINdA iU 0.96 Faduaiigandn 0.95 uansilunadimuaenadesluseiy
Fmnza (Dlamantopoutos & Siguaw, ZOOO)

7. Arddsinfiaesvesiideaesindsvesdruiingde nadinsizdnuindidniafu 0.02
Fatfounin 0.05 uansilunaiinuasnadesiudoyaideussdnyd (Schumacker & Lomax,
2010)

8. fyflsnfiaesvesAnadunnuna AU a8 ueNsUTEIIMA KadATIEinUn
fidniafu 0.06 Feild1esndn 0.08 wansinluinaiianiuaonadesiudeyaidauszing
(Schumacker & Lomax, 2010)

PNAMT 2 uazkalun1319d 1 nadiesiziuansinlananisinesAuseneu drulsyan
yamsnaaooulay] anAmsAuA uarnsiaduladodudikiu Shopee fifudsdunaiavan
15 fiuds danuaennaeinaunauivteyaidausednd dmnsun1siansanesausenaudasues
ynesdUszneudauaninguiesalifvdfynisadffisedu 0.01 lneadudszansa
\Wissveasuusdanaldnniadeinldane R Square wie R? ZeqmuAns1dudi = 0.29 dauns
faaulafedudrinueaulal = 0.77 msw R? fon1sesuisanuulsusiuvesiauUsudadied
wUsuRsBY o wadlaTgsifuUsAaAnTAUM R? = 0.29 Jwngannain Muusudsdiulsyan
n1an13na1neaulal IAnuwUsusiu 29% veennunususiuluiinusualsnmua1nsdua %o
aruelanduysulsdiudssaunanisnainesulateiulgauwlsUTINYeIRILUIAMAINT
dudnluseauuiunans dmsumsinauladedudniu Shopee R? = 0.77 Swnemui fauds
wlsehudszaunenisnainesulal waz AMAIRNIIALAT TAUWUTUTIN 77% VosAuiUsUTIy
Tufudsuramsinduladodudru Shopee weasunsliinfulsuleiedaeiaudssaui
p5UnBALMUTUTIuTDIR LU skEen3inAuTa% e Audrinu Shopee Tusedugs (Hair et al,
2014)
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M19197 2 HANTTNAFDULAUNWANUTURUSLTIa W0

v Path coefficient t- p-
LAUNIS
(Direct effect) values values
drudszaunanisnainesulal —> AuAIRNIIELA 0.54 10.28 0.000
dudszaunianisnatneaulal > nsenaulaie 0.75 14.06 0.000
AuAmALd > msdaaulade 0.21 508  0.000

nemn* seautpdAgyniaiinn 0.01

NANTUATIERAINT1T 2 HAMTIATIZAN INAFEUIE NI ML E LS T9aLmn AT
dvsnadensinauladeduds shopee vosszrmuluansunadios Twingasang wuin
duvszaumanisnanesulatfunmueinsidudl nan1slined Arduussaniiduma = 0.54
A1t = 10.28 uagliAn p = 0.000 wansliiiuin drudszauninisnaineeulatidnsnasen e
aAu sgniideddunieada dmiudndssaumenseanesuladiunsinaulete nans
ARTIN AFUUsEANSIEUNS = 0.75 A1 t = 14.06 wazilen p = 0.000 wandliifiugn drulszan
nsnsnamoeulatiizninadenisdniulate waramAnsduifunisdadulade nanis
AAT1e9 AduUTEANSIEUNS = 0.21 A1 t = 5.08 wazdiAn p = 0.000 wandliifiudn AR

o o a

aAupniiansnanenisanaulade sgelidedfAunieadan 0.01

o

AN5199 3 HALATITIA1BNENATIU (Total effect) ANBNSNAaN1IMSY (Direct effect) ANBNSNa
1119994 (Indirect effect)

Aauus AMAIAIIEUA nsindulade

Direct Indirect Total Direct Indirect Total
effect effect effect effect effect effect

d@rulszaunianisnaineoulay 0.54* 0.54* 0.75*  0.11*  0.86*

ANIAINTIAUAT 0.21% 0.21%

ngwie* seauiudAynisatan 0.01

NANITIATIZARIN151991 3 wanalifiiiudn drudszaunisnisnaineeulaiidnina
nansaarnsseusenisinauladodudn SedvswannsslinduUsyavadunig = 0.75 waydl
dnswaniedoulagriiufulsnuansaud feaduuszansidung = 0.1 lnefidndnasu
- 0.86 nenNTudmut ArAaALAEEHanmssenisiadlate adedideddymnig
add 0.01
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[ 7

dsduazanusiena

iAo dedunuanmisendstioAusena TnefiveanBendail

MU liaaANUFITUS @ LsvesdiulTEaNnINseaIneaulal AuANTIALA
uaznsadulatodudiny Shopee vesUszmnauluinsuneadios Tmingnsind s 3 aa
wu1 1) ladiudszaunianisnan dnanduusdanala 6 duds lauwn ndadoet s1a1 113
Fadamiing nsdaaiunisnatn nmsnwiaududiui wagnisliuinisdiuyana dedu
Uszaunsmsnatnoouladiidvinadenmansdud wazidvinarenisdndulate nanmsite
danndesiuman Yaimes (2563) wuitdiulszaunsnainesulauiimiuduiusiunsdndula
Tguinisnssidduesulatves gugalsyiau Tuwansamnauasseaugs Tuitanmads ity
TN danNadat wavds13s gneaing (2564) wuirdadediudszaunienisnainesulal (6Ps)
funnssfudmarenginssunmsindulatendnsasiiuivledmdedsidnmsefindunnsnaiu
uagdann AyRUIA (2562) nuirdulszannisnisnataidninadenseurunisdadulade
\n3osdronanmaniuteunaiatuseulal 2) lunanmeinsidud faandudsdunald 4 i
wds loud mamsgniinlunsidudn mssuiluguawvesmsidud amnudenloansdud uas
anufnironsnaudn Tnsamuamsaudidvinadenisdniulade aenndesiuuuidnauang
dufnves Aaker (1991) N133UANNMUDINTIAUAT (Brand Perceived Quality) iunissuives
anésemmralunIstensidud msfuinunmuesmsaudasieuiinuainiimiion i dud
AduveInsduimslansnis $9dde yaad (2563) nudn drudszaumisnsnanauazauen

s v a

AsduALAaUNaIAlsENaUTAmNdUTUS T UNgANTIUNISTONANA M drugIng algnaiiug

¥

(2563) WuinAmAIAIIAUA fuNTTUY Aunm waziuadenlesdsmsdudninasenis
dndnlatoauinsiuusudlainosiui uduan warlueanisinduladessular Saaindauls
dunald 6 fuUs laun AuazaInauly 333909gnA1 AUAINTIIUAIINABINTT tavauay
Uszaduius nisuensie wavauianelavesgnan nansiduaenndasiun1sAny1ves 19ing
Todlansznns uardufiss 93ind (2562) wuimssuivesduilnafdmadenisinduladedudn
Husumeaulanvesiuilag uasiivned n1sein (2562) nuinladediudszaunisnaininu
mMsdaaumamsnann uariadefunuannaui anudnddensiduduaziuaiuidonles
ffumi’]ﬁué’wa'awaﬁiamiﬁm?m%%a?mﬁwaa;liu%‘imsluwmﬂqqmwmmum dUTUNINTIIFY
arwdenndasaslunanuduiusdaagiivaututuoyadesedng wui lunands
Usuupsdiauaenndesiudeyaiiauszdng Wefinsananadiszans wuin dauushiluead
aunsnesuIBATILTUTIuTesulsmsdadulate Ae dautszaumamananneeulald $oe
av 77 SntanamsiseBuduiidviwatinemsswasnisdon dwaenadostunuiteesdadde
Uaa (2563) waveniing oalansenis wardufiss 34006 (2562) wanian1TIdeLTaUTEINY

CRE
'

a
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drutsaunanisaanm 1 6 fu Ieun wdnstaset 91a0 n13dasming nsdnaSunsIaIn N3
Snwnrunudaui wesmsliuimsdiuyana wselutadsitnadonisdadulaterasgnéd

1.2 lupadiutszaumnismainooulatiidninasonisindulade azdosnsdauys
AT ALA s duduusiisninadeauduiussenindiuUszaumnsnsnaiaiu
nsinduladedusooula

2. Forauanuziiansinluldussleny/ meddeadualy

2.1 wamidundsil wui Fudsduvszaumamsaanesulaluluee anunsnesuny
Akl sUTILTeuUsNsdnAuladeAud L Shopee Tudaningnsand fovas 77 wansls
diuihdadfudssuiiduaunguesnisdaduladedildldsivualuliea Tunis@nwadsdely
aunsanumMuIsIunTsfiisitesuasidvinadensiaduladessulad ievfudstu q
Anwiiuinlulues

2.2 MmyideadsiifinunanizgnAues Shopee Fdldnsrudndnasenisinduladoniu
ooulay] ludmingnsind dmsumsiduadedely msinsidouasiaulunaauduiugids
mm&;ﬁuaqmiﬁ@au%%aﬁuﬁﬂaauiaﬁ%mgﬂﬁﬁwi’mth q Yhuszma Snveann Shopee 1
Audueundindudy 9 W Lazada

2.3 fszneunsgsiasaulatdannsatlimaivszgndld Taenslénagnsdiulsva
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