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GENERALIZATIONS FROM PAST RESEARCH ON OPINION LEADERSHIP 

6-16 When the system's norms favor change, opinion leaders are more 
innovative; but when the norms are traditional, opinion leaders are 
not especially innovative 

7-1 Change agent success is positively related to the extent of change 
agent effort 

7-3 Change agent success is positively related to the degree to which 
his/her program is compatible with client's needs 

7-10 Change agent success is positv ely related to his/her efforts in 
increasing client's ability to evaluate innovations 

7-12 Change agent success is positively related to the extent that he/sh e 
works through opinion leaders 

9-2 Initiators of collective innovation-decisions in a social system are 
unlikely to be the same individuals as the legitimizers 

9-7 Member acceptance of collective innovation-decisions is positively 
related to the degree of participation in the decision by members o f th 
social system 



Figure 2-2 
Rate of adoption of three educatlonal innovations. 

Modern math required only about five years to reach widespread adoption in 
United States public schools, whereas 50 years were necessary for kindergartens. 
Why? The rate of educational innovations has speeded up _since 1958, because the 
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Source: Mort (1953), Allen (1956); and Carlson (1965). 

climate of public opinion now favors educational change, and because innovations 
are now actively promoted by foundations and the federal government. 
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(ANTECEDENTS) 

Receiver Variables 

1. Personality 
characteristics 
(e.g., general 
attitude toward 
change)· 

2. Social 
characteristics 
(e.g., cosmopoliteness) 

3. Perceived need for 
the innovation 

4. Etcetera 

Social System Variables 

1. Social System Norms 
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Figure 3· 1 
Paradigm of the innovation-decision process. 
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"For the sake of simplicity we have not shown the consequences of the innovation in this paradigm but only the consequences of the process. 
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Figure 4-2 
A paradigm of variables determining 
the rate of adoption of innovations. 
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for mass media effects. 

figure 6-2 
The hypodermic needle model assumed that the mass media were powerful in 
their effects, while the two-step flow model recogn;;:ed Interpersonal Influence 
from opinion leaders as an important intervening mechanism between the mass 
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Figure 7-1 
Change agents provide linkage between 
a change agency and a client system. 
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Figure 9-1 
Paradigm of the collective innovatkln 

decision-making process. 

1. STIMULATION of interest in the 
need for the new idea (by stimulators) 

" 2. INITIATION of the new idea in 
the social system (by initiators) 

" . 3. LEGITIMATION of the idea 
(by power-holders or legitimizers) 

" 4. DECISION to act (by members 
of the social system) 

"" 5. ACTION or execu'-:on 
of the new idea 

The collective innovation decision-making process is usually conceived as five 
or more steps or subprocesses from original realization of a need for the new 
idea (stimulation), to final action or carrying out the new idea in the social sys­
tem. This conception has mainly evolved from research on community decision­
making (see Beal and others, 1964, p. 7), but it should be generally applicable 
to most other types of social systems, such as bureaucracies, committees, and 
families. 



Figure 10-2 
Paradigm showing functions in the authority innovation-decision process. 
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CGRRELATES OR ANTECEDENTS 
OF INNOVATIVENESS 

Figure 11·1 
A new model for studying changu in education and among peasants. 
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1. In Education 

A. Wealth 
B. Cosmopoliteness 
C. Communication channels 
D. Miscellaneous 

2. Among Peasants 

A. Literacy 
8. Social status 
C. Mass media exposure 
D. Miscellaneous 

(OLD DEPENDENT VARIABLE) 

Relative earliness in 
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(NEW DEPENDENT VARIABLE) 

Functional, Direct, or 
Manifest Consequences: 

A. Increased educational 
achievement 

8. More teaching effi• 
ciency 

C. Miscellaneous 

A. Increased agricultural 
production 

8. Higher income 
C. Fewer days of family 

sickness 
D. Lower birth rates 
E. Miscellaneous 

Dysfunctional, lniiirect, 
or Latent Consequences: 

A. Greater ex.pense 
8. Teacher arfxiety 
C. Increased teacher 

work loads 
D. Miscellaneous 

A. Greater pressure on the land 
8. Need for more capital 
C. Conflict with cultural 

norms 
D. Miscellaneous 

L-----------------------------------~-----
Note: The area outlined in dolled lines represents the additional element of 

conseque11ces that should be considered in diffusion research. 
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