
What is The
Social
Influence
Model?

Coworkers can either use
overt statements or engage
in vicarious learning to exert
social influence in the
workplace.

The social influence model
suggests that media-use is
subjectively rational and does
not have to meet an efficiency
criteria. The model starts off
from other models in that it
recognizes the cognitive
process of decision making, but
it differs from rational choice
models as shown above. 

Perceptions of
media are
influenced by
society and its
norms

Overt statements describe
characteristics of media that indirectly
effect the permance of that media
within a company. Vicarious learning
occurs when a behavior is observed to
have a positive outcome and therefore
that behavior is repeated by others

Individuals are more likely to
rely on social influence in
situations where there is not
much experience with a task
and in ambiguous situations.

How does it work?

When does social influence
more likely to occur?
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