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INTROpUCTION 

It has long bee~ recognized that individuals do not exist in 

groups as total Iy separate and unaffected entities. Individual op

inions, attitudes and behavior are in large measur~molded by the 

groups of which i"he individual comprises a part. It is also import

ant to recognize, however, that there is a reciprocal relationship 

'between the individual and society - Just as he is molded by his society, 

so does he in turn mold that society. The role of the individual in 

wieldlng influence and contributing to change has only qulte recently 

come under close scrutiny. 

The process of change and the dynamics whereby change is in

stituted has been an area of enquiry that has long been of interest 

to many social scientists. In the modern era attention has been focused 

on the media of mass communication as one of the more important means 

whereby ch~nge Is brought about. In the world of marketing today the 

omnipotence of the mass media is general Iy acknowledged. Indeed, it is 

presently the subject of a serious controversy between the consumer and 

the marketer wlth the former maintalnlng that he is being manipulated by 

the bombardment of advertlsing directed his way. 

ln recent years, however, social research has provided some in

dication that the mass media of communication are perhaps not as al! 

powerful as the marketing man belleves them to be. The role of persona 1 

influence has emerged as a signlficant intervening variable. Simllarly, 
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the concept of the 'tipinion leader' as one who disproportionatel~ 

affects the behavior of others has captured the imagination cf many. 

That opinion leaders exist .and by definition wield great Influence 

in society is general Iy acknowledged. To the extent that our efforts are 

directed toward understanding and predicting social behavior we cannot 

afford to ignore the process of opinion leadership. It wi 1 1 also be 

acknowledged that recognition of the opinion leader concept and accept-

ance of the functions usual Iy attributed to it have signlficant impli-

catipnsfor the conduct of survey research. Simi larly, in the marketing 

world It is probable that acknowledgment and understanding of the dynamics 

of these phenomena wi Il result in new strategies for the conduct of con-

sumer research and the formulation of marketing programmes. 

ln 1955 Elihu Katz and Paul F. Lazarsfeld carrled out an extensive 

proJect whlch was essential Iy concerned with evaluatlng the roles of 

various forms of influence and wlth examining the correlates of opinion 

~ leadership. A technique was develQped for isolatlng opinion leaders ln 

the group. Wh Ile an atternpt was made to va Il date the techn i que, the pro-

cess was not cornpleted. The only conclusion possible on the basis of this 

prellmlnary work was that the technique Creferred to as 'the self

deslgnatlng l rnethod) appeared to be a reasonably accu rate /ndicator of 

opinion leadership ln the group. 

The purpose of the present work Is to provlde sorne further lndicatl~n·, 

of the valldlty of the Katz and L,azarsfeld method .. a method wh/ch has been 

Ellhu Katz and Paul F. Lazarsfeld, Parsonal Influence CGlencos, Illinois: 
The Free Press, 1955). 
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adopted by others in subsequent research wlthout its validlty being 

at ail questioned. 

It should be recognized that the research carrled out in this 

work cannot be regarded as an absolute test of the validity of the 

method. The sample size and composition preclude the ".p9ssibi lit Y 

of generalizlng to the population at large. In this regard two points 

should be noted: (1) The work 15 based on formed groups. Accordingly, 

the results cannot necessari Iy be generalized to any aggregate. 

(2) The work is concerned with internai rather than external validlty. 

That is, it is concerned with determlnlng whether two methods of iso

latlng opinion leaders yield slml lar or dlfferent results. It does 

not establlsh whether elther method Is closely related to actual be

havlor. Desplte these limitations It Is hoped that the research may 

provide some Inslght Into the problems te be faced and guidance for 

further work whlch may follow. 

The work Is organlzed Into three major sections. The first section 

is concerned wlth provldlng a deflnltlon of the opinion leàder concept 

and ln hlghllghtlng the partlcular problem wlth whlch the research deals. 

The second section outllnes the specifie objectives of the research and 

descrlbes the methods employed. The final section presents the findlngs 

of the research. 
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CHAPIER 

THE QPINION LEADER CONCEpT - WHAT 15 AN OPINION LEAPER? 

The term 'opinion leader' has been subject to various inter-

pretations and, ln general,has been loosely used. In this first 

chapter we shal 1 revlew the historical *Indings which led to the 

davelopment of the concept. We shal 1 also examine some of the de

finitions of the concept that have been am are belng used. Flnally, 

we shal 1 submit the deflnition whlch we feel is functional Iy signi

flcant and whlch will provide the reader with the frame of reference 

from which opinion leadership is viewed ln this work. 

For some tlme now, an increaslng number of social studies have 

served to focus attention on the Indlvidual and primary groups and 

to hlghllght the slgoiflcance of person~1 Influence in the processes 

of opinion formation and social bahavior. Trlggered by the Roeth1 Isberger 
1 

and Dlckson study, the prlmary group was 'rediscovered' "and has slnce 

become a major subJect of investigation. 

These st~dies have served to hlghllght the fact that the Indlvldual's 

behavior is importantly affected by the persans with whom he is ln close 

and fraquent contact. In other words, Indivldual attitudes, opinions and 

behavior are molded by others through the process of persona 1 Influence. 

F.J. Roethllsberger and W.J Dlckson, Management and the Worker: (Cambrld~ 
Massachuset'rs: Harvard Un 1 vers 1 ty Press, 1939). 
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Hartley 1 states that: 

"Indivldual opinion Is a group matter. As a psychologist, con

cerned with the functioning of the individual, 1 must malntain 

that social attitudes and opinions are in largest measure reflect-

ions in the individual of his group affi 1 iations and can only be 

fui Iy understood if we explore the relation of the individual to 

the group represented by the opinion which he maintains," 

Bogardus 2 takes a similar position in regard to occupational at-

titudes. 

"Each occupation tends to develop its own culture heritages, slogans, 

bel iefs or even superstitions. These are sooner or later caught up 

by the individual and with modifications become a part of his thought 

1 ife, creating for him an occupational attitude." 

Katz and Lazarsfeld malntain that conformance to group opinions 

and attitudes functions in two Important ways for the individual,3 Ffrst, 

to the extent that the Indlvidual deslres acceptance as a member of the 

group, he will be motivated - whether he is aware of it or not - te accep'l" 

that group's outlook. They rafer to thls as the Instrumental functlon. 

The second 15 providing a social real ity for the individual, that is "the 

group as a provider of meanlngs for situations whlch do not explain themselves," 

There are a host of examples of the instrumental functlon, only a few 

of ~hlch ~G shal 1 attempt to cite here. The whole concept of reference group 

Eugene L. Hartley "The Social Psychology of Opinion Formation," Publ le Opinion 
Quarterly (Wlnter, 1950-51), Vol. 14, p. 670. 

2 Emory S. Bogardus, "The Occupational Attitude," Journal of Appl led Soclology, 
Vol. 8 (January-February, 1924) 1 p. 175. 

3 El Ihu Katz and Paul Lazarsfeld, op. clt., pp. 50-53. 
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theory hinges on the fact that individual opinions are held with 

tl l " d J 1 t d fit' ,2 par cu ar groups ln min. n a s u y 0 an e ec Ion campalgn 

it was found that fami Iy members normal Iy share attitudes on politics, 
3 

religion and other simi lar topics. Stouffer et al reported that 

"green" soldiers (those with no combat experience), soon after being 

sent as replacements to join veteran groups, differed greatly in at-

titudes to combat from comparable "'green" solders in groups composed 

entirely of their own kind. Newcombe express~~ it as: 

"In a membership group in which certain attitudes are 

approved (I.e., held by majorities, and conspicuously 

50 by leaders), lndividuals acqulre the approved attitudes 

to the extent that the membership group (particularly as 

symbolized by leaders and dominant sub-groups) serves as a 
4 

posli"ive point of reference." 

The functlon of providing a social reality for the Individual can 
5 

be exemplified by the fol lowing experlment carried out by Sherlf. 

= 

Robert K. Merton and A Il ce Ki tt, "Con'tr 1 buti ons to the Theory of Reference 
Broup Behavior," Mérton and Lazarfeld, eds~, Contlnultles ln soclàl.R9searct 
(G 1 encoe, 1 Il i noi 5: The Free Press, 1950). 

2 Paul F. Lazarsfeld, Bernard Berelson and Hazel Gaudet, Jhe People':;; Cholce 
(New York; Columbia University Press, 1948). 

3 Samuel A. Stouffer et al" ~ Amerlcan Soldier; studies in Social PsycbolQ! 

4 

In World War Il (Princeton, New Jersey: :Princeton University Press, 1949), 
Vo 1. 1 l, p. 244. 

Theodore M. Newcomb, "Att 1 tl-lde Deve lopment as a F ~ncti on of Reference Group! 
The Benington Study," Swanson, Newcomb, Hartléy et al, eds., Readlngs in 
Social Psychology (New York: Henry Holt and Company, 1952), p. 420. 

5 Muzafer Sherlf, "Group Influences Upon the Formation of Norms Ç!nd Attitudes, 
Swan son , Newcomb Hart 1 ey et al, eds., o.,p... ci t . 1 pp. 249-62. 
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This consisted of an autokinetic effect experiment relating to the illusion 

of movement created by an actual Iy stationary pinpoint of light when it was 

flashed in a total Iy darkened raom. The study demonstrated that the judg-

ments of others greatly affected private judgments. Slgnificant variations 

in initial judgments converged to a shared norm as a result of this process. 
J 

A simi lar experiment was carried out by Asch. In this instance the sub-

jects were required to match the length of a given line with one of three 

unequal lines. Each member of the group was required to announce his judg-

ments publicly. 8ecause of complicity between certain members of the group 

and the experimenter, individuals would find themselves contradicted by the 

entlre group. It was found that there was a tendency for the individual ta 

yleld to group pressure. 

This latter functlon has been wei 1 described by the lewlnlan school, 

"What ex i sts as 'rea 1 i ty' for the 1 nd 1 vi dua Ils to a hl gh degree determi ned 

by what i s soci a Il y accepted as rea 1 i ty." 2 

Katz and Lazarsfe 1 d summar 1 ze the process as fo Il ows: 

"When indlvlduals Interact wlth each other relative to a problem they 

have in common, they begln to 'see' thlngs ln the same way and con

sequently create a social norm.,,3 

The concept of opinion leadership became somewhat crystal lized as a 

result of a study by La~arsfeld et al.4 ln thi.s study it was suggested 

1 
S.E. Asch, "Effects of Group Pressure Upon the Modification and Distortion 
of JUdgments," Swanson, Newcomb, Hartley et al, eds., op. cit~, pp. 2-11. 

2 Kurt Lew in and Pau 1 Grabbe, "Conduct, Know 1 edge and Acceptance of New Va 1 ues ,!" 
Journal of Social Issuas, Vol. 1, No. 3, pp. 53-64, reported in Katz and ' 
Lazarsfeld, op. clt., p. 57. 

3 E Il hu Katz and Pau 1 F. Lazarsfe 1 d, op.· cl t., p. 57. 

4 Paul F. Lazarsfeld, Bernard Berelson and H.zel Gaudet, OR. cit. 
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that there is a "two-step flow of communtcation" which emanates 

from the mass media, sifts through the 'opinion leaders' in the com-

munit y, and is disseminated from these leaders to the public at large. 
J 

This was further documented by Berelson et al. Of central importance 

in these works is the concept of the individual as a purveyor of op· 

inions, and the di chotomi zation of the population into 'opinion leaders' 

and 'followers'. 
2 

Katz. refers to: 

'7he networks of inter-connected individuals through whlch mass 

communications are channeled as opposed to the traditlonal view 

of the audience as a mass of disconnected individuals, hooked up 

to the media but not to each other." 
3 

Merton, pursuing siml lar lines, refers to 'local influentials' who 

function as opinion leaders in the prlmary groups and 'cosmopolitan 

Influentials' who are the link between the community and the outslde world. 

This frame of reference is slmi lar to the one adopted in an article 
4 

by Shi 1 s . He cites a var 1 et y of stLld 1 es, ail of wh 1 ch conc 1 ude that the 

group's formai leaders must medlate between thelr assoclates élnd communl-

cations from above If these communications are to be at ail effective. 

1 Bernard Berelson, Paul F. Lazarsfeld and Wl /llam M. McPhee, Votj.ng <Chicago, 
Illinois: University of Chicago Press, 1954). 

2Elihù .. Katz, "The Two Step Flow of Communication," Public Opinion Qu.ar:~, 
VOL.,XXI" 1957, No. l, p. 61. . 

3 Robert K. Merton, "Patterns of Influence," ln L~zarsfeld an'd stanton~ eds., 
.Q.Qromunjcatjons Researçh, 1948-49 (New York: Harper and Bros. 1949), pp. 180-
219. ' 

4 Edward A. Shi Is, "Prirnary Groups ln the Amerlcan Army," Lerner and Lasswel l, 
eds., Tbe policy S~ienceg (Stanford, Celifornla: Stanford University 
Press, 1951). 
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Aiso to be noted is Lewin's concept of the "gatekeeper," which ls 
1 

simi lar to that of the opinion leader. 

Perhaps an important distlnctlpn between the work of Katz and 

Lazarsfeld and that of the investigators of the more conventional type' 

of 'Ieade~' Is ,the fact that the latter group, byand large, tend to 

focüs thelr attention on leadership traits. The former concentrate 

on leadershi~ roles. 

con~en+ionalleadershi~ cesearch tends to suggest that leadership 

traits wl 1 1 vary from onè situation to the next. Sanford states: 

"We can concludewithreasonable certëlinty that: (a) there are either 

no genera 1 leadershl p traits; 'or 1 f theydo exist they are not to be 
, , 

descri bed 1 n any of ourfami 1 iar psychologiCal or common sense terms; 

(b) 1 n a speclf i c situation 1 eaders do have traits wh 1 ch set them 

apart from followers J but what, traits set what leaders apart from 

what fo Il owers wl Il vary from 51 fuati on to si tuati on. ,,2 

Appérently Identifying leaders by titles does not serve us well~ 

Tltles designate leadership roles; they do not t~1I us how Indlviduals 

behave ln those roles. Is It the role of clergyman that makes Mr. Brown 

a communlty leader1 Or Is It the nature and actlvltles and persona 1 mag-

netlsm of Mr. Brown who happens to be a clergyman, but Who would lead wh at

ever td s ca III ng1 Part i cu 1 ar resear'ch has demonstrated'that"author i ty" 

figures may have less Influence over oplnlons than congenlal groups have. 

1 I<urt Lewin "Group Decision and Social Change," $wanson, Newcomb, Hartley 
et al, eds., op. cit., pp. 459-73. 

2 Fi 1 limore H. Sanford, "The Psychology of MI Iitary Leadership," Wayne Denis 
ed,,' Psychologv jn the World Emergeocy (Pittsburgh, Pennsylvania: University 
of Fitrsblrgh Press, 1952), clted ln Katz and Lazarsfeld, op. cit., p. 100. 
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A study by Berenda
j 

indicated tha~ classmates are more influential 

among their peers than are thelr teachers. 

2 
As a corol lary to this, Lipsky suggests.thèt: 

"The leaders that are fol lowed are not always men who have 

flrst hand information on the sUbJects on whlch they issue opinions, 

but those who are credited with special abi lit y ln choosing the real 

thinkers and experts. men who have won distinction as inventors, 

chemists or automobi le manufacturers pronounce verdicts on problems 

of education, biology, economics and religion. They are listened to 

respectful Iy because they are supposed to know betfer than the average 

man on whlch side the truth Is Ilkely to be found. They are the 

trusted secondary authorities." 

3 
Foster expressed thi s as fol 10\'15: 

I~ifted or unusual people who may or may not occupy formai pbsitions 

of leadership in a communl~y often play decisive roles in bringing 

about changes. If they are looked to by thelr associates for any 

reason, and 1 f 'thel r aetlons are apt to be Iml"tated by others, they 

may be thought of as leaders~ r~gardless of thelr statu~ in thelr 

social group." 

, 

Ruth W. Berenda, Tbe Influence of the Grou~ on the Judgments of Chi Idren 
(New York: Columbia University Press, 1950), clted ln l<atz and Lazarsfeld, 
op. cl t ., pp. 69"70. , 

2 Abram Llpsky, Man the Puppet (New York: Frqnk Maurice Inc., 1925), pp. 48-49 
3 George M. Foster, Tradltlonal curtur~s and the Impact of Technological 

Change (New York: Harper & Brothers, 1962), p. 112. 
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ln certain quarters, particularly in the world of marketing, there 

has been a tendency to equate the terms 'opinion leader' and linnovator.' 

To many in th i s fie 1 dit i s fe It that to i denti fy opi ni on "i'eaders one 

merely has to trace the pattern of adoption of a new concept or product. 

Those who can be classified as 'early adopters' are consldered to be the 

opinion or thought leaders. 

Wi Ilingness to adopt a new idea or product, in and of itself, is not 

the salient criterion whereby the opinion leaders can be separated from 

the followers. One can be an Innovatorwhose innovative patterns are not 

followed by others. Sorne innovators may merely be seeking to set the 

fashion for others without ever actually dolng 50. Others may use in-

novation as an expression of non-conformity whlch may or may not affect 

the behavlor of others. However, we must admit that by deflnltion , the 

opinion. leaders -- those Indlvlduals who consclously or unconsciously set 

the model for others -- final Iy adopt or reject a new idea or product prior 

to the tlme that the followers do, and that the leaders' attitudes and 

opinions regardlng the new Idea or product will influence the attitudes 

of the fol lowers. As such, Innovation should be Included in the opinion 

leader concept, but cannot be equated wlth It. 

Rogers .. ,( 
points out one of the pltfalls to be-"étvolded in deal"ing 

wlth Innovation as an element of opinion leadership. He suggests that the 

opinion leader gro~p Includes reJectors as weil as adopters. 

Everetf M. Rogers, 01 Hys Ion of. 1 nnoyat! ana. (G 1 encoe, 1 11\ noi s: 
The Free Press, 1962), p. 209. 
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'~ctive rejectors may also be opinion leaders. They oppose 

adoption of the innovation and seek to influence others not 

to adopt ... practical Iy no research attention has been pald 

to the possible influence of opinion leaders ln dlscouraging 

change." 

Opinion leadership, as the term is used by Katz and Lazarsfeld 

(and the sense in wh/ch it 19 used ln this paperi, is concernsd wlth 

leadership in informai rather than formai groups, and in face-to-face 

rather than more extensive groups. It is concerned with the sometimes 

subtle and unbeknown guiding of opinion that occurs in the informai group 

in contrast to the overt efforts that take place ln more formai sur-

roundings. 

1 

"What we sha Il ca 1 1 op 1 ni on 1 eadersh i p, i f we may ca 1 lit 

leadership at al l, is leadership at its simplest: it is casual Iy 

exercised, sometimes unwlttlng and ~nbeknown, wlthln the smal lest 

grouplng of friends, family members and nelghbors. It Is not 

leadership on the hlgh level of a Churchi Il, nor of a local politico, 

nor ev en of a 1 oca 1 sOc \ ale lite. 1 t 1 s qu 1 te at the oppos i te 

extreme: It 1 s the a hncst i nvl si b le, certal n Iy i nconspi cuous, 

form of leadership at the per'50n-to-person level of ordinary, 
J 

lntlmate, informai, everyday contact~" 

Ellhu Katz and Paul F. Lazarsfeld, gp. clt., p. 138. 
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CHAPTER Il 

OPINIQN LEAPER RESEARCH - THE PROBLEM OF ISOLATING OPINION 

LEAPERS IN THE GROUP 

We may now turn our attention to research that has been carrled 

out specifieal Iy În the area of opinion leadership. Our purpose ls to 

examine and evafuate the varlous criteria that have been uti Ilzed and 

to detect opinion leadershipl and to isolate problems that appear ,to exlst, 
: 

We note that although partlcular methods of detection appear to hold much 

promise, there have baen no real attampts to valldate the approprlateness 

ofthese methods. In the process we provide the background to the research 

problem to be dealt with in this work. 

The problem of isolating opinion leaders has been approached in 

a varlet y of ways. Kurt W. Back reports on research that Indlcates that 

group pressures on opinions and attitudes should be most strongly felt by 
1 

those who are most attached to the group. Carrying thls one step further, 
2 

Francis S. Bourne suggests that Ihdlvlduals wj,th lesser status in thélr 

group and less feeling of securlty are more Ilkely to observe the norms of 

the group than others, even If they prlvately disagree wlth its specifie 

2 

Kurt B. Bac!<, "Influence Through Social Communication," Swanson, Newcomb, 
Hart 1 ey et al, eds., .Q.p......ill., pp. 445-459. 

Francis S. Bourne, "Group Influence in Marketing and Public Relations," Rensi 
L1kert and Samuel P. Hayes, Jr., eds., Some Applications of Bebavlorlal 
Besearcb (Paris, France: UNESCO, 1957), p. 215. 



- 15 -

position, since they require acceptance from the group for their own 

security. Generalizing fram this one mlght conclude that those with 

the greatest need to conform are 1 i kely to cons! st of followers whi le 

those with the least such need are likely to be the leaders. But it 

is not ail that simple. Dlttes and I<elley have provlded sorne validation 

for the foregoing hypothesis. However, they also show that individuals 

wlth high status and security feel the greatest freedom to express non-

conformity.1 Furthermore:, even if thi s were not so, the prob lem of 

isolating relevant reference groups presents a rather serious obstacle. 

An attempt to deal wlth innovation as a central concept of opinion 

leadership is represented by a study carrled out by the Opinion Research 

Corporation. Their thesis was: 

"The most reliable predictors of change in a mobi le society are the 

people who are themselves mobi le. Using the concept of a Mobl le 

Society, we suggest that America's leaders are those individuals 

who, more than their fel low Americans, dlsplay thls centra! charact-
2 

eristic of mobility." 

J.E. Dlttes and H.H. Kelley, "Effects of Different Conditions of Acceptanc€ 
Upon Conformity to Group Norms," Journal of Abnormal and Social Psychglogy 
Vol. 5;3,1956, pp. 100-107. 

2 Opinion Research Corporation, America's Tastemakers -- A new strategy for 
Predictjng Change in Consumer Behaylor (Princeton, New Jersey: Opinion Re
search Corporation, The Public Opinion Index for Industry, Project 463~B, 
A P r i 1 1 1 959) . 
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They defined mobility in rather broad terms taking into account 

seven major criteria; intel lectual mobility, occupational mobi lit y, 

kinship mobility, economic mobi lit y, social mobi lit y, educational 

mobllity, and geographic mobi lity.l. The 1ami lies studied wère classi-

fied as hlgh, medium or low mobi les and relationships were established 

between degree of mobility and early adoption of particular products 

and brands. They also devised an "Early Adoption Index" whi ch took 

into account the year of adoption of 75 different items ruling out the 
2 

influence of income by controlling It ln their analysis. 

They conclude that there is a signlflcant positive relationshlp 

between mobl lit Y and early adoption. They found, for example, th~ 

among households that scored high on mobllity, 53% scored high on the 

Early Adoption Index, whl le among those that scored low on mObility, 

only 24% scored hlgh on the Early Adoption Index. 

However, there ~re two basic weaknesses ln the theory and i.ts 

application to the conduct of large scale studles emong 'opinion leaders,' 

'influentials,' or 'tastema~ers.' 

Both the mobility and early adoption scales Involve an ex facfo 

classification of 'respondents arbltrarl Iy Into high, medium add low 

mobl les and early iand late adopters, Both concepts are not absolute 

measures; They Imply relatlvlty and at best, for example, can be used 

1 J..bl.t!' p. 49. 

2..l..b..l.Ji, p. 63. 
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only to classify some individuals as more or less mobi le than others. 

Furthermore, any enquiry using the method must Initiai Iy start out 

with a tlme consuming and costly step of determining who the high 

mobl les are and subsequent to a post hoc classification, deal wlth 

the speclflc problem at hand. 

A more serlous crltlclsm pertains to the method of validation 

employed. The theory is that the mobi les are the tastemakers. The 

method of validation was to establish the relatlonshlp between mo~l lit Y 

and innovation or early adoption. What, in effect, they show is that 

individuals who general Iy have a pioneerlng or innovating orientation 

are Ilkely to be ploneers or Innovators. Reduced to this tautology, 

the theory appears to have Iittie substance. 

1 
Menzel and Katz, appllad a simllar, but more fruitful approach. 

Worklng among a sample of medlcal practltloners, they attempted to isolate 

influentlals in the group by means of soclometrlcs. The sociometrie 

"stars" (those who interacted frequently,wlth others and whose ideas 

about drug therapy were va,lued) were se 1 ected as were the "i so lates"· 

(not at aIl chosen in respect to the Items noted above) and the "neutrals" 

(those who were relatlvely infrequently chosen.' 

Menze 1 and Katz, The E--.Q 1 demi 01 ogy of a New prug (New York: Co 1 umb i a 
UnIversity Press, Publication AI90 of the Bureau of Applled Social Research, 
1956), clted ln the· Marketing Bulletin (Toronto, Canada: Modern Medicine of 
Canada, July-August, 1963),also clted ln Llkert and Hayes, ~~. 
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lhe sociometrie data were then related to the chronological history 

of the adoption of a new drug. The doctors were placed infour dif-

ferent categories based on the point in time at whlch they adopted the 

new drug. The first adopters are referred to as t~innovators." Thelr 

action in adopting the new drug did not result in any rush by ~he others 

to fo Il ow su i t . These i nd i vi dua 1 s tended ta be among the ·'1501 ates ." 

Those who fol lowed next are referred to as the minfluentials ffl who 

tended to be the "stars" and whose behavior resulted shortly afterward 

in simi lar behavior on the part of the large group of "followers." The 

"followers" tended to be in contact w!th the "stars,·I~ but in contra st to 

the latter, tended to be the reciplents rather than the donors of advice, 

The fourth group conslsted of the "dlehards" who adopted the new drug only 

after a considerable time lapse. These t~iehards" tended to be older 

doctors and "Isolates." 

These data tend to support the hypothesls that innovation, ln and 

of Itself, Is not an Indication of Influence. The sociometrie approach, 

however, appeared to bear sorne fruit. 

Katz and Lazarsfeld ln thelr study of persona 1 Influence attempted 
1 

to deal wlth the problem ln two ways. The first approach was one which 

assumed that Influentlals could be located through the testimony of those 

they had Influenced. Wlth thls method respondents were requlred to name 

the Indlvlduals who had Influenced them in a glven situation (or whom they 

had Influenced ln that same situation), and an attempt was made to obtain 

1 Ellhu Katz and Paul F. Lazarsfeld, op. cl~. 



- 19 -

substantiation from the individuals so named. The second rnethod 

involved the use of a self-designating technique. That is, res-

pondents were required to indicate whether or not they had racently 

been influenced by others and also, whether they considered that 

they would be more or less Ilkely than others to influence those 

wlth whom they lnteract. 

The first method proved to be impractical. Onlya smal 1 pro-

portion of the indlviduals named as influentials or influences . cOll Id' be 

contacted and interviewed. However, the data that were obtained in the 

'follow-up' interviews that were carried out, when compared with the 

'self-designating' results, suggested that the latter method appeared 

to function as a valid method for isolatlng opinion leaders in the 
1 

group. 

The Katz and Lazarsfeld research involved an Interview and re-

interview two months later. In their use of the seif-designating method 

they asked the following question in the initial interview: "Have Vou 

ever been asked your advice about ,,2 . 
. •. 1 The questl,on.,was asked in 

regard to four different spheres: household marketing, fashions, public 

affairs and movies. The question ,wasrepeated when the respondents were 

asked in the second interview (In relation to each of the four areas noted) 

"Compared wlth other women belonging in your circle of friends, are Vou 

more or less Ilkely than any of them to be asked your advice on .. 1" 

1. 1 ..l.b..Ld., P. 60 . 

2l.b..Ld., p. 147. 
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Based on responses to these questions, an index was constructed 

designed to separate out the opinion leaders in each of the spheres 
1 

investigated. A respondent was considered to be an opinion leader, 

if: a) she reported in ~ Interviews that she had recently been 

asked for advlce ln regard to a specifie area, QC b) she reported 

in one Interview that she had recently been asked for advice in re-

gard to a specifie area and also stated that she was more 11kely than 

her frlends to be asked for advice in regard to that area. 

ln examlning the corre/ates of opinion leadership the authors 

came up with two observations which are of considerable slgniflcance 

in the field of soclologlcal investigation. Supporting the findings 

they encountered in their study of the 1940 American presidential cam-
2 

paign, they set to rest the conventional view of the tlow of influence 

ln society. It was formerly belleved that opinions formed by the elite 

of the cornmun 1 ty sI Hed down früm one soc i a 1 stratum to the next 50 

that the pattern was establlshed by those at the apex of the structure. 

The recent studles indicate that opinion leaders exlst at each Ibvel 

and that there is a slgnlflcant horizontal flow of influence . 

.Lbl.d... pp. 374-77 . ~~ 

2 Bernard Berelson, Paul Lazarsfeld and William M. McPhee, op çit. 
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They also provided evidence that indicated there is little Ilkeli-

hood of the existence of a "generalized opinion leader." The data 

suggest that opinion leaders may be influential in particular fields, 

but not ln others. Thus, referenceis made to the opinion leaders in 

public affalrs, household marketing, fashions, and 50 on. 

ln ë! recent attempi t~ validate some of the hypotheses developed 
. 1 

by Katz and Lazarsfeld, Cqrter and Clark, ln a study of educational 

television viewers, not only accepted the validity of the self-designatlng 

method for opinion leader detection, but went one step further by adepting 

the method to a single interview situation. Individuals were asked, 

"Has anyone vou know asked you for your advice or opinion recently about 

some p,ubllc Issue ln the news?" and, "Compared wlth rnost people Vou know, 

would you guess you are more likely to be asked to give opinions about 
2 

pub Il c 1 ssues in the news?,1 Respondents who answered "Yes" to both 

questions ware classlfJed as opinion leaders. 

Arnong the sample of 259 respondents, 40% were classified as opinion 

leaders ln thls way. This proportion is considerably hlgher than the 

2 

Roy E.,Carter, Jr.~and Peter Clark, "Public Affalrs Leadership Among 
Educatlonal Television Vlewers;1I A[Ilerl.5t,an Soclologjcal Reyi~w, Vol! XXVI L, 
No. 6, (Oecernber, 1962), pp. 792-99. 

~, pp. 793-94. 
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approximately 12% public affalrs opinion leaders encountered by 
1 

Katz and Lazarsfeld wlth their sample of 800 respondents. 

Admlttedly, the uni verse of educational televlslon viewers may contain 

a higher proportion of public affalrs opinion leaders than did the 

cross section of housewlves intervlewed ln the Decatur study. However, 
2 

the dlscrepancy may also result from the different methods employed. 

The self-deslgnatlng method appears to have considerable merit 

and the Carter and Clark adaptation uslng it in a single interview 

situation could make the -taskof carrylng out studles among opinion 

leaders relatively simple. The concept of opinion leadership would 

seem to be meaningful and has signlflcant implications for social studies 

attempting to understand and predict social behavlor. However, it would 

appear to be premature at thls tlme to attempt to validate hypotheses 

that have been developed regarding the correlates of opinion leadership. 

Before we can proceed on these lines there is a need to establish 

a valld technique for Isolatlng opinion leaders preferably one which 

can be easl Iy admlnlstered as a prelude to the Investigation whlch follows, 

and which by virtue.of its brevlty, permlts the treatment of further topics 

ln a single interview. 

1 

2 
Ellhu Katz and Paul F. Lazarsfeld, op. clt., p. 376.-

It Is qulte Ilkely that a contributlng factor was the actual framlng of the 
second question. Katz and Lazarsfeld asked, "Are Vou more or less likely 
to be asked your advlce," whl le Carter and Clark begged an affirmative 
response by merely asking, "Are Vou more likely ...• 1" 
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The pi lot research that has been carried out and which is the 

subject of this paper is central Iy concerned wlth exploring more fui Iy 

the value of the self-designating method. 
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CHAPTER III 

THE PURPOSE AND METHOD OF THE RESE~ 

A. PURPOSEOF THE RESEARCH 

The central purpose of this pl lot research waB to obtain sorne 

indication of the validity of the self-designating technique as a 

rneans of isolating opinion leaders ln the group. 

More specifical Iy, the research has sought: 1) to deterrnine 

opinion leadership structu~e in specifie groups as rneasured by a 

sociornetrlc approach; ,2) to determine leadership structure in the 

same groups by rneans of the self-designating rnethod; 3) to correlate 

the results obtained frorn the two approaches Just noted. 

B. RESEARCH METHOQ 

~ The saIDp! e 

The sample consisted of two wornen's auxi liary groups associate~ 

with Protestant Churches ln the city. The first consisted of 46 women 

(for the rnost part mlddle-aged housewives) associated with st. Maitthew 

Anglican Church in st. Laurent. The second group cornprlsed 40 women (Iargsl 

rniddle-aged worklng women, about half of whom were rnarrled and the rernainder 

single or wldowed) associated with the Wesley United Church of Notre Dame 

de Grace. 

A thlrdgroup was also Interviewed (a gyrnnastlc class associated 

with Neighbourhood Houss ln st. Laurent). However, the interviews were 



- 26 -

discarded when it was revealed that the women had no contact with 

each other outslde of the weekly sessions, and that the group had 

been ln exlsteDG~ for only a few months. The group obviously was 

not sulted for our purposes since Most of the women were incapable 

of maklng any sociometrie choices wlthin the group due to their un-

fami Ilarity with each other. 

The st. Matthew group in total comprises appr<t>ximately seventy 

women. W 1 th in the group there i s a hard core of- about 50 women who 

regularly attend ail meetings which are held twice a week. This hard 

core comprises for the Most part women who have baen active in the 

Auxi Itary for at least fifteen years. The fort y-six women interviewed 

Cconsisting of those who were in attendance on the evening on which the 

interviawlng was carrled out) were, ln large measura, part of thls hard 

COr.é. Ail members of the group reslde in the same general area and 

contacts outside the Church are fairly fraquant. 

The prlmary endeavor of the group for the past few years has been 

the .preparatlon of supplies lor the Red Cross. At a typical ~eeting 

the women gather ln the Church hall seated at large tables, each of 

whlch accommodates some ten women. They busy themselves with cutting, 

folding and roi Ilng bandages whl le at the same tlme engaglng each other 

ln conversation. Late ln the evening coffee and blscul+s are dlstrlbuted 

and, fol lowlng thelr consumptlon, the women return home. 

The Wesley group 15 a larger one conslstlng of about one hundred 
, 

women. However, attendance on the part of rnany of these tends to be sporadlc. 
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Regular attenders at: the weekly meeting number about thirty-five. 

The remalnlng number (usually an additlona! fort y) comprise less 

frequent attenders. 

As was true for the flrst group, the respondents interviewed 

(40 ln ail) consisted largely ôf the hard core of falthful attenders. 

The major portion of the remainder who were not in attendance on the 

evenlng of the interview, although officiai Iy Iisted as members,of the 

group, essentlal Iy' were 'fringe members.' 

The second group is primarl Iy concerned with ralsing funds for 

the Mission. The weekly meetings are usually devoted to dealing wlth 

specifie business at hand and Is followed by an address by an Invlted 

speaker. The even i ng closes w 1 th the serv'i nQ of tea, cof f'ee, sandw i ches 

and cakes. 

2~ lotarylewing Method 

ln both Instances the Interview was admlnister~d at coffee tlme. 

Arrangements for Intervlewing the groups were made wlth the church mlnlster. 

He was told of the purpose of the research ln very ganeral terms. It 

was a/so explalned that the survey results were belng used for the pre

paration of a graduate thesls ln Soclology at McGI Il UnIversity. In each 

Instance too, a nominal cash donation was made to the group as a token of 

appreciatlon for Its cooperation. 

The interview was carrled out by se/f-admi~lstered questionnaires 

ln a group situation (see Appendlx for a copy of the Instrument used), 
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Prior to the completion of the questIonnaires, the women were 

addressed by the ~rlter. The main purposes of thls brief talk were 
1 

to provlde the women wlth a general idea of why the research was being 

done; to explain exactly what they were requlred to do, and to set their 

mlnds at ease about reveallng how they felt about other women ln their group 

by assurlng them of anonymity. 

The research concerned itself wlth two general areas - - household 

marketing and fashions. In regard to household marketing, three specific 

product categories were dealt wlth - - instant coffee, cake mixes, and 
1 

frozen dinners. These particular product categories were se 1 ected ,be-

cause in the flrst two instances it is generaJ Iy recognized that a'con-

slderable amount of brand swltchlng' has occurred in the recent past and 

still is golng on today. Frozen dlnners, represent a ralatlvely new product 

category whlch is only really beglnnlng to meet with mass acceptance. It 

was felt that by deallng with these partlcular categories in referring to 

possible brand swltchlng, the situation would be more reallstle than·if 

we were to'inelude categories such as flour, for whleh brand loyal~y is 

very hlgh. 

ln thearea of fashlons, the research concerned Itse·lf wlth langth 

of sklrt and style of shoes' worn (s~ape of the toe and helght of the heel)J 

Styles ln regard to these Items had recently undergone drastlc changes 

(a trend toward shorter sklrts , squarer toed shoes, and lower heels)~ 

,'; Three sociometrie questions were lncluded relatlng to household 
1 

marketing, in general, and fashions. These soclometric questions attempted 



- 29 -

to deal.0i*hthree different forms of'~nfluence w~i.th may have been 

operative within the group. In the first instance we attempted to 

isolatethQse individuals who are perceived as 'experts' in the parti-

cular area. In the second we attempted to isolate those individuals 

to whom the others might consult for advice ln regard to the particular 

area (the 'consultants'). Fin~1 Iy, we sought to single out those women 

who were seen as the 'trend setters,' whether by virtue of their know-

ledgabi lit y in the area, the kinds of relationships they had bui It up 

with others, their status in the group, or any other factors whlch 

might have contributed to this particular type of Image having been 

bul It up around them. 

The household marketing· questions used fol low below (the framework 

was Identical for the fashion question~ .• 

1 .) Th i nk i ng about 'products consumed in the home such as instant cof fee, 

cake mixes, frozen dinners and so on, which woma:l or women in your group 

do Vou tonslder to be particularly knowledgeable in thls regal-d1 ln other 

words, which woman or women do Vou thlnk would be particularly good at 

judglng whether such products or brands are good or poor? (List the 

names and provlde flrst names or Initiais as wei 1 as surnames. List 

as many or as few women as Vou feel are approprlate). 

2.' Let's suppose for a moment that you had Just decided to change 

brands of sorne product consumed ln the home, such as the ones we've 

been talking about. Let's also suppose that Vou weren't sure of what 
'''''-

new brand to use. To which woman or women ln your group would Vou be 
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most Ilkely to go for advice about what brand to buy? (List the 

names and provide first names or initiais as wei 1 as surnames. List 

as many or as few names as vou feel are approprlate). 

3. When women get together in a group such as thls one, what sorne 

women do is more likely to be copled than what others do. Thinking of 

the women in this group, which one or which ones do Vou think would be 

most likely to be c~pied in regard to their use of the products that 

are consumed in the home? (Li st the names of women Vou th 1 nk \'Jou 1 d be 

most Ilkely to be copied. Please print the names and provide first 

names or initiais as wei 1 as surnames. List as many or as few names 

as Vou feel are approprlate) . 

These were the sociometrie soundlngs whleh were deslgned to 

determlne whlch women ln the group aetually wleld Influence, consciously 

or unconsclously. 

The women were also requlred to answer two questions ln regard 

to eaeh of household marketing and fashlons whieh would serve to classlfy: 

'1 them as self-deslgnated opinion leaders or self-deslgnated fol lowers.' 

The flrst question asked whether or not they had reeently been asked for 

advlce by âny,of the women ln the group ln regard to the partleular area 

The framework of the questions Is that used by Katz and Lazarsfeld (op. ci! 
It wi 1 1 be noted that the second question dupllcates the Katz and Lazarsfeld 
approaeh rather than that of Carter and Clarke (Loc. clt.~Thus, respondents 
are asked If they are "more or less Ilkely" rather than merely asked if 
they are I~ore Ilkely" and thereby blaslng the response toward an affir
mative answer. 
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under discussion. The second required the respondent to indicate 

whether she felt she would be more or less likely than others in her 

group to be asked for advlce in regard to the particular area. The 

household marketing questions are agaln cited, however, as before, 

they dupllcate the structure used ln the area of fashions. 

1.) Have Vou recently been asked for advice by any members of this 

group concerning the use of products for the home such as instant coffee, 

cake mixes, or frozen dlnners? 

2.) Compared with the other women in this group, are Vou more or less 

Ilkely to be asked for advlce about the use of products for the home 

such as instant coffee, cake mixes and frozen dlnners1 

ln line with the previous works, respondents who answered affir-

matlvely to the first question and also said they were more likely to 

be asked for advice were classified as self-designated opinion leaders. 

Various other questions were included ln a 'general section.' 

Anticipating the incidence of deviant cases (Individuals who appeared 

to wield influence, but who did not designate themselves as leaders, 

or individuals who did not seem to be influential, but who did designate 

themselves as leaders), other questions were included dealing with 
! ' 

variables whlch it was thought mlght provlde some insight into why such 

deviance was noted. 

3) T'im'ing 

The,interviewing was carried out during the month of March, 1966, 

and was persona 1 Iy supervised by the author and three assistants. 
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CHAPTER Iy 

SELF-DESIGNATED LEADERSHIP AND SOCIOMETRIC CHOICES 

ln this chapter we turn our attention first to the results 

obtained to the questions designed to isolate those individuals 

who des i'gnated themse 1 ves as op in ion 1 eaders. We then go on to 

examine the data pertainlng to the sociometrie choiees made. 

A. THE SELF-DESIGNATEp LEAPERS 

For the sake of convenienee and also to preserve the 

anoliymity of respondents, the women in the sample wi Il be 

referred to by number. The St.M~tthew group, eomprising 46 

women, wi Il be referred to as group one. The Wesley group, 

comprlsing 40 women, wi Il be referred to as group two. 

It wi Il be reeal led that self-designated leaders were to be 

isolated on the basis of responses to two questions asked ln reg~rd 

to each of household marketing and fashions. Self~designated 

leaders are those who stated that they had reeently been asked for 

adviee in one of the particular areas and also stated that they 

felt that they were more Ilkely than the other women in their group 

to be asked for adviee in that 5ame area. 

As will be noted in the table whieh fol lows, only a very smal 1 

minorlty in each group eould be elasslfied as leaders. A somewhat 

larger proportion stated they would be more Ilkely than others to be 

....... ~" 
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asked for advice, but did not report actual Iy being asked for advice. 

The great majority responded negatively tü both questions. 

TABLE 4-1 

PROPORTION OF SELF-DESIGNATED LEADERS IN EACH OF THE TWO TEST GROUPS 
Groups 1 and 2 

Group 1 Group 2 comb fned 

Househ 

Leader 
to 

'Semi-
to 

Number of respondents 
old Marketing: 

s (responded affirmatively 
both questions) 

1 eadel-s ' (responded affirmatively 
only one of the questions) 

46 40 86 
% % % 

7 5 6 

15 15 15 

1 
Foii ow 

bot 
ers (responded 
h questibns) 

negatlvely +0 
78 80 79 

b ns: 
J 1 

Leader s 4 3 i 4 

'Seml- 1 eaders ' 9 15 12 

Follow ers 87 83 85 

t 

Wlth only one exception, respondents who fit our leader crit~ria on 
1 one count only, malntained that they would be more 1 ikely than 

otners to be asked for advice. Included in the 'seml-Ieader' group 
i sone respondent in group one who stated that she had beerl asked for 
advlce regarding household marketing, but considered herself less 
1 ikely than oth~rs.to be asked for advice in that area. 

1 
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These findings are consistent with earlier research, that is, that 

onlya very smal 1 proportion of indlviduals in a group can be classlfied 

as self-designated leaders. 

When we examine the relationship between self-designated leadership 

in one area with that of the other, we obtain the fol lowing: 

TABLE 4-2 

SELF-DESIGNATED LEADERSHIP IN HOUSEHOLD MARKETING 
JN RELATION TO SELF-DESIGNATED LEADERSHIp: 

Number of respondents 

Fashion Classification: 

Leader 
Fo Ilower 

IN FASHIONS 

, 10 
% 

40 
60 

36 
% 

6 
94 

8 
% 

75 
25 

32 
% 

3 
97 

18 
% 

56 
44 

68 
% 

4 
96 

We may note that although sorne relatlonshlp appears to exist, the bond 
,;t \ 

Is not very strong. This tends to support the flndlngs of Katz and Lazarsfeld 

who, as we noted earlier, dlscounted the concept Df a "generallzed leader." 

If one 15 a leader ln a partlcular area, It does not necessarl Iy fol low that 

one Is atso a leader in another area. 

Worthy of mention Is the observation that If an Indlvldual deslgnates 

hlmself as a follower ln one area, there is a falrly strong Ilkeilhood that 

he wi Il so deslgnate hlmself in another area. However, If an Indlvldual 

, ' , 

, , 
.\,:1 '1 ',' • 1 
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designates himself as a leader in one area, he is equal Iy likely to 

designate himself as either a leader or a follower in another area. 

This pattern of response wi 1 1 be encountered in regard to a number 

of other situations which we shal 1 come upon later. The implications 

of this, as we shal 1 note in a later chapter, have an important 

bearing on the central problem with which the research is concerned. 

B. l~E SOCIOMETRIC STARS 

It will be recn! led that the sociometric choices were made on 

the basis of three questions asked in regard to each of household 

marketing and fashions: 1) women chosen as 'experts,' a) women 

selected as individuals who would be consulted for advice and, 3) 

women regarded as 'trend setters' in the group. 

When we examine these data (shown in Appendix Tables A and B), 

we note that, as in the case of self·odesignated leadership, the stars 

were relatively few in number. In each of the two areas among both 

groups we flnd there is one star who obtains a far greater number of 

choU ces than does anyone else. There are severa 1 'minor stars' who 

obtain a greater number of cholces than the average, but fewer than 

the star, and asti Il greater number of lesser Ilghts (neutrals) who 

recelve one or two cholces. The maJorityp however, are Isolates. 
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A summary of the data presenting sociometrie cholcesln one area 

~elated to those in other follows in Table 4-3 be100. 

~QUSE~QLQ M8B~EII~G SOCIQMEIBIC C~OLQES I~ BEb8II0~ 

TO E8S~ION SOCIOMEIBIQ C~~ 

FASHION SOCIOMETRie CHO CES 
Groups 1 and 2' 

GrouD 1 GrOUD 2 combined 
Not Not Not 

Chosen Chosen Chosen Chosen Choser, r.h ()C::oQn 

Number of respondents 25 21 17 23 42 44 
% '% % '% % % 

~ou~ebQld M§c~etiD9 
Sociometrie Chojces: 

Chosen 56 14 65 17 60 16 
Not Chosen 44 86 35 83 40 84 

It will be noted that the findings present a pattern simi lar to that 

obtalned when we examined the relatlonshlp between the two areas in regard 

to self-designated leadership. It appears that whl le sorne relationship 

exists between choices in the two areas, It is not by any means a strong 

one. Siml Jar/y, we note that an Indlvldua/ who Is not chosen in one area 

is very like/y not to be chosen in the second. However, belng chosen in 

one area does not provlde any real indication of whether or not one wi Il 

a/so be chosen in the second area. 

, 
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Another indication of the relatively weak bond that exists between 

choices in the two areas is obtained ~hen the choices for each are rank 
, 

ordered (see Appendix Tabl~s C and 0) and Spearman's Coefficient of 

Rank Correlation obtalned. 

TABLE 4-4 

:---_._._-_._-_..:_-
SPEARMAN 's COEEEICIE~I QE B6~~ CQBBEb6II0~ 6EI~~ 

SQQIQ~EIBIQ Q~OICES I~ I~E; 

~QUSE~06Q M6B~EII~~ ~~Q ~S~IO~ 6BE8S 

-
Group 1 Group 2 

Coeff 1 cl ent of Rank correla-
tion between selections 1 n 
the Household Marketing and 
Pashion areas. .591 .690 

Although the correlation coefficient was somewhat hlgher for group 

two than for group one, It was not partlcularly impressive in either case. 

Thus far we have been examlnlng the total number of sociometrie choices 

an Indivldual recelved without regard for whether she was chosen as an 

'expert ~ l 'consu Itant ',' or 'trend setter.' It ml ght be 1 n order at thi s 

point to examine the relatlonshlp that exlsts between these three measures. 

As a flrs~ step toward thls end the sociometrie choices in regard to 

each role were rank ordered (see Appendlx Tables C and 0). On this basls 

Spearman's Coefficient of Rank Correlation was calculated and the following 

results obtalned:, 



i 
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" TABLE 4-5" 

~PE8BM8~ 's CQEEEI QI E~I OE B8WS CQBBEL8I1 O~ 6EI~EE~ IClE 
~8BIOUS ~OCIOMEIBIC Ql:lOIQE~ ~II~I~ E8Çl:l 8BE8 

ŒROUP 1 GROUP 2 

" -H .Mark. H.Mark 
& Fash.: & Fash 

House Comb- House Comb-
Mark Fas_h ined !Mark .EQ.S~ i ned 

.... Ceoff ici ent of Rank Correlation 

Relationship between selected as: 
'Experf and 'Consultant' .789 .786 .730 .736 .780 
'Consultant' and 'Trend Setter' .688 .945 .753 .817 .837 
'Expert and 'Trend Setter' .682 .837 .825 .730 .780 

We may note that, ln general, the relatlonshlp deflniteiy exists 

between al i the varlous areas. The 'consultant' and 'trend setter' 

relatlonshlp Is very strlklng ln regard to fashlons. No deflnlte trends 

in thls regard were not.ed in reference to household marketing. 

We may conclude that If an Indlvldual 15 selected ln a particular 

area as an 'expert,' for example, there ts a very strong Ilkeilhood that 

whe wl Il also be selected as a 'consultant' and/or 'trend setter~ 1 ln 

other words, once selected or not selected ln any one of these respects, 

. ... 

.753 

.813 

.749 

one Is very Ilkely to be slml larly treated ln regard to the two other roles. 

It may also be observed that the coefficients of correlation between 

component areas wlthtn sociometrie cholces are hlgher than those obtalned 

ln Table 4-4 where we sought to establlsh the relatlonshlp between the two 

dlfferent areas. We agaln can provlde support for the Katz and Lazarsfeld 

1 
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conclusion that there is decidedly not a one-to-one relationship 

betweenl leadership in one area and',l\3adership in another. 

To summarlze briefly the major points made in this chapter, 

we noted that whether measured by self-designation or by socio

metrie choices, the proportion of leaders in the group tends to 

be smal 1. We also found that regardless of which measure was 

used, the data suggested that leadership in one area is only 

loosely rèlated to leadership in another and pointed out that this 

finding was consistent with those of earl ier research which was 

skeptical of the concept of a "general ized opinion leader." 

ln examlnlng the manner in whlch the relatlonshlp between 

self-designated and sociometrie leadership seemed to break down, 

we found that among the 'actual' followers, the relationship 

was strong.' However, 'actual' leaders were equally Ilkely to 

designate themselves as fol lowers or leaders. It was suggested 

that this pattern had an important bearing on our problem and 

that we would discuss it further at a later point. 

Final Iy, we noted that a falrly strong relationshlp existed 

in a given role area withln sociometrie cholces with other roles 

dealt wlth in these choices. 

ln the chapter which follows we shal 1 turn our attention to 

the relatlonshlp between self-deslgnated leadership and socio

metrie cholces. 
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CHAPTER V 

THE RELATIONSHIP BETWEEN SELF-DESIGNATED OPINION LEADERSHIP AND 'ACTUAL' 

LEADERSHIP AS INDICATED BY SOCIOMETRIC CHOICES 

The major purpose of the research was to obtain some basis 

for evaluating the val idity of the self-designating technique as 

a method for isolating opinion leaders. Our method was to obtain 

an independent measure of opinion leadership - sociometrie choices 

in the groups. In this chapter we shall seek to determine what 

relationship, if any, exists between the two measures. 

ln Table 5-,1 below (based on the tabulations to be found in 

Appendix Tables A and B), we show the proportions of respondents 

who recelved one or more sociometrie choices ln the particular area 

in terms of whether or not they responded afflrmatlvely to elther 

one of the self-deslgnatlng questions ln regard to that same area. 

We class those who provlded at least one affirmative response as 

self-designated leaders, and those who. respondedinegatlvely to 

both questions as followers. 
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TABLE 5-1 

THE RELATIONSHIP BETWEEN SOCIOMETRIC CHOICES AND 

SELF-DESIGNATED LEADERSHIP 

MARKETING: N= 

Self-designated: 
Leaders 
Fo 1 lowers 

FASHIONS: N= 

Selt-designated: 
Leaders 
Followers 

Group 1 

Not 
Chosen Chosen 

25 
% 

32 
68 

21 
% 

la 
90 

x2=2.197* 
p=> .10 

17 
% 

24 
71 

29 
% 

7 
93 

x2=2.655* 
p=).IO 

* Yates' Correction Appl lad. 

Group 2 
Not 

Chosen Chosen 

17 
% 

41 
59 

23 
% 

4 
96 

x2 =6 144* .. 
p=<.02 

15 
% 

40 
60 

25 
% 

4 
96 

x2=6. 107* 
p=<.02 

Groups 1 and 2 
comb i ned 

Not 
Chosen Chosen 

42 
% 

36 
64 

44 
% 

7 
93 

x2=9.122* 
p=(.O 1 

32 
% 

31 
69 

54 
% 

6 
94 

x2=8.331* 
p=<.O 1 

The note that for group two and for the two groups combined 

we obtaln hlghly slgnlflcant dlfferences between the chosen and not 

chosen groups. The results for group one approach slgnificance. 
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We also note that among the two devlant groups in each 

instance - the sociometrically chosen who dld not designate 

themselves as leaders, and the unchosen who did 50 designate 

themselves - it is the former who contrlbute to a much 91~ater 

extent than the latter to the amount of deviance encountered. 

It would appear that an 'actual' leader is more 1 ikely to 

designate himself as a fol lower rather than as a leader. An 

'actual' follower, on th"=! other hand, is very 1 ikely to des-

ignate himself as a fol lower. Thus, we again note the pattern 

we commented on earl ier - the fol lowers fitting ln much as we 

would expect them to, but the leaders showing lnconsistency 

in regard to self-deslgnation. We merely wish to highl ight 

the flndlng at this time - we shal 1 return to It when we 

examine the devlant cases more closely. 

The data contalned in Appendlx Tables A and B weret~bùlat~d 

50 that respondents were rank ordered in terms of the number of 

tlmes they were selected sociometrical Iy and also on the basis of 

thelr responses to the self-designatlng questions (presented in 

Appendlx Tables E and F). On the basls of these tabulations Spear-

man's coefficient of rank correlation was calculated with the 

fol lowlng results: 

l 'Actual' as operatlonally defined in thls research. That 15, one 
whose leadership is manlfest by the sociometrie choices she receives. 
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1 TABLE 5-2; 

Spearman 's Coeff ici ent of Rank Correlation Between 

Rankings on Sociometrie Choices and Self Designation 

ln Regard to I]ousehold Market i ng and Fash i ons for the Two Grougs. 

Household Household Marketing 
Marketing Fashions & Fashions Combined. 

Coefficients of correlation between 

••••••• Sociometric and self-designation ranks ••••••• 

Group 1 .505 • 612 .519 

Group 2 .703 .739 .637 

For both groups (particularly group two) there is further 

confirmation that there is indeed a ~elationship betwpen the two 

measures. Among both groups too, the relationship was somewhat more 

marked in regard to f~shions than in reference to houRehold marketing. 

Let us now examine these data from another perspective. We 

shall separate our respondents in accordance with how they designated 

themselves as leaders and look at the average rank obtained by each 
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group on the ~asis of sociometrie choices. That is , we shal 1 separate 

the leader group into two categories - the 'leaders' (those who 

responded affirmatively to both of the self-designating questions), 

and the 'semi-Ieaders' (those who responded afflrmattvely to only 

one of the two self-designating questions). 

If the relationship between the two independent measures 

holds true, then we would expect that the leaders would obtain the 

highest average ranking based on sociometrie choicesj the 'semi

leaders' to obtain the next highest ranking, and the followers to 

obtain the lowest ranking. 
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TABLE 5"'3 

AVERAGE RANK BASED ON NUMBER OF SOCIOMETRIC CHOICES OBTAINED 

BY SELF-DESIGNATED LEAOERS. SELF-DESIGNATED 'SEMI-LEADERS', 

AND SELF-DESIGNATED FOLLOWERS 

(Household Marketing and Fashion Data Combined) 

A. Self-designated leaders 
in household marketing 
and fashions (self-

Group 1 

Av. 
N Soc 'met. 

Rank 

designating score of 4) (1) 3.0 

B. Self-designated leaders 
in one area and self
designated 'seml-I.eader' 
in the second area 
(self designating score 
of 3) (2) 5.5 

C. Self-deslgnated leader 
in one of the areas 
and self-designated 
follower ln the second, 
or self-designated 

'seml-Ieader' ln both 
areas (self-designating 
score of 2) (1) 19.5 

D. Self-designated 'seml
leader' ln one area and 
self-designated follower 
ln the second (self-
deslgnating score of 1) (8) 20.4 .. 

E. Self-designated follower 
ln both areas (self-
deslgnating score of 0) (34) 38.5 

Group 2 

Av. 
N Soc 'met. 

Rank 

( 1 ) 1 .0 

(0 ) 

( 6) Il .5 

(2 ) 6.3 

(31 ) 23.8 

Grodps 1 and 2 
combined 

Av. 
N Soc 'met. 

Rank 

(2) 

(2 ) 5.5 

( 7) 12.6 

(10) 17.6 

(65) 33.0 



- 47 -

With only one exception (in group two) , there is the clear 

indication that as one's self-designated score increases, 50 does 

the 1 ikel ihood that one wi 1 1 be the object of sociometrie choice. 

On the basis of the data we have seen thus far, it may be 

suggested that If an individual designates himself as an opinion 

leader by means of the Katz and Lazarsfeld technique, t~ere is a 

very strong 1 ikel ihood that he indeed significantly influences 

others. However, if an individual 50 designates himself as a 

follower, it does not necessari Iy fol low that he in fact is a non-

leaper. 

It is recognized that the present research, by virtue of the 

1 imited sample size, the unrepresentativeness of the sample and the 

nature of the methods employed, cannot serve as a final basis upon 

which to judge the val idity of the self-designating method. A 

more deflnltive test would involve a larger and more representative 

sample and perhaps t06, would include a measure of actual behavior, 

in addition to, or- perhaps Instead of the sociometrie approach l to 

sort out the 'actual' Influentlals. However, the findings do provide 

further support for the technique and further verify the results 

obtained by Katz and Lazarsfeld when they attempted to val Idate the 

method. 1 

IEllhu Katz and Paul F. Lazarsfeld, op. clt;., pp. 149-161. In 77% of 
the conflrmed cases (a total of 442 of a potential 1,549), Indlvlduals 
named as influentials or Influencees acknowledged the raie reported 
played by them. Although a smal 1 proportion of designatees were 
conflrmed, the proportion of those who acknowledged thelr role is high. 
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ln the fol lowing chapter we shal 1 devote our attention to 

the deviant cases in an attempt to determine what factors may have 

contributed tq the incidence of deviance, and perhaps to provide 

some insight into how the self-designating technique may be 

appropriately modifled 50 as to function as a more accurate 

indicator of opinion leadership ln the group. 
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CHAPTER VI 

THE DEV IA'NT CASES 

As we noted earl ier, our aim in this chapter is to take a 

closer look at the deviant cases in an attempt to gain some insight 

into the factors which contributed to deviance. Various aspects of 

deviance will be examined in sub-sections of the chapter. 

A. DEVIANCE IN RELATION TO THE SOCiOMETRIC RO~ES EXPtORED 

We earl ier noted that the sociometrie choices involving the 

roles of 'expert,' 'consultant,' and 'trend setter' were qulte closely 

related to each other. However, it is possible that one of the three 

may bear a closer relationshlp to self-designated leadership than do 

the others. If thls Is indeed so, we would expect that the incidence 

of deviance would be lower for the partlcular role involved. Wlth 

this in mlnd, we present in Appendix Table G the proportions of 

respondents selected and not selected in each of the three areas, 

separating those who designated themselves as leaders and thosewho 

classified themselves as fol lowers. Table 7 - 1 below $Ummariles tha, 

findings encountered by showing the,proportlon of deviant Cself

designated leaders who were not chosen, and self-designated followers 

who were chosen) and non-deviant cases in each of the three socio

metrie choice areas. The data shown represent the results from 

groups one and two combined. 
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TABLE 6-1 

PROPORTIONS OF DEVIANT AND NON-DEVIANT CASES 

ENCOUNTERED IN EACH OF THE THREE SOCIOMETRIC 

CHOICE AREAS 

Trend Average of Expert, 
Expert ' Consultant Setter Consult~& Trend Setter , 

N = 
____________________ w ____ 

86 ------------------------
HOUSEH06D MARKETING: % % % % 

Deviant cases 31 27 33 30 
Non-deviant cases 69 73 67 70 

FASHIONS: 
Deviant cases 26 14 16 29 
Non-deviant cases 74 86 84 71 

Average proportion of 
deviant cases (mean of 
the marketing and 
fashions deyLant 29% 20% 25% 29% 
cases) 

We flnd that the 'consultant' choices bear a closer relationshlp 

to self-deslgnated leadership th an either of the other two sociometrie 

measures. That this findlng is encountered Is not altogether wlthout 

reason. If we recognize that the self-deslgnatlng questions are 

oriented towerd the consulting functlon (has anyone recently asked 

y6L foradvJce, and are Vou more or less 1 Ikely to be asked for 

advice. h " .• ?), then it Is not surprising that the 'consultant l cholces 
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come closer to isolating the self-designated leaders than do the 

'expert' and 'frend setter' choices. 

Two questions arise from these data. 1) Are the 'expert,' 

'consultant,' and 'trend setter' functions an integral part of the 

situation ln which personal Influence Is operative? 2) Would the 

incidence of deviant cases drop slgnificantly if the self-designating 

leadership questions were modified to include the 'expert' and 

'trend setter' functions as wei 1 as that of 'consultant?' 

The answer to both questions would seem to be in the 

affirmative. In the first Instance, it seems reasonable to assume 

that individuals who function in one or more of the roles noted would 

be likely to influence the behavior patferns of others. In the 

second instance the evidence would seem to provlde some support for 

the hypothesis that a closer relatlonship between the measurements 

of self-designated leadership and 'actual' leadership (as measured 

in the present research) could be achieved through broadening the 

scope of the self-deslgnatlng questions. Clearly, however, further 

resaarch would be required to provlde a definltive answer. 

For the moment, based on the evidence at hand, it would appear 

that one of the factors whlch inhlblts the efflcacy of the self-

designating technique in Isolating ail the opinion leaders in the 

group is the fact that it is oriented toward selacting oniy one of 

various types of leaders whlch may exist -- the indlvidual who is 

actlvely sought out for advlce -- and not others who may iead, perhaps 

unknow1ngly, by vlrtue of the examples they set. 
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Bl DEViANCE'IN RElATi.ON TO OFFicIAL STATUS IN THE GROUP 

One of the factors which may have contributed to the Incidence 

of devlant cases may relate to the individual's officiai position 

ln the group. It can be hypotheslzed that indlviduals who presently 

or formerly occupied an executive position would be more 1 ikely to 

be included in the sociometrie choices than the rank and file because 

of a 'halo' effect tracing back to their elevated status in the group. 

To test this hypothesis the Information concernlng present 

and former executlve positions held in the group was tabulated ln 

reference to whether or not the Indlvidual was the object of socio-

metric choies (see Appendlx Table H). The results obtained for 

groups one and two comblned follow ln Table 6 - 2 below. 

TABLE 6-2 

PROPORTIONS OF PRESENT AND FORMER EXECUTIVES VERSUS 

BANK AND ElLE W~O RECElyED SOCIOMETRIC C~OICES 

Present and Former Rank and 
Executi ves Fi le 

N = 41 45 
% % 

~OUSE~OLD MARKETING: 
Chosen 68 3·1 
Not chosen 32, 69 

FASHION~: 1 

Chosen 54.- 22 
Not chosen 46- ·78 
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The data provlde support for the hypothesls put forward. They 

clearly Indicate that the odds favor a present or former executive 

belng made the obJect of a sociometrie choice, whi le the odds are 

against a member of the rank and fi le being so selected. 

Whi le the foregoing suggests that officiai status may have had 

sorne bearing on the Incidence of deviant cases, It does not pinpoint 

thls situation, nor does it provide any Insight into the dynamics 

whlch might underlie such a situation. A~cordingly, let us re-examine 

the data contalned in Appendlx Table H. In thls Instance we shal 1 

study the extent ta which self-designated leaders and followers 

wlthin each of the executive and rank and fi le groups were the 

6bjects of sociometrie chal ce. 
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TABLE 6-3 

'PROPÙR'TIONs OF PRESENT AND FORMER EXECUTIVES VERSUS RANK AND El LE 

WHO WERE THE OBJECTS OF SOCIOMETRIC CHOICE - SHOWN FOR 

SELF-pESIGNATEp LEADERS AND FOLLOWERS 
(Groups one and two combined) 

N= 

HOUSEHOLp MARKETING: 

NON-DEVIANT CASES: 

Se 1 f-Pes i gnated Leaders-Chosen 
Se 1 f-Pes i gnated Fo Ilowers-Not Choser 

PEVIANT CASES 

Sel f-pes i .9nated Leaders-Not Chosen 
" 

St·j'f-Pe's 1 gnated 'fo"'4owers':':Chosen 

EASH) ONS: 

NON-pEVIANT CASES; 

Self-Peslgnated Leaders-Chosen 
Self-Peslgnated Fol lowers-Not Chosen 

DEVIANT CASES: 

Sel f-Pes i gnated Leaders-Not Chosen 
Self-Peslgnated Fo l 'owers-Chosen 

Present and former Rank and 
l'7xecut ives Flle 

41 
% 

27 
24 

7 
42 

22 
42 

5 
32 

! ' 

1 

45 
% 

9 
69 

-
22 

2 
76 

2 
20 
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We note that, on the averag?, we encounter almost twlce asmany 

devlant cases in the executive group (43%) as we do among the rank 

and fi le (22%>. 

The data contained in Table 6-3 permit us to generate some 

hypothesès ln regard to how official status may affect self-designated 

roles and soclometrlc choices. These data indicate that a higher 

proportion of self-designated leaders among the executlve group 

were not the objects of soclometrlc choice than was true of the 

rank and flle (an average" of 6% among the former as compared wl th 

an average of 1% among th& latter). On this basls It might be 

assumed that the Indlvldual who deslgnated herself as a leader, 

but did Ilot emerge as such on the bàsls of sociometrlc choices, 

is one who has an inflated opinion of herself ln regard to her 

role as Influencer, perhaps because of her elevated status ln 

the organlzatlon. 
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Turning our attention to the other deviant group -- the individuals 

who des i gnated themse 1 ves as fo Il ower's~" but who were the objects of 

soci ometri c choi ce -- we fi nd we encounter 'an average' qf 37% of such 

deviance among the executive group and an average of 21% among the rank 

and flle. That an Individaul who designates himself as a follower, but 

who emerges as an 'actual' leader on the basis of sociometrie choice is 

more likely to be among the present or former executive group than among 

the rank and fi le suggests two further conclusions. 1) An Indlvldual who 

is not actively or consciously an opinion leader~ ~ay bethought of as one 

by her peers by virtue of the image of leadership that has been bui It up 

around her as a result of her tenure in.an official position wlth the 

organization. 2) The indlvidual who has recelved official recognition of 

elevated status in the group by ha~ing been appolnted to office, wi Il have 

a lesser need to indicate to others that she is an Infiuentlal than an 

indlvldual who has Ilot received such recognition. In such circumstances 

the former m~y, falsely or ln mOdesty, indicate that she is less 

influentlal than she Indeed 15. 

Some support for the latter position was obtained when an attempt 

was made to obtain some understanding of what happened ln one glarlngly 

devlant case. In group one, case number 24 is a strlking example of a 

very obvious sociometrie star who classified herself as a follower. 

When thls fact became obvlous in the tabulation of the data, number 24 

was contacted by telephone and an unstructured interview was carried out. 
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Number 24 is presently VI"Ce-Presldent of the group, was President 

last year, was formerly second VIce-President, and also formerly was 

in charge of severa 1 commlttees. To a greater extent than the others, 

she appears to have had a place in the official structure of the 

organization. Whi le this might wei 1 account for the very high regard 

in which many of the other women obviously hold her, it does not 

explaln why she should regard herself as a follower. 

ln the telephone interview it was pointed out to her that many 

women reported seeklng her advice and many also regarded her as 

parti'cularly knowledgeable in the fields of household marketing and 

fashions. Wh en asked why she did not report belng asked for advlce 

or expressing the opinion thi",~ her.'advIce would be more sought after 

than others she replled, "1 dldn'tthlnk It was too Important. 1 thought 

that 1 f other women va 1 ued my advl ce they wou 1 d te Il you about 1 t 

themselves." It seems reasonably clear that sUbject 24, had she 

answered the self-designatlng questions honestly, would have classlfled 

hersalf as an opinIon leader. It would appear that a sense of modesty 

inhlbited her from doing 50. 

On the basls of the foregolnglt would appear that the self-deslgnatlon 

method, in and of Itself, Is not a sensitive enough Indicator of opinion 

leadership ln the group. We have seen that Indlvlduals with a sense of 

modesty Cperhaps related too to strong feelings of security ln the group) 

may tend to deflate their status with the self-deslgnatlng procedure. 
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We have also seen that there are other Indlviduals who have an inflated 

view of the amount of influence they wleld. This would suggest that the 

self-deslgnating method mlght be Improved If used in conjunctlon wlth 

measures of modesty and securlty. ln other words, it would appear that 

a further avenue of fruitful endeavor would be to develop approprlate 

scalés of modesty and secürity and to determine whether or not approprlate 

modification of self-deslgnated ratlngs ln accordancewlth how the 

indlvldual can be classified ln terms of such scales leads to greater 

accuracy ln pinpointing opinion leaders. For example, we would speculate 

that an indlvidual who designates himself as a leader and also scoreslow 

on a scale of modesty is perhaps net an actual leader. Simi larly, an 

Indlvldual who designates himself as a fol lower and who rates high on a 

scale of modesty may in fact be a leader • 

.Q... pEVIANCE IN RELATION TO GREGARIOUSN~S. 

It was thought'that gregariousness mlght represent yat another factor 

whlch could provlde some Inslght into the Incidence of devlance. It was 

hypoth,eslzed that the devlant self-deslgnated follower (an Individual who 

deslgnated herself as a follower, but was the object of sociometrie ehotc~: 

was an Indlvidual who was more often ln contact wlth people than the non

devlants. Our reasoning was that fraquent social contacts may functlon 

to enhance an Indlvldual's percelvod status in the eyes of:6thers, and 

because of thls she mlght, unknown to herself, be one whose behavior was 

often imitated. Simllarly, it was thought that frequent Interaction with 

others might, ln and of Itself, make her more influentlal than she thought 

herself to be. 
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Each respondent was classified in terms of gregariousness using the 

method adopted by Katz and Lazarsfeld. 1 Table 6-4 below presents the 

distribution of those who were classed as high and low in terms of 

gregariousness among the partlcular deviant and non-deviant segments 

of the sample. 

TABLE 6-4 

I~~ B~L8IIO~S~IE BEI~~E~ ~BEG8BIQUS~E~ 

8~D Q~~18~CE 

CPresented for Groups 1 and 2 Combi ned) 

Gre_gari ousness Ratlnq 

Low_ Hiah 

N= 57 29' 
% % 

~QUSE~QLQ M8B~EII~G: 

~~~-QE~18~I Q8SES: 
Se 1 f .... des i gnated leaders .... chosen 12 24. 
Se 1 f-des i gnated followers - nof chosen 54 38 

QE~18~I Q8SES: 
Se 1 f-des 1 gnated leaders - not chosen 4 3 
Se 1 f-des i gnated fo Il owers - chos~n 30 34 

F8SHIQNS: 
~Q~-QEYI8~I Q8SES: 
Self-deslgnated leaders .. chosen 12 10 
Se 1 f-des 1 gnated fo Ilowers - not chosen 61 55 

QE~18~I Q8SES: 
Se 1 f-des i gnated leaders - not chosen 2 7 
Self-deslgnated followers - chosen 25 28 

Katz and Lazarsfeld, Op.clt. pp.226-228. The average number of people 
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The data do not lend any support for the hypothesis put forward. 

Although there are somewhat hlgher proportions of deyiant fol lowers 

to be found in the high gregariousness group than in the low group, 

the differences are too sllght to be of signlficance. 

D, DEVIANCE IN RELATION TO SUNDRY VARIABLES 

Various other hypotheses concerning deviance were developed which 

led to further cross analyses of the data. For example, it was "thought 

that frequency of attendance at meetings of the club might be related to 

devlance. Such, however, was not the case. We noted earller that the 

respbndents constituting both groups comprised the hard core of regular 

attenders. The range ln regard to frequency of attendance was very 

small and vlrtually precluded the posslbi lit Y of discovering the 

rela~ionship that was sought. 

Interaction wlth club members apart from group actlvity was also 

exami ned. l'n th 1 s 1 nstance too our efforts went unrewarded . 
....... 

Simi lar negative results were obtained in regard to level of education 

atta,ined and socio-economic status. In both instances each group was 

relatively homogeneous and there was vlrtual Iy no opportunlty for 

slgnlflcant differences to emerge. 

wlth whom theresp6ridents are ln conta~t (outside of faml Iy and nelghbors) 
and the'èverage number of organlzatlons to which they belong serve as the 
basls for classlflcattoh ln terms of gregarlousness~ Those fat Ilng above 
the average' 1 n boi"h respects score hl gh; those who fa 1 l ' be low the average 
ln both respects score low, whi le the remainder are "medium." To provlde 
for greater stablllty of the bases used, we have comblned the "medium" wlth 
"hlgh" to yield two groups, low gregarlousness and high gregariousness. 
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CHAPTER V Il 

SUMMABY. 

ln this final chapter we shal 1 present the major findings which 

emerged ln the study and examine their implications. ln thls regard 

it should agaln be pointed out that for a variety of reasons the 

research cannot be regarded as an absolute test of the validity of 

the self-designating method. 1) The research was carried out with 

formed groups. Accordlngly, the results cannot necessari Iy be 

generalized to any aggregate. 2) The research was essential Iy 

concerned with internai rather than external validity. In other 

words, it sought to determine whether two methods of isolating 

opinion leaders yielded similar or dlfferent results. It could not 

definltely establlsh whether elther llIethod was successful in isolating 

those who in actual practlce functLon as opinion leaders. However, 

the research does give rise to some legitimate doubt concerning the 

efflcacy of the self-deslgnatlng method and should provide guidance 

for further exploration of the problem. 

A considerable amount of evldence was amassed to lndlcate that a 

relatlonshlp exists between the self-designating and sociom«;ltric 

methods for Isolatlng opinion leaders. The data showed that the 

self-designating method was successful in sortlng out (perhaps 

somewhat crudely) the sociometrie stars from the neutrals and lsolates. 

Approxlmately 30% of the cases, however, fell into a deviant category. 
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The great majorlty of lndividu~ls who deslgnated themselves as 

leaders appeared, in fact, to be leaders. The Incidence of devlance 

among the self-deslgnated leaders wes qulte low. The major problem 

stemmed from the falrly hlgh proportion of indlvlduals who designated 

themselves as followers who actual Iy appeared to be leaders. 

Based on these flndings we concluded that 1 f an Individual is 

classed as a leader through the use of the self-designating technique, 

there is a very strong likelihood that he Indeed significantly influences 

others. However, if by thesame method an Individual is classed as a 

non- 1 eader, i t does not necessar i 1 y fo 1 low that he 1 n fact 1 s a non-I eader. 

ln examining the deviant cases we reported on two major factors which 

seemed to contrlbute to deviance and which appeared to offer some guidance 

for reformulating the self-deslgnatlng method so as to make it a more 

accu rate too 1 • 

The first of these raised some doubts about the appropriateness of 

the frame of reference used for the self-designating questions. When 

we scrutinized the relationship between self-deslgnatlon and each of 

the three component roles which were lncluded ln our sociometrie 

soundings ('expert;' 'consultanti' and 'trend setter'), we noted that 

self-deslgnated leadership was more elosely related to 'consultant' 

stars than to the remalnlng two. 
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This led us to examine more closely the frame of reference o~ 

the self-deslgnatlng questions and ln so dolng, concluded that they 

were decidedly oriented toward the consulting functlon of opinion 

leadèrship. We suggested that opinion lead9rshlp (as It was deflned 

at the end of Chapter 1) was a broader concept than consulting. The 

'experts' and 'trend setters' need not be consulted or sought aiter 

for advlce ln order for them to Jnfluence the behavlor of others -

It Is very likely that because they are so regarded, thelr behavlor 

islmltai"ed wlthout the behavlor pattern ever having been a topic 

of conversation between the Imltater and the imltated. 

We accordlngly suggested that the self-deslgnating questions 

devised by Katz and Lazarsfeld were too Ilmltlng and that perhaps 

It was necessary to expand the scope of the questions to Include 

the 'expert' and 'trend setter' functlons, and any others whlch 

mlght be properly thought to be operatlonal ln persona 1 Influence. 

The second factor related to the Indlvldual's officiai status 

ln the group. ,We hypotheslzed that Indlvlduals who presently or 

in the pa st occupled an executlve posItion ln the group would be 

more Ilkely to be Included ln sociometrie cholces than the rank 

and fI le because of a 'halo' effect traclng back to the1r elevated 

status ln the group. And thls, of course, hlghllghted one of the 

problems to be dealt w!th ln a situation ln whlch Internai rather 

than external"valldlty was belng tested. Dld the sociometrIe cholces 

Indeed Indlcat~ who the actual opinIon leaders ware ? 
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Evidencewas proferred to support the hypothesis presented. 

That such was the case makes it clear that further research 

into the problem, if it is to be meaningful, must concern itself with 

external validity by making use of some measure of actual opinion 

leadership. 

Flnally, examlnation of the deviant cases encountered among 

the executive and rank and fi le groups led to some conclusions in 

regard to how officiai status mlght affect self-designated roles 

and sociometrie choices. 

We noted that a higher proportion of self-deslgnated leaders 

among the executive group were not the objects of sociometrie choice 

than was true of the rank and fi le. It.was suggested that some 

individuals may have an inflated opinion of themselves as influencers 

because of thelr elevated official status. 

We also found that individuals who deslgnated themselves 

as followers, but who were the objects of sociometrie choice, were 

also more often to be found in the executive group than in the rank 

and fi le. This suggested two klnds of situations. 1) An Indivldual 

who is not actlvely or consclously an opinion leader may be thought 

of as one by her peers by vlrtue of the image of leadership that has 

been bul It up around her as a result of her tenure of an officiai 

leadership position. Again, this argues for the use of an actual 

measure of leadership as opposed to sociometrie cholces. 
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2) The Indlvldual who has recelved officiai recognition of elevated 

status by hevlng been appolnted to office may have a lesser need 

to indlcate overtly ta others that she 19 an Influential than is 

an indivldual who has not recelved such recognition. Just such a 

situation was encountered in a personal follow-up interview carried 

out wlth one of the deviant cases. 

This latter situation suggested that the self-deslgnating 

technique, whether used in the restricted 'consulting' framework 

adopted by Katz and Lazarsfeld, or in the broader sense that was 

earl larsuggested; is not 1 ikely to be a sensitive enough tool, 

ln and of itself. Some measure of the esteem in which the indivldual 

holds himself and perhaps also an Indication of the extent to which 

he feels secure, mlght serve as correctlng factors to increase the 

efficacy of the method. 
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Number of 
times 
selected as' 

Respondent 
No .. : P 

1 
3 
4+ 
6+ 
7 
8+* 
9 

12+ 
14 
15 
17 
19 
20+ 
21 
22 
23+ 
24 
25 
27* 
29 

1 

30t 
34++=1=* 

1 

35 * 
36 

1 

37 

1 38 
1 

1 40 

1 

1 

41++:{::-
. 

46+:t::i= 

-'->---

TAB] E A 

SQQIQMEIBIQ QtlQIQ!;;S QE GBQ!.!I: 1 

Household Marketing Fash ions Household Marketing and 
Fashions Combiner! 

Total Tota 1 Total 
Con- Trend Times Con- Trend Times Con- Trend Times 

Exoert su I-tant Setter Sel eCTed ExoerT sultant SetTer Selected ExoerT cuitant SetTer Selecre_d 

0 0 0 0 1 0 0 1 ! 0 0 1-. 
1 a 0 1 1 0 0 1 2 0 0 2 
0 0 0 0 0 1 0 1 0 1 0 1 
0 0 Q 0 0 0 0 0 0 0 0 0 
4 Z 1 7 0 0 0 o . 4 2 1 7 
1 1 0 2 0 0 0 0 1 1 0 2 
1 1 0 2 0 0 0 0 i 1 0 2 
1 p 0 1 0 0 0 0 1 0 0 1 
1 f 1 3 0 0 0 0 1 1 1 3 
1 e- l 2 1 0 0 1 2 a 1 3 
2 0 2 4 1 0 0 1 3 0 2 5 
1 2 0 3 2 1 2 5 2 3 2 8 
3 1 0 4 0 0 0 0 3 1 0 4 
1 1 2 4 2 0 2 4 3 r 4 8 
0 1 1 2 8 2 4- 14 8 3 5 16 
1 1 0 2 0 0 0 0 1 r 0 2 
6 2 5 13 21 14 18 53 27 16 23 66 
0 0 1 1 1 0 0 1 1 0 1 2 
1 1 1 3 0 0 0 0 1 1 1 3 
i i 1 3 0 0 0 0 1 r 1 3 

1 
1 rr. 0 1 0 0 0 0 1 0 0 1 

3 1 2 6 6 3. 2 fi 9 4 4 17 
0 {) 1 1 3 3 2 8 3 3 3 9 
1 0 1 2 1 0 0 1 2 0 1 3 
0 Q 0 0 1 0 0 1 1 0 0 1 
1 0 0 1 1 0 0 1 2 0 0 2 
1 0 0 1 0 0 0 0 1 0 0 1 

2 1 2 5 1 -0 0 1 3 1 2 6 
2 2 1 5 10 3 4 17 12 . 5 5 22---------" 

"'-~~~~~~--"--~---~-,---~-----

1: 
0\ 
-...J 



++ Self-designated leader in household marketing + Self-designated "sem i-Ieader ll in household marketing 

. ** Self-designated leader in fashions :j: Self-designated " sem i-Ieader ll in fashions 

6 Respondents who have been omitted consist of those individuals who were 
both sociometrIe isolates and self-deslgnated followers ln both areas. 

0\ 
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TAB! E B 

SQQIQMEIBIQ Q~QIQ~S QE ~BQUE Z 
- - Household Marketing and 

Household Marketing Fashions 

Number of Total-
tImes Con- Trend Times 
c::;e!ectedas· Exnert sultantSetter Selected 
Respondent 

No.: P 
3 4 2 1 7 
4++ 1 0 0 1 
5 0 1 0 1 
8 1 0 0 1 
9+* 3 1 0 4 

14 2 1 0 Y 
17 2 0 0 2 
18 0 0 0 0 
19 0 0 0 0 
21 0 0 0 0 
24 1 2 1 4 
25+=1: 1 -2 2 5 
26+=1: 0 0 0 0 
27 1 0 1 2 
28 2 0 0 2 
29 0 0 0 0 
32 0 1 1 2 
35+ 2 1 3 6 
37++# Il 4 4 19 
38+* 1 i 2 4 
39+* 3 1 2 6 

40 * 1 1 0 2 
-_.- -~ - - ._-_ .. - -~-

++ Self-deslgnated leader in household m~rketing 
** Self-desi~nated leader in fashions 

Fashions Combined 
Total 

- Con .... Trend Times Con- Trend 
Exnert sultant Setter Selected Exnert sultaot S eIIec 

0 1 1 2 4 3 2 
0 0 0 0 1 0 0 
0 0 0 0 0 1 0 
0 0 1 1 1 a 1 
0 1 0 1 3 2 0 
3 0 1 4 5 1 1 
0 0 0 0 2 a 0 
1 1 0 2 1 1 0 
0 1 1 2 0 1 1 
3 0 0 3 3 0 0 
0 0 0 0 1 2 1 
3 2 2 7 4 4 4 
0 0 0 0 0 0 0 
0 0 0 0 1 0 1 
1 1 0 2 3 1 0 
1 0 0 1 1 0 0 

0 0 0 0 0 1 1 
1 0 1 2 3 1 4 
9 4 4 17 20 8 8 
4 3 1 8 5 4 3 
3 3 2 8 6 4 4 
3 2 2 7 4 3 2 

- -_._--~ --- --~~- ----

+ Self-designated " sem i-Ieader" in household marketing 
:f Self-designated "semi-Ieaderl! in fashions 

P Respondents who have been omitted consist of those individuals who were 
both soclometric isolates and self-deslgnated followers ln both areas. 

Total 
Times 

Se 1 eCIed 

9 
1 
1 
2 
5 
7 
2 
2 
2 
3 
4 

12 
0 
2 
4 
1 
2 
8 

36 
12 
14 
9 

1 

1 

1 

(j\ 

CD 
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B8~~ QBQ~IN~ QE SQQIQMEIBIQ Q~QIQ~S QE GBQUE 

Household Marketing Fashions Household Marketing and . . 
Number of Total Total Total 
times Con- Trend Con- Trend Times Con- Trend Times 

!;~!2ect :ijul!an! S§!!ec Sel 
Respondent. 

No.: 
1 34.5 31 31 36 12 27 27 12.5 21 .. 5 32 31.5 25.5 
3 15 31 31 22 12. 27 27 12.5 13 32 31:.5 19.5 
4+ 34.5 31 31 36 3! .. 5 6.5 27 12.5 37 12.5 31.5 24.5 
6+ 34.5 31 31 36 31.5 27 27 32 37 32 31.5 37.5 
7 2 2.5 10.5 2 31.5 27 27 32 5 7 13 8 
8+:j: 15 10 31 15.5 31.5 27 27 32 21 .. 5 12.5 31.5 19.5 

'I~ 9 15 10 31 15.5 31.5 27 27 32 21.5 12.5 31.5 19.5 
12+ 15 31 31 22 31.5 27 27 32 21.5 32 31.5 25.5 
14 15 10 10.5 10.5 31.5 27 27 32 21.5 12.5 13 14 
15 15 31 10.,5 15.5 12 27 27 12.5 13 32 13 14 
17 6 31 3.5 7 12 27 27 12.5 8 32 8 10 
19 15 2.5 31 10.5 6.5 6.5 5.5 6 13 5 8 6.5 
20+ 3.5 10 31 7 31.5 27 27 32 8 T2.5 31.5 Il 
21 15 10 3.5·> 7 6.5 27 5.5 7 8 12.5 4.5 6.5 
22 34.5 10 10.5 15.5 3 5 2.5 3 4 5 2.5 4 
23+ 15 10 31 15.5 31 .. 5 27 27 32 21.5 12.5 31,,5 19.5 
24 1 2~5 1 1 1 1 1 1 1 1 1 1 

25=1: 34.5 31 10;5 22 12 27 27 12.5 21.5 32 i3 18.5 
27 15 10 10.5 10.5 31.5 27 27 32 21.5 12.5 13 14 
29 15 10 10 .. 5 10.5 3i .. 5 27 27 32 21.5 . 12~5 13 14 
30+ 15 31 31 22 31.5 2.7 27 32 21 .. 5 32 31.5 25.5 
34++# 3 .. 5 10 3.5 3 4 3 5.5 4 3 3 4.5 3 
35 =1= 34.5 31 10.5 22 5 3 5.5 5 8 5 6 5 
36 15 31 10.5 15.5 12 27 27 12 .. 5 13 32 13 14 
37 34.5 31 31 36- 12 27 27 12.5 21,,5 32 31 .. 5 25.5 
38 15 3! 31 22 12 27 27 12.5 13 32 31.5 19.5 
40 15 31 31 22 31.5 27 27 32 21.5 32 31.5 25.5 
41++# 6 10 3.5 4.5 12 27 27 12.5 8 12.5 8 9 
46-t:F. 6 2 .. 5 10.5 4.5 2 3 

.. 

2.5 2 2 2. 21>5 2 
.J..'~ ._-~._----",. .. _~_.~. -~'.-, ....... _ .......... _---,-



Each of: 
2,5,10, Il t 13 / 16 
18,26,28,31,32 
33,39,42,43,44 , 
45. f 34.5 31 3! 36 

++ Self-deslgnated leader In household marketing 

# Self-deslgnated leader in fashions 

31.5 27 27 32 37 32 31.5 

+ Self-deslgnated Itsemi-Ieader" in household marketing 

:1: Self-deslgnated II semI-leader" in fashions 

37.5 

'" ~ 



Number of 
times 
selected as' 
Respondent 

No.: 
3 
4++ 
5 
8 
9+* 

14 
17 
18 
19 
21 
24 
25+* 
26+* 
27 
28 
29 
32 
35+ 
37+:1-** 
38+* 
39+* 
40 :j: 

Each of: 
1~2/6,7/10,11, 

12,13,15,16" 
20,22,23 .. 30 ... 
31,33,34,36 

TABLE P 

B8~~ QBPEBI~~ QE ~QQIQM~IBIQ Q~QIQ~ DE ~BQUE 2 

Household Marketing Fashions Household Marketing and 
Ft=lshionc; Combinerl 

Total Total Total 
Con- Trend Times Con- Trend Times Con- Trend Times 

EXDert C:;1I1+~n+ Setter Selecterl E'II'nerT su 1 t;mt Setter Se 1 ected EXDert sultt=lnt Setter Sele~ted 

.. 

2 3 7.5 2 26 8 7.5 10 1 6 5.5 6.5 5.5 
i2.0 28 25 lé 26 25.5 25.5 28 /5.5 28 27 20.5 
28 8.5 25 16 26 25.5 25.5 28 29.5 12 27 20.5 
12 28 25 16 26 25.5 7 .. 5 14 15.5 28 10.5 15.5 . 
3.5 8.5 25 7 26 8 25.5 14 9.5 7.5 27 9 
6.5 8.5 25 9 5 25.5 7.5 6 3.5 12 IQ.5 8 
6 .. 5 28 25 12 26 25.5 25.5 28 12 28 27 15.5 

28 28 25 29 9.5 8 25.5 10 1505 12 27 15.5 
28 28 25 29 26 8 7.5 10 29 05 12 10.5 15.5 
28 28 25 29 5 25.5 25.5 7 9 .. 5 28 27 12 
12 3 7.5 7 26 25.5 25.5 28 15.5 7.5 10.5 10.5 
12 3 4 k 5 4.5 3 4.5 6 3 3 3.5 .J 

28 La 25 29 26 25.5 25.5 28 29.5 28 27 31 
12 28 7.5 12 26 25.5 25 .. 5 28 15.5 28 10.5 15.5 
6.5 28 25 12 9.5 8 25.5 10 9~5 12 27 10.5 

28 28 25 29 9.5 25.5 25.5 14 15.5 28 . 27 20.5 
28 8,5 7.5 12 26 25.5 25.5 28 29~5 12 10.5 15.5 
6.5 8.5 2 3.5 9.5 25.5 7.5 10 9.5 12 3 7 
1 1 1 1 1 1 1 1 1 1 / 1 

12 8.5 4 7 2 2.5 7.5 2.5 3.5 3 5 3.5 
3.5 8.5 4 3.5 5 2.5 3 2.5 2 3 3 2 

12 8.5 25 12 5 4 .. 5 3 4.5 6 5 .. 5 6.5 5.5 

28 28 25 29 26 25.5 25.5 28 29 .. 5 28 27 31 
-
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TAB! E E 

SQQB~S* 8~Q B8~~S 68S~Q Q~ S~LE-QESI~~8T~Q 1 ~8QEBS~I~ 8NQ SQQIQMETBIQ C~QIQ~S~BQU~ 1 

Household Marketing Fash ions Household Marketing and 
Fashions CombJned 

Soc 1 ometr i c Sel f- Soc i ometr i c Self- S oc J ometr-J c Self-
Choices Designation Choices Designation Choices Designation 

Respondent NOD: S&;Oce Rs.D.Ii ~ BimIs. ~ B..2.nk Sco[e Bsrl.k ~ B..rul.Ji ~ B.ào..!s. 
24 13 ! 0 28.5 53 1 0 26.5 66 1 0 29.5 

7 7 2 0 28.5 0 32 0 26.5 7 8 0 29.5 
34 6 3 2 1.5 Il 4 2 1.5 17 3 4 1 
4i 5 4.5 2 1.5 1 12.5 1 4 .. 5 6 9 3 2.5 
46 5 4,,5 1 6.5 17 2 2 1.5 22 2 3 2.5 
21 4 7 0 28.5 4 7 0 26.5 8 6.5 0 29.5 
20 4 7 1 6.5 0 32 0 26.5 4 Il 1 - 8.5 
17 4 7 0 28.5 1 12.5 0 26.5 5 10 0 29.5 -.J 

29 3 10.5 0 28.5 0 32 0 26.5 3 14 0 29.5 
27 3 10.5 0 28.5 0 32 1 4.5 3 14 1 8.5 
19 3 10.5 0 28.5 5 6 0 26.5 8 6.5 0 29.5 
14 3 10,,5 0 28.5 0 32 0 26.5 3 14 0 29.5 
36 2 15.5 0 28.5 1 12.5 0 26.5 3 14 0 29.5 
23 2 15.5 1 6.5 0 32 0 26.5 2 19 .. 5 1 18.5 
22 2 15.5 0 28.5 14 3 0 26 .. 5 16 4 0 29.5 
15 2 15.5 0 28.5 1 12.5 0 26.5 3 14 0 29.5 
8 2 15.5 1 6.5 0 32 1 4.5 2 !9,,5 2 4 
9 2 15.5 0 28.5 0 32 0 26.5 2 19 .. 5 0 29.5 

40 1 22 0 28.5 0 32 0 26.5 1 2t:;.5 0 29.5 
38 1 22 0 28.5 1 12.5 0 26.5 2 i~.5 0 29.5 
35 1 22 0 28.5 8 5 1 4.5 9 5 1 8.5 
30 1 22 1 6.5 0 32 0 26.5 1 25.5 1 8.5 
25 1 22 0 28.5 1 12.5 0 26.5 2 19 .. 5 0 29.5 
12 1 22 1 6.5 0 32 0 26.5 1 25.5 1 8.5 
3 1 22 0 28.5 1 12.5 0 26.5 2 19 .. 5 0 29.5 

37 0 36 0 28.5 1 12.5 0 26.5 1 25.5 0 29.5 
6 0 36 1 6.5 0 32 0 -26.5 0 37.5 1 B.5 
4 0 36 1 6.5 1 12.5 0 -26<.5 1 .25.5 1 8.-5 
1 

1 
0 36 0 2fL5 1 12.5 0 26".5 1 25.5 

1 
0 29";5 



Each of: 
2,5,10,11 J 13,16,18, 
26,28,31,32,33,39, 
42,43,44 ,45. 0 36 0 28.5 0 32 0 26.5 0 37 .. 5 0 29.5 

----~_._---
-_ ... _ .. _._-~- _ ... ----

* Scores for sociometrie cholces represent the total number of times the individual was selected. Self-designation 
scores were derived by assigning 1 -point to each Individual who claimed she had been recently consulted and another 
point if she felt she was more IIkely than others ln the group to be asked for advLce. 

-...! 

:; 
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TABLE F 

* -
SQQ8!;;S 8~Q B8~~S ~8S~Q Q~ S~~E:Q~SI~~8I~Q L~&~!;;BS~IE 8NQ SQQIQMETRIC C~QIQ!;;S GBQUE ~ 

Household Marketing Fash ions Household Marketing and 
Fashj ons Comb i ned 

S ocI ometr i c Self- Sociometrie Self- Sociometrie Sel f-
Choices Designation Choices Designation Choices Designation 

Respondent No.:· . ~ B.s.o.li. S~Qce llimk S~Qce Bsm.Ii ~ B.ênk ~ BsDk ~ &!..o.k 
37 19 1 2 1.5 17 1 2 1 36 1 4 1 

3 7 2 0 24.5 2 10 0 24 9 5.5 0 25 
35 6 3.5 1 5.5 2 10 0 2d 8 7 1 8.5 
39 6 3.5 1 5.5 8 2.5 1 4.5 14 2 2 4.5 
25 5 5 1 5.5 7 4.5 1 4.5 12 3.5 2 4.5 1 

9 4 7 1 5.5 1 14 1 4.5 5 9 . 2 4.5 
24 4 7 0 24.5 0 28 0 24 4 10 .. 5 0 25 
~8 4 7 1 5.5 8 2 .. 5 1 4.5 12 3.5 2 4.5 

; . - -
14 '3 9 0 24.5' " '4 6 0 24 7 8 0 25 1 

17 2 12 0 24.5 0 28 0 24 2 15.5 0 25 
27 2 12 0 24.5 0 28 0 24 2 15.5 0 25 
28 2 12 0 24 .. 5 2 10 0 24 4 10.5 0 25 
32 

..., 
12 0 24.5, 0 28 0 24 2 15 .. 5 0 25 "-

40 '2 12 0 24.5 7 4.5 1 4.5 9 5.5 1 8.5 
5 1 16 0 24.5 0 28 0 24 1 20 0 25 
8 ; 1 16 0 24.5 1 14 0 24 2 15.5 0 25 
4 1 1 16 2 1.5 0 28 0 24 ! 20 2 4.5 

18 0 29 0 2405 2 10 0 24 2 15.5 0 25 
19 0 29 0 24.5 2 10 0 24 2 15.5 0 25 
21 0 29 0 24.5 3 7 0 24 3 12 0 25 
26 0 29 1 5.5 0 28 1 4.5 _0 31 2 4.5 
29 0 29 0 24.5 1 14 0 24 1 20 0 25 

Each of: 
11 2,6,7,10,,11,12,.13,15, 
16,20,22,23.130,31,33,34,36. 0 29 ') 24.5 o 28 

L-__ 9 __ 3~_ J 0 31 0 25 _____ '--_. ___ :_ : __ '. __ '_-'---- _ ----.l__=___ _. __ . _____ . _ - ~ .. _._---- --_. -_._. _ .... - -- - -- - -- _.- -_ .... _.- .- -- _ ...... _ .... _ ... _ .... -_ ... ~ 

* Scores for sociometrie choices represent the to-ral number of times the individual was selected. Self-designaticn 
scores were derived by assigning 1 point to each indIvldual who claimed she had been recently consulted and another 
point if she feit she was more IIkely than others in the group to be asked for advIce. 

-------'- ._~-_._-~-~-----
---'._----_."--_ ••• _~,.-> -.---- -~-,-_._.>_ ... "--" .. ----,--,_ . ..,----------------

-..J 
N 

,-
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TAS! E G 

EBQEQBIIQ~ QE B~SEQ~QE~IS SEI.EQIEQ 8S 1 E~ŒEBTS' 1 

"QQi:::lSUI 18~IS.l ~ 8~Q lIBE~Q SEIIEBS' SI:lQ~N EQB SE! E-
QESIG~8IEQ 1 ~8Q~BS 8~Q EQI ~Q~E6'.s.. 

-

Household Marketing 

Expert Consultant Trend Setter -Not Not Not 
t:hnC;An Chnc;en r. hoc::; An r.1.~-~ Ct-ïbsen ChoS6n .. _-

~rQ!J~ 1 : N= •• o.ooô.e.a •• Oae to • o. • •• 46 •• Il Cl' ct 0 'jJtDo •• oceoo."oo •• 

Sel f-des 1 gnated: % % % % % ct 
fJ 

Leader 17.4 4.3 13.0 8.7 6.5 15.2 
. Fo Ilower 30.4 47.9 1,9.6 58.7 26.1 52.2 

-
~CQIJP Z: N= ••• o. .......... " ••• " •••••• 40 • •• G' ••• ~ ••••••• DO •••••• 

Self-deslgnated: % % % % % % 
Leader 15.0 5.0 12.5 7.5 10.0 .1.0.0 
Fo Ilower 22.5 57.5 17.5 62.5 12.5 67 .. 5 

'Groups 1 and 2 
~ ......... 86 ~ •••••• " •• O.II ••• 

comblned: N= •••••••••••••••• . ....... 
'. 

Self-deslgnated: %. % % cf.. - % % ," 
Leader 16.3 4.7 12,.8 8.1 8.1 12.8 
Fo Ilower 26.7 52.3 18.6 60.5 19.8- 59.3 

Fashlons 

~CQIJI2 1 : N= oa •••••••••••••• 10 .... ' ••• 46 •• ' •••• Il .. ....•.......•• 
Self-deslgnated: % % ( % % % 

Leader 8.7 4.3 6 .. 5 6.5 6.5 6.5 
-Fo Ilower 26.1 60.9 8.7 78.3 8.7 78.3 

" . 

~cmll2 2% N= ••••••••••••• ~O • ••••••• 40 ,~, ... " .. • ••••••••••••••• 
Self"'"deslgnated: % % % % '% % 

Leader 12.5 5.0 15.0 2 .. 5 12.5 5.0 
Fo Ilower 15.0 67.5 10.0 72.5 12.5 70.0 

Groups- 1 and 2 ~ ....... ,86 
~Qillb ) 0 ~d : N= 

•••••••••• 00 ..... • 0 .... " • • a , ••• " .......... 

Se 1 f-des 1 gnôted: % % % % % % 
Leader 10.5 4.7 10.5 4.7 9.3 5.8 
Fo Ilower 20.9 63.9 9.3 75.5 10.5 74.4 
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IeJ3! j; H 

ÈBQEQBIIQ~S QE EB~SE~I 8~Q EQBM[;B !;;~EQUII~ES ~EBSUS B8~~ 8MO EII E 
~~Q BEQEI~~QSQQIQMEIBIQ Q~QIQES 

<shown for self-deslgnated leaders and followers) 

-
Hoysehold Marketing Fashions 

Executives Rank & Flle Executives Ral)k & Flle 

N.r>t Not Not r Not 
~\.,~ ~ r. hoc; F'm r.hoc;en r.hoc::an ~ r. IC,h,",""d ... '"' 

GCQUP 1 : N= •• n a .21 ......... ~ •••• G25D." •••• • ••••• 210 •••••• • ,. • .. 25 •••• ~ ft' 

Se 1 f-desl gnated: % % % % % % % % 
Leaders 24 10 12 0 14 5 4 4 
Fo Ilciwers 48 19 :7.8 60 43 38 16 76 

GCQÎJR 2.: N= 0' •• •• 20 •••.•• 0 ~ .... Il .20 Q ••••• '. "' ...... 20 ........ 011 .••• 20 ......... 

Se 1 f-des 1 gnated: % % % % % % % % 
L-eaders 30 5 5 0 30 5 0 0 
Followers 35 30 15 80 20 45 25 75 

Groups 1 and 2 
Q~mbID~d: N= .... o.41; ••••• w ••••• 45 ........ ••• & .41 ••••• c ra ••• •• 45 ~ ••••• 

Se 1 f-des 1 gnated: % .% % % % % % % 
Leaders 27 7 9 0 22 5 2 2 
Followers 42 24 22 69 32 42 20 76 
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TAB! E 

IQI8L ~UM6~B 8~D B8~~ QBDEBI~~ QE SQCIQMEIBIQ Q~QI~~ 

BESEQ~D(;~IS ' QEEIQI81 SI8I1JS IN I~E GBQU!: - GBQIJe 1 

Present or Former 
Executives 

Totë;11 Soc 10""',' ' 
tlm~s 

' , 
metrlc 

chosen rank 
Respondent Respondent 
No .. : No~: 

24 66 Il 34++** 

7 7 8 - 21 
41++=1= 7 9 29 

46+** 22 2 14 
20+ 5 Il 23 

17- 5 10 8+* 

27 * 3 14 9 
19 8 6.5 40 
36 3 14 38 
22 16 4 25 
15 3 14 44 
35 :j: 9 5 43 
30+ 1 . 25.5 42 
12+ 1 25.5 39 
3 2 19.5 33 

45 0 37 .. 5 32 
37 1 25.5 28 
31 0 37.5 18 
13 0 37.5 16 
6+ 0 37 .. 5 Il 
4+ 1 25.5 10 

5 
, 2 

1 
26 

++ Self-deslgnated leader ln household marketing 
** Self-deslgnated leader ln fashlons 
+ Self-desIgnated "semi-Ieader" in household marketing 

.:j: Sel f-desl gnated "sem i -1 eader" in fash 1 on 5 

Rank and 

Total 
tlmes 
chosen 

17 
8 
3 

3 
2 

2 

2 
1 
2 
2 
0 
0 
0 

0 
0 
0 
0 
0 
0 
0 
0 
0 
0 
1 

0 

FI le 

Soc!o-
metr,lc 
'rank 

,3 
6.5 

14 

14 
'19.5 

19.5 

19.5 
25.5 
19.5 
19.5 
37.5 
37.5 
37.5 

37.5 

37.5 
37.5 
37.5 
37.5 
37.5 
31.5 
37.5 
37.5 
37.5 
25.5 
37.5 
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TAB! E ,1 

IQI81 ~UMBEB 8~Q B8~~ QBQERI~G QE SQQIQMEIBIQ Q~Q1QES 8~Q 
BESEO~Qj;~IS ,\ QEEI Q JilL SI8IUS J ~ 1I:IE GBOIIE - GBQUE Z 

Present or Former Rank and Fi le Executives 

Total Soclo- Tota 1 Soclo-
tlmes metrlc tlmes metrlc 
Chbsen rank _chosen CêDIs 

Respondent Respondent 
~o .. : No. : 

3T~+:f::f: 36 1 17 2 15.5 

3 9 5.5 28 4 10.5 

35+ 8 7 8 2 15.5 
·39+* 

1 

14 2 4 1 20 
·25+4: 12 3.5 . 2 0 31 

9+=1= 5 9 6 0 31 

24 4 10 .. 5 7 0 31 
38+=1= ·12 3 .. 5 Il 0 31 
14 7 8 12 0 31 
27 .. 

2 15.5 15 0 31 
32 2 15.5 16 0 31 -

40 =1= 9 15.5 18 2 15.5 
5 1 20 19 2 15.5 
1 0 31 22 0 31 

10 0 31 23 0 31 
'13 0 31 29 1 20 

20 0 31 31 0 31 
21 3 12 33 0 31 
26+=1= 0 31 34 0 31 

30 0 31 36 0 31 

, 

++ . Se 1 f-deslgnated leader ln household marketing 

=I=:j: Sel f-des 1 gnated leader ln fashlons 

+ Sel f-des 1 gnated "sem 1-1 eader" ln household marketl.ng 

++ Self-deslgnated "seml-Ieader" ln fash Ions 



APPEND IX Il 

QUESTIONNAIRE USED FOR THE RESEARCH 
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QUESTIONNAIRE 

Instructions 

1. Use a bail point pen or pencll. 

2. Please write carefully and legi.bly. 

3. Please do not discuss the questions or your answers with anyone. 

Purpose of the Study 

A study of buylng patterns regarding household goods, and of 
publ ic opinion. 

Sponsor of the Research 

The research Is belng carrled out under the direction of the 
Department of Soclology and Anthropology of McGi 1 1 University. 

How the Information collected is handled 

After the questionnaires are 60mpl~ted they will be collected and 
the materlal . wi 1 1 be transferred to I.B.M. punch cards for tabulation. 
None of the members of vour group will see vour questionnaire. It will 
be glven a number and from that point on.you wi 1 1 remain anonvmous and 
and any Information vou provlde will be treated confldentlal Iv. 

Further General Instructions 

1. Please give us your frank answers -- remember, no body ln your group 
will ever see your questionnaire. There Is no need for Vou to 
provlde dlstorted answers because Vou feel vou mlght be hurtlng 
anyone's feel ings. 

2. There are no "right" or "wrong" answers. Answer each question so 
that your answer reflects your actual opinion. 

3. IF THERE IS A~~THING YOU DO NOT UNDERSTAND AS YOU COMPLETE THE 
QUESTIONNAIRE, PlEASE HOlD UP YOUR HAND AND SAY THAT YOU WANT TO 
HAVE SOMETHING ClARIFIED. THE RESEARCH SUPERVISOR Will COME TO 
YOU AND ~J III ANSWER YOUR Ç'lJSST ION. DO NOT ASK THE QUESTION 60 
THAT IT Will BE HEARD BY THEOTHERS IN THE ROOM WITH YOU. 



1 " 
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SECTION 1 

This section deals with certain Items which are purchased tor 
household consumption. 

(a) 

INSTANT COFFEE 

Do Vou happen to use instant coftee in your home? (TICK OFF 
APPROPRIATE ANSWER BELOW) 

11-_( ___ No __ C_S_K_I_P_T_O_Q_"_2_) -1 . __ ~ __ ~--~ ---
_--~/~~~==----~ ,. . 

ANSWER THE FOLLOWING IF YOU USE INSTANT COFFEE IN YOUR HOME 

(b) Approximately how long is it now that you've been using instant 
coftee jn yo~r home? 

________ . _____ years 

months --_____ --'-'-i 

(c) ApproximatelY how many cups of ins'tant coffee would Vou serve in 
your home du:' i ng an average day? 

____________ cups 

(d) What brands of instant cotfee do Vou use at home? 

ANSWER "e" IF Y~U MENTIONED MORE THAN ONE BRAND ABOVE 

(e) Which brand of instant coffee is used most often in 
your home? 

(f) Approximately how long is it now that Vou have been uslng the 
brand of Instant coffee that 15 used most often in your home? 

_______ ~weel<s/months/years 



2. Ca) 
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CAKE MIXES 

1 TO BE ANSWERED BY EVERYONE 1 

Do Vou happen to use cake mixes ln your home? 

No (SK IP TO Q .. 3) J 

ANSWER THE FOLLOWING IF YOU USE CAKE MIXES IN YOUR HOME 

Cb) Approximately how long is it now that you've been using cake 
mixes ln your home? 

r--___ -.,,-----.,-.-'Ye ars 

months. 
----------------~ 

Cc) Approxlmately how many single cakes would Vou make ln your 
home during an average month uslng packaged cake mixes? 
(COUNT LAYER CAKES AS 2 SINGLE'.CAKES) 

_____________ cakes made from cake mlx durlng an 
average month 

(d) What brand or brands of cake rnlx do Vou use at home? 

----------------------------------------.-------~-----

ANSWER "e" IF YOU MENTIONED MORE THAN ONE BRAND ABOVE 

(e) What brand of cake mlx do Vou use most often ln 
your home? 

~--------------------------------------------------~ 
Cf) Approxlmately how long ls it now that Vou have been uslng the 

brand of cake mlx that is used most often in your home? 

_______________ .~Years 

___________ --:.month s 
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FROZEN DINNERS 

1 TO BE ANSWERED BY EVERYONE 1 

Do Vou happen 'to'use frozen dlnners in your home? 

( No (SKIP TO Q0 4) ( Yes 

1 ANSWER THE FOLLOWING IF VOU USE FROZEN DINNERS IN YOUR HOME 

(b) Approximately how long fs it now that you've been using 
frozen dinners in your home? 

________ --'years 

months 
---------------~ 

(c) Approxlmately how many packages of frozen dinner would Vou 
use in your home during an average month? 

_________ ---rpacl<ages 

(d) What brand or brands of frozen dinners do Vou use at home? 

r---.----------------------~------------------~ 
ANSWER ue" IF VOU MENTIONED MORE THAN ONE BRAND ABOVE 

(e) What brand of frozen dlnner do Vou use most 
often 1 n your home:? 

(f) Approximately how longls I~ now that Vou have been using 
the brand of frozen dinners that Is used most often in 
your- home? 

________________ years 

months 
---------------~ 
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GENERAL QUESTIONS ABOUT PRODUCTS CONSUMED IN THE HOME 

4. TO BE ANSWERED BY EVERYONE 1 

5. 

6. 

Thinking about products consumed in the home such as instant coffee, 
cake mixes, frozen dinners and 50 on; Which woman or women in your group 
do you cons i der to be part i cu 1 ar 1 y know 1 edgeab 1 e in th i s'regard? 1 n other 
words, which woman or women do Vou think would be particularly good at 
judging whether such products or brands are good or poor? (LIST THE NAMES 
AND PROVIDE FIRST NAMES OR INITIALS AS WELL AS SURNAMESa LIST AS MANY OR AS 
FEW WOMEN AS YOU FEEL ARE APPROPRIATE) 

TO BE ANSWERED BY EVERYONE 1 

Letls suppos~.for a moment t~at Vou had just declded to change brands of some 
product consumed in the home, such as the ones welve been talklng about. Letls 
also suppose that Vou weren't sure of what new brand to use. Whlch woman or 
women in your group would you be most Ilkely to go for advlce about what brand 
to buy? (lIST THE NAMES OF WOMEN Y~U WOULD BE llKELY TO GO TO BELOW. PLEASE 
PRINT THE NAMES AND PROVIDE FIRST NAMES'OR INITIALS AS WElL AS SURNAMES. 
LIST AS MANY OR AS FEW NAMES AS Y~U FEEl ARE APPROPRIATE) 

TO BE ANSWERED BY EVERYONE 1 

When women gettogether ln a group, such as this one, what some women do is more 
1 ikely to be copied than what others do. Thinklng of the wornen in this group, 
which one or whlch ones do you think would be most 1 ikely to be copied in regard 
to their use of products that are consumed ln the home? (lIST THE NAM ES OF WOMEI 
Y~U THINK WOULD BE MOST LIKELY TO BE COPIED. PLEASE PRINT THE NAMES AND PROVIDE 
FI RST NAMES . OR t NI TI ALS AS WELL AS SURNAMES. LI ST AS MANY OR AS FEW NAMES AS 
Y~U FEEL ARE APPROPRIATE) 
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"7 • QO BE ANSWERED BY EVERYONE 1 

8. 

Have Vou recently been asked for advice by any members of this group 
concerning the use of products for the home such as instant coffee, 
cake mixes or frozen dinners? (TICK OFF APPROPRIATE ANSWER BELOW) 

( YES ( NO 

TO BE ANSWERED BY EVERYONE 1 

Co~pared with the other women ln thls group, are Vou more or, less likely 
to be asked for advice about the use of products for the home such as 
instant coffee, cake mixes or frozen dlnners? (TICK OFF APPROPRIATE 
ANSWER BELOW) 

() am ~ 1 ikely than the others to be asked for advice 
about products fo~ the home 

'1 am less 1 ikely than the others to be asked for advice 
about products for the home 



1 • 

2 •• 

(a) 
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SECTION 2 

This section deals with questions about women's fashions . 

FASHIONS 

TO BE ANSWERED BY EVERYONE 1 
Would you please check off below the answer that best describes the length 
that you presently wear your skirts or dresses? 
(Do not consider cocktail dresses or evening gowns) 

( __ ) above the knee 
( __ ) Just covering the knee 
(_. _) below the knee 

(b) TO BE ANa.WERED BY EVERYONc] 

(a) 

Exactly how long is is now that you have been wearing your skirts or dresses 
at that rength? 

TO BE ·ANSWERED BY EVERYONE 1 

As you probably know, there are several toe styles avai lable in women's shoes 
today. Which of, the styles below doyou now wear for going out? 

( __ ) pointed toes 
.(_) round' toes 
(_) square toes 

(b) TO BE ANSW~HED BY EVERYONE 1 

For how long is it now that you have been wearing this toe style for going out? 

3. (a) ~BE ~NSWERED BY EVERYONE 1 

Which of t~e categories below best describes the size of the heel on the shoes 
you use most often for going out? 

(_) high (about 2t inches) 
( __ ) medium (about It inches) 
( __ ) fow (about 3/4 inch to inch) 
( __ ) fiat 

(b) r--T-O-BE-A-N-SW-E-R-ED-B-Y-E-V-E-RY-O-N-E~I 

For how long is it now that you have been wearing this size of heel for going 
out? 
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4. 1 TO BE ANSWERED BY EVERYONE 1 

Let's talk about women's fashions in general now. Thinking only of the women 
who belongto this group with Vou, which woman or women do Vou think are most 
knowledgeable about current women's fashions? (PLEASE PRINT THE NAMES AND 
PROVIDE FIRST NAMES OR INITIALS AS WELL AS SURNAMES. LIST AS MANY OR AS FEW 
NAMES AS YOU FEEL ARE APPROPRIATE) 

5. 1 TO BE ANSWERED BY EVERYONE 1 

Jf Vou wanted some advice about women's fashions, to which woman or women in your 
group would Vou be most 1 ikely to go? (PLEASE PRINT NAMES AND PROVIDE FIRSTNAMES 
OR INITIALS AS WELL AS SURNAMES. LIST AS MANY OR AS FEW NAMES AS YOU FEEL ARE 
APPROPRIATE) 

6. TO BE ANSWERED BY EVERYONE 1 

ln a group such as this, some women are more 1 ikely to set the trends in women's 
fashions than are others. Which woman or women in this group do Vou think would 
be more 1 ikely to set the fashion trends for the other women in the group? 
(PLEASE PRINT THE NAMES AND PROVIDE FIRST NAMES OR IN/TIALS AS WELL AS SURNAMES. 
LIST AS MANY OR AS FEW NAMES AS YOU FEEL ARE APPROPRIATE) 

7. TO BE .ANSWERED BY EVERY~ 
Have Vou recently been asked for advice by any members of this group regarding 
women!s fashions? 

( YES ( NO 

8.' TO BE ANSWE~ED BY EVERYONE! 1 

Compared with the other women in this group, are Vou more or less 1 ikely to be 
asked for advlce regarding women's fashlons? 

(_. _) am more Ilkely than others to be asked for advlce about women's foshions 

(_) am less· Ilkely th an others to be asked for' advlce about women's fashlons 
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SECTION P 

GENERAL QUESTIONS 

1. Name ____ ---,.,~__,.~ ___ _.,..,_=,....__----.....;Ch ris tian n ame (s ) 
(PLEASE PRINT> 

2. Address - City 
(PLEASE PRINT> 

3. How long have you been 1 iv ing at this address? 

4. Marital status: C ) Single 
C __ , ) Married 

( ) Widowed --
( -) Divorced or separated 

5. (IF MARRIED) For how long have you been mal-r i ed? 

Prov 

years 

years 

6. If you are not single, would you 1 ist below the ages of each of your chi Idren, 
if you have any'l 

7. Into which of the fol lowing age groups 

(-) 
(-) 
(-) 
(-) 

do you fi t1 

Under 25 
25 - 34 
35 - 45 
46 or over 

8. What was the last grade of school you attended? 
( ) 

( ) 
( ) 
C ) 
( ) 
( ) 

Some elementary school 
Completed elementary school 
Some high school 
Completed high school 
Some university 
Completed university 

... , 

(INDICATE DEGREE OBTAINED ______ _ 

9. Your occupation ___________________________________________ __ 

10. Occupation of the major wage earner in your household -- if not yourself 

1 1. a) 15 your home rented or do you own 1 t1 ( Rented 

IIF RENTED 1 
~ 1 SI<IP TO Q.:r21 ( Owned 

b) Do you rent It furnished or unfurnished? 

( ) Furnlshed Unf urn i ShEld 
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12. If you own your own home, please tick off the category below which indicates 
the current market value of your home. 

c--> Unde,- $12,000 
( __ ) $12,000 - $19,999 
( __ ) $20,000 - $29,999 
( __ ) $30,000 or over 

13. If y6~r home is rented 7 please tick off the category below that corresponds 
wlth the monthly rent you paye 

() $59.00 or less 
( __ ) $60.00 - $74.99 
() $75.00 - $89.99 
() $90.00 - $104.99 
(-2 $105.'00 - $1 19.99 
(_) $'120.00 - $ 1 34 .99 
() ~135.00 - $149.99 
(--) $150.00 or more 

14. (~) Do you presently hold any official position in this tlub ? 

( ) NO' 

C ) YES 
.1... 

111 
(IF POSITION HELD) What off 1 ci al position do you now hold? (b) 

(è) C[F POSITION NOW HELD) For how long have you held this position? 

From 19 , 
15. (a) Oid you ever ln the past hold any officiai position in this club? 

1 

Cc ) NO ~.--------r 
*1----------1: ) YES 1 ----....., SKIP TO Qo l61 
C;,(IF POSITION FORMERLY HELO; LIST EACH BELOW AND SUPPLY THE 

RELEVANT INFORMATION) 

positions formerly held From (date) T2-(date) 

19 - '19_:',_ 

19_ 19 -
19 19 
~ -

19_ 19 . -
~---~----------------------------------------------------------------~ 
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16. How long is it now since you became a member of this group? 

17. What organizations, clubs or discussion groups do you belong to 
where current issues are discussed, books read, speakers heard, or 
where people just get together to, talk, play cards, etc.? (LIST NAMES BELOW) 

18. Not counting relatives, in-Iaws, present neighbours, or former neighbours, 
how many friends do you have with whom you talk fairly often? 

(NUMBER OF FRIENDS WITH WHOM TALK FAIRLY 
OFTEN NOT INCLUDING RELATIVES; PRESENT 
OR FORMER NEIGHBOURS) 

19. How many meetings and social functions of this group would you guess 
you've attended during the pa st year? 



20. (a) 
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Do you ever see any of the women who belong to this group anywhere 
outside the group itself, or do you every talk ta any of them on the 
telephone? 

YES (~:) NO 

(b) (IF YOU SEE OR SPEAK TO SOME OF THE MEMBERS OUTSIDE OF THE GROUP 
GATHERINGS) Would you please 1 ist the names of members of the group whom 
you see outside or speak ta on the telephone (PLEASE PRINT NAMES BELOW) 

(c) For each member of the group that you ,see or speak to outs ide, wou 1 d you 
please guess the average number of hours you might spend with each 
during an average week, apart from group activities? 
(PLEASE INCLUDE TIME SPENT ON THE TELEPHONE AS WELL) 

Members seen (spoken to) fram the 
group 

(PLEASE PRINT NAMES) 

Average number of hours per week spent 
with each in person or on telephone 
(NOT INCLUDING GROUP ACTIVITIES) 

_____________ ,hrs. 

________ ....;.;hrs. 

____________ ~hrs. 

____________ ~hrs. 

_____________ ,hrs. 

____________ ~hrs. 

____________ ~hrs. 

_____________ ,hrs. 

____________ ~hrs. 

Date ____________________________ ,1967 .. 
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