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Abstract

The objective of this research is to investigate the relationship between decision-making styles
and social power among consumers of table tennis sports brands, with a specific focus on
comparing domestic and foreign brands. In today's dynamic market, where consumer behavior
plays a pivotal role, understanding the factors that shape consumer choices and the dynamics
of social power is crucial for organizations and enterprises operating in the multi-billion dollar
sports goods industry. Consumer behavior is influenced by various internal and external
factors, including individual preferences, social interactions, and the power dynamics within
consumer-seller relationships. By delving into the concept of purchase decision style, this study
aims to understand how consumers make choices when selecting table tennis sports brands.
The examination of decision-making styles will shed light on whether consumers prioritize
factors such as quality, brand reputation, fashion trends, hedonistic experiences, price
considerations, indifference, confusion, or loyalty. Furthermore, the study will investigate the
notion of social power and its impact on consumer-seller relationships. Social power reflects
the ability to influence or control others in social interactions, and in the context of the table
tennis sports market, it encompasses the extent to which sellers can harness and dominate
consumers' financial resources. Similarly, the power of sellers is influenced by their role as
suppliers of goods and services that meet consumers' needs. The research will explore how the
interdependence between consumers and sellers shapes their power dynamics and ultimately
affects consumer behavior. To achieve these objectives, the study will employ a comprehensive
scale designed to assess consumer power. This scale will measure various dimensions,
including consumer influence, consumer resistance, social influence, and social resistance. By
quantifying these dimensions, the research aims to provide a deeper understanding of the
intricate relationship between decision-making styles and social power among consumers of
table tennis sports brands. Ultimately, the findings of this research will contribute to the body
of knowledge on consumer behavior in the sports goods market and provide valuable insights
for organizations and enterprises seeking to succeed in this highly competitive industry. By
recognizing the significance of decision-making styles and social power, companies can tailor
their marketing strategies, enhance customer satisfaction, and establish long-lasting
relationships with their target consumers.
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The present study employed a descriptive-correlational research design to investigate the
relationship between decision-making styles and social power among consumers of table tennis
sports brands, specifically comparing domestic and foreign brands. The target population of
the research included both male and female purchasers of table tennis sports products. Due to
the unlimited and unknown size of the population, a sample size of 382 individuals was
determined using Cochran's formula for unlimited populations. The sampling method used was
convenience sampling. The data collection instrument consisted of two parts. The first part
comprised demographic questions, including age, gender, marital status, education level, sports
background, consumer type, and income. The second part of the research instrument consisted
of two standardized questionnaires. The first questionnaire was the Sproles and Kendall (1986)
consumer decision-making style questionnaire, which consisted of 41 items and eight
subscales: quality-oriented, brand-oriented, fashion-oriented, hedonistic, price-oriented,
careless, confused, and loyal. The second questionnaire was Brills (1992) consumer social
power questionnaire, consisting of 30 items and four subscales: consumer influence, consumer
resistance, social influence, and social resistance. Both questionnaires utilized a five-point
Likert scale, ranging from "completely disagree™ (1) to "completely agree™ (5). The face and
content validity of the questionnaires were determined by obtaining feedback from fifteen
university professors and experts in the field of sports marketing management. The reliability
of the questionnaires was assessed using Cronbach's alpha coefficient. For data analysis,
descriptive statistics including frequency and frequency percentage were computed using SPSS
25 software. Additionally, a structural equation model was employed to present the data using
AMOS 24 software.

The results indicated that consumer decision-making styles, specifically the fashion-oriented,
pleasure-oriented, and loyal styles, had a significant negative impact on consumers' social
power. According to the determination coefficient of 43.9%, the variations in consumers' social
power were related to pleasure-oriented, loyal, and fashion-oriented styles. Additionally, the
research results from the ANOVA test revealed that decision-making styles, such as brand-
oriented, pleasure-oriented, price-oriented, indecisive, and confused, differed between men and
women. Furthermore, a significant difference was found in the social power of male and female
sports consumers.

In conclusion, the findings of this study provide important insights into the relationship
between decision-making styles and social power among consumers of table tennis sports
brands. The results highlight the significant impact of specific decision-making styles on
consumers' social power. Firstly, the research identified that fashion-oriented, pleasure-
oriented, and loyal decision-making styles had a notable negative influence on consumers'
social power. This suggests that individuals who prioritize fashion trends, seek hedonistic
experiences, or exhibit strong brand loyalty may experience a decrease in their social power
within the context of consumer-seller relationships. This finding emphasizes the need for
marketers and organizations to consider the diverse decision-making styles of consumers and
adapt their strategies accordingly. Moreover, the determination coefficient of 43.9% indicates
that a substantial proportion of the variations in consumers' social power can be attributed to
pleasure-oriented, loyal, and fashion-oriented decision-making styles. This highlights the
importance of understanding and catering to these specific styles in order to effectively
influence consumers' social power and ultimately shape their purchasing behavior.
Additionally, the research results from the ANOVA test demonstrate that decision-making
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styles differ between men and women. Specifically, brand-oriented, pleasure-oriented, price-
oriented, indecisive, and confused decision-making styles exhibited significant differences
between the genders. This gender-based variation in decision-making styles emphasizes the
need for marketers to consider gender-specific preferences and tailor their marketing strategies
accordingly to effectively target and engage male and female consumers. Furthermore, a
significant difference was found in the social power of male and female sports consumers. This
indicates that the level of influence and control exerted by sellers may vary between genders
within the table tennis sports market. Marketers should be cognizant of these gender-based
dynamics and seek to dewvelop strategies that empower both male and female consumers,
thereby enhancing their social power and fostering stronger consumer-seller relationships.

In conclusion, this study provides valuable insights into the relationship between decision-
making styles, social power, and gender differences among consumers of table tennis sports
brands. The findings underscore the importance of understanding and addressing diverse
decision-making styles and gender-specific preferences in marketing strategies. By tailoring
their approaches to accommodate these factors, marketers can effectively influence consumers'
social power, enhance consumer satisfaction, and ultimately drive success in the competitive
sports goods market.
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Table 1. Internal reliability coefficients of research questionnaires (Cronbach's alpha)

Elig,s Wl 495 ol maile whidnyg
Crc;lTSﬁgh's Sfuirg tﬁ; components Questionnaire
0.731 8 quality oriented /1,5 coas
0.847 7 brand oriented /1,5 w
0.926 5 fashionist /1 5. D55 pame g 1o s gl
0.770 5 hedonist /1,53 Consumer decision making
0.725 3 price oriented /1,5 coud styles
0.734 5 Careless/csses ©0.895)a-
0.829 4 Confused/ S,
0.830 4 Loyal/,lsls
0.708 6 Consumer influence/osss s me S5a
0.763 8 CONSUMET reSiStanCe/esasis s pas cesslio WSS pan Sloszl 508
0.855 1 Social influence/_elus| sy C°"5“")‘:';izc(‘;'_ power
0.810 5 Social resistance/ clo>! coglis
B3 slaaisl,
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ezt S hae sl (asys TYIR) ol 8l i b i OMeass maw Gl aios oy (ae s £VD) o8l s
3t (oo B /o) o8l iy b i (L0559 Al Hlaisl ol (6550 S jaw (duoyo AJ) L g wing ol )l
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Table 2. Description of personal characteristics of the respondents

REP RSN sl G el ko
Percwnrage of Frequenc Frequancy Age range variables
55.00 210 /s ,-Male i
45.00 172 Io;Female Gender
41.6 159 15-25
233 89 26-35 [ g
17.8 68 36-45 Age

13.9 53 46-55
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34 13 56-65

615 235 s zaSingle 1Job cursg
385 147 | JatMaried Marital status
16.5 63 oo 5 okos »3/Diploma and below

8.9 43 | s, SA.D

435 166 Jolit SBA ;’M
23.00 88 /sy ol s MLA ucation
8.1 31 Js,z5oP.hD

8.4 32 /dbs S5 31 S Less than a year

10.5 40 1-5 [ e dble
12.8 49 6-10 0 4R
18.3 70 11-15 Sports history
50.00 191 More than 15 years

277 106 I s & ,Domestic brand | 5 pan Sy E 99
72.3 276 | 1> «, Foreign brand Type of consumer

brand

22,00 84 Iolegs oygales 90 51 yieS Less than two million

' tomans
432 165 lobeg oygedeo o i 9o o0 Between two and five

' million tomans Jaibuale wal yo Monthl
20,9 80 olegi ke 08 Uz o Between five and ten income

' million tomans
139 53 lobegs ogdon 08 51 yias More than ten million

tomans

45 sobo et ol b3S 5aio (6lo ke Ailin § puSilin ( SALES 5 25 chmog sloalE T ooz
2,5 oolil (laosls o9 Jloy e b (09 Jlo ) ools @595 £95 (om0 jobateds (ylg5 oo (S90S g (S polie 5l asss
&5 &S S (g oo G lapate ;0 (Y 9V () (SodS polie 5 () ) ) (25 polie 4 axg b nlnlo
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Table 3. Examining the type of data distribution (normality and non-normality of data)

8 lailiw! glas 8 ylailin! las

standard kurtosis, standard skewness median Mean Research variables

error of error of

kurtosis skewness
0.249 0.312 0.125 0.025 3.625 372 quality oriented /1,5 cois
0.211 0.836 0.225 0.513 2714 2791 brand oriented /1,5 wy
0.145 -0.261 0.121 -0.172 3.200 3.181 fashionist /1,5us
0.230 0.837 0.111 0.620 2.600 2.566 hedonist /1 53
0.241 0.408 0.132 -0.037 3.000 3.122 price oriented /1,5 ceoud
0.222 -0.007 0.105 0.376 3.200 3.208 Careless/cdses
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0.212 0.017 0.100 0132 2750 2792 Confused/ o

0.111 0.042 0.105 0407 3250 3143 Loyal/,sts

0.213 0.812 0.121 0350 3167 311g  COMSUMEN fewiSipan 35l
influence

0112 0.708 0.108 0730 3250  31g0  COMSUMET fewiiid e cuslis
resistance

0.142 0.854 0.115 0.564 2727 2744  Social influence/ seloxa! 344

0210 0.899 0.114 0680 3400 3326 Social /eloz! canglia
resistance

0.246 0.705 0.121 0427 3033 3017 OIS S pan geladzl @ pu8

Consumer social power

L 5Sle L oadonnlice (uSloe @gldd) 0SB ran (6,8 poenad Sl (ldiges ST =) uﬁ"')] ¥ Joos
Table 4. Sample t-test of consumer decision-making styles (the difference between the observed average and
the base average)

O)LOT
sflmmphn RS G e bustgSile il -
Si Mean T value D.F Awerage Mean Variables
9 difference ' g
1,8 CadnS li
0.001 0.702 33.389 381 3 arop [ eeksqually
oriented
381 3 £ %
0.001 -0.209 6,616 2791 /1,5 %ybrand
oriented
0.001 0.181 4500 381 3 3.181 1 5 asfashionist
0.001 -0.434 -18.787 381 3 2.566 1,5 ahedonist
381 3 P—
0.001 0.122 3621 3122 /155 eq3price
oriented
0.001 0.208 9.648 381 3 3.208 |edspsCareless
0.001 -0.208 -6.149 381 3 2.792 165 55 swConfused
0.001 0.145 5.943 381 3 3.145 ,lstsLoyal

Siles 5 0aoanlice Sl (o 95 0 edpline F Jgax 10 (Slaiged ST 5 g0l 5l sdeliisods il 4 axg L
3,10 0929 (g lolime glas + /0 ) 5l e (g lolieo
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Table 5. Sample t-tech test of consumers' social power (the difference between the observed average and the
base average)

o)Lo.I-
S ,lobxe mhaw weies S5l St ol azye  lawgio (Sl Sl ]
] Mean Variables
Sig . T value D.F Awerage Mean
difference
0.001 0.118 4385 381 3 311 COMSUMEN [owiiS'd pan 39
influence
C’mglﬁa
0.001 0.180 7.555 381 3 3.180 CoNSUMET /6458 pao
resistance
Social Losi>! 3ok
0.001 -0.256 -8.159 381 3 2744 18l ] gelodzl 354
influence
Social Lo | Ceoglio
0.001 0.236 7.139 381 3 3.236 /‘s.c ’ ?
resistance
QS A Lo | @ ,ud
0.403 0.017 0.837 381 3 3.017 e

Consumer social power

L oadoanlin sl ke o < Gl s O Joaz ;o Gliges ST (I o903 5 essleawsas glaasl bl ,
(floiz Cooglin ¢ loix] 3585 0SB pan Cuoglin 0aiiS B pae 354) 00iiS B yae cloial &l olul jo i (1Kl
0,18 3925 (5 boliae wglas <[+ ) 3l S (g lole mlaw o

Table 6. Pearson's correlation (the relationship between decision-making styles and consumer social power)

& 10bxo gelans O3y, Sanred Sl Lo ko
Sig Pearson correlation N

0.001 *0.241- 382 quality oriented /1,5 cuiss
0.001 **0.419- 382 brand oriented /1,5 w
0.001 **-0.345 382 fashionist /1,5ue
0.001 **-0.563 382 hedonist /1,5 i
0.001 *-0.272 382 price oriented /1,5 cuwud
0.049 *-0.101 382 Careless/cdsps
0.087 -0.088 382 Confused/ o5 ;5 yu

0.001 **.0.466 382 Loyal/,lslig
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Table 7. Multiple collinearity indices between predictor variables (consumer decision-making styles)

b oo slooylel (S sl o) Juo )0 00idyly (sl itk
Collinear statistics variables included in the model (independent
VIF Tolerance variables)
1.231 0.817 quality oriented /1,5 cuins
2.094 0.478 brand oriented /1,5 wy
2.028 0.493 fashionist /15w
1.833 0.546 hedonist /1,5
1.389 0.720 price oriented /1,5 cwud
1.096 0.912 Careless/cdses
1.623 0.616 Confused/ s ;s
1/602 0.754 /,ls64Loyal

(o..\.\_.Su_Q).«AA L_S.CLA.«_>| U)AS)JGISM ‘_ng_i,.m )..QL) uj.a_w)f) JAA s A Jj»

Table 8. Summary of the regression model (the influence of decision-making styles on the consumer's social

power)
oo O S ) ol pd Oz S ) il pd
O w;»o & lobizo zbans ) Sy B) saisylasbin]  (B) ousins oylaibwl o
determination sig Critical  Standardized  Unstandardized Paths
fficient ritica L .
coe value (1) regression regression
coefficients (§)  coefficients (B)
ol @08
o..\.;.;Ss_é).ao q e .
quality /1,5 caiss
0.492 -0.678 -0.029 -0.028 Consumer <
- oriented
social :
0.439 power
ozl &yad
b brand /1,5 &
0.222 -1.220 -0.068 -0.043 Consumer  <— o L
- oriented
social !

power
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33930 150 Olatliae aolikad

determination
coefficient

&,lobxe mlaw
Sig

oo

Critical
value (t)

Oy S 5 <l po
B) susiss yluilius!
Standardized
regression
coefficients ()

Oy S 5 il po
(B) a3 laibiwl
Unstandardized

regression
coefficients (B)

1 yao
Paths

0.046

0.001

0.162

0.972

0.001 -5.086

-1.992

-1.974

-1.402

-0.037

-0.109

-0.414

-0.063

-0.001

-0.249

-0.055

-0.364

0.038

-0.001

-0.208

sloix| &8
oJ.I.:S;é).a.o
Consumer
social
power
sl @0
o..\.;_;S;é),m
Consumer
social
power
szl ojad
n..x.;.;_fd)_.m
Consumer
social
power
el @8
o..x.;.;SJ)..M
Consumer
social
power
ozl &y08
oo.;.;Sg_é).a,o
Consumer
social
power

<

fashionist /1,5

hedonist /15w

price /15 cuwoud
oriented

Careless/césns

Confused/ S ;s




20 583 o 8.9 0 OUSALTD i o1 308 3 6 e SlanSiw 0t 1 o

(003 ,ailiw] _Sgamw ;55 il 12) 00iiS Gy elaia] &)03 1 (6 S el S Sw 3b 31 oe Julos oo ) S
Figure 1. The path analysis model of the effect of decision-making styles on consumer social power
(standardized regression coefficients)

o lpls o)l 099 JMatul (lalas) 00ileadl o .ol VAFY Jlado s aS A Jgoz oy gusily = 590 0, Le] 4y amg5 b
S8y jlelag g SO I Faw (t lade (g bolins mlaw wais o laslinl Heew S, o) odelCamddy polie 4o axgi b
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FY/A aws oo i (R2) s o po (uizmon 050 jloline claiz] Q)ﬁﬁaagslﬁw‘lﬁxﬁ‘\ﬁwﬁjﬁ
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Table 9. The results of Levin's test (checking the equality of variances of consumer decision-making styles)

& sloline gebans @l azyo @5l a4z F ke JUEEN
Sig (df2) (df1) Variables
0.201 380 1 1.264 quality oriented /1,5 s
0.311 380 1 1.030 brand oriented /1,5 &y
0.569 380 1 0.325 fashionist /1,5

0.555 380 1 0.350 hedonist /1§y
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0.115 380 1 2.386 price oriented /1,5 cwoud
0.111 380 1 2.120 Careless/cdsns
0.283 380 1 1.903 Confused/v§ 35 yu
0.093 380 1 3.801 Loyal/,lst,

b lly splr (22 5 )M )blie ©olds [aS Lg oo nly 0U) 5 Oloye 09,5 95 50 Jlslg g 05 )0 B3 S5

Sgbige b
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Table 10. ANOVA test results (difference in consumer decision-making styles in two domestic and foreign
brand groups)

wala R oo
b 4y & ol ylg aubio

6ol Folaio oeSilee ol ygdexo T wl)gdomo R
Sig

sl Source of :
Mean Mean Sum of Variance variables

Diference  Squares ' Squares

295 O
0.102 1 0.102 between
groups quality /1,5 cuins
TSNS oriented
0.169 380 64.218 within
groups
P95 O
1.704 1 1.704 between
groups brand /1,5 &,

29550950 oriented
0.379 380 144.114 within

groups

295 O

0.770 1 0.770 between
groups

955 59
0.615 380 233.678 within
groups

295 O

7.453 1 7.453 between
groups

29,5 3y
0.185 380 70.225 within
groups

R3S O

0.003 8.978 0.201* 3.823 1 3.823 between
groups

0.438 0.602 0.033

0.035 4.493 0.134"

0.264 1.252 -0.090 fashionist /1 ,$ue

0.001 40.330 0.281" hedonist /1 53

price /1,5 cwud
oriented
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b Uf . U:Sd ) it &'M omilslg gl
Gylolae  Foluie NG Shetme o T source of ;
. Mean Mean Sum of Vari variables
Si g . D.E ariance
Diference  Squares Squares
R3S 09
0.426 380 161.812 within
groups
55 O
2.205 1 2.205 between
0001 12759  0.53" groups Careless/cdsys
P95 090
0.173 380 65.688 within
groups
®95 O
17.957 1 17.956 between
0001 45870  0.436" 9roUPS — Confused/ss ;s
P95 090
0.391 380 148.749 within
groups
55 O
0.656 1 0.656 between
0089 2912 -0.083 groups Loyal/ ot
P95 09
0.225 380 85.541 within
groups

O aS ess 0‘9"(59 od..a]wbdq (ANOVA) ASJ.bu_i) L}”"L‘)lﬁ J..\.l}u uﬁ‘)i LE) .}ayfo ). JB“"" 3o CJL.: L)"’L“" »
Aid odplie (g loliae Dglas oldg g 10w 5 caaS slacSw ;o U5e )00 09,5 90

(05 5 Ol 09,5 33,0 S AT Bpan slazzl &508 Glaguilyly sy (o) 9) 0905T @S N Jgur
Table 11. The results of Levin's test (investigating the equality of variances of social power of consumers in
two groups of overweight men)

,__g)bu.vu C.b.m (df2) ‘5.>|)'T LEST) (dfl) ‘_géb'T a0 F )‘-\fu yaRo

0.079 380 1 3.118 )
Consumer social power

009 plp oU3s o pe 09,5 99 )0 (25559 GBS pae elodzl & a3 il ly aS ol T 6L V) Jgax @l
Dy g0 b il ly (s plp (28 995l (g llae glds SouSS L g
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Table 12. ANOVA test results (difference in social power of sports consumers in two groups of men and

women)
b . Ol axy° & gox0
)'AMF -
&lobxo Ol ygdxo o3l Wl ygdxo
0.001 16.120 2.446 1 2.446 between groups / 5,5 o )
o 5 Lozl o yas
0.152 380  57.649 within groups /2,5, s
e
381  60.095 SUM /g gaze ° e

(2305 QB AT S e (olotz )08 o 095 n oaalie a5 5ok les VY Jguz ANOVA (ypejl muls 4 a5 L

.é)‘.) S99 6)‘\)[.;.!_0 ujl.o.n Q) 9 Oy0

(AT B s (655 pral SloSis Sloulyly sl ()0 ngd 03051 @S WY Jguar
Table 13. The results of Levin's test (checking the equality of variances of consumer decision-making

styles)

Sig / s ylolize plaw (df2) [ o151 azyo (dfL) /o131 ayo F ylade Variables / 0
0.987 380 1 0.001 quality oriented /1,5 cuis
0.117 380 1 2.610 brand oriented /1,5 w
0.098 380 1 3.645 fashionist /1,5ue
0.624 380 1 0.241 hedonist /1,53
0.236 380 1 0.224 price oriented /1,5 cwud
0.273 380 1 1.204 Careless/cdsns
0.096 380 1 3.452 Confused/ x5 35 yw
0.193 380 1 2.031 Loyal/,latég

g_ssLa) )§.>..\S.a L> g 00 ).3‘).3 Q.'>->)L> (_QLQAJ).} 9 ‘51_‘>|é ‘_ng.\i).g ulfAJd)m 05; 90 o )lolég 9 wf)o]u ‘C,é\)pfg‘;
g n 3B Lol ly 500 (558 5 255 (s oline

(‘f)b 9 J}‘é A.v),v 09; 9o 40 ugud)ﬁﬂ 6)'350"'0'04 Lglhg_i».u ;_)sLlu) ANOVA us.;c)" @Lu JF Jsb\?
Table 14. ANOVA test results (difference in consumer decision-making styles in two domestic and foreign

brand groups)
ool o Sile

g TR e O ek
PISTRRN ¥ e 9 gt T Source of i

Si Mean Mean DF Sum of Variance variables

9 Diference  Squares ' Squares
3.250 e
1 3.250 i & o
0001 20221  *0206 between  quality /1,5 coies
2L oriented

0.161 380 61.069 9509y
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6)‘.5&&0
Sig

glas

Mean
Diference

©l)g9dxo
Mean
Squares

axye
sol37
D.F

& goxo
©lygaze
Sum of
Squares

olylg &b
Source of
Variance

’.. %,
variables

within
groups

0.033

4.566

#-0.150

1.713

0.379

380

1.731

144.086

295 O
between
groups
95 59
within
groups

brand /1,5 &y
oriented

0.001

12.107

#-0.307

7.239

0.598

380

7.239

227.217

295 O
between
groups
955 950
within
groups

fashionist /1 ,$ue

0.038

A7ARES

#-0.107

0.876

0.202

380

0.876

76.801

295 O
between
groups
P95 950
within
groups

hedonist /1 5ed

0.961

0.002

-0.004

0.001

0.436

380

0.001

165.631

295 O
between
groups
295509
within
groups

price /1,5 cwud
oriented

0.464

0.538

0.035

0.096

0.178

380

0.096

67.797

295 O
between
groups
2955 09
within
groups

Careless/cdsqs

0.296

1.096

0.079

0.480

0.437

380

0.480

166.225

295 O
between
groups
295509,
within
groups

Confused/ s8 55 yu

0.001

15.999

#-0.213

3.482

0.218

380

3.482

82.714

295 O
between
groups
295509,
within
groups

Loyal/,lstsq
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Table 15. The results of Levin's test (equality of variances of social power in two consumer groups of
domestic brand and foreign brand)

& 1obixo gebans ol azyo @ol3l 4z y0 AiF et
Sig (df2) (dfl) ’ Variables
0.179 380 1 1788 OIS S po Lozl ©505

Consumer social power

J.)))ulfd.usd).«aﬁ 05; 3.5).)‘5&)')5 ulfd.usd}.a.a ‘SCLQ..._?‘ u)dsuwal.l)‘dew‘ uT&L}}f VO de} @L..l
.)5.4.»‘54 d...q;L» L{bwb)b LE)"‘J’ 04)35;).))‘&.) d)loLM usLﬂJ;i)d.i)L)?Ode J‘"}’ k5>)l> AJJ.: u@wd}‘\ms&‘o
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Table 16. ANOVA test results (difference of social power in two groups of domestic brand consumers and
foreign brand consumers)

- - e I i st
5laioF oSl ©ly9dxo 5T Slygaze Source of )M;:
Mean Mean DE Sum of Variance variables
Diference Squares Squares
RS O
0.288 1.131 0.178 1 0.178 between
groups izl ©,u8
295 09, oSS yae CONSUMET
0.158 380 59.917 within social power
groups
381 60.095 Egoe

509 OB AT pae eloin] 503 s 990 0 0dalive 4 el ylea V& Jga ANOVA (g0l gyl
D5l 8529 (g loliae Lold 2yl lans p BBAS G pas g LB glaas

G5 A g Sy
8y Sy nlpln 10sdc Cgmime SSLL SO Cuige pae b Cudlge (Lol wdS plgiedr 0uiiS S a0 09l
0ALS S e Jlid )y I35 53l (sl saiite (il (S ks B (65 ool St 5 Sl J10)55 52 (535 Copmt 3l 0015 S e
Ll o3 (2L BL Gliine ag 090 slaggdge (n St 5 (2 2P S preal S 3l laans (b ool
«Shol w05l asile g8 Jelse 5 bl 5 SHB (ol (olatdl (Sinp Jolse (gzmen olse b 4 4z
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