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Abstract: The main social factors that influence consumer buying behaviour are the social 

classes, reference groups and family. 

Social classes are therefore relatively homogeneous and long lasting divisions of a society 

which are arranged in a hierarchical order and whose members share the same common 

values, interests and the same behaviour. They can be identified here based on criteria such 

as: occupation, education, family income, property types, etc. Each class is assigned a social 

status that determines a hierarchy between classes. 

People are influenced both by reference groups to which they belong (group members: club, 

political parties, etc.) and by the ones that do not belong but aspires to belong to). These 

influences are carried out in at least three forms: individual exposure to behaviours and 

lifestyles, influencing attitudes and self belief as a result of the person's normal desire to join 

the group, the pressure to comply person to group status, which influences its current 

preference for certain products or brands. 

The family is the largest consumer organization in a society, it influencing the decisions of 

each member –these influences being felt on a long period of time. 

Key words: social classes, reference groups, purchasing behaviour, purchasing decision. 

 

Introduction 
Social classes are relatively homogenous standing groups of people, ordered some over others, which 

are distinguished in terms of lifestyle, value system, interests and behaviour. 

 

As classes can not be perfectly defined, no boundaries between them are not very net drawn, one and 

the same consumer can be placed in a class or another (in a mid after its income or a higher class when 

taking into account the level of training or personal prestige). The classification is more difficult the 

more pronounced dynamism and mobility social stratification are - events caused by the desire of 

consumers to have access to lower classes and upper classes to mimic the behaviour of those who are 

part of them [9]. 

 

1. Social Classes 

Features - Classes has several characteristics: [10] 

1) The same social class individuals have similar behaviours, including the preferences for 

clothing, housing, furniture, leisure services, mass media etc.  

2) depending on the social class to which they belong, people lower or higher positions in 

society; 

3) a social class that a person belongs is determined by several variables (such as occupation, 

income, wealth, education, etc.). 

4) people can move from one class to another. 

Consumers interact mostly with people of their own social class so that each class has about 

the same values and patterns of behaviour. Therefore, marketers must respond specifically to 

different groups. 

 

There are several models to structure individuals in different social classes. Of these, we will stop at 

one based on nine factors (grouped in three categories), namely: 

1) the social and economic characteristics: occupation, income and property (wealth); 

2) the characteristics of interaction: prestige, association and socialization; 

3) political characteristics: power, class consciousness and social mobility. 
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Income is the most important criterion for structuring social class individuals, but also an important 

variable influencing consumer behaviour. 

 

Wealth or possessions is another criterion of belonging to a social class, more important than income, 

not only by its size but also by the nature of the goods purchased and used (the house where the 

consumer lives, the car you drive, the actions we holds etc.). 

 

Occupation is also a criterion of social class structure very important through its influence on 

consumer behaviour (influencing lifestyle, prestige and respect enjoyed by the consumer). 

 

Social values are also specific classes. For instance, the lower class is oriented toward the present and 

the past, mostly rural part rather than concrete thinking, while the middle class is geared toward the 

future part especially in urban areas and has the ability to think intangible and abstract. 

 

Personal prestige recognized by other members also contributes to structuring the classes of 

consumers, as well as social relationships (an individual feels comfortable only within its class). 

 

Using such criteria, there has been settled a social class hierarchy as follows. 

 

1) Top upper class consists of rich individuals belonging to famous families, the higher professional 

positions (either as managers or possess own way companies). They pay large sums to charity 

associations, have more homes and send their children to the best schools. Play an active role in their 

communities and send their children to private school and major universities. Spend freely, and 

without ostentation. It is a good market for housing, jewellery, antiques, tourism. Avoid ostentatious 

behaviour, making shopping in a balanced way. 

 

2) Lower upper class consists of people (professionals or businessmen) with high incomes (or wealth 

gained from the business or profession practiced). They come usually middle class. They are active in 

public life and buying real symbol of social status that they have achieved (homes, yachts, luxury cars, 

etc.). This category includes the newly riches whose conspicuous consumption usually is meant to 

impress the lower classes. They represent an important market for luxury goods. 

 

3) Top middle class comprises professionals and business people who have not reached the status and 

wealth of the previous, namely people who have no family status particularly impressive no wealth. Its 

members are primarily concerned professional career, being highly trained and very demanding in 

terms of school performance of children - to prevent their descent into a lower class. They are placed 

in such positions as of experts, entrepreneurs and executives of private companies. They are putting a 

high value on culture and manifest a civic. Being highly educated, they are particularly critical, 

carefully evaluating alternatives. They are very interested in the evolution of fashion. 

 

They constitute the best market for housing, clothing, furniture and other quality products. They are 

very interested in the evolution of fashion. 

 

4) The lower middle class is made up of officials, small business owners or traders or middle-income 

workers who live in the best neighbourhoods of the city. They want to be respected and conforming to 

social norms. Buy products in fashion, looking best brands. A better life means a "nicer house" in 

better neighbourhoods, with "better schools." The middle class is willing to spend more on useful 

experiences for their children and directing them to higher education. Consumers in this class are very 

sensitive to price changes. 

 

5) The top under class consists of skilled workers and the people who do not depend on social 

assistance, but still live in poverty. Most of their time is devoted to work. They are performing 

unskilled, low paid, but aspire to a better situation. They often have an insufficient education. 

Although they are at risk of poverty, they succeed to maintain a degree of cleanliness. Their behaviour 

is based on automatism, being easily influenced promotion techniques including the point of sale. 
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6) The lower inferior class includes the most disadvantaged people in society, living on social security 

– being placed below the poverty line. Usually they do not have an occupation or are fulfilling a work 

for which they do not need any specialization. Housing, clothing and goods they possess are old, 

received from other people. They consider themselves frustrated because of the status they hold, have 

little information on pricing, products and stores, and therefore often pay higher prices for products of 

dubious quality. 

 

The main steps in the market segmentation based on social class are: 

a. identifying a pattern of use of the product according to social class; 

b. taking into consideration - along with socio-economic variables - other criteria such as 

family life cycle, lifestyle, etc.; 

c. description of characteristics related to drinking / using product-specific social classes; 

d. developing a marketing program tailored to each segment chosen as target classes.
 
[9] 

 

For the inclusion of individuals in different classes one can use some methods, such as:
 
[11] 

• objective methods, based on statistical data about income, education level, occupation; 

• subjective methods, when people are asked to assess their own social position (they are faced 

with shortfalls being that the upper classes do not want to display their income, and those in 

the bottom tend to increase status - thus increasing the share of the middle class); 

• interpretative methods, according to which social position is identified on the basis of 

scientific publications, expert opinions, telecasts with the participation of people who know the 

problem, autobiographies etc. 

 

In general, each class develops its own system of preferences towards the products and services that are 

on the market (food, clothing, furniture, cars, housing, leisure and so on). Type of goods (including 

services purchased), the share of income spent on each category of goods, the place from which the 

goods are purchased or leisure time is spent, the balance of bank accounts etc. are elements permitting a  

demarcation of classes and of types of behaviour involved. Thus, an individual in a class below will 

direct its revenues primarily the goods of basic necessities (food, clothing), focusing more on price than 

on quality goods, frequenting stores on the outskirts of towns and so on, while that one of the upper class 

will be inclined to snobbishness, preferring high-quality goods made available by commercial services 

facilities, affecting a large part of revenue related to leisure services etc. Knowing therefore, the class 

that a person belongs to, one can anticipate broadly, some elements of behaviour also. 

 

Ostentatious consumption, by which an individual intends to mark the upper class to which it belongs 

(or toward which he/she tends to), and also certain standards of consumption, which correspond to the 

idea of social hierarchy (indicated by type of dwelling and its facilities, such car or yacht, etc.) are also 

elements defining the types of classes and their behaviour. 

 

2. Reference Groups 

Social groups are made up of many people who have common needs and goals that can be achieved only 

through cooperation between them. To cooperate, the group members need beliefs, common life values 

and norms. Examples of such groups are very numerous: office or workshop co-workers, friends, 

neighbours, etc. 

  

Groups have a double function: 

1) One of identification, allowing their members to assert their identity by reference to the system of 

values and behaviours of the various existing communities (or about to be formed) 

2) A normative one, consisting in requiring, among the members of which consist of a behaviour within 

certain limits, the breach of which is equivalent to the exclusion of the group to which each belongs. 

 

Although the same individual may simultaneously be part of several social groups, not all groups 

exercise the same influence upon him/her. Only some of them clearly mark his/her behaviour, these 

being called reference groups. 
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The reference group is a social group (actual or imagined) that influences, positively or negatively, 

aspirations, assessments and behaviour of its members by serving as the reference model. It affects the 

behaviour of a client in several ways: 

 1) giving the consumer behaviour patterns and lifestyles; 

 2) impacting their own attitudes and images (which it formed one); 

 3) exerting pressure in order to conform to certain norms or rules of conduct. 

 

Aspiration group is a group to which an individual tends and wants to be part of because of the values it 

promotes. 

 

The sign of belonging to a certain group of consumers is represented by the products or brands to which 

the group appeals. Therefore, to benefit from the influence of groups, companies need to differentiate 

products especially in terms of social groups to which they are addressed (each customer differentiation 

is practically impossible), conceiving promotional strategies which involve purchasing decisions by 

imitation (or constraint) by complying with the general behaviour of the group. 

 

The fact that, generally, consumption is a visible act (taking place before the members of the group each 

person belongs) increases the importance of groups in birth behaviours. Buying and consuming a product 

by one or more members of the same group will generate (in the other members) a tendency to imitation. 

The possibility of forming an idea to a product that you see consumed or used by others relieves you of 

proving the potential risk (the hard way) thereof (which may be a reason for or against the adoption of a 

similar behaviour). However, the desire for recognition or social approval, which manifests in each 

individual, it increases the influence of groups on customers’ behaviour. 

 

The more the group is viewed favourably by its members; the most significant will be its influence on 

their purchase decisions of a good on each member. 

 

Depending on the level of aggregation and the degree of formalization, there exist: 

• primary groups, that consist of people who come into contact most often (friends, family, close 

colleagues). These groups allow direct relationships between their members, are durable and have an 

essential role in shaping consumer attitudes and preferences; 

• secondary groups, which consist of people who have common interests and we meet occasionally 

implying superficial knowledge and formal social relationships (e.g. a sports club, a trade association). 

 

Primary and secondary groups include, in their turn, formal groups and informal ones. 

Informal primary groups include family and friends. 

Formal primary groups may include, for example, school or work colleagues.  Informal 

secondary groups formed, most often for specific occasions (the group of a trip, 

acquaintances, accompanying us when going shopping, etc.). 

Formal secondary groups, are representing some different organizations. 

 

Depending on consumer attitudes towards the group (positive or negative), we distinguish: 

• membership groups, which are groups that an individual wishes to belong and who accepts the 

person, or more, to whom individuals belong to  with or without their consent; 

• aspiration groups, which are groups to which the consumer has a positive attitude, but who do not 

admit him/her as a member; 

• dissociative groups, are groups that the individual does not wish to belong to, although his/her 

acceptance by the group is not a problem. The tendency is that individuals tend to avoid these groups 

may have negative effects on the consumer: the individual will avoid buying or consuming certain 

products or services for fear of being assimilated by the dissociative group; 

• rejected groups, are groups towards which consumer attitude is negative and he/she does not want to 

be part of them. 

 

Considering their way of being constituted, there are: 

• formal groups, made up of a number of members registered in one form or another. For example, 

clubs or associations with distinct status, with methodical code where membership quality requires 
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compliance with certain rules but also can provide special privileges such as the use of club facilities 

or function advancement; 

• informal groups, generally based on friendship, they are not as structured and do not have a written 

status (e.g. a circle of friends with common affinities and experiences who want to share their 

experiences for mutual moral support); 

• implicit groups or category ones, organized on the basis of volunteering, membership being given by 

age, culture or level of training. 

 

Between the consumer considered as individual and reference groups (other than family) there are 

influences mainly informational, based on which the acquisition process is made reciprocal as 

concerns behavioural norms or values. It is important to note that these influences can be limiting - but 

also economic or emotional motivating.
 
[14] 

 

The importance of reference groups varies depending on product and brand and it is stronger for 

outstanding purchases. A product can be remarkable for two reasons: either it is hold by fewer people, 

or it is used publicly. 

 

Reference groups’ influence upon the buying process can be divided into four groups: 

1. strong influence of the reference group on the purchase of a specific product categories and 

little or no influence on the choice of the mark;  

2. little or no influence on product purchase and a strong influence on brand choice; 

3. strong influence of reference group on the purchase of a specific product category and the 

brand; 

4. little or no influence on product purchase as well as on the brand. 

 

There are several kinds of influences on referent groups: 

• informational influence that is exerted when a group is a credible source of knowledge, with 

experience in a particular field - so explaining the power of rumours in some markets, where it is not 

possible for a buyer to try the product before deciding to buy it. People rely on recommendations from 

neighbours, friends, considering them more reliable than commercial made by the manufacturer; 

• comparative influence that occurs when consumers make a decision to buy an item that they will 

associate with the group that wants to be part of what makes some marketing experts to speculate that, 

asking high prices for a stronger brand picture; 

• normative influence, which occurs when a certain group exerts pressure on an individual to submit 

to its rules, giving as a reward acceptance in the group – this being done against those who do not 

conform and upon which sanctions can be applied. This sort of influence occurs mainly in the visible 

products such as clothing. In many organizations, managers are required to wear a suit, whatever the 

weather is. 

 

The degree of influence of the reference groups differ from one product to another and from one brand 

to another.  

 

For products whose choice is strongly influenced by reference groups, manufacturers must find ways 

to identify and influence their opinion leaders. 

 

Even though between the group behaviour and individual behaviour of each member the relationship 

is more of determination, one must, by no means neglect the fact that the individual can influence the 

group. Considering this last aspect, it is worth noting that the influences of individuals within groups 

are not uniform intensity. 

  

Customers can be grouped into two categories: 

• one comprising members who show a certain independence, tending (and the chance) to dominate 

the opinions and behaviour of others; 

• another one which is prone to dominance, with a tendency to imitate others. 

Among those in the first group are the so-called leaders.  
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By opinion leaders we must understand those people enjoying, inside the groups, a special status, the 

influence they exert on other members being much stronger than that they receive. By their personality 

features and behaviour, they are detached from the rest of the members, occupying a privileged 

position in the reference groups. 

 

This status is held by: 

 a) the most beloved group member; 

 b) the person who knows best the topics related to the life of the group; 

 c) the person to whom it is addressed most of the group members, etc. 

 So leading status of an individual is given by 

 • his/her ability to personify the values that led to the gathering of people in the group; 

 • his/her knowledge and experience in the issues that concern the group; 

 • the special position in the communications network operated by the group. 

 

Opinion leaders’ influence upon the behaviour of the group varies from one product category to 

another. Considered as being persons possessing good knowledge of products, they can transmit 

positive or negative influences on certain products, their experience based on satisfaction and 

dissatisfactions about the products counting a lot inside the group. Between the two categories of 

messages that they convey, the negative ones are perceived easier, influencing the faster customers’ 

decisions. 

 

In performing purchasing acts, opinion leaders play a key role, this becoming increasingly important 

as they submit to the buying decision. As a result, marketing managers are responsible for identifying 

them (studying their personal characteristics, habits and skills of listening and submit ideas, directing 

special messages to them, etc.) and find ways to stimulate them (free deliveries products, financial 

support), which triggers (on the personal influence) a social product dissemination mechanism. 

 

In time, a number of methods for identifying opinion leaders in a reference group crystallized.
 
[14] 

1) Self-evaluation technique as opinion leader supposes finding those people taking into account their 

own findings on the number of members of the entourage who are consulted before purchasing a 

product.  

2) A key individual giving information technique enabling the identification of the  leader respecting 

suggestions and information provided by a person in the group, knowing well the interdependence 

human relations. 

3) The MORENO socio- grams method usually applied to small groups asking the members of a group 

to indicate the person considered as being a leader. 

 

In the context of the methods presented, opinion leaders must meet a number of qualities which give 

them unique and great impact in the audience: 

1) professionalism in their field of activity (i.e. the reference group); 

2) lack of interest in the possibility of influencing the group members; 

3) empathy, or the ability to understand the inner group members, in order to identify issues and 

concerns. 

 

Marketing studies have shown many possibilities of expressions from the part of the opinion leaders as 

follows:  

• as users, being those people whose reputation is recognized in the reference and non-specialists are 

constantly under observation;  

• prescribers or recognised professionals by reputation (consulting agency, environmentalists, teachers, 

researchers etc.) recommending to buy or use products, services, brands, or on the contrary warns or 

give advice of the danger of their consumption. 

 

Opinion leaders have a number of characteristics:
 
[14] 

• greater sociability, embodied in more numerous contacts, more frequent and more diverse, 

sociability being due to their desire to communicate with the rest of the group; 

• a greater interest in activity taken into consideration; 
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• a more intensive information on the produced product found, they being more attentive to the 

information provided by the media; 

• they are actively involved in receiving information from personal sources for certain products; 

• they have greater confidence in the assessments made in relation to the product, the safety being 

given by the large number of information that they have regarding the product features and a greater 

interest in the product; 

• they assume social responsibilities involved in various associations and committees are more 

independent, have their own well-defined standards are more critical in terms of prices, advertising, 

etc. 

 

In conclusion, the role of opinion leaders is undeniable, they being capable to hold the real power in 

determining the reference group and implicitly in determining the individual consumers.   

 

3. Family 

Although we treat it as a separate social factor, it is important to mention that the family is, in fact, one 

of the social groups that currently operate in the study of customer behaviour. Only its very special 

influence in shaping the behaviour of its members let us treat it in this way. 

 

A mature person usually has to do with two types of families:  

a) the origin family, consisting of the individual, his/her parents and his/her brothers where there are 

formed (genetic or by education) certain elements of personality and religious attitudes, political, 

economical ones, etc. (out of it being preserved most of the purchasing habits and patterns);  

b) the procreation family, formed by him/her (her/him) wife/husband and their children, who exercises 

the most profound and lasting influence on its attitudes, opinions and values. 

 

Typically, marriage marks significant changes in behaviour among members of a new family (through 

the word family we understand not only the new torque resulting from the marriage, but also their 

children, and sometimes parents or other relatives who are living with them). Once they become an 

entity a series of new goods become necessary (housing, furniture, baby items, etc.). 

 

The roles played by each member of the family within it are very different. 

The influence of each member of the family is variable in intensity depending on the stage of the 

purchase decision and the importance of the risk of this decision. However, the roles of each are based 

on the social norms by which the family rules its life, norms that may confer full authority to the 

spouse (in case of the traditional family) or which distributes its roles among its members in a 

different way (or equally). 

 

Power to influence behaviour within the family group is proportional to the resources (economic, 

physical, intellectual) available to each member of the family. If economic resources of the man 

(husband and possibly of the father) have a small share in family income, usually (but not exceptions 

excluded) purchase decision is made by the couple, otherwise the decision is influenced by the man. 

Moreover, constraints that require available limited time impose in a large majority the separation of 

roles. Meanwhile, social classes in which category families are classified exercise themselves a great 

influence upon the way in which their members take part in adopting purchasing decisions. Thus, in 

the families of workers, women play a more important role than in the case of the upper classes. Also, 

in most cases in which the wife is employed (active), her participation in family decisions is important. 

 

Roles in the buying process are changing in time under the influence of the listed factors (and others). 

So it was that today nearly half of car purchases are made by women, and 40% of food purchases are 

made by men. 

 

Besides family couple, the children participate themselves in the purchasing decisions, their influence 

is increasing as they grow, especially in the case of decisions pertaining to leisure, fashion items and 

other goods when they are usually more informed than their parents (cars, mobile phones, video 

recorders). Therefore, more and more companies target their advertising to them. Their role varies 

from one family to another, from one social class to another, from one religion to another, etc. 
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As seen, very useful in substantiating marketing strategies are studies about customer behaviour 

changes depending on the stage of the family life cycle: single, married without children, young 

parents, elderly parent, and elderly childless, single old one. 

 

Life of a consumer is divided between two families. The first is the family of origin, composed of 

parents and brothers. From these people the individual acquires a certain orientation to religion, 

political and economic issues, and a sense of personal ambition, and of self-respect and love. Even 

after the buyer is not coming very frequent in contact with parents, their influence can be significant. 

In countries where parents live with their adult children, this influence can be decisive. 

 

A more direct influence on everyday buying behaviour is held by a second family, the one the person 

forms, it being composed of the two spouses and their children.  

 

Marketers are interested in the role and influence that each member of the family has in the purchase 

of the different services and products. These two elements differ widely from one country to another 

and from one social class to another. The role of the marketer is to study the specifics of the target 

market structures of which he/she is interested. 

 

The involvement of the husband or wife varies greatly depending on the type of product. The wife 

was, traditionally, the main agent purchasing food, clothing and various household items for the 

family. This habit tends to change with the increasing number of women who have a permanent job 

and with the evident participation of the husband in making purchases for the family. 

 

Companies that sell consumer goods would make a big mistake if they believed that women make up 

their only main clientele. For expensive products or services purchase decision is taken jointly by 

husband and wife. Marketer must determine in this case which of the two has a greater influence in 

choosing a product. Often, this is the result of a greater experience or persuasion power. 

 

Thus: 

• husband dominates in choosing life insurance, automobiles, televisions; 

• wife dominates in choosing washing machines, carpets, furniture, household items; 

• the influence is equal in choosing where to spend the holidays, housing, recreation. 

 

The influence of a family member may vary also when making secondary decisions related on a 

certain category of product. In making the purchase decision, an important role is played by children. 

It is the same for the families in which both members work, have a higher income level and therefore a 

higher purchasing power than the one with a single worker or single parent families.
 
[10] 

 

The family is characterized by the same values, standards and direct interaction.
 
[9] It can be regarded 

as an economic unit, with common interests, which accumulated income, earned and spent together, 

setting priorities consumption, according to his needs and the final decision to purchase. But, despite 

certain common expenses generated by the same needs, is characterized by financial independence, 

different interests and values.
 
 

 

Marketing researches should determine who in the family decides the answer to this question 

facilitating managers obtained solving the following problems: 

a. knowing interlocutor at every stage of decision making has implications for 

advertising strategy, leading to the choice of the design of messages, advertising media; 

b. documenting the unit of analysis in marketing research: man woman or couple. 

 

In terms of marketing, the demand of the products is influenced more by the number of households 

(households) than the number of families. Families’ relevance in marketing such manifests more in 

consumer behaviour than in influencing the demand for products. 

 

Unlike the reference groups, the family is characterized by the following features:
 
[13] 

1. Direct contact. Family members see daily or almost daily and interact as counsellors, information 

providers and suppliers sometimes that decision. Reference groups rarely have this level of contact. 
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2. Common consumption. Durable goods, such as televisions, refrigerators, are shared and the food is 

bought and cooked together. Buying goods in this category is made jointly; even children participate 

in making important decisions for such purchases. 

3. Subordination of individual needs. Since consumption is common, some family members will 

consider the solution chosen is not able to satisfy all the needs. 

4. Purchasing agent. Due to common use, most families purchase mission will be entrusted to a single 

member. Traditionally, this person was the mother, but increasingly this role is taken over by the 

eldest child of the family - even minors are sometimes co-opted for such a role. The motivation lies in 

increasing employment outside the home mothers who do not have time for shopping. This fact has 

major implications for marketers because minors and adolescents generally seek more TV shows than 

adults, and thus are more receptive to marketing specific information. 

 

Family members use strategies to make their views prevail. These may be, for example, in: 

• relying on their area of influence; 

• relying on their quality of expert; 

• bargaining (one spouse buys the product that suits him of the time, the other will buy the 

next one); 

• criticising of other preferences; 

• blackmailing. 

 

These strategies vary according to demographic factors and in accordance with the couple's attitudes 

toward traditional conception of family.
 
[13] 

 

It is known that the family take the first financial decisions such as setting goals and nature of 

investments, spending and savings realized and non-financial decisions such as choosing a job, use of 

leisure time, school choice and others, though, in these areas influences of the reference groups are 

sometimes more powerful than those from family and could increase with age. 

 

Contemporary society is facing, more than ever, with a number of negative phenomena that occur 

among family mutations such serious educational, social, moral: 

• disintegration of families; 

• increasing divorce rate; 

• the changing relationships between parents and children. 

 

All these can lead to the erosion of the family institution, the family's diminishing role in perpetuating 

civilization values, and thus increasing the number of frustrating events and decreasing the possibility 

of assuming a civilized behaviour. 

 

Conclusions 

Conflict resolution [14,13,12]  can be achieved in several ways, as follows: 

1. Belief by sharing information. In a conflict, each family member is seeking to persuade others of the 

correctness of his views. This leads to discussion and ultimately to some form of compromise. 

2. Exercising role. If persuasion method fails, a family member may be appointed to make the 

decision; usually it is the one who has the most experience in negotiating conflicts. 

3. Establishing rules. Usually family adopts their own set of rules for decision making. Sometimes this 

involves discussions for decision (e.g. the restaurant where the family will go this week or the 

location). 

4. Exercising of power. This approach is known as bullying. One of the family members will try to 

force others to obey; it may be the spouse who refuses to sign a check because others do not share his 

views, the wife who does not want to cook until she is given right or a moody child. The person with 

the highest power is called the least dependent person, as he/she has a low level of dependence in 

relation to other family members. 
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