Chapter 9 – Power and Influence in the Workplace
Power – the potential / capacity to influence others; requires perceptron of dependence

Countervailing power – the capacity to keep the more powerful in the exchange relationship

SOURCES OF POWER:

Those that come from formal position / informal role:
1. legitimate power – agreement among organizational members that people in certain roles can request specific behavior of others; operates within a zone of indifference (the range within which people are willing to accept someone’s authority)
2. reward power – derives from  the ability to control allocation of rewards and remove negative sanctions

3. coercive power – ability to apply punishment

Those that come from our own characteristics:

1. expert power – possessing knowledge or skills that others value

2. referent power – being liked, respected, having charisma & when people identify with you

INFORMATION POWER (forms):
· information gatekeepers (people who decide which information to pass on)

· ability to cope with uncertainty (prevention, forecasting, absorption)
4 CONTINGENCIES OF POWER

1. sustainability – refers to availability of alternatives

2. centrality – the degree and nature of interdependence between powerholder and others

3. discretion – making decisions independently, without permission from others

4. visibility – others are aware of the power bases one possesses (for ex. mentoring increases it)

Social capital – knowledge and resources available due to networks
NETWORKING strengthens: expert power, referent power, vivibility and centrality

Powerful people unfortunately:

· cling to stereotypes

· have difficulty empathizing

· have less accurate perceptions

· think more automatically

HARD INFLUENCE TACTICS
1. silent authority – influencing through legitimate power, not referring explicitly to power base /involves deference to power – complying with a request/

2. assertiveness / vocal authority – actively applying coercive and legitimate power, using pressure or threats

3. information control

4. coalition formation – influencing people outside the group by pooling resources and power of members
5. upward appeal - someone with higher expertise/authority is being called upon to support the influencer’s position (“the boss will agree with me!”()

SOFT INFLUENCE TACTICS

1. impression management – actively shaping our public images; element: igratiation – attempts to increase liking by or perceived similarity to some targeted person
2. persuasion – presenting facts, arguments, emotional appeals to change someone’s attitude/behavior; inoculation effect- warning listeners that others will try to influence them and that they should be aware of the opponent’s arguments

3. exchange – promise of benefits/resources in exchange for compliance; central theme: reciprocity – individuals are expected to help those who have helped them; guanxi – without expecting repayment
HOW DO PEOPLE REACT?...

1. commitment (due to soft influence tactics)
2. compliance

3. resistance (due to hard influence tactics)
ORGANIZATIONAL POLITICS
· Behaviors perceived as self-serving tactics for personal gain at the expense of other people and possibly the organization.
· Flourishes under: scarce resources, lack of clear rules, organizational change

· How to fight it?

· Set clear rules

· Through corporate culture, leaders as role models

· Giving more control over work to employees

· Enhancing information flow

· Effective organizational change practices (such as involvement)

· Managing group norms

Machiavellian values: deceit is a natural and acceptable way to influence others
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