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Executive Summary (English) 

 

This study investigates family decision making with a new methodology designed to take into 

account information from multiple members of families, thereby permitting tests of hypothe-

ses that correct for both measurement error and method bias. The context for study was deci-

sion making with regard to preparation and serving of a bacalhau dinner at Christmas, which 

is arguably one of the most important family celebrations in the year and has special symbolic 

and social meaning for Brazilian families.  

 

The conceptual model proposes that the decision to celebrate the family holiday dinner will be 

a function of emotional influences (i.e., positive and negative anticipated emotions) and social 

processes (i.e., social compliance and social identity). A survey was done with three members 

in each of 200 families. The key informant model was used to implement a multi-trait, multi-

method matrix approach to measurement by use of key informants first proposed by Bagozzi 

(2005). Findings show that family decision making is governed by positive and negative an-

ticipated emotions and social compliance but not social identity. 

 

This study contributes to research on family decision making by capturing decision making 

process at the group level. This is the first time that the key informant model has been used in 

family decision making where both measurement error and method bias are taken into account 

in testing substantive hypotheses. This study has important managerial implications as well. 

Marketers need to understand family decision making as a group process rather than individu-

al decision making and to collect multiple-respondent data in order to capture the decision 

making process in the group level. Marketers should also examine emotional or social ele-

ments of family consumption when marketing their products/services. This might aid in fore-

casting demands, analysing marketing segments, or informing advertising copy. 

 


