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8 
Anexos  

8.1. 
Anexo I – tabela de ladders 

Nº Respondente Nº Ladder

1 1 4 7 8 10 16 0 0

2 1 4 7 8 16 0 0 0
3 1 4 7 8 12 13 15 16

4 1 4 7 8 12 13 15 16

5 1 4 7 8 10 16 0 0

6 2 4 7 8 16 0 0 0

7 2 9 13 15 0 0 0 0

8 2 4 7 8 12 13 15 16

9 2 4 7 8 11 16 0 0

10 1 3 4 6 8 16 0 0

11 1 4 7 8 11 16 0 0

12 1 4 7 8 9 14 17 0

13 1 4 7 8 16 0 0 0

14 1 3 4 6 8 16 0 0

15 1 3 4 6 8 16 0 0

16 1 4 8 11 16 0 0 0

17 1 3 4 6 8 16 0 0

18 1 4 8 11 16 0 0 0

19 1 4 7 8 10 16 0 0

20 1 4 8 12 13 15 16 0

21 1 3 4 6 8 16 0 0

22 1 4 8 9 14 17 0 0

23 1 4 8 12 16 0 0 0

24 1 4 8 12 13 15 16 0

25 1 4 7 8 11 16 0 0

26 1 3 4 6 8 16 0 0

27 1 4 8 16 0 0 0 0

28 1 4 8 12 16 0 0 0

29 1 4 8 12 13 15 16 0

30 1 3 4 6 8 16 0 0

31 1 4 7 8 10 16 0 0

32 1 4 6 8 16 0 0 0

33 1 4 8 12 16 0 0 0

34 1 4 8 11 16 0 0 0

35 1 3 4 6 8 16 0 0

36 1 4 8 9 14 17 0 0

37 1 4 7 8 16 0 0 0

38 1 4 7 8 10 16 0 0

39 1 4 7 8 9 14 17 0

40 2 7 12 13 15 16 0 0

41 1 4 6 8 11 16 0 0

42 1 4 8 11 16 0 0 0

43 2 4 8 12 13 15 16 0

44 1 4 7 8 11 16 0 0

45 1 4 8 12 13 15 16 0

46 2 4 5 7 8 16 0 0

47 2 4 8 11 16 0 0 0

48 2 4 8 12 13 15 16 0

49 2 4 7 11 16 0 0 0

50 2 4 5 6 0 0 0 0

51 2 4 7 8 9 13 15 16

52 2 4 7 8 9 14 17 0

53 2 4 7 8 10 16 0 0

54 2 4 7 8 16 0 0 0

55 2 4 7 8 10 16 0 0

56 2 4 7 9 14 17 0 0

57 2 4 7 9 12 13 15 16

58 1 4 5 6 0 0 0 0

59 1 4 7 8 16 0 0 0

60 1 4 7 8 10 16 0 0

61 1 4 7 8 11 16 0 0

11

Sequência de códigos do ladder

12

13

16

17

1

2

3

14

15

4

5

6

7

8

9

10
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8.2. 
Anexo II – matriz de implicação 

 

 
 

 

 

8.3. 
Anexo III – matrizes individuais das cadeias dominantes 

8.3.1 
Cadeia A  
 

A 1 4 8 9 14 17 TOTAL

1 13.07 00.14 00.04 00.04 00.04 13.33

4 08.17 00.06 00.06 00.17 8.46

8 05.00 00.05 00.05 5.10

9 06.00 00.06 6.06

14 06.00 6.00

17 38.95  
 

 

8.3.2 
Cadeia B 
 

B 1 3 4 6 8 16 TOTAL

1 08.00 13.07 00.10 00.14 00.14 21.45

3 08.00 00.08 00.08 00.08 8.24

4 10.00 08.17 00.17 18.34

6 09.00 00.10 9.10

8 14.17 14.17

16 70.130  
 

 

8.3.3 
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Cadeia C 
 

C 1 4 7 8 16 TOTAL

1 13.07 00.09 00.14 00.14 13.44

4 13.00 08.17 00.17 21.34

7 13.00 00.13 13.13

8 14.17 14.17

16 61.108  
 

 

8.3.4 
Cadeia D 
 

D 1 4 7 8 10 16 TOTAL

1 13.07 00.09 00.14 00.06 00.14 13.50

4 13.00 08.17 00.08 00.17 21.42

7 13.00 00.08 00.13 13.21

8 08.00 14.17 22.17

10 09.00 09.00

16 78.130  
 
8.3.5 
Cadeia E 
 

E 1 4 7 8 11 16 TOTAL

1 13.07 00.09 00.14 00.08 00.14 13.52

4 13.00 08.17 00.10 00.17 21.44

7 13.00 01.05 00.13 14.18

8 10.00 14.17 24.17

11 09.00 09.00

16 81.131  
 

 

8.3.6 
Cadeia F 
 

F 1 4 7 8 12 13 15 16 TOTAL

1 13.07 00.09 00.14 00.07 00.06 00.05 00.14 13.62

4 13.00 08.17 00.11 00.11 00.11 00.17 21.67

7 13.00 00.04 00.05 00.05 00.13 13.27

8 09.00 00.11 00.10 14.17 23.38

12 11.00 00.11 03.12 14.23

13 12.00 00.12 12.12

15 12.00 12.00

16 108.229  
 

 

8.3.7 
Cadeia G 
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G 2 4 7 8 12 13 15 16 TOTAL

2 05.00 01.04 00.05 00.05 00.06 00.06 00.04 6.16

4 13.00 08.17 00.11 00.11 00.11 00.17 21.67

7 13.00 00.04 00.05 00.05 00.13 13.27

8 09.00 00.11 00.10 14.17 23.38

12 11.00 00.11 03.12 14.23

13 12.00 00.12 12.12

15 12.00 12.00

16 101.183  
 

 

8.3.8 
Cadeia H 
 

H 2 4 7 8 16 TOTAL

2 05.00 01.04 00.05 00.14 6.23

4 13.00 08.17 00.17 21.34

7 13.00 00.13 13.13

8 14.17 14.17

16 54.87  
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