Leave one out sample: Persuasion & Consumption or purchasing decision with social externalities

Effect size
Omitted study with 95% CI p-value
Huda (2012) 1 2 : 0.43[ 0.05, 0.81] 0.026
Guiteras (2015) 1 4 : 0.43[ 0.05, 0.81] 0.028
Guiteras (2015) 2 4 I 0.43[ 0.05, 0.81] 0.028
Cameron (2013) 1 4 : 0.42[ 0.03, 0.80] 0.033
Briceno (2017) 1 1 : 0.42[ 0.03, 0.80] 0.033
Briceno (2017) 35 : 0.42[ 0.03, 0.80] 0.033
Guiteras (2015) 3 1 : 0.42[ 0.03, 0.80] 0.033
Guiteras (2015) 4 1 I 0.42[ 0.03, 0.80] 0.034
Odeny (2019) 1 4 : 0.40[ 0.01, 0.79] 0.042
Wang (2015) 2 4 : 0.39[ 0.04, 0.75] 0.031
Kirkwood (2013) 1 5 : 0.38[-0.01, 0.76] 0.054
Ezeanolue (2017) 1 1 ; 0.32[-0.04, 0.68] 0.077
Corbett (2007) 1 1 : 0.24[ 0.03, 0.44] 0.026

Random-effects REML model




