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Abstract

To do Marketing in a present day, Market segmentation is popular to use as Marketing
communication strategy. “Gen Y” is an important target consumer group for Marketing because
of their unique Consumer behavior patterns. So this research article aims to study styles and
levels of “Gen Y” exposed 39 tools or 4 media groups of Marketing communication tools and
correlate with their buying behavior expression levels which expressed in 20 product categories

by using Pearson’s Correlation statistics for hypothesis testing at 0.01 significant level. The research
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results showed “Gen Y” got all Marketing communication tool exposed styles, “Internet media”

was the 1% rank of exposed media group at high level, and, they got all 20 product categories

buying behavior expression style, “Spending money for food and drink” was the 1% rank of

product categories buying behavior at high level. The average of their Marketing communication

tool exposed levels and their buying behavior expression levels had correlation at middle level.

Keywords: Media Exposure, Generation Y, Marketing Communication Tools, Consumer Behavior
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WisihAnadeseaunsiUaiuteyaruaieile
doansnisnanauarARassEAUNgAnTIuNISToLY

(%

YA “Gen Y” UNAFBUMAUFURUSHY

L))

[

A
Toguszasdanisidede 3 ldadfinisneaauniy
AuiushuUandNIUS (Pearson Correlation) (fiaen
Nivddeyayn, 2550: 350-359) Lﬁamaauamagm
LazA LS esTIYS Tugaadesiunis
Wasutoyarurdosdledoasmnaindinag way

ARAIZAUNGANTIUN ST LTAUAIUTENNAIGY

P9 “Gen Y”

amsiTenui eiedsvesfudie 2 nau
fiauduiusiufisssunnudesu 0.01 wewn
A1 Sig. (2-tailed) WosnI1 0.05 Av AAWYVINAY
0.000 FeUfrasauufgu HO vausuauNAgIu H1
fio finuduiusiuluseauuiunans Wesanan r

FAviniu 0.587 TANlNg 1.0 N9azdnRInIse
2

=D

A1399 2 ANLALTUSIETI AR ST AUNSUATUAINEDANNY LazARAsTEAUNgANTTUN TR AL

UTZLANANY V83 “Gen Y” AIBNISNARDUANUANWUSLUUAUAUIUS (Pearson Correlation)

(Pearson Correlation)

ANSNAFDUAINUFUNUS WUUENTUNUS

ANLRRYTZAUNISUENINGANTTY
Ms%¥alY U 20 AN

| a a v a A A
ANRasNIsUASURSailadERdANS
A1AANM INUIU 39 B

Pearson Correlation 0.587"
Sig. (2-tailed) 0.000
N a14

“ Correlation is significant at the 0.01 level (2-tailed).

dgluaranilsens
“Gen Y” fianwugmsidasudeyaniunsesile
HoaNIN1Inann ATUNY 4 nauUseLnde As nau 1

oY
[

donufu nau 2 Folval ngu 3 deyana uazngu 4
dodumedidn szdunsliafueglutisuiunans
faun denndestuil Wind, Mahajan & Gunthur
(2011: XIV) nd1331 HuslapgalusiilSeuiailou
uyudedeauAssi (Centaur) (leaainmgingsy
msuslnauaziasudesy eeluszeidsinsi
NneAMgeal Fmaumaumadasurndenaiy
(Traditional Media) wazdelaiues (Cyber) 10u
Hustaagalvsignuas (New hybrid consumer)

namFIdeuandiiiui Andeseiumsilindy

ToYAKIUATONBFDAITNIAAA U 4 g

Usziande egluszduuiunans aenndesiud
Solomon (2013: 88-89) Na1711 Huslnmgalval
fingAnTsuLuy “Multitasking” fie Wnsudeannn
1 Fotuly wioufushAanssudude dwalisug

VOYAKUUNTEINNTEINY (Defragmented) wagn1s
Susanas

lefinsanmslindudemungusunyie ¢ nau
wanFidonansliiiiuin dengu 4 deduimesiin
finslasveglussivnnlududiu 1 dudu 2 fe
naudslmi dufu 3 Ao nqudeyana wazgavie
Sustu 4 fle naudenaiu Taeduiu 2-4 Smadingy
9g5zAUUIUNAN

dodumesiindungulssinndefioanguifie
B3 “Gen Y {Wasuoglusziunnn aniidonguil

H1UNM35UTRIAAAIMAIN TC (NFUR 1) dvnuyveAansuasdpNaans



Panyapiwat Journal Vol.8 Special Issue August 2016 217

lasuanutlonuinnindendudu donnaeeiun
nesingd waviluda (2551: 187-194) N899
A a f ® < & A a o £ 4
dodumesidndudonauisalasunazldanuld
dgain ¥ YAKAT (Any time, any where) uag

'
a

A9 Arens, Schaefer & Weigol (2009: 361) na1

=

dodumesiilmilidindsloyatniasliing sinsy

)

Jananeduundehdnilifumndeyaiiiensdndile
Fold dodumesifnuiofeossulatzuuuyln
atyuvudsateaulatl (Social media) danwae
fmwnszdalonalifndedoasldniisuns
nsuuau Snwnruduiusfugduld Snvieds
lAangAnssuiifeidesiuanumudy 1§l
(Exciting Behavior) isnzidalomalilddeifianis
LEAIDON WU A5 Update Status uu Facebook,
Twitter telgduituinmuisedivle ihduvy
oehils WuBmslinsunasldeuuulmivesiuilnn
fupnssnmadindudenauluofn Feleuday
warldinanfudonguiianndetu auil Qualman
(2012: 30, 37) na1ald

nauUszamae vl 1w dofle Winln Aeufumes
WAWY 19U IPad, Tablet AoufiABsRIlHE 1oLDaT
\A30aldu DVD, Blu-Ray Jnisilinfuegluszeiy
Ununans iudusy 2 aeandesiuded Vollmer &
Precourt (2008: 30-33) na1n31 gadfuslnadl
waAnssunsdasudeunnssluanida fe Dasu
dolmivszviaviaunniuegiann aenpdasiui
Sukiyama & Andree (2011: 70-77) na13 dolml
af1anufagalaninguilaalddinindosaia
ilosnifugunsalvalilad fgnieu azaanluns
Td0u wagnsilasuteyaynians uardenndosiu
fneslnl waziiuda (2551: 187-194) na1afis
fiauunmsvesinsdnvidefoauivinuinduldis
guUnsainsdeans ndes Tidumedidamigsnisu
a3y Fowy SurnTInIaEneg dinadid
Kulnsdwidedeld vilsfianufenldundeiy

waAnssuves “Gen Y” dullnfudeyatnians
Wuesesiledeansnisnain 2 ngulsunvde Ao
naudodumediiln uazngudelval \ususu 1 uaz
2 aeandesiuitinslidinves “Gen Y7 aiiuln
inifugafimnogradululnesnlufi danueeing
aenLiu Snnseuiuazaiunsaldivgunsal
poufimes weluladeg1sdumesiie Fesaunn
Tulaneaulad nisdsteanunulnsdnyilede
vidodualdegsnaeaundn auiiingn Faglaiy
(2555: 39) namld

nauUszLndeyanadsdimadaiulususiu 3
aglusyAulinans aenndosiudnunzves “Gen Y
Faltanuddyiuanluasounsudundn aud
McDaniel, Lamb & Hair (2012: 264) na1ald
aonAdeatufl Armould, Price & Zinkhan (2003:
436-437) NAAINEUD19BY (Reference Groups)
I iunguiigfuilanthannude Aien 913menen
ulduanmninssy uazaenndesfiudsd Assael
(2005: 599-542) naafenguensdaindugiid
Sw%wasiammfﬁwLﬁuLLazmiLﬁquaﬂs'ﬁumi‘%@lﬁ’f
(Purchasing Behavior) veuilaa lagdiunum
AogMiuinsgIuMsstinvenguiuslan

wan1idelududanunsndiluuszgnaldi
n15A0dIsN1sAaIn Auded Palfrey & Gasser

Yaa

(2008: 111-128) Wnauedn AdTlEnguedavna
ynaeuAn (nfluencers) degfuslnalnddn yni
Tmdle uasiureu inifueumilwesnagniadsass
ulaivan (Creative Strategy) o8 Drewniany &
Jewler (2013: 269) namfsUsglevivanisly
nauyaraaiifufunuanaudn nspduliiae
ammauladndudelavan 1iesanilyanaiinu
Jureu aonAdownnudsil Patterson et al. (2008:
13-22) nai nguiuilandaudnsulawanily
fununsAudn fulthnzuanmofnsunsield
paAudiyanamaiiiaue iesnBadeduny
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asnauandunuvegslunislidin

NOANTIUVDY “Gen Y~ AMsiUnunguuszinm
dorumndususuanine Sustu 4 aglusyAulunan
ADAARDINUNANITINYVBY Forester NANITINYUBY
Yankelovich LLazwamﬁ%’SSuq fiAertos (Cited
in Vollmer & Precourt, 2008: 30-33) finuan
Fausl wa. 2544-2509 FuslnAdeungingsu
madasudeuvundnuiniedundiede annis
Wadudesuiuniedernaruas wildnanfunisvies
Tulanvesdumesiinuasinsinwiiedofiuuniu

nans3seauianunsaunluldusylpvdny
A1530a13n159aAld ANuLWIAATEY Smith &
Zook (2011: 226-228, 238-239) lagldn1sdeans
ANTARALUUNITHNENNEIY (Media Integration)
fvawedn dedlvirnuddyiunslddedumesiin
viyodoooulatl (Online Media) Junuulvsisingg
wu Fedsanooulat] yuvudsaueeular Liuled
wonnaiaduuulnsdniidofo moufiumasnang
Faguilaatomdasuidudiunievesdemis
nsdeassintunslddedalylliondedumnesiin
wienseaulall (Offline Media) 1@y n1slawun
Uszanduius shudelnsiimd widsdefiun davans
Tsanmeuns Drelavaunnalauds sauiunsaass
nswy msldde a gaue MIRaIAMIeRs

deduslaaliianudidgyfunisdumdeya
Usznaumsinauledeld nisdedansnisnainnns
naunaunslddednusaulay ag1e Facebook,
Instagram, Blog, YouTube sl iuled n1sasia
A9 (Link) \Weuloailorirg iuled uas Search
Engine astelamaniisafunisdumdoyanin
Search Engine 1% Google %38 Yahoo %@I@me’l
WUy AdWords Litevilideyatniansvesmsndudn
oglunsdumardusiug uldiduniesdlodons
AINANIME FOAARDINIULLIAR SEO se Search
Engine Optimization & Odden (2012: 25-30,

757-95, 127-132) nanly

“Gen Y” fdnwazmsuanmginssunisteld
duAiAsu 20 anvaeg egluszdudouiiuin
Aadzeglusyiutiunas Tneteldfuauduilna
Jududiv 1 egluseduun dudu 2 1Juaniiunis
dudu 3 AuduAgulag sudu 4 \JududUssam
iy Sudtu 5 Duehilitn Anhln Suiu 6 1Dy
duiifeniulnsiwidetio lnedudu 26 Tngfnssu
nsteldeglussiutiunans wan1sideludiud
wandlififiudn “Gen Y7 Ssvdumginssunisdeld
Sufu 1, 2, 3 uag 5 LiEN13A19TIA uang
woRnssunsvelfitemeuaussaudesnistud 1
LAz 2 denndosmungudddutunudenis
%39 “Hierarchy of Needs” 5 %uﬁuaq MASLOW
(Cited in Solomon, 2013: 152-153) ana1791

£

fuilneasuanamginssunisdelfifunszuaunis
puddudu iloanudesnisdunialdsunis
poUALBILEIRzLARINYANTIIN Tl RLAY
Foanslutudnly Tnetuil 1 fe arwsduitug
719519018 (Physical Need) L¥u 91113 1
wosain endnwilsn dadudl 2 do anuitunag
Uaensty (Safety) 1wy finia n1sdaush

“Gen Y” flngAnssunisdeldauduszian
witu 1Hududu 4 egluszduiiunans wan1side
duilrennfesiunansiderewyna BeAsudna
WazATIAS WeuSYeLS (255 61-62) Fvihn1siae
Wearunguiuilaagaluifiiondn “Newbies”
\Dunguifuslnadeiivasengeglugu Gen X, Y way
Z wamsifenuin finginssunisdeldiieaiu
wiueglususud 4 wudeafumuidetud

“Gen Y” fngAnssumsveliieatulnsdng
floflolududu 6 egluszivuiunans denmdes
fuamAdvemes guzga (2554: 1-2) findni
Tuthgiunsldnsdwitefeduualtniuinndy
Gov IneUszmalnedidnnuilimsinsdwiliede
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Uszangs 52 duavvang esannalnnisuaedy
inlnsAnvidefeadsnagnas annsaldauld
wannvae Wy nisideusedumnedidnlians 4G
mslineluladene Tuiases vililnsdwidede
wilnp3asdmnuanselunsinsedoans Wi
foya Huldidinsdndt aoufinmed nTeuduinle
npdeulm was dwalivsdnidedonanau

'
a o w o

AedAdmsuiinslaTinuse iy Wisuiaiiou
Jased 5 nan1s3sedrul 39 “Gen Y7 wdns
wRnssuTeldifeiunsiwidetofiesuneldnu
finen Taglaie (2555: 39) nadangAngsuves
“Gen Y” 1 Fuveuuazeeiumalulad iandateoya
inudemaluladeatelu weniduanssuastudis
wan13delududansnsniiluuszgndldi
n5deansn1snanbdaunuaAnnslawary
dondvia (Digital Advertising) &1 McStay (2010:
82-88) Wnaue nsdeansiiienisadiensndudn
Tutagtuaisliaudrdgiunisvinlavaneiu
delmiodnalnsemsidofeuuvansnuund iy
Tagn1siinlavadausfanssudwasun1sey
Msdstennu nsieAadinlelawan nsidss
SennlnsAnidelie nsnaIALALNITUIEHIY
maennardulnsdnriilofe easlenialunis
wWhtanguiusiaadmneguazlonianinisnaie
esanguilasiiuanidniulduasuanmgingsy
mMsdeldAuArIuInsiiEoRofins auduann
Jleldadnuuvanduiusnagouninuduius
suaa'azéfumsLﬂ@%ﬂ%’a;ﬂamum%qaﬁaﬁ'amsmsmmm
ﬁ’mzéfumiLLaquaﬂiimmi%&%ﬂJaq “Gen Y”
WU danudunusiuluszauiiunans 9199831910
Tutligtuidedufuuardolminnusogedon

1

duslansaudls “Gen Y7 Fuduawlinnsdeans

U

nunseanlszautyniisesnisiinie (Reach)

v

HUSLNALAZ AT 1INANTLNUA BN THEARAING ANTTH

U

n1sweldvesruslanlaeinuiniu auf Turow

(2014: 70, 163-169) lsnandsilaymmesdodisled
wnuelutagiuld
wan13delududanunsndiluuszgndldi
A1580a15N150A1Al ALLUIRANITAATALUY
MaousIN (Convergence Marketing) 984 Rosen
& Rosen (2009: 5-42) fia n1sldia3nsdiodoans
nsmananneg medonanuuazdeluy 1ddedal
andenisesulatiuardosoulatidrdesulunis
doansnismann Mdiesasiiedeansnisnainsingg
duaSuatuayuiulvinauniy anansadideyatnims
vowsAumiginguiuslnathvngliegsuevea
wuuiley dawason1siasulazn1shaningfinssy
Aseldaud wenaniiasusuiinistnaue

ToyarnaInAUMHIUToMULLIAANTTH YN

a

ndanansznuiunalnatesyes Plessis (2011:
150-155) fio mslawanuaznisdearsnisnaia
Tudagdu deaunisdnauetoyay1iaisves
91AuM 3 Usenns ilesanaesesiuslnnaziie
ns¥us ansAingg Aiflesdusznoumanildfinnn
msthiauetoyatmansuuudu Tid 1) msviaue
JoyadoaunInANuTULAY (Entertainment item)
aunauu sanvuiy Tyaeadeiiyadnnimiaule
2) masrsauieiudenlosmsaufiunisud
UynmisenauauasmnufeInsvesusiaa (Brand
Relevant) Wnauein asndudnduniudening
ffuslaauesn wWiudasslovd anufienelaain
nseld oernmaaesdeld 3) msuansadila
falmiguslneusvauogeens (Empathy) thiaue
Bossnautie annsaiatuiuduilaald nseny
anuFEniuilaa SAniwduindemsiumlusysy
yara Tnagaiuguslng Jeanunsadaansenulud
noAnssUveuIlnald

H1UNM35UTRIAMAIMATN TCl (NFUR 1) da1vnuyseAansuasdpuaEns



'
a v o

220 sasieyeyrfiamid 191 8 atufmy Uszanfaudminan 2559

UFIRINNITH

faen Muddnywn. (2550). adAF MUY Fanindedl 3). ngawmmer: PaansalmTINeds.

ARNRNTE UNTINEIFEUIPAINTUTIYINGTGY. (2554). n1935euaz iAo, NIUNNI: WNINEY
UINTWIAINTUTIVING 8.

driinouainuisnd. ). TwnyseInseInn 159 IUsEaaUsEyIng TIMUNGINYNINGIY UAZINE
W.A. 2533-2563. dududle 5 fuay 2559, 9710 http://service.nso.go.th/nso/nso_center/project/
search/result by department-th.jsp

pna BeafTudng uazassnd tinyiunius. (2550). NewBIES 8 ngugdelusi wanlaumianisnarnlne.
NTUNNI: NTUNNGIAR.

o
aa ¥ & o

93¢ SPSS (MUNATAN 11). NTUVND: NIV

5§ a

sviuns Aadang. (2553). M939euar nTIZITRY AN 1N9a
Uafiuansuauna.

wys geega. (2554). Taseiidnasienisidenldlnsdmiindeuiivasinnwuminerdadedus 3nsieh
FIELUUTIAY Multinomial Logit. s189338lunsEUIUNSISEWIYT 751409 (Research Exercise
in Economics) tAsugAanstaudin @.u. uninendeidesin.

Fnen Tagleuste. (2555). 57 uazynYi 190IUBITTY UM, NFINNL: FIURTAI,

ann1iad waslsat, anund SaAlyR uazdaasn riiuseanal. (2550). agAsIMsUNITIVELANATANTITIY
SPSS. ngalme: Tadu Tife.

weslny waswiude, Weow; andnwal 9133l wasUsedaas 15suatingd, wla. (2551). idnlaniadideuas
n139a1MAYa = Digimarketing: the essential guide to new media & digital marketing.
ngaMne: tududed.

Aaker, D. (2013). Aaker on Branding: 20 Principles That Drive Success. New York, NY: Morgan James
Publishing.

Arens, W., Schaefer, D. & Weigol, M. (2009). Essentials of Advertising (2" ed.). Boston, MA: McGraw-Hill.

Armould, E., Price, L. & Zinkhan, G. (2003). Consumers (2" ed.). New York: McGraw-Hill/Irwin.

Assael, H. (2005). Consumer behavior and marketing action (6™ ed.). Cincinnati, OH: South.

Belch, G. & Belch, M. (2012). Advertising and Promotion: An Integrated Marketing Communications
Perspective (9" ed.). Columbus, OH: McGraw-Hill Education.

Close, A. (2013). Online Consumer Behavior; Theory and Research in Social Media, Advertising,
and, e-tail. London, UK: Routledge.

Drewniany, B. & Jewler, A.J. (2013). Creative Strategy in Advertising (11™ ed.). Boston. MA:
Wadsworth Publishing.

Hult, W., Pride, O.C. & Ferrell, G.T. (2013). Marketing — International. Cincinnati, OH: South-Western
College Publishing.

Jethwaney, J. & Jain, S. (2012). Advertising Management: With Cd (2" ed.). Oxford, UK: Oxford

University Press.

H1UNM35UTRIAAAIMAIN TC (NFUR 1) dvnuyveAansuasdpNaans



Panyapiwat Journal Vol.8 Special Issue August 2016 221

Keller, K. & Kotler, P. (2009). A Framework for Marketing Management @M ed.). London, UK:
Pearson Education International Edition.

McDaniel, C., Lamb, J. & Hair, C. (2012). MKTG 6: With Cases (6" ed.). Boston, MA: Cengage Leaming.

McStay, A. (2010). Digital Advertising. London, UK: Palgrave Macmillan.

O’Cass, A. & Choy, E. (2008). Studying Chinese generation Y consumers’ involvement in fashion
clothing and perceived brand status. Journal of Product & Brand Management, 17(5),
341-352.

Odden, L. (2012). Optimize, How To Attract and Engage More Customers by Integrating SEO,
Social Media, and Content Marketing. New Jersey, NJ: John Wiley & Sons.

Palfrey, J. & Gasser, U. (2008). Born Digital: Understanding the First Generation of Digital Natives
(1°" ed.). New York: Basic Book.

Patterson, J., Grenny, K., Maxfield, D., McMillan, R. & Switzler, A. (2008). Influencer, The Power To
Change Anything. New York: McGraw-Hill.

Plessis, E. (2011). The Advertised Mind (2™ ed.). London, UK: KoganPage. Prentice-Hall.

Qualman, E. (2012). Socialnomics: How Social Media Transforms the Way We Live and Do
Business (2" ed.). New Jersey: John Wiley & Sons.

Rosen, R. & Rosen, R. (2009). Convergence Marketing: Combining Brand and Direct Marketing for
Unprecedented Profits. New Jersey: John Wiley & Sons.

Schiffman, L. & Kanuk, L. (2011). Consumer behavior (1™ ed.). Upper Saddle River, New Jersey:
Pearson Education.

Smith, P. & Zook, Z. (2011). Marketing Communications: Integrating Offline and Online with Social
Media (5™ ed.). United States of America: South Western Cengage Learning.

Solomon, M. (2013). Consumer Behavior (11" ed.). New Jersey: Prentice-Hall.

Stone, M., Bone, A. & Foss, B. (2007). Consumer Insight: How to Use Data and Market Research
to Get Closer to Your Customer (Market Research in Practice) (2" ed.). London, UK:
KoganPage.

Sukiyama, K. & Andree, T. (2011). The Dentsu Way: Secrets of Cross Switch Marketing from the
World’s Most Innovative Advertising Agency. New York: McGraw-Hill.

Turow, J. (2014). Media Today: Mass Communication in a Converging World (@™ ed.). London, UK:
Routledge.

Vollmer, C. & Precourt, G. (2008). Always On: Advertising, Marketing, and Media in an Era of
Consumer Control (Strategy + Business). New York: Mc Graw-Hill Western College.

Wind, J., Mahajan, V. & Gunthur, R. (2011). Convergence Marketing; Strategies for Reaching the
New Hybrid Consumer (2" ed.). Boston, MA: Prentice Hall.

H1UNM35UTRIAMAIMATN TCl (NFUR 1) da1vnuyseAansuasdpuaEns



a v

222 msanstlyrftand U7 8 atufie Usrdufeudonan 2559

Translated Thai References

Cheewarunotai, W. (2012). With Love and Care Generation Z. Bangkok: Thanprinting. [in Thai]

Ewpiromekul, D. & Phetrachtaphun, S. (2011). NewBIES; 8 New consumer groups which make
change to Thailand market. Bangkok: Bangkok Business News. [in Thai]

Faculty of teacher at Mahachulalongkornrajavidyalaya University. (2011). Principle Research and
Statistics. Bangkok: Mahachulalongkornrajavidyalaya University. [in Thai]

National Statistical Office. (n.d.). Number of population from population forecasting categorized
by age group and sex year 1990-2020. Retrieved March 5, 2016, from http://service.nso.
go.th/nso/nso_center/project/search/result by department-th.jsp [in Thai]

Petchroj, L., Angsuchoti, S. & Chamniprasas, A. (2007). Statistics for Research and SPSS Using
Technique. Bangkok: Mission Media. [in Thai]

Putakul, P. (2011). Factors effect to mobile phone choosing of student at Chiang Mai University
analyzed by Multinomial Logit Model. Research paper in learning process course 751409
(Research Exercise in Economics), Bachelor of Economics B.Econ., Chiang Mai University.
[in Thai]

Siljaru, T. (2010). SPSS Statistics Research and Data Analysis (11" ed.). Bangkok: Bangkok Business
R & D. [in Thali]

Warnishbancha, K. (2007). Statistics for research (3" ed.). Bangkok: Chulalongkorn University.
[in Thai]

Wertime, K. & Fenwick, I. (2008). Digimarketing: the essential guide to new media & digital marketing.
(Jaruwattana, N. & Wannasthitaya, P., Trans). Bangkok: Nation Books. [in Thai]

Name and Surname: Patamaporn Netinant
Highest Education: Doctoral Degree, Mass Communication and
Journalism Fact, Thammasart University

University or Agency: Bangkok University

Field of Expertise: Advertising, IMC, Branding, Strategic Planning

Address: Advertising Department, Communication Arts Faculty,

Bangkok University (Rangsit Campus)

H1UNM35UTRIAAAIMAIN TC (NFUR 1) dvnuyveAansuasdpNaans



