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Abstract

Although existing studies on consumers typology are extensively conducted, insights on consumers
typology in adapting their shopping attitude and behaviour during the COVID-19 pandemic remain
unexplored. Current studies on consumer responses to the COVID-19 pandemic tend to focus on
the following themes: panic buying behaviour, consumer spending and consumer consumption. This
study explores a typology of adaptive shopping patterns in response to the COVID-19 pandemic. The
study involved a survey of 465 Indonesian consumers. Principal component analysis is used to identify
the variables related to adaptive shopping patterns. Cluster analysis of the factor scores obtained on
the adaptive shopping attitude and behaviour revealed the typology of Indonesian shoppers’ adaptive
patterns. Multivariate Analysis of Variance (MANOVA) analysis is used to profile the identified clusters
based on attitude, behaviour and demographic characteristics. Results revealed five adaptive shopping
patterns with substantial differences among them. This study provides in-depth information about the
profile of Indonesian shoppers’ adaptive patterns that would help retailers in understanding consumers
and choosing their target group. The major contribution of this study is providing segmentation on
shopping adaptive patterns in the context of the COVID-19 pandemic which presents interesting
differences compared with previous studies. This study reveals new insights on shoppers’ adaptive
attitude and behaviour as consumers coped with the pandemic.
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Introduction

Although many recent studies have been published on consumer behaviour during the COVID-19
pandemic, little is known about consumers typology in adapting their shopping behaviour during the
virus outbreak, for example, COVID-19 and its impact on panic buying behaviour (Keane & Neal, 2020;
Loxtonet al., 2020), the link between COVID-19 and consumers’ response on spending (Andersen et al.,
2020a, 2020b; Chronopoulos et al., 2020), COVID-19 and its impact on household food wastage (Jribi
etal., 2020), food supply chains during the COVID-19 pandemic (Hobbs, 2020), households’ consumption
and debt response to an outbreak using transaction-level household data (Baker et al., 2020) and the
economic impact of COVID-19 and the financial vulnerability of workers who have lost their jobs as a
result of COVID-19 pandemic (Mogaji, 2020).

Since the 1950s, numerous studies have reported different types of typologies and shoppers’ profile
based on, for instance, store attributes (Ganesh et al., 2007; Karande & Ganesh, 2000; Lumpkin, 1985;
Reynolds et al., 2002), shoppers’ motivation (Ali et al., 2020; Arnold & Reynolds, 2003; Ganesh et al.,
2007; Jarratt, 1996; Kumar & Sadarangani, 2018; Moschis et al., 2004; Stone, 1954), activities-interest-
options (AIQ) statement (Darden & Reynolds, 1971; Moschis, 1976; Reynolds & Darden, 1972) and
online shopping behaviour (Ganesh et al., 2010; Harris et al., 2017; Huseynov & Yildirim, 2019).
However, none of such studies classifies consumers based on shopping adaptation during a hard time due
to virus outbreak. Furthermore, the studies majority are based on western countries context, while little
insights on shoppers’ typologies based on consumers in emerging economies.

Attempts to classify shoppers during a hard situation due to macroeconomic factors such as economic
crisis or recession also have been conducted, for instance, a study that analyses typology of adaptive
shopping patterns in terms of attitudes and behavioural responses during a recession (Hampson &
McGoldrick, 2013); a study that examines consumer behaviour in Turkey in response to the recent global
economic crisis (Kaytaz & Gul, 2014); and a study that develops segmentation and profile of shopping
malls customers typologies in time of hardship (Calvo-Porral & Lévy-Mangin, 2019; Lambrechts et al.,
2017). Based on data from Indonesia Family Life Survey (IFLS), Frankenberg et al. (1999) conducted a
longitudinal survey during the financial crisis in Indonesia between 1997 and 1998 in some dimensions
of family and individual well-being such as expenditure patterns, employment and earnings, education,
use of healthcare and family planning and health status. However, the impact of an epidemic outbreak is
qualitatively different compared to other macroeconomic factors (Jung et al., 2016). Therefore, this
study intends to explore a typology of shoppers concerning their attitude and behaviour changes in
response to the COVID-19 pandemic.

Profiling shoppers’ adaptive patterns provides practical guidance for retailers to understand their
customers better, since shopping typologies serve as a foundation for shoppers’ segmentation and
targeting strategies. From a theoretical point of view, this study contributes to enrich the literature on
shoppers’ typology based on their attitudes and behaviour changes or adaptation due to the COVID-19
pandemic that currently remains unexplored. After all, little is known about how Indonesian consumers
respond, in terms of their shopping patterns, to a pandemic on a scientific basis and across a large
number of households and geographies. Hence, the main research objective is to explore the shopping
typologies of Indonesian consumers based on their attitude and behaviour in adapting to COVID-19 by
analysing the factors such as panic buying, reduction in consumption, price sensitivity, shifting to
e-grocery shopping, health consciousness and willingness to make charity donations.

The rest of the article is organized as follows: the first section is the introduction section. In the
second section, based on the previous studies, we discuss the theoretical underpinnings of shopper
typologies based on shoppers’ attitude and behaviour during a hard time. The third section, discussing
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the methodology, outlines the methods of testing our proposed shopper typologies. The empirical results
of the research are reflected in the fourth section, followed by a discussion. Lastly, we present our
conclusion, practical implications and suggestions for future research.

Review of Literature

Shopping Adaptation During Hard Times

Empirical studies show that consumer behaviour changes drastically during a crisis (e.g., recessions).
Some studies show that consumers change their buying patterns during hard and stressful times due to
economic crisis (Ang, 2001; Frankenberg et al., 1999; Hampson & McGoldrick, 2013; Kaytaz & Gul,
2014; Sharma & Sonwalkar, 2013) and virus outbreak (Baker et al., 2020; Forster & Tang, 2005; Hobbs,
2020; Hui & Wan, 2009; Jribi et al., 2020; Jung et al., 2016). It has been well acknowledged that the
COVID-19 pandemic affects individuals’ psychological responses such as anxiety and fear that will
affect consumer behaviour (Pakpour et al., 2020). This leads to adaptation in construct creation to
determine shoppers’ typology in response to the COVID-19 pandemic. In this study, consumer behaviour
and attitude related to shopping adaptations during the pandemic covers the following issues: panic
buying, reduction in consumption, reduction in food wastage, price sensitivity, shifting to e-grocery
shopping, health consciousness and willingness to make charity donations.

Panic Buying Phenomenon

During the COVID-19 outbreak, as the number of cases increases, consumers radically alter their
spending on some categories such as retail, credit card spending and food items (Baker et al., 2020). This
effect demand-side shock on the food supply chain including consumer panic buying (Hobbs, 2020).
Panic buying leads to consumers becomingfipantry stockers, since the pantry may require restocking for
as long as the COVID-19 panddflbic lasts. Using the risk attitude and risk perception factors, panicked
consumers can be classified as those who have a high risk fitude and a high risk perception. In an
immediate stressful situation, this kind of consumers remain high risk-averse and will try to avoid the
risk. These consumers tend to overreact in the context of a crisis. During the pandemic, panic attacks can
lead to consumer egoism such as panic buying (Nicomedes & Avila, 2020). Investigating this issue is
expected to provide insights into how households stockpiling and spending reactions play a role in
shopping decisions.

Reduction and Shift in Consumption

The sentence should be: Covering the basic needs such as rent, mortgage payment, groceries, utilities
and medications in recessions to be concerned for both employed and unemployed consumers (Starr,
2011). In this case, consumers are suggested to consider spending and fulfilling needs versus wants
(Wilson, 2020). Consumers may respond to unemployment and fall in incomes in several ways such as
spend their wealth, especially liquid assets, or borrow in financial markets to mitigate the income effects
of unemployment and, hence, resulting in smooth consumption (Kaytaz & Gul, 2014). Employed
consumers face uncertainty about being able to retain their jobs and current salary level, and this leads
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to a reduction in consumption of discretionary goods (Kaytaz & Gul, 2014). In their study of the
Indonesian crisis, Frankenberg et al. (1999) find that consumers allocate a significant amount of their
expenditure to food staples, like rice. The expenditure on non-essentials, as well as on health and
education declined, and the poorest households suffered the most.

Ang et al. (2000) study consumers from several Asian countries during the Asian crisis. They find that
Asian consumers do more comparative shopping, delay purchases of big-ticket items, place more
emphasis on product durability and functionality, switch to lower end and local brands and buy at
discount stores more often. While Korean consumers tried to maintain expenditures on food, education
and health, they reduced expenditure on luxuries during the 1997 fian crisis (Kang & Sawada, 2008).
Consumers also react by focusing on buying necessities, switching to cheaper brands and having a more
rational view on promotion. They start to compare different products and select based on price
@ mpromising quality (Nistorescu & Puiu, 2009). Based on the portray of consumer behaviour during
the crisis, it is also expected that Indonesian consumers will react in sifffilar ways regarding reducing and
shifting consumption. This type of consumers can be classified as ‘discretionary thrift: even the rich
people are economizing, although they don’t have to. They revealed their dissatisfaction with excess
consumption, They started to recycle, buy used goods and teach their children simple and traditional
values’ (Sharma & Sonwalkar, 2013, p. 41).

Price Sensitivity

It is believed that panic buying behaviours due to the COVID-19 outbreak tend to be a short-run problem,
whereas in the long run, demand-driven effects on food supply chains will arise from a decrease in
consumer incomes. This will impact demand as well as shifts across product categories; hence, we can
expect consumers to be more price-sensitive and to shift away from more expensive goods (Hobbs,
2020). When uncertainty in jobs and wealth increases and causes a decline in income, especially during
a recession, consumers normally become more concerned on price, since it is likely to be an important
consideration when consumers make a decision (Hampson & McGoldrick, 2013).

Shifting to E-grocery Shopping

Studies on how consumers perform online grocery shopping during the COVID-19 outbreak are
relatively few, while the majority of studies tend to focus on typology of online shoppers (Ganesh et al.,
2010; Harris et al., 2017; Huseynov & Yildirim, 2019; Kau et al., 2003). A study to identify and profile
the characteristics of potential users of the online supermarket during the Severe Acute Respiratory
Syndrome (SARS) outbreak in Singapore has been conducted (Hui & Wan, 2009). Using the technology
acceptance model (TAM), the study investigates the core aspects associated with technology usage.
Online grocery sales in Singapore increased significantly in 2003, especially in the early half of the year
during the SARS outbreak. Another study investigates the role online shopping played during the SARS
endemic crisis (Forster & Tang, 2005). Using data from Hong Kong’s largest online supermarket, the
study reveals that demand for online supermarket increased during SARS outbreak in response to the
growing fear of infection.
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Health Consciousness

According to Nicomedes and Avila (2020, p. 17), one effect of COVID-19 is health consciousness, and
it can be defined as ‘a dominant way of thinking about personal habits from the diet to the lifestyle one
has such as sleeping patterns and exercise’. Other scholars (Basu & Dutta, 2008; Dutta-Bergman, 2004)
defined health consciousness as the degree to which individuals care about their health. Therefore, there
is no surprise that during the pandemic, health consciousness drives people to perform home-based
exercise (Pu et al., 2020). COVID-19 has forced consumers to watch their health and well-being, and this
effect on the demand for health and wellness products has been growing abnormally fast since the
outbreak (Nielsen Company, 2020). Consumers may reprioritize health, safety and availability in their
consideration of a product and, as a result, the level of consumers’ health consciousness. Boosting the
immune system is a way to prevent people from being infected, and it is done by checking their health
status simultaneously and eating healthy foods (Nicomedes & Avila, 2020). Consumers’ health
consciousness is primarily discussed in studies related to consumers’ intention to purchase healthy
products such as organic food (Chen, 2009; Kriwy & Mecking, 2012; Michaelidou & Hassan, 2008).

Willingness to Donate

Current studies on consumers’ willingness to donate to charities during the COVID-19 pandemic have
been conducted; however, none of the studies links charitable giving or donation with shoppers’ typology.
Examples of studies that focus on an online experiment to test whether human generosity has changed
during the early COVID-19 pandemic (Branas-Garza et al., 2020), intrinsic motivations of attitude
towards online donation for those affected by COVID-19 (Bin-Nashwan et al., 2020) and an experiment
to test prosocial behaviour during the COVID-19 pandemic (Abel & Brown, 2020) are available.

Based on a behavioural perspective, the pandemic can be seen as a communal action problem in
which the success of the group in combating the pandemic relies on individual action (Branas-Garza et
al., 2020). Using such an analogy, it has been proven that the success of donation or charitable giving of
a community may depend on individual solidarity or prosocial behaviour to help others affected by
COVID-19. In this sense, financial contributions (monetary donation) from individuals affect the survival
of charities. Evidence shows that consumers tend to less caring for others; therefore, they tend to avoid
ethical buying and charitable giving as an adaptive shopping pattern during a difficult time like an
economic crisis (Hampson & McGoldrick, 2013). In the same vein, in this study, the variable of
willingness to make a monetary donation is also used to portray whether such behaviour is adapted
during the pandemic.

Objectives

The objective of the study is to classify consumers based upon a variety of shopping attitudes and
behaviours related to COVID-19 pandemic sensitivity. The adoption of the approach to classifying
shoppers follows Hampson and McGoldrick (2013) who argue consumer decision-making and shopping
are multifaceted activities that include several distinct attitudinal and behaviour dimensions. Relevant
constructs that are used to explore the typology of shoppers during the COVID-19 pandemic consist of
panic buying (Baker et al., 2020; Keane & Neal, 2020; Singh & Rakshit, 2020), reduction in consumption
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{Ang et al,, 2000; Baker et al., 2020; Hampson & McGoldrick, 2013), reduction in food wastage (Jribi
et al., 2020), price sensitivity (Ang et al., 2000; Baker et al., 2020; Hampson & McGoldrick, 2013),
shifting to e-grocery shopping (Forster & Tang, 2005; Hui & Wan, 2009), health consciousness (Cullen
et al., 2020; Hiremath et al., 2020; Roy et al., 2020) and willingness to make a monetary donation
(Hampson & McGoldrick, 2013).

The Rationale of the Study

This study serves its rationality in the following ways. First, currently, there is a lack of empirical studies
that classify consumers’ shopping adaptation during a crisis due to a global pandemic. Previous studies
of consumers’ shopping adaptation commonly dealt with global economic crisis or recessions. This
study contributes to the literature by providing new empirical evidence on classifying consumers based
upon a variety of shopping attitudes and behaviours related to COVID-19 pandemic sensitivity. It is also
expected that this study provide insights that may be useful for retailers to understand their customers
better, since shopping typologies serve as a foundation for shoppers’ segmentation and targeting
strategies. Second, it confirms that consumer decision-making and shopping are multifaceted activities
that include several distinet attitudinal and behaviour dimensions.

Methodology

Sample Frame and Data Source

Using a quantitative approach, data in this study are collected through a questionnaire-based survey. The
following are the characteristics of the sample used in this study: the decision-maker in a household,
mature, married or had married experiences and regularly buy grocery products. To comply with the
physical distancing policy that is implemented by the Indonesian government, questionnaires are
distributed online. The questionnaires are distributed via several social media platforms and mailing list
that cover a wide range of Indonesian consumers. All questions are assessed using a 5-point Likert scale
ranging from 1 = ‘strongly disagree’ to 5 = ‘strongly agree’. Using a purposive sampling technique,
decision-makers in households will be selected, since they normally make shopping decisions.

Variables and Their Operational Definition

The definition of variables used in this study to draw operational definition can be explained as follows.
Panic buying can be defined as ‘when consumers buy oddly bulky volumes of a product in anticipation
of, or after, a disaster or perceived disaster, or in anticipation of a larger price increase of scarcity’ (Singh
& Rakshit, 2020). Hence, three questionnaire items used in this study are statements to confirm any
increased volume of groceries bought during the early COVID-19 pandemic.

Reduction in consumption and wastefulness are classified as general reactions of Asian consumers
during a financial crisis (Ang et al., 2000). A recent study was conducted in Tunisia during the COVID-
19 pandemic based on an online survey (Jribi et al., 2020), and this study borrows the construct of Jribi
et al.’s (2020) study. In the study, four items of the questionnaire were used to investigate consumers’
adaptive change related to reducing consumption and wastefulness.
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Construct related to consumers’ shifting from traditional (brick and mortar) to online shopping is
derived from two relevant studies conducted during the SARS epidemic in Asia (Forster & Tang, 2005;
Hui & Wan, 2009). In the questionnaires of these studies, eight items were proposed to confirm shifting
action and motivation for using e-groceries.

Health consciousness is one of the most important issues that is discussed in many COVID-19 based
studies. Questionnaires used in this study are taken from previous studies such as Cullen et al. (2020) and
Roy et al. (2020). Seven items related to health consciousness are proposed in this study, while the rest
of the constructs are derived from Hampson and McGoldrick (201 3).

Principal Component Analysis

Exploratory factor analysis is performed using principal component analysis (PCA) with Varimax
rotation to determine the potential groupings of the items. According to Hair et al. (2014), factors with
eigenvalues greater than 1.0 and items with rotated factor loadings of 0.5 or higher are retained, while
items that do not meet these criteria are removed. Then the Barlett’s test of sphericity and the Kaiser—
Meyer—Olkin measure are tested.

Cluster Analysis

A two-step cluster analysis is developed to identify consumer groups. This analysis combines a
hierarchical cluster analysis through Ward's method, which is subsequently followed by a non-
hierarchical k-means clustering method to optimize the cluster solutions. Ward’s method was conducted
toidentify consumer groups. In thisanal ysis, the number of segments was determined by the agglomeration
coefficients (Hair et al., 2014); and a cluster solution will emerge as the most appropriate. Then, the total
cluster solution is determined based on the number of individuals in each cluster.

MANOVA Analysis

In order to validate the cluster solutions, a MANOVWVA test 1s conducted on the entire set of variables to
identity the differences among the identified clusters (Hair et al., 2014). Then multivariate test is conducted
using Pillai’s Trace and Wilks® Lambda. Besides, the identified clusters are examined through multiple
comparisons with Tukey’s post hoc test to examine the between-group differences in all the dimensions,
providing validation of the results from the cluster results. Then, attitude-, behaviour- and demographic-
related variables are considered to better describe the main characteristics of consumer clusters.

Analysis

Sample Characteristics

Table 1 presents the characteristics of respondents of the study, which consist of gender, status, age,
religion, role in the family, income, education, jobs, current residence and work from home (WFH)
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status. The respondents’ characteristics can be summarized as follows: of a total of 465 respondents, it
turned out that men respondents outnumbered women (53.3%); 80% of the total respondents have
married status; mature respondents (50 years old and above) dominate in terms of age (37.8%); the
majority of respondents hold Islam religion (90.8%); nearly half of the respondents have a role as a
husband in the family (48.6%); in terms of monthly income, respondents having income in the range of
IDR 610 million and IDR 1-5 million are in majority, that is, 30.5% and 28.2%, respectively; nearly
46% of total respondents have a postgraduate level of education, that is, hold a master’s degree;
interestingly, around 31% of the total respondents are civil servants, while, nearly, 28% of them work in
the private sector; unfortunately, the respondents’ residence is not evenly distributed, most of them live
in Java Island; and lastly, around 70% of the total respondents claim that they experience WFH (70.1%).

Table 1. Characteristics of Respondents.

Characteristics Frequency Percentage
Gender
Male 248 533
Female 217 46.7
Status
Single 77 16.6
Married 372 80.0
Divorced 16 34
Age (years)
18-25 37 80
26-30 67 14.4
3140 75 6.1
41-50 110 237
More than 50 176 378
Religion
Islam 422 90.8
Protestant 19 4.1
Catholic 22 47
Hindu 2 04
Roles in family
Husband 226 48.6
Wife 157 338
Son/daughter 82 17.6
Income
1-5 million (IDR) 131 282
6—10 million (IDR) 142 305
I1-15 million (IDR) 6l 13.1
16~20 million (IDR) 50 10.8

(Tabie [ continued)
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(Table I continued)

Characteristics Frequency Percentage
More than 20 million (IDR) 8l 174
Jobs
Civil servant 146 3l4
State-owned enterprise 16 34
Private 129 277
Entrepreneurs 57 12.3
Others 17 252
Education
High school 24 5.16
Diploma 5 1.08
Undergraduate 146 3140
Postgraduate 212 45.59
Doctor 78 1677
Current residence (Island)
Java 365 785
Bali/NTB/NTT 18 39
Sumatera 35 7.5
Sulawesi 19 4.1
Ambon/Maluku 0 0
Kalimantan 5 1.1
Papua 04
Overseas 21 4.5
Work from home status
Yes 326 7011
No 139 29.89
The pandemic affects income decline
Yes 236 50.75
No 229 49.25
The pandemic has an impact on spending adjustments
Yes 390 8387
No 75 16.13

Source: The authors.

Mote: NTB stands for Nusa Tenggara Barat (a province name in Indonesia) and NTT stands for Musa Tenggara Timur (a

province name in Indonesia).

Principal Component Analysis

An exploratory factor analysis was performed using PCA with Varimax rotation to determine the potential
groupings of the 34 assessed items. Table 2 presents the results of exploratory factor analysis on adaptive
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shopping behaviour. The results show that 26 items out of 34 loadings on 5 meaningful factors jointly
account for 50.5% of the explained variances. In addition, measures of sampling adequacy indicated that
the correlation matrix for a 26-item scale was suitable. Then the Barlett’s test of sphericity (X2 =
6233.303; df = 561; p < 0.000) was applied, and the Kaiser—-Meyer—Olkin measure (0.865) indicates a
value of sampling adequacy.

Table 2. Exploratory Factor Analysis on Adaptive Shopping Attitude and Behaviour.

Factor Labels and

Statement Mean Factor Loading  EigenValues Percentage ofVariance Alpha Coefficient
Price sensitive 322 7516 2211 0.891
PRICE_SENSI | 0.728
PRICE_SENSI2 0.743
PRICE_SENSI3 0.819
PRICE_SENSI4 0.778
PRICE_SENSI5 0.833
E-shop shifting 3.65 3.556 10.46 0.781
ESHOPI 0.713
ESHOP2 0.634
ESHOP3 0.672
ESHOP4 0.783
ESHOP6 0.701
ESHOP7 0.680
Health and society 3.95 2920 8.60 0.764
consciousness
HEALTHI 0.520
HEALTH2 0.568
HEALTH3 0.552
HEALTH4 0.740
HEALTHS 0.745
DONATE2 0.589
DONATE4 0.521
Reduce and consump- 3.85 1.699 5.00 0.781
tion shifting
REDUCEI 0.589
REDUCE2 0.506
REDUCE3 0.706
SHIFTINGI 0.675
SHIFTING2 0.551
SHIFTING3 0.569
Panic buying 2.93 1.469 4.32 0.743
PANIC_BUYINGI 0.637
PANIC_BUYING2 0.669

Source: The authors.
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The first factor relates to consumers who find better prices of products or deals or discounts during
the COVID-19 pandemic; hence, we can label it as price-sensitive. The second factor deals with online
shopping activities during the pandemic. Such consumers do online shopping more frequently during the
COVID-19 pandemic, and they prefer this shopping method due to the fact that it offers a wide range of
benefits. Hence, we can classify them as e-shop shifiing. The third factor concerns consumers who
possess health consciousness and care for those who suffered most due to the pandemic, and this led
them to support them by donating. Hence, this factor is called health and society consciousness. The
fourth factor is termed reduce and consumption shifiing, since it is related to any activity to reduce and
shift the consumption as an adaptive effort during the pandemic. The last factor is labelled as panic
buying; it represents the consumers who feel worried, and it affects their decision to buy groceries in bulk
volume as an adaptive effort during the pandemic.

Comparison of Clusters on Shopping Adaptation

Subsequently, to segment the Indonesian shoppers, a hierarchical cluster analysis was conducted across
the component values. Homogeneous segments of Indonesian shoppers should be identified based on
similar shopping behaviour and attitude. Initial cluster analysis employed a single linkage method to
identify outlying observations and a five-cluster solution emerged as the most appropriate. The selected
five-cluster solution was based on an interpretation of the dendrogram and agglomeration schedules of
the hierarchical cluster process. Then, a K-means clustering analysis with the initial seeds provided by
the hierarchical clustering solution was conducted to obtain the final clusters. In addition, the
examination of the F-ratios obtained through the MANOWVA analysis indicates that the five clusters
identified differ significantly.

Mean factor scores and pairwise contrasts of adaptive shopping attitude and behaviour are displayed
in Table 3. The five variables, panic buying, reduce and shift consumption, price-sensitive, E-shop
shifting and health and social consciousness differed significantly across the clusters. Post hoc analysis
revealed that all pairwise contrasts were significant. In order to derive further insights into the Indonesian
consumers’ segments, the clusters were compared on their demographic characteristics (gender, status,
age, role in the family, monthly income and education). Table 4 indicates that there were significant
demographic differences across the five clusters for status, age and monthly income. No significant
differences were observed between the clusters in terms of gender, role in the family and education;
hence, they are not included in the table.

Cluster 1: Rational, health and social consciousness adapters

This group of consumers makes up 22.37% of the sample (n = 104), and they are characterized by
their high adaptation in reducing and shifting consumption as well as preserving their health and
willingness to donate money to help others affected by the COVID-19 pandemic. The consumers who
are more than 50 years old (seniors) account for 42.31% of the sample. Around 85% of the consumers in
the group have married status. This group of consumers tend to have a higher level of agreement on
health and social consciousness scales. In terms of monthly income, more than 50% of consumers in this
group have middle to low income (IDR 10 million or lower). Therefore, there is no surprise if they tend
to adapt their shopping behaviour by reducing and shifting consumption.
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Cluster 2: Non-panic, young and all-around adapters

This consumer segment represents 13.12% of the sample (n = 61), and it is the lowest cluster in the
number of consumers. This consumer group 1s characterized by higher values of the mean of all variables,
except for panic buying. This means that the consumers show much higher levels of agreement with all
the adaptation scales but lower agreement on the panic buying scale. In terms of consumer’s age, the
proportion of consumers who are 50 years old or younger is around 67%, while the rest of them are
senior consumers.

Cluster 3: Wealthy, young and non-price-sensitive adapters

This consumer segment represents 22.15% of the sample (n = 103). This group of consumers is
dominated by younger consumers (50 years old or younger), and it accounts for nearly 76% of the
sample. Around 53% of the consumers have a mid to high level of monthly income, that is, IDR 11
million or higher. Such a background may drive them to be non-price sensitive consumers. This group of
consumers tend to have a lower mean on price-sensitive variable than the rest of the variables.

Cluster 4: Minimum adapters

This cluster represents 17.42% of the sample (n = 81). This group of consumers is unique, since the
consumers in this cluster tend to show disagreement with all the adaptation scales. Senior consumers
account for 45% of this cluster. Nearly, 52% of the consumers in this segment are from low a level of
financial income background. This type of cluster can also be found in a previous study conducted by
Hampson and McGoldrick (2013), and they termed the cluster as ‘minimum changers’, as they show net
disagreement with all the adaptation scales.

Cluster 5: Thrifty, health and social consciousness adapters

This cluster represents 24.95% of the sample (n = 116), and it is the highest cluster in the number of
consumers. In this group, the consumers tend to agree with reducing and shifting consumption, price-
sensitive, health and society consciousness scales. The majority of consumers in this cluster (around
72%) have low monthly income, that is, IDR 10 million or lower. Their financial background may drive
them to be thrifty consumers.

Discussion

This study explores the shopping adaptive patterns of Indonesian consumers in during the COVID-19
pandemic, which has not been studied so far. Our findings are in line with previous studies of shoppers’
typology in the context of a crisis (Calvo-Porral & Lévy-Mangin, 2019; Hampson & McGoldrick, 2013),
which shows that consumers cannot be seen as a homogenous group, but it consists of multifaceted
activities that include several distinct attitudinal and behavioural dimensions.

The major contribution of the present study is providing segmentation on shopping adaptive patterns
in the context of the COVID-19 pandemic, which presents interesting differences compared with
previous studies on shoppers’ typologies. This study reveals new insights on shoppers’ adaptive




(panunuad © ajgnr u

SS5aUsSnoIos

-uod Aejos

0000  BebkTI I16'€ 6F'E 8t a4 £8'E IDSH  PuE yyesH
0000  LL1'9T 65°E oF'E 00t 95 LS'E 9d0OHS3
0000  £8OIT £S'E 9F'E 96t e LS'E SdOHS3
0000  SET9T SE'E 9F'E 96t ey 6L'E FdOHS3
0000  0E8'ST 0E'E 60t 95t PEY (143 £EdOHS3
0000  1086T L¥'E 66'C 68'¢ 6EY EF'e tdOHS3

gut

0000  60Tsl 6T'E 8T 1LE £y EE'E IdJOHST -yiys doys-3
0000  ¥STTOI SL'E 1TT 997¢ £l 61°€ SSd
0000  £96°LII L6'E we 187C LTA 4 (A3 ¥Sd
0000 TkeLB FS'E 61t 97 ory I'E £5d
0000 6lT9% £9'E 0ET SS°T £y 80°€ [AY: |

A

0000  08FLB8 (3004 15T wt €% 9’ ISd  -Isuss a3y
0000  60TIE LIy SEE 98t (344 oy 9054
0000  B80T6L A (443 98¢t 99F iy SOSY
0000  1£E00E iy LSE Wy 69 LT¥ o5y
0000  LEBTVF Piy I0E 88t PEY b6t £25Y
0000  £B89LE (43 ¥9T ES'E oI+ L¥'E [de

uondwns

-uod Yiys

0000  LOE'IT 1L€ 18T 333 S0t 65°€ 1254 pue a3npay
0000  STOEL BI'E ¥ e ¥ VA <dd

0000 e9L'101 96'€ 15T 68'¢ FS'E 8Tt ldd Suidng djueg

(so0  @njery Grr= (18 = (€01 = u) (19 =N) s12 (#01 = u) simadepy  suoedipul  unowmeyag

=4q) u) susdepyy ssau u) susxdepy  sasidepyaanisuas  -adepy punode  SSBUSNOIISUCT) [EIDOS puUE apn11Yy

“Big -SNOI2SUOT) [0S LUNLIUI -ao1d-uop] pue -V PuE Zuno)  puE yieaH ‘[EUChEY guiddoyg

PuE yiea Ay | Bunop “Ayaesps “Jued-uop] aandepy

153] A Sueal, 215N

“INoIAEYag pue apmny 2uiddoyg aandepy uo paseg uonnjog dnoJo) Ja1sn|3-aAl4 J0j S1NsaY "§ e L




'SJOYINE 3y | 224N05

0000 L¥6'S 89t 8t ¥9'E El'y 99 LOSH

0000 STSLI 8Tt 0% €% ¥8'v 6t 92SH

0000  T8S8I £l 89°E 16°€ ¥S¥ L0F SOSH

0000 118TT 60 oF'€ 89t Fidd 06’ ¥OSH

0000 6L LTV w¥ (43 4 wy 6l £2SH

0000  ELOEI 0L'E 91t 79t Sy FSE TIOSH
(o0 @npery 11 = (18= (€01 =u) (19 =N) s42 (0l =u) samadepy  siojedipu]  JnolAeyag
s d) u) sumdepyssau  u) sueadepy  suaadepyaanisuas  -1depy puncue  SSausSNOIISUCD) [BIDOS pUE apnuNY
“8ig -SNOI2SUOT) [EID0S WINLIUI -3o1d-uop] pue -II'Y pue Sunoy, PUE i[eaH ‘[euonEy guiddoyg
puE yiea ‘Aapay | Bunoy ‘Ayajeapn ‘sued-uop] andepy

158 Aapjn SUEB[ J215N|D)

(pamua s © _...c_s:mh“_




SIOYINE 3y 324n0g

0t
6L°El Wi EETT ¥8'6 1£°41 UEL 310]]
98 L9 95°F | LY 85701 091
LI's SL6l 0591 b6 BE'SI g-p (o
Jsuoliw
LOLE 9I'LT LTFT LO9E S8'8T 01-9 wan
9100 68'E FESE 69°%C EETT 15°6T 88'LT -l awosu)
0s
oIty 89Sk LTFT 6L°CE 1T UEL 34O
£86l SETI EI'6T LBLT S8'8T oS- 1+
¥TLI Slel 8Ll 8kl 9FEl 1€
E67CI 181 SKel el 05Tl 0€-9T (s4eak)
8100 800'E 069 I¥L 8901 SLFI 88T sT-8l1 ady
SkE £T| 16T 8Tt LS padJsoaQ
g0lg 10°6L ELSL S0LL 8558 paLLEL)
0500 1¥E'T 799l slel 9€1T L9°61 598 PaLLIEL Q0N snIEas
(soo  enea (911 = u) sseadepy ig= (€01 =u) (19 (01 = u) s4o SICIEpU|  SIQEMEA
s d)3ig SSaUSNOsUCT) [en0g  u) saaidepy  susadepy amusuas = ) sueadepy  -1depy ssausnoids
pue yiea “Ayuy | winwiu -ao1d-uop pue puno.e-||y pue -uo9) |BI2OS puE

gunoy‘Ayyeaps  Sunog dwed-uop]  yiERH ‘EUOnEY

1591 Ay

suEal] J31sn|D

‘soydesdowa(] uo paseg uonn|og dno.n) JaIsna-aAl] Joj SINsaYy ' d|qeL




16 Global Business Review

attitude and behaviour as consumers coped with the pandemic; for instance, consumers who are more
rational and economic and more health-conscious have a greater willingness to donate and to adopt
online shopping. Younger consumers who are clustered in ‘non-panic, young and all-around adapters’
and ‘wealthy, young and non-price sensitive adapters’ tend to implement all the variables to adapt their
shopping attitudes and behaviour. While, older consumers from ‘rational, health and social
consciousness adapters’ and ‘thrifty, health and social consciousness adapters’ clusters being more
rational and economic, as well as, more preserve their health and greater willingness to help others
affected by the pandemic.

Managerial Implications

This study provides more detailed and in-depth information about the profile of Indonesian shoppers that
would help retailers in understanding consumers and choosing their target group. The identified clusters
also present challenges and opportunities for retailers to develop marketing strategies, as each cluster
may require a different marketing approach. Two clusters (i.e., ‘rational, health and social consciousness
adapters’and ‘thrifty, health and social consciousness adapters’) report being more rational and economic.
This may create opportunities for retailers to present shoppers with bargain offers in-store, and it is
expected to help stores build volume and share. The two clusters also report being more health and
socially conscious. This also creates opportunities for retailers to offer more health and wellness products
as well as to initiate corporate social responsibility (CSR) programme by collecting donations from
consumers to help others who are severely affected by the pandemic. The two clusters (“non-panic,
young and all-around adapters’ and ‘wealthy, young and non-price sensitive adapters ) that are dominated
by younger consumers also present opportunities for retailers. Since consumers in the two clusters show
greater willingness to use online shopping, traditional retailers can offer online-based shopping service
or mixing ‘brick and click’ shopping service.

Limitations and Future Research

This research presents limitations that provide avenues for future research. The first relates to the issue
of distribution of respondents who are dominated by consumers who live in Java Island; therefore, the
generalization of the study findings should be made care fully. Future studies could involve more samples
from a wide range of geographical background, which provide a better representation of Indonesian
consumers. Second, non-probability sampling method has been used in the study. The scope of this
study 1s limited to attitude, behaviour and demographic profiles, while psychographic clusters have not
been explained. Future researchers could examine differences in adaptive shopping during the COVID-
19 pandemic based on psychographic segments across different product categories as well as different
store formats.

Acknowledgement

The authors are grateful to the anonymous referees of the jounal for their extremely useful suggestions to improve
the quality of the article. The authors also thank The Centre for Management Development (PPM), Department of
Management, Faculty of Business and Economices, Universitas Islam Indonesia for research funding to support this
research. Usual disclaimers apply.




Hartono et al. 17

Declaration of Conflicting Interests

The authors declared no potential conflicts of interest with respect to the research, authorship and/or publication of
this article.

Funding

The authors received no financial support for the research, authorship and/or publication of this article.

ORCID ID
Arif Hartono https://orcid.org/0000-0001-9124-6804

References

Abel, M. Brown, W. (2020). Prosocial behavior in the time of COVID-19: The effect of private and public role
models (IZA Discussion Paper No. 13207). IZA Institute of Labour Economics.

Ali, A. Li, C. Hussain, A. Bakhtawar. (2020). Hedonic shopping motivations and obsessive—compulsive buying on
the intermet. Global Business Review. https://dolorg/10.1177/0972150920937535

Andersen, A. L. Hansen, E. T. Johannesen, N. Sheridan, A. (2020a). Consumer responses to the COVID-19 crisis:
Evidence from bank account transaction data. SSEN Electronic Journal. https://doL.org/10.2139/ssm.3609814

Andersen, A. L. Hansen, E. T. Johannesen, N. Sheridan, A. (2020b). Pandemic, shutdown and consumer spending:
Lessons from scandinavian policy responses to COVID-19. hitp://arxiv.org/abs/2005.04630

Ang, S. H. (2001). Crisis marketing: A comparison across economic scenarios. International Business Review,
10(3), 263-284. htips://doi.org/10.1016/50969-5931(01)00016-6

Ang, S. H. Leong, S. M. Kotler, P. (2000). The Asian apocalypse: Crisis marketing for consumers and businesses.
Long Range Planning, 33(1), 97-119. hups://doi.org/10.1016/50024-6301(99)00100-4

Arnold, M. I. Reynolds, K. E. (2003). Hedonic shopping motivations. Journal of Retailing, 79(2), 77-95. htips://
doi.org/10.1016/50022-4359(03)00007-1

Baker, S. R. Farrokhnia, R. A. Meyer, S. Pagel, M. Yannelis, C. (2020). How does household spending respond
to an epidemic? Consumption during the 2020 COVID-19 pandemic. SSRN Electronic Journal. htips://doi.
org/10.2139/ssm.3565521

Basu, A. Dutta, M. J. (2008). The relationship between health information seeking and community participation:
The roles of health information orientation and efficacy. Health Communication, 23(1), 70-79. https://doi.
org/10.1080/10410230701807121

Bin-Nashwan, 5. A. Al-Dathani, M. Abdul-Jabbar, H. Al-Ttaffi, L. H. A. (2020). Social solidarity amid the COVID-
19 putbreak: fundraising campaigns and donors” attitudes. International Jowrnal of Sociology and Social Policy.
https://doi.org/10.1108/1JSSP-05-2020-0173

Branas-Garza, P. Jorrat, D. Alfonso-Costillo, A. Espin, A. M. Garcia, T. Kovarik, 1. (2020). Exposure to the Covid-
19 pandemic and generosity (MPRA Paper 103389). University Library of Munich.

Calvo-Porral, C. Lévy-Mangin, J. P. (2019). Profiling shoppmg mall customers during hard times. Jownal of
Retailing and Consumer Services, 45, 238-246. https://doLorg/10.1016/] jretconser.2019.02.023

Chen, M. F. (2009). Attitude toward organic foods among Taiwanese as related to health consciousness, environ-
mental attitudes, and the mediating e ffects of a healthy lifestyle. British Food Jowrnal, 111(2), 165-178. htps://
doi.org/10.1108/00070700910931986

Chronopoulos, D. K. Lukas, M. Wilson, 1. O. 5.(2020). Consumer spending responses to the COVID-19 pandemic:
An assessment of Great Britain (pp. 1-40). SSRN Electronic Journal. https://doiorg/10.2139/ssrn. 3586723

Cullen, W. Gulati, G. Kelly, B. D. (2020). Mental health in the COVID-19 pandemic. QJM : Monthly Journal of the
Association of Physicians, 113(5), 311-312. https://doi.org/10.1093/gjmed/hcaal 10

Darden, W. R. Reynolds, F. D. (1971). Shopping orientations and product usage rates. Jowrnal of Marketing
Research, 8(4), 505-508.




18 Global Business Review

Dutta-Bergman, M. J. (2004). Primary sources of health information: Comparisons in the domain of health attitudes,
health cognitions, and health behaviors. Health Communication, 16(3), 273-288. htips://doi.org/10.1207/
S15327027THC1603_1

Forster, P. W. Tang, Y. (2005). The role of online shopping and fulfillment in the Hong Kong SARS cni-
sis. Proceedings of the Annual Hawail International Conference on System Sciences (p. 271). hutps://doi.
org/10.1109/hicss.2005.615

Frankenberg, E. Thomas, D. Beegle, K. (1999). The real cost of Indonesia’s economic crisis: Preliminary findings

Sfrom the Indonesia family life surveys (Labor and Population Program Working Paper Series 99-04). RAND
Corporation.

Ganesh, J. Reynolds, K. E. Luckett, M. G. (2007). Retail patronage behavior and shopper typologies: A replication
and extension using a multi-format, multi-method approach. Jowrnal of the Academy of Marketing Science,
35(3), 369-381. hitps://doi.org/10.1007/51 1747-007-0038-0

Ganesh, J. Reynolds, K. E. Luckett, M. Pomirleanu, N. (2010). Online shopper motivations, and e-store attributes:
An examination of online patronage behavior and shopper typologies. Jowrnal of Retailing, 8§6(1), 106-115.
https://dolorg/10.1016/)jretai.2010.01.003

Hair, J. F. Black, W. C. Babin, B. J. Anderson, R. E. (2014). Multivariate data analysis (7th ed.). Pearson Education.

Hampson, D. P. McGoldrick, P. J. (2013). A typology ofadaptive shopping patterns in recession. Jowrnal of Business
Research, 66(7), 831-838. htips://doi.org/10.1016/).jbusres.2011.06.008

Harns, P. Riley, F. D. Riley, D. Hand, C. (2017). Online and store patronage: A typology of grocery shoppers.
International Jowrnal of Retail and Distribution Management, 43(4), 419-445. htps://dol.org/10.1108/
IIRDM-06-2016-0103

Hiremath, P. Kowshik, C. 8. 5. Manjunath, M. Shettar, M. (2020). COVID 19: Impact of lock-down on mental health
and tips to overcome. Asian Jowrnal of Psychiatry, 51, 102088, https://doi.org/10.1016/j.ajp. 2020.102088

Hobbs, J. E. (2020). Food supply chains during the COVID-19 pandemic. Canadian Journal of Agricultural
Economics. hitps://dol.org/10.111 l/cjag. 12237

Hui, T. K. Wan, D.(2009). Who are the online grocers? Service Industries Journal, 29(11), 1479-1489. https://doi.
org/10.1080/02642060902793334

Huseynov, F. Yildirim, 5. O. (2019). Online consumer typologies and their shopping behaviors in B2C e-commerce
platforms. SAGE Open, 9(2). https://doi.org/10.1177/21582440 19854639

Jarrawt, D. G. (1996). A shopper taxonomy for retail strategy development. fnternational Review of Retail,
Distribution and Consumer Research, 6(2), 196-215. https://doi.org/10.1080/095939696 00000020

Jribi, S. Ismail, H. B. Doggui, D. Debbabi, H. (2020). COVID-19 virus outbreak lockdown: What impacts on house-
hold food wastage? Environment, Development and Sustainability, 22, 3939-3955. hups://dol.org/10.1007/
s 10668-020-00740-y

Jung, H. Park, M. Hong, K. Hyun, E. (2016). The impact of an epidemic outbreak on consumer expenditures: An
empirical assessment for MERS Korea. Sustainabifity, 8(5), 454. https:/doi.org/10.3390/5u8050454

Kang, 5.J. Sawada, Y. (2008). Credit crunch and household welfare, the case ofthe korean financial crisis. Japanese
Economic Review, 59(4), 438-458. https://doi.org/10.1111/1.1468-5876.2008.00429.x

Karande, K. Ganesh, J. (2000). Who shops at factory outlets and why? An exploratory study. Journal of Marketing
Theory and Practice, 8(4), 29-42. https://doi.org/10.1080/10696679.2000.1 1501878

Kau, A. K. Tang, Y. E. Ghose, S. (2003). Typology of online shoppers. Jowmnal of Consumer Marketing, 20(2),
139-156. https://dolorg/10.1108/073637603 10464604

Kaytaz, M. Gul, M. C. (2014). Consumer response to economic crisis and lessons for marketers: The Turkish expen-
ence. Jowrnal of Business Research, 67(1), 2701-2706. hitps:/doi.org/10.1016/j.jbusres.2013.03.019

Keane, M. Neal, T. (2020). Consumer panic in the COVID-19 pandemic. Jowrnal of Econometrics, 220(1), 86-105.
https://doLorg/10.1016/].jeconom.2020.07.045

Kriwy, P. Mecking, R. A. (2012). Health and environmental consciousness, costs of behaviour and the purchase
of organic food. International Jowrnal of Consumer Studies, 36(1), 30-37. htips://doi.org/10.1 111/.1470-
6431.2011.01004.x




Hartono et al. 19

Kumar, 8. Sadarangani, P. (2018). An empirical study on shopping motivation among generation Y Indian. Global
Business Review, 1-17. https://doLorg/10.1177/097215091880708 5

Lambrechts, F. Voordeckers, W. Roijakkers, N. Vanhaverbeke, W. (2017). Exploring open innovation in entre-
preneurial private family firms in low- and medium-technology industries. Organizational Dynamics, 46(4),
244-261. hups:/doi.org/10.1016/j.orgdyn.2017.05.001

Loxton, M. Truskett, R. Scarf, B. Sindone, L. Baldry, G. Zhao, Y. (2020). Consumer behaviour during crises:
Preliminary research on how coronavirus has manifested consumer panic buying, herd mentality, changing
discretionary spending and the role of the media in influencing behaviour. Jowrnal of Risk and Financial
Management, 13(8), 166. https://doi.org/10.3390/jrfm 13080166

Lumpkin, J. R. (1985). Shopping orientation segmentation of the elderly consumer. Jownal of the Academy of
Marketing Science, 13(1-2), 271-289. https://doi.org/10.1007/BF02729720

Michaelidou, N. Hassan, L. M. (2008). The role of health consciousness, food safety concern and ethical identity
on attitudes and intentions towards organic food. International Jowrnal of Conswmer Studies, 32(2), 163-170.
https://doi.org/10.1111/1.1470-6431.2007.00619.x

Mogaji, E. (2020). Financial vulnerability during a pandemic: Insights for coronavirus disease (COVID-19).
Research Agenda Working Papers, 2020(5), 57-63. https://doi.org/10.2139/ssrn.3564702

Moschis, G. (1976). Shopping orientations and consumer uses of information. Jownal of Retailing, 52(2), 61-70.

Moschis, G. Curasi, C. Bellenger, D. (2004). Patronage motives of mature consumers in the selection of food and
grocery stores. Jowrnal of Consumer Marketing, 21(2), 123-133. https:/dotorg/10.1108/07363760410525687

Nicomedes, C. J. C. Avila, R. M. A, (2020). An analysis on the panic during COVID-19 pandemic through an online
form. Jowmnal of Affective Disorders, 276, 14-22. https://doi.org/10.1016/.jad.2020.06.046

Nielsen Company. (2020). COVID-19: Entering a new norm in consumer behaviour. hitps://www.nielsen.com/sg/
en/insights/article/2020/covid 1 9-new-norm-consumer-be haviour/

Nistorescu, T. Puiu, S. (2009). Marketing strategies wsed in crisis—Study case (MPRA Paper 17743). University
Library of Munich.

Pakpour, A. H. Griffiths, M. D. Lin, C. Y. (2020). Assessing psychological response to the COVID-19: The fear
of COVID-19 scale and the COVID stress scales. International Journal of Mental Health and Addiction, 1-4.
https://doi.org/10.1007/511469-020-00334-9

Pu, B. Zhang, L. Tang, Z. Qiu, Y. (2020). The relationship between health consciousness and home-based exercise
in china during the COVID-19 pandemic. fnternational Jowrnal of Environmental Research and Public Health,
17(16), 1-18. https://doi.org/10.3390/ijerph1 7165693

Reynolds, F. D. Darden, W. R. (1972). Intermarket patronage: A psychographic study of consumer outshoppers.
Journal of Marketing, 36(4), 50-54.

Reynolds, K. E. Ganesh, J. Luckett, M. (2002). Traditional malls vs. factory outlets: Comparing shopper typologies
and implications for retail strategy. Journal of Business Research, 55(9), 687-696. https:/doi.org/10.1016/
S0148-2963(00)00213-7

Roy, D. Tripathy, S. Kar, S. K. Sharma, N. Verma, S. K. Kaushal, V. (2020). Study of knowledge, attitude, anxi-
ety & perceived mental healthcare need in Indian population during COVID-19 pandemic. Asian Jowrnal of
Psyehiatry, 31, 102083, https://doi.org/10.1016/1.ajp.2020.102083

Sharma, V. Sonwalkar, I. (2013). Does consumer buying behavior change during economic crisis? International
Journal of Economics and Business Administration, 1(2), 33-48. https://dot.org/10.35808/1jeba/9

Singh, C. K. Rakshit, P. (2020). A critical analysis to comprehend panic buying behaviour of Mumbaikar ™ s in
COVID-19 era. Studies in Indian place names. UGC Care Journal, 40(69), 44-51.

Starr, M. A, (2011). Recession and the social economy. In Starr, M. A. (Ed.), Consequences of economic downturn:
Beyond the usual economics (pp. 189-214). Palgrave McMillan. https:/doi.org/10.1177/0891242413477783

Stone, G. P. (1954). City shoppers and urban identification: Observations on the social psychological of city life.
American Jowrnal of Sociology, 60(1), 36-45.

Wilson, G. A. (2020). Consumer priovitization of needs during COVID-19. https://www.avenueliving.ca/fr/news/
consumer-prioritization-o f-needs-during-covid-19




Global Business Review

ORIGINALITY REPORT

15, 5. 134

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS

B

STUDENT PAPERS

MATCH ALL SOURCES (ONLY SELECTED SOURCE PRINTED)

2%
* www.ersj.eu

Internet Source

Exclude quotes On Exclude matches

Exclude bibliography On

<1%



