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 APPENDICES 

 1. TABLE 

 Table 3.1. Instrument / Operational Definitions 

 Variable 
 Variables 

 Definition 

 Original 

 Statement 

 Adjusted 

 Statement 
 Author 

 Fear (FE)  Fear  is  a 

 primitive, 

 powerful  and 

 natural  emotion 

 which  can 

 influence 

 decision making 

 Stress,  anxiety  and 

 depressive 

 disorders  are  on  the 

 rise  as  more 

 individuals  become 

 infected  with 

 coronavirus  due  to 

 an  increasing 

 number  of  instances 

 of  fear  of 

 COVID-19 

 (FCV-19). 

 My  anxiety  and 

 fear  of  the 

 availability  of  the 

 necessities  of  life 

 increased  during 

 the  Covid-19 

 pandemic 

 Satici  et 

 al., 2020 

 Owing  to  crisis, 

 uncertainty  about 

 life  and  death  fear, 

 people  try  to 

 eliminate,  diverse 

 or  minimise  the 

 worries  and 

 tensions  through 

 I  try  to  eliminate 

 or  minimize 

 worries  through 

 transforming  their 

 behaviours,  such 

 by shopping 

 Pavia  and 

 Mason, 

 2004 

 47 



 transforming  their 

 behaviours, e.g. 

 consumption 

 behaviour 

 Apprehensions 

 related  to  partial 

 and  complete 

 lockdowns  have 

 had  a  fear-inducing 

 effect  on  consumers 

 resulting  in  impulse 

 buying 

 Apprehensions 

 related  to 

 consumer  goods 

 needs  resulted  in 

 me  making  an 

 impulse buying 

 Ahmed  et 

 al., 2020 

 However,  there  has 

 been  a  lack  of 

 investigation  of 

 how  fear  about  the 

 disruptive  event 

 like  COVID-19 

 may  drive  people’s 

 behaviors  as 

 consumers 

 I  lack  knowledge 

 on  how  to 

 overcome  fear 

 during  the 

 Covid-19 

 pandemic 

 Chiu  et 

 al., 2021 

 COVID-19  produce 

 adverse  behavioral 

 response 

 Fear  of 

 consumption 

 needs  during 

 COVID-19 

 produces  adverse 

 behavioral 

 responses for me 

 Laato  et 

 al., 2020 
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 Shopping 

 Convenience 

 (SC) 

 Shopping 

 convenience 

 refers  to 

 perceptions  of 

 whether  a 

 shopping  trip 

 will  be 

 convenient  or 

 inconvenient 

 Barriers  like  store 

 crowding, 

 unavailability  of 

 products  and 

 shopping  at 

 inconvenient  places 

 have  impacted  the 

 shopping  patterns 

 of consumers 

 Store  crowding, 

 or  shopping  at 

 inconvenient 

 places  have 

 impacted  with  my 

 shopping decision 

 Larson 

 and  Shin, 

 2018 

 Retail  store  service 

 convenience  may 

 increase  or  decrease 

 consumers’  fear 

 during  disruptive 

 events. 

 Retail  store 

 service 

 convenience  may 

 increase  or 

 decrease  my  fears 

 during  a 

 pandemic 

 Larson 

 and  Shin, 

 2018 

 Shopping 

 convenience  is  the 

 perceived  extent  of 

 time  and  effort 

 avoidance 

 Shopping 

 convenience 

 makes  me 

 spending  a  lot  of 

 time and effort 

 Larson 

 and  Shin, 

 2018 

 The  other 

 dimension  of 

 service 

 convenience,  access 

 convenience  and 

 transaction 

 convenience 

 directly  affect 

 Access 

 convenience  and 

 transaction 

 convenience 

 directly  affect  me 

 during  the 

 purchase 

 Larson 

 and  Shin, 

 2018 
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 consumers  during 

 the purchase 

 With  the  current 

 situation  of 

 COVID-19,  online 

 shopping  has  been  a 

 more  preferred 

 approach. 

 In  COVID-19 

 situation,  the 

 convenience  of 

 online  shopping 

 has  been  a  more 

 preferred  choice 

 over  offline 

 shopping 

 Assomul, 

 2020; 

 Ingaldi 

 and 

 Brozova, 

 2020 

 Resource 

 Availability 

 (RA) 

 Resource 

 availability  is  a 

 function  of  time 

 availability  and 

 money 

 availability,  in 

 the  context  of  the 

 Covid-19 

 pandemic 

 Time  availability 

 has  been  discussed 

 in  the  context  of  a 

 person  with  limited 

 time  to  shop,  select 

 and  complete 

 shopping  that  can 

 produce  more 

 frustration  and 

 negative  effect, 

 moving  the 

 consumer  toward 

 impulse buying 

 During  covid, 

 limited  time  to 

 shopping  occur 

 with me 

 Anas  et 

 al., 2020 

 Money  availability 

 is  discussed  as 

 lesser  the  money,  a 

 person  has  during 

 shopping 

 During  covid  my 

 financial 

 condition  is 

 limited 

 Beatty 

 and 

 Ferrell, 

 1998 

 The  consumer’s  The  availability  Bellini  et 

 50 



 preparation  level 

 for  shopping 

 influences 

 consumer  behavior 

 inside  the  store  in 

 terms  of 

 planned/impulse 

 buying. 

 Specifically,  the 

 higher  is  the  degree 

 of  preparation,  the 

 greater  the  tendency 

 to  plan  purchases, 

 the  lower  the 

 chance  of  impulse 

 purchases 

 of  time  makes  me 

 have  to  quickly 

 choose  actions 

 to  buy  goods  in 

 without  having  to 

 plan in advance 

 al., 2017 

 The  availability  of 

 time  and  money 

 influence  consumer 

 impulse  buying 

 behavior 

 The  limited 

 availability  of 

 time  and  money 

 influence  me 

 impulse buying 

 Kwon  et 

 al., 2020 

 Social  Media 

 (SI) 

 Social  media  are 

 considered 

 platforms  on 

 which  people 

 build  networks 

 and  share 

 information 

 and/or 

 sentiments 

 The  product 

 information  shared 

 by  friends  or 

 acquaintances  on 

 social  media  is 

 considered  valuable 

 and  trustworthy 

 advice  that  can 

 influence 

 The  product 

 information 

 shared  by  friends 

 or  influencer  on 

 social  media  is 

 considered 

 valuable  and 

 trustworthy 

 advice 

 Voramont 

 ri  and 

 Klieb, 

 2019 
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 purchasing 

 behaviour 

 Consumer  purchase 

 decisions  were 

 influenced  by 

 information  shared 

 on  social 

 networking 

 sites. 

 Information 

 shared  on  social 

 media  influenced 

 me  in  making  a 

 purchase 

 Ansari  et 

 al.,  2019 

 and 

 McClure 

 and 

 Seock, 

 2020 

 Recent  figures 

 show  that  the  time 

 spent  daily  on 

 social  media  is,  on 

 average,  144 

 minutes. 

 I  spend  more  than 

 2  hours/day  on 

 social media 

 Henderso 

 n, 2020 

 During  the 

 COVID-19 

 pandemic  where 

 consumers  are  more 

 likely  to  be  exposed 

 to  targeted 

 advertising  with 

 increased  exposure 

 to  online  mediums 

 of  entertainment, 

 news,  and  social 

 media. 

 Since  covid-19 

 my  attention  to 

 advertising  on 

 social  media  has 

 increased 

 Thakur, 

 C,  et  al., 

 2020 

 The  COVID-19 

 pandemic  has 

 Since  Covid-19 

 my  use  of  social 

 Fernandes 

 et  al., 
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 increased  people’s 

 level of engage- 

 ment  with  social 

 media  and  their 

 neuroticism 

 because of the fear 

 and  uncertainty 

 they  have 

 experienced. 

 media  has 

 increased 

 2020 

 Covid-19 

 Burnout (CB) 

 Burnout  is 

 defined  as  the 

 psychological 

 phenomenon  of 

 exhaustion, 

 detachment,  and 

 feelings  of 

 inadequacy 

 stemming  from 

 prolonged 

 exposure  to 

 stressors 

 COVID-19  burnout 

 as  a  result  of 

 prolonged  exposure 

 to  pandemic-related 

 news,  events, 

 demands,  and 

 intrusive  changes  to 

 daily life 

 News,  events, 

 demands,  and 

 intrusive  changes 

 to  daily  life 

 related  to  the 

 pandemic  makes 

 me burn out 

 Yıldırım 

 and  Güler, 

 2020 

 Lack  of  knowledge 

 about  COVID-19 

 has  invoked 

 neurotic  behaviours 

 correlated  with 

 negative  emotions 

 such  as  depression, 

 anxiety,  loneliness, 

 fear  of  the 

 Lack  of 

 psychological 

 knowledge 

 dealing  with 

 Covid-19  make 

 me burn out 

 Yuen  et 

 al., 2020 
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 unknown,  and  fear 

 of  product 

 shortages 

 COVID-19  burnout 

 may  have  notable 

 implications  for 

 online consumption 

 I  control  losing 

 myself  in 

 shopping  because 

 of  the  burnout 

 caused  by  the 

 pandemic 

 Zhao  et 

 al., 2022 

 Nonetheless,  we 

 observed  notably 

 larger  effects  of 

 COVID-19  burnout 

 on  both  self 

 regulation  and 

 impulsivity, 

 consistent  with  past 

 studies  in  decision 

 making  and 

 consumer behavior 

 I  feel  big  effects 

 of  COVID-19 

 burnout  on  both 

 self  regulation 

 and impulsivity 

 Zhao  et 

 al., 2022 

 Impulse 

 Buying (IB) 

 Impulse  buying 

 according  to 

 Anas  (2022)  is 

 an  unplanned 

 purchase  of  a 

 product  or 

 service 

 consumers’ 

 tendency  to  buy 

 spontaneous 

 manner 

 I  often  buy  the 

 things 

 spontaneously 

 Rook  and 

 Fisher, 

 1995 

 They  did  not  plan  to 

 buy,  instead,  to 

 I  sometimes  buy 

 things  because  at 

 Santini  et 

 al., 2019 
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 stroll  and  “refresh 

 their eyes” 

 the  moment  I  like 

 the  goods,  rather 

 than  because  I 

 need them 

 Online  as  well  as 

 the  offline  retail 

 market,  can  provide 

 a  lot  of  scope  for 

 encouraging 

 impulse buying 

 Retail  stores  can 

 provide  a  lot  of 

 space  to 

 encourage  me  to 

 make  impulse 

 purchases 

 Bhakat 

 and 

 Murugana 

 ntham, 

 2013 

 Staying  at  home 

 with  daily 

 information 

 overload  coupled 

 with  daily 

 perceived 

 uncertainty  leads  to 

 spontaneous buying 

 Staying  at  home 

 during  pandemic 

 leads  to  impulse 

 buying 

 Xian  et 

 al., 2020 

 Table 4.1. Validity Test 

 Variable  Items  R-table Value 

 Corrected 

 Item Total 

 Correlation 

 Status 

 Fear  FE1  0.134  0.602  Valid 

 FE2  0.134  0.540  Valid 

 FE3  0.134  0.660  Valid 
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 FE4  0.134  0.516  Valid 

 FE5  0.134  0.602  Valid 

 Shopping Convenience  SC1  0.134  0.463  Valid 

 SC2  0.134  0.436  Valid 

 SC3  0.134  0.413  Valid 

 SC4  0.134  0.437  Valid 

 SC5  0.134  0.407  Valid 

 Resource Availability  RA1  0.134  0.475  Valid 

 RA2  0.134  0.523  Valid 

 RA3  0.134  0.509  Valid 

 RA4  0.134  0.397  Valid 

 Social Media  SI1  0.134  0.530  Valid 

 SI2  0.134  0.386  Valid 

 SI3  0.134  0.536  Valid 

 SI4  0.134  0.569  Valid 

 SI5  0.134  0.618  Valid 

 Covid-19 Burnout  CB1  0.134  0.655  Valid 

 CB2  0.134  0.659  Valid 

 CB3  0.134  0.655  Valid 

 CB4  0.134  0.665  Valid 

 Impulse Buying  IB1  0.134  0.654  Valid 
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 IB2  0.134  0.645  Valid 

 IB3  0.134  0.544  Valid 

 IB4  0.134  0.631  Valid 

 Table 4.2. Reliability Test 

 Cronbach α 

 Fear  0.762 

 Shopping Convenience  0.703 

 Resource Availability  0.792 

 Social Media  0.787 

 Covid-19 Burnout  0.852 

 Impulse Buying  0.830 

 2. FIGURE 

 Figure 2.1. Theoretical Framework 
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 Figure 4.1. Gender 

 Figure 4.2. Age 

 Figure 4.3. Education 
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 Figure 4.4. Occupation 

 Figure 4.5. Frequency of Shopping 

 Figure 4.6. Fear 

 Figure 4.7. Shopping Convenience 
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 Figure 4.8. Resource Availability 

 Figure 4.9. Social Media 

 Figure 4.10. Covid-19 Burnout 

 Figure 4.11. Impulse Buying 
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 Figure 4.12. Normality 

 Figure 4.13. Multicollinearity 

 Figure 4.14. Heteroscedasticity 
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 Figure 4.15. R - square 

 Figure 4.16. T - test 

 Figure 4.17. F - test 
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 3. QUESTIONNAIRE 
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 4. RESPONDENT ANSWER 

 FE1  FE2  FE3  FE4  FE5  SC1  SC2  SC3  SC4  SC5  RA1  RA2  RA3  RA4  SI1  SI2  SI3  SI4  SI5  CB1  CB2  CB3  CB4  IB1  IB2  IB3  IB4 
 3  3  3  3  3  3  2  3  3  4  1  4  2  3  4  4  2  2  2  4  3  3  4  4  4  3  3 
 3  2  3  3  3  3  2  3  4  4  3  4  2  4  4  4  3  3  3  4  2  2  2  2  2  1  2 
 4  2  2  2  2  4  4  4  4  4  3  2  2  4  3  4  3  3  3  3  3  3  3  3  2  1  2 
 3  4  3  2  3  3  3  3  4  4  3  4  3  3  4  4  2  3  3  3  2  2  3  3  3  3  3 
 4  4  4  4  4  4  4  4  4  4  4  2  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4 
 3  3  4  2  4  3  3  3  3  3  4  4  3  4  4  4  3  3  3  3  3  3  3  2  1  1  3 
 4  4  4  2  3  4  4  4  4  4  4  3  3  4  4  4  3  4  4  4  3  3  3  4  4  2  3 
 3  4  3  3  4  4  3  3  4  4  3  2  3  3  4  4  3  3  2  2  3  3  2  3  3  2  3 
 3  3  3  3  3  3  3  3  3  3  3  2  3  2  4  4  3  3  3  3  2  2  2  2  2  2  2 
 3  2  2  1  3  3  3  3  3  3  3  4  1  4  4  4  3  3  3  4  4  2  3  2  3  2  3 
 3  3  2  2  3  3  2  3  2  3  3  2  3  3  2  3  3  3  3  3  3  3  3  2  3  3  2 
 3  2  2  1  2  4  3  3  4  4  4  4  2  4  4  4  3  3  3  3  3  2  3  3  3  1  2 
 3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3 
 3  3  3  2  3  3  3  3  3  3  4  3  3  3  4  4  2  2  2  3  3  3  3  2  3  3  2 
 4  3  4  3  4  2  3  3  3  4  3  3  4  4  4  4  1  2  3  4  2  3  3  4  4  3  4 
 3  3  4  2  2  3  4  4  3  3  4  3  4  4  4  4  3  3  4  4  4  3  4  3  4  3  3 
 4  2  4  1  2  3  2  2  4  4  3  3  4  4  4  4  2  2  3  3  3  3  3  4  4  4  3 
 4  2  3  1  4  4  4  3  2  2  2  3  3  1  3  2  4  1  3  2  2  4  4  2  4  1  3 
 2  3  3  3  4  3  3  4  4  4  3  4  4  3  4  3  3  4  3  4  4  3  4  3  3  4  4 
 3  2  2  3  3  3  3  3  3  4  3  3  3  3  4  4  4  4  4  4  4  4  4  2  3  2  3 
 3  3  2  2  3  2  3  2  2  3  3  3  3  2  2  3  3  3  2  2  3  2  2  2  3  2  3 
 4  4  4  3  4  4  4  4  4  4  3  3  3  4  4  4  4  4  4  4  4  4  4  4  4  4  4 
 3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3 
 2  2  2  2  2  3  3  3  4  4  2  3  2  2  4  4  4  4  3  3  3  2  3  2  3  2  3 
 4  3  3  3  3  4  3  3  3  4  2  3  2  4  4  4  2  3  3  3  3  2  3  3  3  2  3 
 3  2  3  2  2  3  3  4  2  4  2  4  3  4  4  4  3  3  4  3  2  2  2  3  2  2  3 
 3  3  3  3  3  3  3  3  3  3  3  2  3  3  2  3  3  3  3  3  3  3  3  3  3  3  3 
 3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  2  3  3  2 
 3  3  3  3  3  3  3  3  3  3  3  4  3  3  4  4  3  3  3  3  3  2  3  3  4  2  3 
 2  3  2  2  2  3  3  2  3  3  3  3  3  3  4  4  3  3  3  2  2  2  2  3  2  2  3 
 3  4  2  2  4  2  3  2  4  4  4  3  2  4  2  4  3  3  2  2  1  2  2  2  1  1  2 
 4  2  2  2  4  4  4  4  4  4  4  4  4  4  4  4  3  4  2  4  4  2  4  1  1  1  2 
 3  3  3  3  3  3  2  3  2  3  3  2  3  3  3  2  3  3  2  3  2  3  3  3  3  3  2 
 3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3 
 4  4  3  3  3  3  2  3  3  4  4  3  3  3  4  4  4  4  4  2  3  2  2  3  2  2  2 
 2  3  3  1  2  4  2  4  4  4  2  4  4  4  4  4  4  4  4  4  4  2  4  3  3  2  2 
 4  3  3  2  2  4  4  3  3  4  4  3  4  4  4  4  4  3  3  2  2  2  2  3  1  2  2 
 3  3  3  4  4  4  3  1  3  4  3  4  3  3  4  4  2  3  2  3  4  4  4  2  3  2  3 
 1  2  3  3  3  3  3  3  3  3  3  4  3  3  4  4  4  4  4  3  3  2  2  3  1  1  3 
 3  3  4  4  4  4  4  3  4  4  1  4  4  3  4  4  4  4  4  4  4  4  4  4  4  4  4 
 4  3  3  3  3  4  4  1  4  4  1  4  3  4  4  4  4  4  4  4  2  2  2  2  2  2  3 
 3  3  3  1  3  4  3  3  3  3  4  1  3  4  3  3  3  3  3  3  3  3  3  3  3  3  3 
 3  3  3  2  2  3  3  4  3  4  3  2  3  3  3  3  2  3  2  3  2  2  2  3  3  2  3 
 1  4  1  1  2  1  1  4  4  4  1  1  4  4  4  4  3  4  4  1  1  1  1  1  1  1  1 
 1  3  2  2  2  3  3  3  3  3  3  3  2  4  4  4  3  3  3  3  3  3  3  2  2  2  3 
 3  3  3  3  3  3  3  3  3  3  3  3  2  4  3  3  3  3  3  2  2  2  2  3  2  2  3 
 3  4  3  3  3  4  4  4  4  4  2  4  3  4  4  4  3  4  3  3  3  4  3  3  4  3  3 
 4  4  2  2  2  4  4  3  4  4  3  4  2  4  4  4  4  4  3  4  4  3  3  2  2  2  2 
 1  1  2  1  1  4  2  3  4  4  1  2  2  4  2  3  1  3  2  2  2  2  2  2  3  2  2 
 3  2  2  2  3  2  3  2  3  4  2  3  1  4  3  2  3  2  1  2  3  1  4  3  2  4  1 
 3  2  2  3  3  2  3  2  3  2  2  3  4  2  2  3  3  3  2  3  3  4  2  3  2  4  3 
 3  2  4  3  4  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  4  4  4  4 
 3  3  3  2  3  3  3  3  4  4  2  3  3  4  4  4  3  3  3  2  2  1  2  3  4  2  2 
 3  3  3  3  3  3  1  3  2  4  3  3  2  4  3  2  4  3  4  4  3  2  4  4  2  2  2 
 3  2  3  2  2  3  2  3  3  4  2  2  3  4  4  4  2  3  2  2  2  3  3  3  3  3  2 
 4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  3  4  1  4 
 3  4  2  4  4  2  3  4  4  3  4  3  3  2  3  4  3  4  2  3  4  4  2  4  3  3  4 
 4  2  2  3  3  4  1  4  3  4  4  4  2  4  4  4  3  3  3  4  4  2  2  2  2  2  2 
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 3  3  3  3  3  4  3  2  4  4  4  4  3  4  4  4  4  2  3  3  3  3  3  2  3  2  2 
 3  2  2  3  2  4  2  3  4  3  3  4  2  4  3  3  2  4  3  3  3  1  2  2  2  1  2 
 3  3  1  4  3  2  4  2  4  3  2  1  4  3  3  2  4  3  1  1  4  3  2  1  4  3  3 
 2  3  2  3  2  2  3  2  3  2  2  3  2  3  2  3  2  3  2  2  3  2  3  2  3  2  3 
 3  3  3  2  3  4  3  3  3  4  3  3  3  3  3  4  3  3  4  3  3  3  3  2  3  3  3 
 3  3  2  3  2  3  3  3  2  3  3  3  3  3  3  3  2  3  2  3  3  3  3  3  3  3  3 
 3  3  2  3  2  3  3  4  3  4  3  3  3  3  3  4  3  3  3  3  3  2  2  3  3  3  3 
 3  3  2  2  4  2  3  4  3  3  3  4  3  3  2  2  1  2  3  2  3  2  3  1  2  1  2 
 2  1  1  3  2  4  2  1  4  4  2  3  1  3  4  4  2  3  3  2  2  2  3  2  2  2  2 
 3  3  4  2  2  4  4  4  4  4  3  4  4  4  4  4  3  3  4  3  3  3  3  4  4  2  4 
 4  1  4  4  4  4  4  4  4  4  4  4  1  4  4  4  1  1  1  4  4  1  4  1  4  1  1 
 3  3  2  2  2  3  3  3  3  3  3  3  3  3  4  4  3  3  3  2  3  2  3  3  2  2  2 
 2  2  2  3  2  4  2  3  4  4  3  2  2  4  3  4  2  2  2  3  3  2  2  2  2  1  2 
 3  4  2  1  3  3  4  3  2  4  4  2  1  4  2  3  4  4  1  2  4  3  1  4  2  1  1 
 3  3  2  2  3  2  3  3  3  3  3  4  3  4  2  3  2  3  3  3  3  3  3  3  4  3  3 
 4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4 
 3  4  3  4  2  2  3  3  3  3  3  3  2  4  3  2  3  3  4  2  3  3  4  3  2  4  3 
 3  3  2  2  2  3  3  3  3  3  3  3  3  3  3  3  3  2  3  2  2  2  2  3  2  2  2 
 3  3  4  2  1  4  3  3  4  4  2  1  1  4  3  3  3  3  3  2  1  3  3  2  3  3  3 
 3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3 
 4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4 
 3  3  2  3  2  2  3  2  2  2  3  2  2  2  2  3  3  2  2  3  2  4  2  2  2  1  2 
 2  2  1  2  2  2  2  2  2  3  2  4  2  4  3  4  3  2  1  2  2  1  1  2  2  1  2 
 4  3  4  3  3  4  4  2  4  4  3  3  3  4  4  4  4  4  4  4  4  4  4  3  4  3  4 
 3  2  2  1  2  3  3  4  4  3  2  3  1  3  3  4  2  2  2  3  1  1  2  1  2  2  2 
 3  3  2  1  3  4  3  4  3  4  2  3  3  3  3  3  3  3  3  3  3  3  3  2  2  2  3 
 3  3  3  2  2  4  3  3  4  4  4  3  4  4  4  4  2  4  2  3  2  3  4  4  4  3  2 
 2  2  2  2  2  2  2  2  2  2  2  2  2  2  2  2  2  2  2  2  2  2  2  2  2  2  2 
 4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  4  3  3  3  4  3  4  2  3 
 3  2  1  1  2  4  4  4  4  3  3  1  2  2  4  4  3  3  3  3  3  2  2  3  3  2  2 
 3  2  2  3  2  2  3  3  3  2  3  3  3  2  4  2  3  3  3  3  2  4  2  2  2  3  3 
 4  4  4  3  3  3  2  2  3  4  2  2  2  4  4  4  3  3  4  2  3  3  3  2  3  2  3 
 3  3  2  3  3  4  2  3  3  3  3  4  3  4  3  3  3  4  3  3  3  4  4  3  3  4  2 
 4  3  4  2  2  4  2  4  4  4  4  4  3  4  3  4  3  3  3  3  3  4  3  3  3  3  3 
 3  4  3  3  3  2  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  2  2  2 
 3  3  3  3  3  3  3  3  3  3  3  2  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3 
 3  3  3  4  4  2  3  2  4  3  3  4  4  4  3  4  3  3  3  3  3  4  4  4  3  3  3 
 3  3  4  2  2  4  4  3  3  4  2  3  2  4  3  4  3  2  3  3  3  2  3  2  3  2  2 
 2  3  3  2  3  4  3  2  3  4  2  2  2  3  4  3  3  2  2  2  3  2  2  2  3  2  3 
 4  3  1  2  3  2  4  4  1  4  4  1  1  4  4  4  4  4  4  1  2  2  2  4  4  4  4 
 3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3 
 3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3  3 
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