
1 

Peer effects in the Hierarchy: Evidence from the 
Workplace 

 
Miao Jin Yu-Jane Liu 

Peking University Peking University 
jinmiao1991@pku.edu.cn  yjliu@gsm.pku.edu.cn  

  
Juanjuan Meng Yu Zhang 

Peking University Peking University 
jumeng@gsm.pku.edu.cn  yuzhang@gsm.pku.edu.cn  

 
October 28, 2020 

(Preliminary and incomplete. Please do not circulate) 
 

Abstract: Peer effect within homogenous groups, such as neighbors, are 
well-documented in the literature. This paper explores peer effect from a novel 
hierarchical perspective using data from workplace. With the employer-employee 
match information and credit card consumption records from a bank, we find that 
individual’s consumption is significantly influenced by coworkers of all hierarchical 
layers. Interestingly, peer effects with coworkers at higher layer are positive 
correlated with the probability of getting a raise in salary. For raised individuals, 
their peer effects with higher-layer workers increase significantly both before and 
after the raise; while for the non-raised workers, there is a similar increase before 
but declines immediately after their colleagues’ salary raises. Our findings suggest 
that promotion incentive can be a novel motivation underlying the peer effect in a 
hierarchical context. 
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