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8 
Anexos 
 
8.1  
Anexo I - Tabela de Ladders 
 
 

Respondente No.  
ladder Sequência de ladders 

1 - Larissa 

1 2 5 6 10 15 17 0 0 
2 5 7 10 11 12 13 14 16 
3 3 5 7 10 12 17 0 0 
4 1 4 9 10 13 14 16 0 

2 - Claudia 
5 5 9 11 13 15 16 0 0 
6 2 4 8 10 12 14 16 0 
7 3 8 10 13 14 15 17 0 

3 - Paula 
8 2 5 10 15 17 0 0 0 
9 6 10 11 12 16 0 0 0 
10 3 6 11 14 0 0 0 0 

4 - Denise 
11 6 10 13 14 16 0 0 0 
12 2 11 12 15 17 0 0 0 

5 - Debora 
13 5 6 7 9 12 13 15 16 
14 2 3 8 10 11 15 17 0 

6 - Carol 
15 2 6 10 11 12 17 0 0 
16 3 6 10 14 16 0 0 0 
17 1 2 6 12 14 16 0 0 

7 - Fabiana 
18 1 4 7 8 10 14 16 0 
19 2 4 10 11 13 0 0 0 
20 1 4 6 8 15 17 0 0 

8 - Julia 
21 3 6 10 12 14 16 0 0 
22 2 4 5 9 10 13 17 0 

9 - Beth 
23 4 7 10 11 14 17 0 0 
24 1 4 7 12 17 0 0 0 

10 - Celita 
25 2 6 8 10 14 17 0 0 
26 1 3 4 8 9 10 12 16 

11 - Caroline 
27 6 7 8 9 10 11 15 17 
28 3 5 9 11 15 17 0 0 

12 - Leticia 
29 3 6 7 9 10 12 14 16 
30 2 5 6 10 15 17 0 0 

13 - Fabiola 
31 6 10 11 14 16 0 0 0 
32 2 5 6 7 11 14 17 0 

14 - Lucia 
33 3 4 6 7 9 10 12 17 
34 1 4 5 8 11 12 17 0 

15 - Sonia 
35 2 4 8 10 14 16 0 0 
36 2 6 9 11 14 17 0 0 
37 1 6 7 10 15 17 0 0 
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8.2 
Anexo II – Matriz de Implicação 
 
 

0 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 

1   01.00 01.00 04.01 00.01 01.02 00.03 00.03 00.02 00.04 00.01 00.04 00.01 00.03 00.02 00.04 00.04
2     01.00 04.00 04.01 03.03 00.01 00.04 00.02 00.10 01.05 00.03 00.02 00.05 00.05 00.03 00.10
3       02.00 02.00 04.01 00.03 02.01 00.04 00.08 00.03 00.05 00.01 00.05 00.03 00.04 00.05
4         02.00 02.00 02.01 03.03 01.03 01.08 00.03 00.04 00.03 00.05 00.01 00.05 00.04
5           04.00 01.02 01.00 03.01 01.03 00.05 00.03 00.04 00.02 00.06 00.03 00.07
6             06.00 02.01 01.04 07.05 01.05 01.06 00.02 00.08 00.06 00.07 00.09
7               02.00 03.01 03.04 01.03 01.04 00.02 00.05 00.03 00.04 00.06
8                 02.00 05.01 01.02 00.03 00.01 00.04 01.03 00.04 00.06
9                   06.00 03.01 01.03 00.04 00.03 00.03 00.05 00.04
10                     08.00 06.03 04.02 04.07 04.03 00.11 00.12
11                       05.00 02.01 04.01 02.02 00.04 00.08
12                         02.00 04.01 01.01 02.06 04.01
13                           03.00 02.00 00.04 01.01
14                             01.00 09.00 04.01
15                               02.00 09.00
16                                 00.00
17                                   
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8.3 
Anexo III – Relações Diretas e Indiretas 
 
 
 
8.3.1 – Total de relações diretas 
 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 
1 1 1 4 0 1 0 0 0 0 0 0 0 0 0 0 0   
2 1 4 4 3 0 0 0 0 1 0 0 0 0 0 0   
3 2 2 4 0 2 0 0 0 0 0 0 0 0 0   
4 2 2 2 3 1 1 0 0 0 0 0 0 0   
5 4 1 1 3 1 0 0 0 0 0 0 0   
6 6 2 1 7 1 1 0 0 0 0 0   
7 2 3 3 1 1 0 0 0 0 0   
8 2 5 1 0 0 0 1 0 0   
9 6 3 1 0 0 0 0 0   

10 8 6 4 4 4 0 0   
11 5 2 4 2 0 0   
12 2 4 1 2 4   
13 3 2 0 1   
14 1 9 4   
15 2 9   
16 0   
17   

0 1 2 10 8 14 9 10 10 23 15 14 8 15 11 13 18 181
 
 
 
 
8.3.2 – Total de relações indiretas 
 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 
1 0 0 1 1 2 3 3 2 4 1 4 1 3 2 4 4   
2 0 0 1 3 1 4 2 10 5 3 2 5 5 3 10   
3 0 0 1 3 1 4 8 3 5 1 5 3 4 5   
4 0 0 1 3 3 8 3 4 3 5 1 5 4   
5 0 2 0 1 3 5 3 4 2 6 3 7   
6 0 1 4 5 5 6 2 8 6 7 9   
7 0 1 4 3 4 2 5 3 4 6   
8 0 1 2 3 1 4 3 4 6   
9 0 1 3 4 3 3 5 4   

10 0 3 2 7 3 11 12   
11 0 1 1 2 4 8   
12 0 1 1 6 1   
13 0 0 4 1   
14 0 0 1   
15 0 0   
16 0   
17   

0 0 0 1 2 6 10 12 17 43 28 38 23 49 38 64 78 409
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8.3.3 – Relações Diretas PC≥ 3 
 
 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 
1 0 4 0 0 0 0 0 0 0 0 0 0 0 0 0   
2 4 4 3 0 0 0 0 0 0 0 0 0 0 0   
3 4 0 0 0 0 0 0 0 0 0 0 0   
4 0 0 3 0 0 0 0 0 0 0 0 0   
5 4 0 0 3 0 0 0 0 0 0 0 0   
6 6 0 0 7 0 0 0 0 0 0 0   
7 3 3 0 0 0 0 0 0 0   
8 5 0 0 0 0 0 0 0   
9 6 3 0 0 0 0 0 0   

10 8 6 4 4 4 0 0   
11 5 0 4 0 0 0   
12 4 0 0 4   
13 3 0 0 0   
14 0 9 4   
15 0 9   
16 0   
17   

0 0 0 8 4 11 6 3 6 21 11 11 4 15 4 9 17 130 
 
 
 
 
 
 
 
8.3.4 – Relações Indiretas PC≥3 
 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 
1 0 0 0 0 0 3 3 0 4 0 4 0 3 0 4 4   
2 0 0 0 3 0 4 0 0 5 3 0 5 5 3 0   
3 0 0 0 3 0 4 8 3 5 0 5 3 4 5   
4 0 0 0 3 3 8 3 4 3 5 0 5 4   
5 0 0 0 0 3 5 3 4 0 6 3 7   
6 0 0 4 5 5 6 0 8 6 7 9   
7 0 0 4 3 4 0 5 3 4 6   
8 0 0 0 3 0 4 3 4 6   
9 0 0 3 4 3 3 5 4   

10 0 3 0 7 3 0 0   
11 0 0 0 0 4 8   
12 0 0 0 6 0   
13 0 0 4 0   
14 0 0 0   
15 0 0   
16 0   
17   

0 0 0 0 0 3 6 10 11 32 24 38 11 45 32 53 53 318 
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8.3.5 – Relações Diretas PC≥4 
 
 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 
1 4 0 0 0 0 0 0 0 0 0 0 0 0 0   
2 4 4 0 0 0 0 0 0 0 0 0 0 0   
3 4 0 0 0 0 0 0 0 0 0 0 0   
4 0 0 0 0 0 0 0 0 0 0 0 0   
5 4 0 0 0 0 0 0 0 0 0 0 0   
6 6 0 0 7 0 0 0 0 0 0 0   
7 0 0 0 0 0 0 0 0   
8 5 0 0 0 0 0 0 0   
9 6 0 0 0 0 0 0 0   

10 8 6 4 4 4 0 0   
11 5 0 4 0 0 0   
12 4 0 0 4   
13 0 0   
14 9 4   
15 9   
16 0   
17   

0 0 0 8 4 8 6 0 0 18 8 11 4 12 4 9 17 109 
 
 
 
 
 
 
 
8.3.6 – Relações Indiretas PC≥4 
 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17   
1 0 0 0 0 0 0 0 0 0 4 0 4 0 0 0 4 4   
2 0 0 0 0 0 4 0 0 5 0 0 5 5 0 0   
3 0 0 0 0 0 4 8 0 5 0 5 0 4 5   
4 0 0 0 0 0 8 0 4 0 5 0 5 4   
5 0 0 0 0 0 5 0 4 0 6 0 7   
6 0 0 4 5 5 6 0 8 6 7 9   
7 0 0 4 0 4 0 5 0 4 6   
8 0 0 0 0 0 4 0 4 6   
9 0 0 0 4 0 0 5 4   

10 0 0 0 7 0 0 0   
11 0 0 0 0 4 8   
12 0 0 0 6 0   
13 0 0 4 0   
14 0 0 0   
15 0 0   
16 0   
17   

0 0 0 0 0 0 0 4 8 29 15 23 8 39 17 47 53 243 
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8.4 
Anexo IV – Somatório de Relações: “A partir de” e “Vindo para” 
 
  1D 1I 2D 2I 3D 3I 4D 4I 5D 5I 6D 6I 7D 7I 8D 8I 9D 9I 10D 10I 11D 11I 12D 12I 13D 13I 14D 14I 15D 15I 16D 16I 17D 17I Soma D Soma I 
1 1 0 1 0 4 1 0 1 1 2 0 3 0 3 0 2 0 4 0 1 0 4 0 1 0 3 0 2 0 4 0 4 7 35 
2 1 0 4 0 4 1 3 3 0 1 0 4 0 2 0 10 1 5 0 3 0 2 0 5 0 5 0 3 0 10 13 54 
3 2 0 2 0 4 1 0 3 2 1 0 4 0 8 0 3 0 5 0 1 0 5 0 3 0 4 0 5 10 43 
4 2 0 2 0 2 1 3 3 1 3 1 8 0 3 0 4 0 3 0 5 0 1 0 5 0 4 11 40 
5 4 0 1 2 1 0 3 1 1 3 0 5 0 3 0 4 0 2 0 6 0 3 0 7 10 36 
6 6 0 2 1 1 4 7 5 1 5 1 6 0 2 0 8 0 6 0 7 0 9 18 53 
7 2 0 3 1 3 4 1 3 1 4 0 2 0 5 0 3 0 4 0 6 10 32 
8 2 0 5 1 1 2 0 3 0 1 0 4 1 3 0 4 0 6 9 24 
9 6 0 3 1 1 3 0 4 0 3 0 3 0 5 0 4 10 23 
10 8 0 6 3 4 2 4 7 4 3 0 11 0 12 26 38 
11 5 0 2 1 4 1 2 2 0 4 0 8 13 16 
12 2 0 4 1 1 1 2 6 4 1 13 9 
13 3 0 2 0 0 4 1 1 6 5 
14 1 0 9 0 4 1 14 1 
15 2 0 9 0 11 0 
16 0 0 0 0 
17 0 0 

  0 0 1 0 2 0 10 1 8 2 14 6 9 10 10 12 10 17 23 43 15 28 14 38 8 23 15 49 11 38 13 64 18 78 
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8.5  
Anexo V – Cadeias mais importantes 
 
 
 

Cadeia A  1 4 8 10 11 12 14 17   
            
Cadeia B  1 4 8 10 11 12 14 16   
            
Cadeia C  1 4 8 10 13 14 17    
 
Cadeia D  1 4 8 10 13 14 16    
            
Cadeia E  2 4 8 10 11 12 14 17   
 
Cadeia F  2 4 8 10 11 12 14 16   
            
Cadeia G  2 4 8 10 13 14 17    
            
Cadeia H  2 4 8 10 13 14 16    
 
Cadeia I  2 5 6 7 9 10 11 12 14 17 
            
Cadeia J  2 5 6 7 9 10 11 12 14 16 
            
Cadeia K  2 5 6 7 9 10 13 14 17  
 
Cadeia L  2 5 6 7 9 10 13 14 16  
            
Cadeia M  2 5 6 7 9 10 15 17   
 
Cadeia N  3 6 7 9 10 11 12 14 17  
            
Cadeia O  3 6 7 9 10 11 12 14 16  
            
Cadeia P  3 6 7 9 10 13 14 17   
 
Cadeia Q  3 6 7 9 10 13 14 16   
            
Cadeia R  3 6 7 9 10 15 17    
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8.6 
Anexo VI –  Matrizes individuais para determinação das orientações 

de percepção dominantes 
 

 

Cadeia A 

1 4 8 10 11 12 14 17 Total 
1 04.01 00.03 00.04 00.01 00.04 00.03 00.04 04.20 
4 03.03 01.08 00.03 00.04 00.05 00.04 04.27 
8 05.01 01.02 00.03 00.04 00.06 06.16 

10 08.00 06.03 04.07 00.12 18.22 
11 05.00 04.01 00.08 09.09 
12 04.01 04.01 08.02 
14 04.01 04.01 

17 00.00 
Somatorio= 171 63.108

 
 
Cadeia B 

1 4 8 10 11 12 14 16 Total 
1 04.01 00.03 00.04 00.01 00.04 00.03 00.04 04.20 
4 03.03 01.08 00.03 00.04 00.05 00.05 04.28 
8 05.01 01.02 00.03 00.04 00.04 06.14 

10 08.00 06.03 04.07 00.11 18.21 
11 05.00 04.01 00.04 09.05 
12 04.01 02.06 06.07 
14 09.00 09.00 
16 00.00 

Somatório= 151 56.95 
 
 
Cadeia C 

1 4 8 10 13 14 17 Total 
1 04.01 00.03 00.04 00.01 00.03 00.04 04.16 
4 03.03 01.08 00.03 00.05 00.04 04.23 
8 05.01 00.01 00.04 00.06 05.12 

10 04.02 04.07 00.12 08.21 
13 03.00 01.01 04.01 
14 04.01 04.01 
17 00.00 

Somatório=83 29.74 

 
 
Cadeia D 

1 4 8 10 13 14 16 Total 
1 04.01 00.03 00.04 00.01 00.03 00.04 04.16 
4 03.03 01.08 00.03 00.05 00.05 04.24 
8 05.01 00.01 00.04 00.04 05.10 

10 04.02 04.07 00.11 08.20 
13 03.00 00.04 03.04 
16 00.00 

Somatório=98 24.74 
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Cadeia E 

2 4 8 10 11 12 14 17 Total 
2 04.00 00.04 00.10 01.05 00.03 00.05 00.10 05.37 
4 03.03 01.08 00.03 00.04 00.05 00.04 04.27 
8 05.01 01.02 00.03 00.04 00.06 06.16 

10 08.00 06.03 04.07 00.12 18.22 
11 05.00 04.01 00.08 09.09 
12 04.01 04.01 08.02 
14 04.01 04.01 
17 00.00 

Somatório= 168 54.114 
 
Cadeia F 

2 4 8 10 11 12 14 16 Total 
2 04.00 00.04 00.10 01.05 00.03 00.05 00.03 05.30 
4 03.03 01.08 00.03 00.04 00.05 00.05 04.28 
8 05.01 01.02 00.03 00.04 00.04 06.14 

10 08.00 06.03 04.07 00.11 18.21 
11 05.00 04.01 00.04 09.05 
12 04.01 02.06 06.07 
14 09.00 09.00 
16 00.00 

Somatório=156 51.105 
 
Cadeia G 

2 4 8 10 13 14 17 Total 
2 04.00 00.04 00.10 00.02 00.05 00.10 04.31 
4 03.03 01.08 00.03 00.05 00.04 04.23 
8 05.01 00.01 00.04 00.06 05.12 

10 04.02 04.07 00.12 08.21 
13 03.00 01.01 04.01 
14 04.01 04.01 
17 00.00 

Somatório=118 29.89 
 
Cadeia H 

2 4 8 10 13 14 16 Total 
2 04.00 00.04 00.10 00.02 00.05 00.03 04.24 
4 03.03 01.08 00.03 00.05 00.05 04.24 
8 05.01 00.01 00.04 00.04 05.10 

10 04.02 04.07 00.11 08.20 
13 03.00 00.04 03.04 
14 09.00 09.00 
16 00.00 

Somatório=115 33.82 
 

DBD
PUC-Rio - Certificação Digital Nº 0813063/CA



100 
 

  

Cadeia I 

2 5 6 7 9 10 11 12 14 17 Total 
2 04.01 03.03 00.01 00.02 00.10 01.05 00.03 00.05 00.10 08.42 
5 04.00 01.02 03.01 01.03 00.05 00.03 00.02 00.07 09.27 
6 06.00 01.04 07.05 01.05 01.06 00.08 00.09 16.39 
7 03.01 03.04 01.03 01.04 00.05 00.06 08.25 
9 06.00 03.01 01.03 00.03 00.04 10.15 

10 08.00 06.03 04.07 00.12 22.24 
11 05.00 04.01 00.08 11.10 
12 04.01 04.01 10.02 
14 04.01 04.01 
17 00.00 

Somatório= 258 90.168 
 

Cadeia J 

2 5 6 7 9 10 11 12 14 16 Total 
2 04.01 03.03 00.01 00.02 00.10 01.05 00.03 00.05 00.03 08.35 
5 04.00 01.02 03.01 01.03 00.05 00.03 00.02 00.03 09.23 
6 06.00 01.04 07.05 01.05 01.06 00.08 00.07 16.37 
7 03.01 03.04 01.03 01.04 00.05 00.04 08.23 
9 06.00 03.01 01.03 00.03 00.05 10.16 

10 08.00 06.03 04.07 00.11 22.23 
11 05.00 04.01 00.04 11.06 
12 04.01 02.06 08.07 
14 09.00 09.00 
16 00.00 

Somatório=246 93.153 
 

Cadeia K 

2 5 6 7 9 10 13 14 17 Total 
2 04.01 03.03 00.01 00.02 00.10 00.02 00.05 00.10 07.34 
5 04.00 01.02 03.01 01.03 00.04 00.02 00.07 09.19 
6 06.00 01.04 07.05 00.02 00.08 00.09 14.28 
7 03.01 03.04 00.02 00.05 00.06 06.18 
9 06.00 00.04 00.03 00.04 06.11 

10 04.02 04.07 00.12 08.21 
13 03.00 01.01 04.01 
14 04.01 04.01 
17 00.00 

Somatório=191 58.133 
 

Cadeia L 

2 5 6 7 9 10 13 14 16 Total 
2 04.01 03.03 00.01 00.02 00.10 00.02 00.05 00.03 07.27 
5 04.00 01.02 03.01 01.03 00.04 00.02 00.03 09.15 
6 06.00 01.04 07.05 00.02 00.08 00.07 14.26 
9 06.00 00.04 00.03 00.05 06.12 

10 04.02 04.07 00.11 08.20 
13 03.00 00.04 03.04 
14 09.00 09.00 
16 00.00 

Somatório=160 56.104 
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Cadeia M 

2 5 6 7 9 10 15 17 Total 
2 04.01 03.03 00.01 00.02 00.10 00.05 00.10 07.32 
5 04.00 01.02 03.01 01.03 00.06 00.07 09.19 
6 06.00 01.04 07.05 00.06 00.09 14.24 
7 03.01 03.04 00.03 00.06 06.14 
9 06.00 00.03 00.04 06.07 

10 04.03 00.12 04.15 
15 09.00 09.00 
17 00.00 

Somatório=167 55.111 
 
 
Cadeia N 

3 6 7 9 10 11 12 14 17 Total 
3 04.01 00.03 00.04 00.08 00.03 00.05 00.05 00.05 06.35 
6 06.00 01.04 07.05 01.05 01.06 00.08 00.09 16.39 
7 03.01 03.04 01.03 01.04 00.05 00.06 08.25 
9 06.00 03.01 01.03 00.03 00.04 10.15 

10 08.00 06.03 04.07 00.12 22.24 
11 05.00 04.01 00.08 11.10 
12 04.01 04.01 10.02 
14 04.01 04.01 
17 00.00 

Somatório=216 77.139 
 

Cadeia O 

3 6 7 9 10 11 12 14 16 Total 
3 04.01 00.03 00.04 00.08 00.03 00.05 00.05 00.04 06.34 
6 06.00 01.04 07.05 01.05 01.06 00.08 00.07 16.37 
7 03.01 03.04 01.03 01.04 00.05 00.04 08.23 
9 06.00 03.01 01.03 00.03 00.05 10.16 

10 08.00 06.03 04.07 00.11 22.23 
11 05.00 04.01 00.04 11.06 
12 04.01 02.06 08.07 
14 09.00 09.00 
16 00.00 

Somatório=214 80.134 
 

Cadeia P 

3 6 7 9 10 13 14 17 Total 
3 04.01 00.03 00.04 00.08 00.01 00.05 00.05 04.27 
6 06.00 01.04 07.05 00.02 00.08 00.09 14.28 
7 03.01 03.04 00.02 00.05 00.06 06.18 
9 06.00 00.04 00.03 00.04 06.11 

10 04.02 04.07 00.12 08.21 
13 03.00 01.01 04.01 
14 04.01 04.01 
17 00.00 

Somatório=153 46.107 
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Cadeia Q 

3 6 7 9 10 13 14 16 Total 
3 04.01 00.03 00.04 00.08 00.01 00.05 00.04 04.26 
6 06.00 01.04 07.05 00.02 00.08 00.07 14.26 
7 03.01 03.04 00.02 00.05 00.04 06.16 
9 06.00 00.04 00.03 00.05 06.12 

10 04.02 04.07 00.11 08.20 
13 03.00 00.04 03.04 
14 09.00 09.00 
16 00.00 

Somatório=154 50.104 
 
 

Cadeia R 

3 6 7 9 10 15 17 Total 
3 04.01 00.03 00.04 00.08 00.03 00.05 06.24 
6 06.00 01.04 07.05 00.06 00.09 14.24 
7 03.01 03.04 00.03 00.06 06.14 
9 06.00 00.03 00.04 06.07 

10 04.03 00.12 04.15 
15 09.00 09.00 
17 00.00 

Somatório=127 43.84 
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