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of motivation to participate in the buying decision and to influence the outcome 
is the lack of consideration of the nature of the perceived improvement in the 
quality of the decision that is likely to result from participation. The cost/benefit 
model of consumer search proposed by Stigler (1961) may be able to be usefully 
adapted and incorporated into future theories of participation in and influence 
during the organizational purchase process. When an individual DMU member 
perceives he or she is accountable for the performance of the chosen alternative 
on a dimension where the alternatives are bclieved to vary greatly, then such an 
individual will participate very actively in the search and evaluation of alternatives. 
On the other hand, when an individual sees no differences on the performance 
dimensions they are accountable for, they will be much more passive participants. 
They have little at stake because their participation will not improve the quality 
of the decision from their particular self-interest perspective. 

In summary, much research remains to be done to better understand organi­
zational buying from a personal self-interest perspective. Future research might 
usefully combine the advocacy-constituency theories of how firms make decisions, 
theories of how individual performance are perceived to be assessed and rewarded 
within each functional area of the firm, theories of memory bias in performance 
appraisal, theories of the cost/benefit of search and the exercise of influence within 
a group, and mental scheming theories of human decision making. The findings 
provided by this study represent an initial step in integrating such theories so as 
to advance our understanding of organizational buying behavior. 
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