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1. Aim of the Study

A n a lys is  and exp lanation  of p reference  form ation has been one 

of the most dominant areas in  norketing  research  in the near past. 

Though i t  is  w e ll known that many major consumption and purchasing 

d ec is io n s  are r e s u lts  of m ulti-person purchasing d ec is io n  pro 

cesses, most research  a c t i v i t i e s  have been devoted to in d iv id u a l 

d ec is io n  making.

The purpose of th is  paper is  to demonstrate a new methodology 

to measure and ex p la in  d if fe r e n t  types of in d iv id u a l 's  in fluonce  

on group d e c is io n s .

R esu lts  of a p i lo t  study based on d ec is io n  processes run dur

ing a computer sim ulated  business game are presented in order to 

demonstrate the v i a b i l i t y  of the new concept.

2 .1 . Research Areas

Group d ec is io n  making processes are handled w ith in  the theory 

of o rg an iza tio n a l behavior and the theory of sm all groups.

In  the area of consumer behavior there  are research  streams 

c i r c l in g  around re fe rence  groups, op inion lead ers  and norm ative 

preference  b u ild in g . S p e c ia l in te re s t  in fam ily  d ec is io n  making 

during the la s t  years encouraged the development of th is  new and 

ra th e r  independent research  t r a d it io n .
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In  s p ite  ) i  common fundaments, concepts and research  t r a d i 

t ion  in  the area of household • d ec is io n  making and o rg an iza tio n a l 

buying behavior developed almost Independently. W ith in  the f ie ld  

of in d u s t r ia l  marketing the in te ra c t io n  approach focusing on buyer 

se lle r-d yad s  emerged as the la s t  research  area d ea lin g  w ith  group 

d ec is io n  making.

An overview  of these d if fe r e n t  approaches w ith in  the research  

of In flu en ce  Is  g iven in  Tab. 1.

• 2.2 . Measuring In f lu en ce  in  the Area of M arketing Research

M arch 's statem ent in  1955 [9] Is  s t i l l  r e le v a n t : "One can find  

few seriou s  attempts In  the l i t e r a t u r e  to r e la te  formal d e f in i 

t io n s  of in flu en ce  e ith e r  to measurement methods or to the main 

body of s o c ia l sc ience  th e o ry ".

E s p e c ia l ly  the l i t e r a t u r e  of m arketing conveys an imaQe of 

ad hoc o p e ra t io n a liz a t io n s  w ith  l i t t l e  re ference  to any theory . Ge

n e ra l a s so c ia tio n  c o e f f ic ie n t s ,  d ir e c t  question ing  methods cove

r ing  d if fe re n t  co n stru c ts  [10 ,5 ] are p re va le n t.

The exam ination of the in d iv id u a l 's  in flu e n ce  as described  in 

l i t e r a t u r e  is  almost lim ite d  to dyads and takes m ostly in to  ac 

count only one s ide  of the process ( in f lu e n c e r  or in f lu e n c e e ).  As 

a fu r th e r  c h a r a c te r is t ic  of th is  kind of research  l i t t l e  re fe rence  

to s p e c l f i f c  s itu a t io n s  can be found because d ec is ion s  th a t have 

a lread y  been taken are stud ied  w ithout any regard to >the ac tu a l 

degree of c o n f l ic t  between the d e c is io n - p a rt ie s . Furtherm ore, the 

in te r e s t  is  concentrated  on the output of the d ec is io n  ra th e r  than 

on i t s  phases.

The attem pts to ex p la in  in flu e n ce  m ostly use the s o c ia l theory 

of power and do not d i f f e r e n t ia t e  between power and in flu en ce  

assuming that power is  t o t a l l y  exerted .

In  the fo llo w in g  a conceptual framework to q u an tify  and ex

p la in  in flu e n ce  is  presented .

3. A New Approach to Measure and to Ex p la in  In fluence

*

An in d iv id u a l ' s or a g roup 's  in flu e n ce  on an in d iv id u a l or a 

group is  d e 'in e d  аз the change in behavio r of the o ther in d iv i 

dual or group caused by h is  a c ts  or p re ferences re s u lt in g  from so-
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c ia l  in te ra c t io n s  and/or the in d iv id u a l ' s p reference  before* en

te r in g  the process. Therefore in flu en ce  сэп be measured according 

to what degree a decision-m aker succeeds - consc iously  or uncon-1- 

s c io u s ly  - in  m odelling the groups p references s im il in r  to h is  own 

p re fe re n ce s .

Any measure of concordance between the in d iv id u a l 's  and the 

group 's p reference  at a g iven po in t in  tim e, however, is  ju s t  a 

raw measure of in flu en ce  because of not d is t in g u ish in g  between in 

fluence  and s o c ia l is a t io n  or chance of in te rn a liz in g  the perce 

ived  m a jo r ity 's  vote from the beginning (a n t ic ip a te d  in flu en ce  of 

o th e rs ).

I t  is  face v a l id  to c la s s t ly  .1 person as having no - incremen

t a l  - in flu en ce  i f  the group p ic tu ie n ce  is  ju s t  the average of 

the in d iv id u a ls 'p re fe re n c e s . V ice ve rsa , a decision-m aker encoura

ging the other members of the group tr> adapt h is  q u ite  d if fe re n t  

p o s it io n  should be judged as most in f lu e n t ia l .

S tu d ies  on op in ion  lead ers  revea l tha t persons are opinion 

lead ers  on ly  in  a few areas of in te r e s t .  In f lu e n ce  is ,  however, 

not only re fe rred  to d ec is io n  o b jects  but to phases of the p re fe 

rence p rocess. As to m u lt ia t t r ib u te  d ec is io n  models [ ć , 2 , l l ]  one 

can d if f e r e n t ia t e  in flu e n ce  according to the elements of the p re 

ference process [ l i ]  such as:

- set of perce ived  d ec is io n  o b je c ts ,

- set of re le va n t a t t r ib u te s ,

- p ercep tion  of o b je c ts ,

- importance of a t t r ib u te s ,

- p re fe rences .

In f lu en ce  measures tak ing  in to  account the degree of poten

t i a l  c o n f l ic t  between the group members/preferences e tc .  at the 

s ta r t in g  po in t of a d ec is io n  process are those shown in  la b . 2. 

The measurement methodology as fa r  as ranks are concerned fo llo w s  

the Kendall o p e ra t io n a liz a t io n  idea.

3 .1 . Ex p la in in g  In f lu en ce

Power is  defined  as an in d iv id u a l 's  or a group 's a b i l i t y  to 

modify d ec is io n s  of in d iv id u a ls  or a group [5 ,3 ,1 ] .

Power emerges in the course of in te ra c t io n s  between in d iv id u 

a ls  on the b as is  of perce ived  and eva luated  possession of power



Comparison ot d if fe r e n t  approaches

Research streams Main issues Response v a r ia b le s

Sm all groups exp lanation  of 
group d ec is io n s  
processes

group performance

O rg an iza tio n a l
behavio r

d e sc r ip t io n  of 
group d ec is io n s , 
outputs

ad ap ta tio n - ra te , 
in fo rm ation  
search behavior

Normative
d ec is io n
theory

p re s c r ip t io n  of 
group d ec is io n s , 
outputs

group
preference

Consumer
behavio r

exp lana tio n , p re 
d ic t io n  of in d i 
v id u a ls , d ec is io n  
processes

ł

in d iv id u a l 's  
a t t itu d e ,  
p re fe re n ce , 
behavio r

Household
d ec is io n
making

d e sc r ip t io n  of 
fam ily  decis ions, 
outputs

in d iv id u a l 's  
p re fe re n ce , 
behavio r

Power d is t r ib u t io n  
in  marketing 
channels

exp lanation  of 
dyadic power 
re la t io n s

output of b a r
ga in in g , b a r 
ga in ing  behavior

bases (competence, s o c ia l  s ta tu s , a b i l i t y  to punish e t c . ) .  This 

power forms a p o te n t ia l ,  which enables the powerful person more or 

le ss  to succeed w ith  h is  own in te re s ts  by using h is  means of po

wer i f  necessary . Means of power are in d ic a to rs  of e x e rt in g  po

wer; they are re fe r r in g  to knowledge, reward power, • emotional 

warmth e tc .  W ith th e ir  help the powerful in d iv id u a l a c t iv a te s  or 

s a t is f i e s  re s p e c t iv e ly  m otives (w ish es ) d ire c te d  to him. We d e fin e  

in flu e n ce  as the re s u lt  of a c tu a l ly  exerted  power. By using a l l  

means of power a powerful person transform s h is  power in to  the ma

ximum of p o ss ib le  in flu e n ce  (F ig .  1 ).

/

T a b l e  1

of m ulti-person d ec is io n  modeling

Stim ulus v a r ia b le s Data c o l le c t io n T yp ica l re s u lts

in tra p e rs o n a l, 
group, context 
v a r ia b le s

ro le ,  p o s it io n , 
type of o rg a n i
z a tio n , type of 
purchase, d ec is ion  
phase

in d iv id u a l 's  
p re fe ren ce , 
u t i l i  t ie s

in d iv id u a l 's  
p e rcep tion , 
weight of 
a t t r ib u te ,  p re fe 
rences of re le va n t 
o th e rs , product 
ca teg o ry , degree 
of r is k

ro le s ,  l i f e - c y c le  
s tages, age c la s s e s , 
time of m arriage, 
product c a te g o r ie s , 
d ec is io n  phases

power, sources of 
power, ro le ,  perso 
n a l i t y  t r a i t ,  type 
of o rgan iza tion

ob se rva tion a l
experiments

non experim ental
d ire c t
question ing

experim ental 
q uestion ing , 
mathematical 
aggregat ion

quest ioning

non experim ental
d ir e c t
question ing

ro le  p lay in g  ex
perim ents, d ir e c t  
quest ioning

the more group 
cohesiveness the 
more non-task 
o rien ted  behavior

s c ie n t is t s  and mana 
gers have more per- 
c ived  in flu e n ce  on 
vendor s e le c t io n  
d ec is io n s  than pu r
chasing agents

Pareto-uptim al grouj: 
re so lu t ions

o p in io n - lo ad e rs , 
re le va n t o thers 
provide in form ation  
and product e va lu a 
tio n  c r i t e r i a

husband decides where 
to buy an automo
b i le ,  w ifo  decides 
where to buy a f u r 
n itu re

re fe re n t/a x p e rt po
wer in creases  s e l 
le r ' s c r e d ib i1i ty

I t  has a lread y  been mentioned th a t in flu e n ce  is  not ju s t  meas

ured fo r the o v e r a l l  r e s u lt  of a d ec is io n  process but to a l l  i t s  

elem ents, too. A model to ex p la in  the in flu e n ce  e lem ent-specifica l-  

ly  is :

' jk ? q „k l <mj l  '  i ^ i P *

where: 

j

к - 

I -

re le v a n t individuum ,

index fo r d e c is io n  elem ents,

index fo r power fa c to rs ,



T a b l e  2

Types of in flu en ce  and th e ir  measurement

d ec is io n
element

Measure
ment

approach

Re levan t se t 
of ob jec ts

weighted 
concordance 
of sets

Re levan t set 
of a t t r ib u 
tes

Pe rcep tion  of 
o b je c ts

weighted 
concordance 
of ranks 
ranks

Weights of 
a t t r ib u te s

P re fe rence

Operat io n a liz a t io n  
( i- 1 ,  - in d iv id u a ls ;  g - group
s= l, . . . .  S - o b je c ts )

x. - vecto r of re le va n t 
set w ith

'is
1, /if s is  re le v a n t  fo r i 
0, e lse

d* - vec to r of concordant 
J  . cases between j  and g

w-i th

I 1- i f  xjs  3 xgs11, i f  

lo , e l se

Í3, x - vec to r of d isconcordant 
J  cases between i  and j

w ith

b
1, i t  xis  i  x

U s ■li: e lse

s s

' j s

i j s s '

- vec to r e f ranks (o b je c ts  are to be 
ordered accord ing to ranks of 
group) w ith

e  Í 1...........S } : y i9  ̂ y is ,  V s s '

ЗГ of conc

J l ,  i f

js s ' (0 , els

эг of d iscor 
sen i  and j  

f l ,  i i

i j s s '  - [o , e l ;

i s

■ vec to r of concordant cases 

w ith  i f  v. < v
i ,  i i  У£s < y i3

js s ' 10, e ls e  

- vec to r of d isconcordant cases
between i and j  w ith  

e
1» i f  c i s s ' *  c Js s

m - power fa c to r ,

4k l ”  i mP °r ta n c e  of power fa c to r  1 fo r  d ec is io n  element k.

qki  r e fe r s  to both the m o tiva tio n  of the person e x e rt in g  power 

and th a t of the re c e iv e r  of power, i . e .  the w ill in g n e s s  to get 

in flu en ced  and the w ill in g n e s s  to in f lu e n c e .



factors of power p o w e r exertion erf power Dehov.ore1 effect

perception 
of respective 
other qroup 
members

“ • leg itim atio n  J - i

exoerhse

ir .fo rm a tio n a i 
ability

ability to 
punish

4  eqitim ation 3-1

—* expertise

inform ational
ability

ability to 
punish

willingness 
to exert 

power

power

other
factors

means
Of power

influence

F ig .  1. The process of in flu ence



T a b l e  3

O p e ra t io n a liz a t io n  ot power and re sp e c tive  hypothesis

Öases 
of pow

er

V a riab les O peration 
a l iz a t io n  
of bases 
of power

Types of in flu en ce
describing 
the power hypoth

esized
hypothesized e f fe c t  r e f e r 

red to (x : high e f f e c t )
of
ef fee t set of 

ob jects
set of 
a t t r i 
butes

per
cep
t io n

a t t r i 
bute
w e i
ghts

posi t ion + X X

l e g i t i 
mate
power

demogra
phic

s ta tu s : 
measured 
v ia  age, 
income, 
e t c . 
power 
exe rtin g  
person

perce ived  
and as 
signed 
sympathy

+

+

X

X

R e fe r 
ence
power

socio- 
emotional

perce ived  
group co 
hesiveness

- X

Expert
power

co g n it iv e perce ived  
and as 
signed 
compe
tence

♦ X

In form a
t io n a l
power

psycho
lo g ic a l

perce ived  
and as
signed 
eloquence

+ X

C oerc ive
power

perce ived  
and a s 
signed 
a g g re s s i
veness

+

Table 3 g ives  the power fa c to rs  a c tu a lly  used in  an em p irica l 

study as w e ll as the e f fe c ts  as hypothesized.



Individual's Influence o s

4. Coals and Main R esu lts  of a P i lo t  Study

The purpose of the p i lo t  study has been

- to examine the s tru c tu re  of in flu e n ce  w ith in  an in d u s t r ia l  

d ec is io n  u n it ,

- to te s t the a b i l i t y  of the model to exp la in  in f lu e n ce ,

- to revea l de ffe rences  between p reference  and percep tion  - re 

la te d  in flu en ce  grades w ith  regard to the power fa c to rs .

Respondents were students tak ing  the ro le s  of managers in  a 

computer s im ulated business game. The design of the study is  

shown in  Tab. 4.

in d iv id u a l percep tion  (P ig )  re le va n t 

s tra te g ie s

bases of power

group p references (u )
Ua

group percep tions (pn„ )
_________ У a _______

T a b l e  4

Design of the p i lo t  study

Data 
co l le c 
tion

in d iv id u a l p re ferences re le va n t

s tra te g ie s

Data measuring in flu en ce*

ex p la in in g  in flu en ce

1

Y 6p l (n,i j  • T 2r mi l ) i i  j

* I t  has to be mentioned that the p re fe rences  of an in d iv id 
u a l 's  i r r e le v a n t  a lt e rn a t iv e s  are se t equal to  zero w ithout r e 
gard to the in te r v a l type of s c a le .



Regressions were run, where the In d iv id u a ls 'p re fe re n c e s  (p e r 

ce p tio n s ) were used as independent v a r ia b le s ,  . group preferences 

(p e rce p tio n s ) as c r i t e r io n  v a r ia b le s  and reg ress ion  c o e f f ic ie n ts  

as in flu e n ce  measures. Models (1 ) and (3 ) in  Tab. 5 d i f f e r  as re 

gards the mode they consider ir r e le v a n t  s t r a te g ie s .  C o e ff ic ie n t  

ot’ ц can be th e re fo re  in te rp re te d  as p reven tion  .In f lu e n ce  in  con

t r a s t  to a sse rt io n  in flu en ce  (м | и )-

The in te rn a l v a l id i t y  of the model is  increased  s ig n if ic a n t ly  

in  four out of ten cases when p reven tion  in flu en ce  is  added. We 

conclude th a t there are "b lo ck e rs "  besides promotors [1 4 ]. Table 6 

shows the fa c t  th a t most persons are p a r t ly  promotors and p a r t ly  

b lo ckers  as regards some elements of the d e c is io n .

T a b l e  5

Increm ental exp lanato ry  power of model 3 
compared to model 1

Group
R2artiadj

model (1 ) model (3 )
R2

1 0.86051 0.97156 0.1111*'

2 0.95509 0.99", 73 0.0426**

3 '-0.18879 -0.07550 0.1103

4 0.96871 0.98569 0.0188

5 0.69423 0.71214 0.0779

6 0.42833 0.80199 0.3737

7 0.20706* 0.23009 0.0230

В 0.43019 0.93845 0.5083

9 0 .85629 0.93127 0.0750**

10 0.36244 0.89772 0.5510*

* U  < 0.05.
** a  < 0.01.

1 By judging persons ranked f i r s t  or second as an in f lu e n ce r  and 

an in d iv id u a l ranked th ird  or fourth  as an in f lu e n c e r ,  co n tro 

l l e r  and m arketing manager were *o be found the b lo ckers  ju s t  as 

the d ir e c to r  seemed to be the promotor in  most of the cases.

The fa c t  th a t m arketing managers were the most in f lu e n t ia l  

persons as regards pe rcep tion  supports W it t e 's  h yp o th es is , tha t 

expert power w ithout le g it im a te  power h ard ly  ever succeeds [1 4 ].



R e la t iv e  freq uenc ies  of rank of in flu en ce

In f lu e n ce  rank
"l

P o s it io n
l ś t 2nd 3rd • 4th

p re fe r 
ence

p e r
cep
t io n

p re fe r 
ence

p er
cep
t io n

p re fe r 
ence

per
cep
tio n

p re fe r 
ence

p e r
cep
tio n

. . .  .

p re fe r 
ence

per-j
cep-
tiort

a P a p a p a P 'a p

D ire c to r 50 20 33 20 30 22 20 20 17 10 30 28 100 100 100

C o n tro l
le r 0 20 12 30 50 22 30 10 35 40 20 32 100 100 100

Produc-
t io n
manager 50 10 15 10 0 28 30 60 33 10

<
30 23 100 100 100

M arketing
manager 0 50 40 40 20 2B 20 10 15 40 20 17 100 100 100

'  2 100 100 100 100 100 100 100 100 100 100 100 100 p.

N o t e :  a - a s s e rt io n  in f lu e n c e ; p - p reven tion  in f lu e n ce .



The finc.1 s e le c t io n  of the fa c to rs  ex p la in ing  in flu en ce  out 

of an extended se t of v a r ia b le s  was done v ia  reg ress io n . In te rn a l 

v a l id i t y ,  however, was weak (Tab. 7 ).

T a b l e  7

frank order importance of fa c to rs  ex p la in ing  in flu en ce

Object of Rank of importance

In flu en ce 1st 2nd 3rd 4th 5th

P re fe rence s o c ia b i l i 
ty

in v o lv 
ement

competence sympathy dominance

Percep t ion dominance sympathy in v o lv 
ement

competence s o c ia b i l 
i t y

5. L im ita t io n s  of the Research and Fu rth e r S tu d ies

The m in  reasons fo r the poor r e s u lts  may be found in  an in 

ap p ro p ria te  o p e ra t io n a liz a t io n  of the th e o re t ic a l co n s tru c ts  and 

in  e stim atio n  problems (typ e  of s c a le ,  m u lt ic o l l in e a r i t y )  [8 ]. 

Fu rth e r on, the fa c t  tha t the e va lu a t io n  tasks were not connected 

w ith  any consequences fo r the members of the business game may 

lead  to a weak ex te rn a l v a l id i t y .

I t  can be s ta te d , however, tha t in  co n tra s t to p reva len t no

t io n s  in flu en ce  ob v ious ly  is  a m ultid im ensional co n s tru c t and 

that accord ing to the va rious  types of in flu e n ce  the bases of 

power m otivate  the persons concerned in  d if fe r e n t  ways. The main 

study underway w i l l  be run w ith  re a l managers.
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W alter Hubel

ROLA j f  0N0STEK WEWNĄTRZ WIELOOSOBOWYCH GRUP DECYZYJNYCH

%

Jedną z dominujących dz iedz in  badań marketingowych je s t  a n a l i 
za i w y jaśn ian ie  p r e fe r e n c j i .  Mimo iż  podstawowe decyzje  dotyczące 
konsumpcji oraz zakupów są efektem grupowych procesów decyzyjnych , 
to w iększość dotychczasowych badań w zak res ie  zachowania s ię  kon
sumenta do tyczy ła  jednostek .

Dziedzinam i badań zajmującymi s ię  podejmowaniem d e cyz ji przez



zespoły wieloosobowo są m .in.: te o r ia  zachowań wewnątrzorganizacyj- 
nych i te o r ia  małych grup. W Q dn iesien iu  do pomiaru wpływu jednos
tk i na podejmowanie d e cyz ji słusznym wydaje s ię  nadal s tw ie rd zen ia  
M arch 'a, i ?  "w l i t e r a tu r z e  naukowej można znaleźć n ie w ie le  poważnych 
prób w iązan ia koncepcji wpływu z te o r ią  nauk spo łecznych ".

Na bazie  spo łecznej t e o r i i  przewagi oraz w ie loczyn iukow ej te 
o r i i  p r e fe r e n c j i ,  a rtyk u ł ten stanowi próbę nowego p o d e jśc ia  s łu 
żącego pomiarowi i w y jaśn ien iu  wpływu jed n o stk i na decyzje podej
mowane w ramach grupy w ieloosobowej.

W ce lu  dokonania testu  prezentowanej koncepcji oraz operacjo- 
n a l iz a c j i  nowego p ode jśc ia  przeprowadzono badanie p ilo tażow e oparr 
te na sym ulacyjnej grze komputerowej. Dalsze badania z t e j  p ro b le 
matyki znajdują s ię  w t ra k c ie  r e a l i z a c j i .
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