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PREFACE

This is the seventh edition of our Social Psychology. The original idea to write a European social
psychology text was born in Oxford in 1992 from meetings with Farrell Burnett, who was
then psychology editor at Harvester Wheatsheaf. We decided to write the book because we felt
there was a conspicuous need for a comprehensive social psychology text written specifically
for university students in Britain and continental Europe. Such a text, we felt, should approach
social psychology from a European rather than American perspective not only in terms of
topics, orientation and research interests but also in terms of the style and level of presenta-
tion of social psychology and the cultural context of the readership. However, a European text
cannot ignore or gloss over American social psychology - so, unlike other European texts we
located mainstream American social psychology within the framework of the book, covered
it in detail and integrated it fully with European work. We intended this to be a self-contained
and comprehensive coverage of social psychology. You would not need to switch between
American and European texts to understand social psychology as a truly international scien-
tific enterprise — an enterprise in which European research now has a very significant profile.
The first edition was published in 1995 and was widely adopted throughout Europe.

Subsequent editions followed fast upon earlier editions — no sooner did one edition appear
in bookshops than, it seemed, we were hard at work preparing the next. The second edition
was prepared while Graham Vaughan was a visiting Fellow of Churchill College at Cambridge
University and Michael Hogg was a visiting Professor at Princeton University. It was published
early in 1998 and launched at the 1998 conference of the Social Section of the British Psycho-
logical Society at the University of Kent. It was a relatively modest revision aimed primarily at
improving layout and presentation, though the text and coverage were updated, and we raised
the profile of some applied topics in social psychology.

The third edition was published in 2002. It was a major revision to accommodate significant
changes in the field since the first edition. The structure and approach remained the same
but some chapters were dropped, some completely reworked, others amalgamated, and some
entirely new chapters written. In addition the text was updated, and the layout and presenta-
tion significantly improved. Such a large revision involved substantial input from our Advisory
Editorial Board and from lecturers around Britain and Europe, and many meetings in different
places (Bristol, Glasgow and Thornbury) with Pearson Education, our publishers.

The fourth edition was published in 2005. We expanded our Editorial Board to include seven-
teen leading European social psychologists to represent different aspects of social psychology,
different levels of seniority and different nations across Europe. However, the key change was
that the book was now in glorious full-colour. We also took a rather courageous step — the
sleeve just showed empty chairs, no people at all; quite a departure for a social psychology text.
Auckland harbour was the venue for initial planning of the fourth edition, with a series of long
meetings in London, capped by a productive few days at the Grand Hotel in Brighton.

The fifth edition, published in 2008, was a very substantial revision with many chapters
entirely or almost entirely rewritten. We liked the ‘empty chairs’ sleeve for the fourth edition
so decided to continue that theme but be a bit more jolly — so the sleeve showed those
Victorian-style bathing booths that used to be common at British and French beach resorts.
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PREFACE

Initial planning took place at our favourite writing retreat (Noosa, just north of Brisbane
in Australia) and then a string of long meetings with the Pearson team in Bristol, London,
Birmingham and even Heathrow. We returned to Noosa to finalise plans and the actual writing
was done in Auckland and Los Angeles.

The sixth edition, published in 2011, was again a relatively significant revision in which we
thoroughly updated material to reflect changes in the field and renamed and repositioned some
chapters. We also recruited members of Mikes Social Identity Lab at Claremont to meticulously
check the references. The book was planned and set in motion over a week in November 2007
when Graham and Mike holed-up in Mike’s new home in the Santa Monica Mountains just
outside Los Angeles. There were many subsequent meetings with the Pearson team in London,
of which two are particularly memorable; one where we adjourned to a nearby lunch venue and
did not resurface until late afternoon, and another where we ventured to the ‘posh’ Carluccio’s in
Covent Garden and our editor, Janey Webb, almost missed her flight to Stockholm. The book was
written in late 2009 and early 2010 while Mike was in Los Angeles and Graham was in Auckland.

The seventh edition

Although the fifth and sixth editions were both significant revisions, this seventh edition is
also a relatively significant revision, in which we have focused on updating material to reflect
important advances in the field (there are well over 250 new references) but have not made
dramatic changes. We have retained the structure and approach of previous editions, and the
book is framed by the same scientific and educational philosophy as before. We have improved
the narrative throughout; significantly rewritten large portions of text; updated real-world
examples; provided new figures, boxes and photos; and expanded our all-important Advisory
Editorial Board to cover European social psychology more broadly. Specific more significant
changes include:

e Coverage of social neuroscience and fMRI-based research and ideas where relevant.
e Significant revision of the culture chapter — Chapter 16.
e More on affect, emotion and intergroup emotions.

e Revision and updating of material on correspondence bias, social representations, conspir-
acy theories, terror management theory and the social psychology of power.

e Increased coverage of social deviance, intergroup criticism, subjective group dynamics and
ostracism.

e Updating of the leadership section to cover research on the glass cliff, innovation credit,
dictatorial leadership, and social identity-based and intergroup leadership.

e New coverage of ‘culture of honour’ and of critiques of social dominance theory.

e Significantly revised treatment of language and communication to update coverage of dis-
course and intergroup communication, and to build in fuller reference to social media, elec-
tronic communication and even English regional accents.

To prepare this seventh edition we obtained feedback on the sixth edition from our Editorial
Board, and as many of our colleagues and postgraduate and undergraduate students as we could
find who had used the text as teacher, tutor or student. We are enormously grateful for this
invaluable feedback — we see our text as a genuine partnership between us as authors and all
those who use the book in various different capacities. We are also indebted to our wonderful
publishing team at Pearson Education in scenic Harlow - in particular Janey Webb our long-time
acquisitions editor, Neha Sharma who took over the project early in the piece when Janey was on
maternity leave, and our development editor Tim Parker for his guidance in the final stages of
writing, and in researching the best photos available to enrich our text. We were sustained and
energised by their enthusiasm, good humour, encouragement and wisdom, and were kept on
our toes by their timeline prompts, excellent editing, and fearsome perceptiveness and efficiency.



PREFACE  xix

An important resource for lecturers and students is MyPsychLab, and in this demanding exer-
cise we relied on the skills and wisdom of Nathalie Morris and Joan Dale Lace.

To start the ball rolling Mike had a long meeting with the Pearson crew (Janey Webb and
Tim Parker) at Pearson’s very posh London office on The Strand - it was in February 2010, in
the middle of Britain’s big freeze. Having had entirely enough of the cold, Mike and Graham
decided that it would be nice for us to meet somewhere balmier to do the full detailed plan-
ning; so Mike visited Graham in Auckland for a week in December 2011. However the British
climate tracked us down - it rained torrentially and blew a gale continuously. No opportunity to
venture out, so we got a lot of work done and were forced to hide out in classy cafés and restau-
rants overlooking Auckland’s rain-soaked harbour and wind-blasted yachts. A final meeting
was held between Mike, Neha and Janey in a pub outside Bristol in December 2012 - and yes,
once again it was freezing cold. The writing itself was done in the second half of 2012 and start
of 2013 while Mike was in Los Angeles and San Francisco and Graham was in Auckland.

Writing a big book like this is a courageous undertaking, with a great deal of drama and
even more hard slog. As with previous editions, we thank all the people around us, our family,
friends and colleagues, for their endless patience and understanding. The most special thanks
go of course to our partners, Alison and Jan. Mike would also like to mention his kids, Jessica,
James, Samuel and Joseph — who are just going to university or about to and might, scarily,
encounter this book.

How to use this book

This seventh edition is a completely up-to-date and comprehensive coverage of social psychology
as an international scientific enterprise, written from the perspective of European social psychol-
ogy and located in the cultural and educational context of people living in Britain and Europe.

The book has a range of pedagogical features to facilitate independent study. At the end of
Chapter 1 we outline important primary and review sources for finding out more about specific
topics in social psychology. Within chapters some material appears in boxes that are labelled to
identify the type of material. Many boxes are labelled research highlight or theory and concepts.
Other boxes describe a research classic. To capture social psychology’s relevance in applied
settings such as the study of organisations, health-related behaviour and the criminal justice
system, some of our boxes are labelled applied context. Our final category of box is labelled real
world - these boxes illustrate the operation of social psychological principles in everyday life or
in wider sociopolitical or historical contexts.

Each chapter opens with a table of contents and some focus questions that help you think
about the material, and closes with a detailed summary of the chapter contents, a list of key
terms, some guided questions, and a fully annotated list of further reading. At the end of each
chapter we also have a section called Literature, film and TV. Social psychology is part of
everyday life — so, not surprisingly, social psychological themes are often creatively and vividly
explored in popular media. The Literature, film and TV section directs you to some classic and
contemporary works we feel have a particular relevance to social psychological themes.

As with the earlier editions, the book has a logical structure, with earlier chapters leading
into later ones. As with previous editions, it is not essential to read the book from beginning
to end. The chapters are carefully cross-referenced so that, with a few exceptions, chapters or
groups of chapters can be read independently in almost any order.

However, some chapters are better read in sequence. For example, it is better to read Chapter 5
before tackling Chapter 6 (both deal with aspects of attitudes), Chapter 8 before Chapter 9 (both
deal with group processes), and Chapter 10 before Chapter 11 (both deal with intergroup behav-
iour). It may also be interesting to reflect back on Chapter 4 (the self) when you read Chapter
16 (culture). Chapter 1 describes the structure of the book, why we decided to write it and how
it should be read - it is worthwhile reading the last section of Chapter 1 before starting later
chapters. Chapter 1 also defines social psychology, its aims, its methods and its history. Some of
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PREFACE

this material might benefit from being reread after you have studied the other chapters and have
become familiar with some of the theories, topics and issues of social psychology.

The primary target of our book is the student, though we intend it to be of use also to
teachers and researchers of social psychology. We will be grateful to any among you who might
take the time to share your reactions with us.

Michael Hogg, Los Angeles
Graham Vaughan, Auckland
October 2013
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122 CHAPTER4  SELF AND IDENTITY

Research classic 4.2
Self-discrepancy theory: the impact of using self-guides

Tory Higgins and his colleagues measured self-discrepancy
by comparing the differences between attributes of the
actual self with those of either the ideal self or those of the
‘ought’self (Higgins, Bond, Klein and Strauman, 1986),

In this study, Higgins and his colleagues used ques-
tionnaires to identify students who were either high in
both kinds of discrepancies or else low in both. Several
weeks later, the same students participated in an experi-
ment in which a range of emotions that reflected dejec-
tion or agitation were measured, both before and after

a priming procedure. For their ‘ideal’ prime they were
asked to discuss their own and their parents' hopes
for them; for their ‘ought’ prime they discussed their
own and their parents’ beliefs about their duties and
obligations.

It was hypothesised that an actual-ideal discrepancy
would lead to feeling dejected (but not agitated), whereas
an actual-‘ought’ discrepancy would lead to feeling agi-
tated (but not dejected). These predictions were sup-
ported, as the results in Figure 42 show:

Dejection
W Agiation

Figure 4.2 Priming the ideal self can lead to

dejection, whereas priming the ‘ought'self

can lead to agitation

People with a high a
screpancy experien

Change in emotion

sal-ough

olan increase in dejection but not agi
ter being primed to

+5an ncrease in agitation but not defection
8 deal prime Ought prime.
emotions after being primed to focus on thei g it

. Type of self-prime

= fggins, Bond, Kiein and Stauman (1986),
Exgerment 2

and her associates found that people who are promotion-focused look for inspiration to
positive role models who emphasise strategies for achieving success (Lockwood, Jordan and
Kunda, 2002). Such people also show elevated motivation and persistence on tasks that are
framed in terms of gains and non-gains (Shah, Higgins and Friedman, 1998). People who are
prevention-focused behave quite differently - they recall information relating to the avoidance
of failure by others, are most inspired by negative role models who highlight strategies for
avoiding failure, and exhibit motivation and persistence on tasks that are framed in terms of
losses and non-losses.

Regulatory focus theory has recently been explored in the context of intergroup relations
and how people feel about and behave towards their ingroup and relevant outgroups (e.g.
Jonas, Sassenberg and Scheepers, 2010; see Chapter 11). For example, studies by Shah and col-
leagues have shown that in intergroup contexts a measured or manipulated promotion focus
strengthens positive emotion-related bias and behavioural tendencies towards the ingroup

clips can be found at www.mypsychlab.com.
To buy access or register with your code, visit
www.mypsychlab.com

co—
MyPsychLab

<« Research classic boxes summarise
classic research studies, highlighting
their continuing relevance and
discussing new developments.
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216 CHAPTER6 PERSUASION AND ATTITUDE CHANGE

Real world 6.4
Quit smoking: anti-smoking campaigns

Ati-smoking campaigns have reported some

success in changing a habit that is very resistant

to change

Smoking has become deeply unfashionable in most
Western countries over the past 20 years or so, yet ts inci-
dence remains disappointingly high (approximately one
in five British adults still smoke (20 per cent) - but com-
pare this with a whopping two out of three East and South
East Asian males (66 per cent) and rising). Even legislation
aganstsmokinginshared public spaces e, work restau-

Target groups have varied. Dne ) aimed to

) i, Sy (0 B e smokmg with
respect to health, beauty and fitness. Another used baby
stickers. Another campaign highlighted the benefits of
a smoke-free workplace in major clothing chain stores,
supplemented by radio and television advertisements.
Nowadays, there is a socially supportive context to quit,
and the recognition that passive smoking is dangerous
may help some in the future to quit permanently.

rants, pubs, public transport) has had
measured by a decline in the percentage of people who
stillsmoke. In these countries, the highest rates of smoking
tend to be found among people in the 20-29 age group,
teenage women and working-class (lower blue-collar)
groups
Smokers are usually well informed about llnesses
related to smoking, such as lung cancer, emphysema and
heart disease. Despite this knowledge, current smokers
tend to underestimate the risk of dying from smoking
when compared with former smokers and those who have
never smoked. This bias in risk perception has also been
reported for those who engage in risky sexual practices.
Ati-smoking campaigns have used a wide variety of
media and techniques to discourage smoking (Hill White,
Marks and Borland, 1993). For example, one campaign
adopted a television commercial and poster, while another
used a direct-mail approach, along with radio advertise-
ments. Various celebrities have helped by performing at
places of work and by recording verbal messages. A classic,
two-sided argument technique has been tried by provid-
ing counter-arguments for several commonly held self-
exempting beliefs: that is, notions applied to exonerate
oneself from the habit

respondents reported that information provided in the mass media helped them to manage
their sexual life by using condoms and avoiding secondary infection.

Cognitive dissonance and attitude change

How can o the smok-
er’s intention to quit? Giving up the habit can be traced
through several stages. According to Biener and Abrams
(1991), the 'contemplation ladder’ suggests that a person
moves from thought to action thus:

1 I'm taking action to quit - for example, cutting down
(top of ladder)

2 I'm starting to think about how to change my smoking
patterns

3 Ithink I should quit, but f'm not quite ready.
4 Ithink | should consider quitting some day.
5 I have no thought of quitting (bottom of ladder)

Clearly, quitting is not an overnight decision. We can
relate this analysis to the work of Ajzen and Fishbein
(1980), which dealt with the relationship between attitude
and intention, to Ajzen's (1989) theory of planned behav-
four, and to protection motivation theory (Floyd, Prentice-
Binn and Rogers, 2000) (see Chapter 5).

For a recent programme in the United States designed
to help smokers quit, go to http://www.facebook.com/
TEAMLabUSC

<« Real world boxes highlight examples
of social psychology in action, putting
social psychological principles into
familiar, real world contexts.

People are allowed to change their minds and, as you know, they do. Tn this section we deal
with the theory of cognitive dissonance. Its major premise s that cognitive dissonance is an
unpleasant state of psychological tension generated when a person has two or more cogni-
tions (bits of information) that are inconsistent or do not fit together. Cognitions are thoughts,
attitudes, beliefs or states of awareness of behaviour. For example, if a woman believes that

Social psychology in action sections

emphasise the wider relevance of social
psychology, and give detailed examples
of contemporary research and practice.
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sacieties. Even those
who are passionate

>

Soclal psychology in action 9.3
two heads remember better than one?

There are differences between individual and group
remembering.

Noel Clark and Geoffrey Stephenson and their asso-
ciates have conducted a series of experiments on
group remembering (eg. Clark, Stephenson and Rutter,
1986; Stephenson, Abrams, Wagner and Wade, 1986;
Stephenson, Clark and Wade, 1986). Clark and Stephenson
(1989, 1995) give an integrated overview of this research.
Generally, students or police officers individually or col-
lectively (in four-person groups) recalled information from
a five-minute police interrogation of a woman who had
allegedly been raped. The interrogation was real, or it was
staged and presented as an audio recording or a visual
transcript. The participants had to recall freely the interro-
gation and answer specific factual questions (cued recall)
The way in which they recalled the information was ana-
lysed for content to investigate:

Individual

Number of recall propositions

Correct Reconstructions

GROUP DECISION MAKING 343

o the amount of correct information recalled;

o the number of reconstructive errors made - that is,
inclusion of material that was consistent with but did
not appear i the original stimulus;

the number of confusional errors made - that s, inclusion

the number of metastatements made - that is, inclusion

of information that attributed motives to characters or

went beyond the original stimulus in other ways.

Figure 9.6 (adapted from Clark and Stephenson, 1989)
shows that groups recalled significantly more correct nfor-
mation and made fewer metastatements than individuals,
but they did not differ in the number of reconstructions or
confusional errors.

Source: Base on Clark and Siephenson (1985).

W Four-person group.

Confusions Metastatements

Type of proposition

Figure 9.6 Differences between individual and collective remembering
There are qualitative and quantitative differences between individual and collective remernibering, lsolated
indvidualsor four-person groups recalled police testimony from the interrogation of an alleged rape victim In

comparison to individuals, groups recalled more information that was correct and made

metastatements

(statements making motivational inferences and

Soutce: Based on daa from Clark and Stephenson (1989)

ation in other related ways)

participant - faster responses indicate an existing atitude. The results (see Figure 10.6) show
no tendency among participants to pair negative words more strongly with black or white.
However, participants were much quicker at deciding whether positive words were meaning-
fully paired with white than with black.

‘The principle underlying this procedure for detecting prejudice is s suomtity (Bargh,

1989). Stereotypes can be generated by

Black target
W White target

g
£

Negative Positive
Words

can

Figure 10.6 Reaction time for deciding

whether positive or negative words are

meaningfully paired with the social categories

black or white

White participants did not diferentially associate

negative words vith racial labels.

words were more quickly associated with white
i

However, positive

Source: Based on datafom Gaertner and MeLaughiin (1983)

<« Each chapter is richly illustrated with

diagrams and photographs. Clear and
concise definitions of key terms can be
found in the margins and the glossary
at the end of the book.
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Laboratory research provides evidence for the effectiveness of this procedure. For example,
a tit-for-tat strategy that begins with one cooperative act and proceeds by matching the other
party’s last response is both conciliatory and strong, and can improve interparty relations
(Axelrod and Dion, 1988; Komorita, Parks and Hulbert, 1992). Direct laboratory tests of GRIT
by Linskold and his colleagues (e.g. Linskold, 1978; Linskold and Han, 1988) confirm that
the announcement of cooperative intent boosts cooperation, repeated conciliatory acts breed
trust, and maintenance of power equality protects against exploitation. GRIT-type strategies
have been used effectively from time to time in international relations: for example, between
the Soviet Union and the United States during the Berlin crisis of the early 1960s, and between
Israel and Egypt on a number of occasions,

Summary

« Intergroup behaviour can be defined as any behaviour that s influenced by group members'per-
ceptions of an outgroup.

« Group members may engage in collective protest to the extent that subjectively they feel deprived
as a group relative to their aspirations or relative to other groups.

 Competition for scarce resources tends to produce intergroup conflict, Cooperation to achieve a
shared goal reduces conflict

Social categorisation may be the only necessary precondition for being a group and engaging in

intergroup behaviour, provided that people identify with the category.

o Self-categorisation is the process responsible for psychologically identifying with a group and
behaving as a group member (eg. conformity, stereotyping, ethnocentrism, ingroup solidarity).
Social comparison and the need for self-esteem motivate groups to compete in different ways
(depending on the nature of intergroup relations) for relatively positive social dentity.

« Crowd behaviour may not represent a loss of identity and regression to primitive antisocial

instincts. Instead, it may be group behaviour that is governed by local contextual norms that are

framed by a wider social identity.

Prejudice, discrimination and intergroup conflct are difficult to reduce. Together, education, prop-

aganda and shared goals may help, and simply bringing groups physically or psychologically into

contact with one another can be effective provided 2 number of conditions are met. Other strate-
gies include bargaining, mediation, arbitration and conciliation.

Key terms

Accentuation effect Deindividuation Frustration-aggression hypothesis
Arbitration Depersonalisation llusory correlation

Authoritarian personality Egoistic relative deprivation Ingroup favouritism

Bargaining. Emergent norm theory Intergroup behaviour

Cognitive alternatives. Entitativity Intergroup differentiation
Collective behaviour Ethnocentrism Intergroup emotions theory
Commons dilemma Extended contact effect |-curve

Conciliation Fraternalistic relative deprivation Mediation

Contact hypothesis Free-rider effect Meta-contrast principle

Examples of literature, film and TV >
offer the chance to explore key social
psychological concepts through popular

culture and media.

LEARN MORE 535

Guided questions

1 How has evolutionary theory influenced social psychology's approach to understanding the ori
gins of altruism?

2 Whatis empathy and how s it related to helping others who are in need?

3 Isthere evidence that children can learn to be helpful? ’—|

4 What factors in the situation, or what kinds of individual differences between potential helpers, k.
would increase the chances of help being given to a child who is being bullied? See some relevant  Mypsychlab
examples in Chapter 13 of MyPsychLab at www.mypsychlab.co.uk (watch Prosocial behaviour)

5 What advice could a social psychologist give to a school board to help reduce exam cheating?

Learn more
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Social psychology
Scientific investigation of
how people’s thoughts,
feelings and behaviour are
influenced by the actual,
imagined or implied
presence of others.

Behaviour

What people actually do
that can be objectively
measured.

Science

Method for studying nature
that involves the collecting
of data to test hypotheses.

Theory

Set of interrelated concepts
and principles that explain a
phenomenon.

Data
Publicly verifiable
observations.

INTRODUCING SOCIAL PSYCHOLOGY

What is social psychology?

Social psychology has been defined as ‘the scientific investigation of how the thoughts, feel-
ings and behaviours of individuals are influenced by the actual, imagined or implied presence
of others’ (G. W. Allport, 1954a, p. 5). But what does this mean? What do social psychologists
actually do, how do they do it, and what do they study?

Social psychologists are interested in explaining human behaviour and generally do not
study animals. Some general principles of social psychology may be applicable to animals, and
research on animals may provide evidence for processes that generalise to people (e.g. social
facilitation - see Chapter 8). Furthermore, certain principles of social behaviour may be gen-
eral enough to apply to humans and, for instance, other primates (e.g. Hinde, 1982). As a rule,
however, social psychologists believe that the study of animals does not take us very far in
explaining human social behaviour, unless we are interested in its evolutionary origins (e.g.
Neuberg, Kenrick and Schaller, 2010; Schaller, Simpson and Kenrick, 2006).

Social psychologists study behaviour because behaviour can be observed and measured.
However, behaviour refers not only to obvious motor activities (such as running, kissing, driv-
ing) but also to more subtle actions such as a raised eyebrow, a quizzical smile or how we dress,
and, critically important in human behaviour, what we say and what we write. In this sense,
behaviour is publicly verifiable. However, the meaning attached to behaviour is a matter of
theoretical perspective, cultural background or personal interpretation.

Social psychologists are interested not only in behaviour, but also in feelings, thoughts,
beliefs, attitudes, intentions and goals. These are not directly observable but can, with varying
degrees of confidence, be inferred from behaviour; and to a varying extent may influence or
even determine behaviour. The relationship between these unobservable processes and overt
behaviour is in itself a focus of research; for example, in research on attitude-behaviour cor-
respondence (see Chapter 5) and research on prejudice and discrimination (see Chapter 10).
Unobservable processes are also the psychological dimension of behaviour, as they occur
within the human brain. However, social psychologists almost always go one step beyond relat-
ing social behaviour to underlying psychological processes — they almost always relate psy-
chological aspects of behaviour to more fundamental cognitive processes and structures in the
human mind and sometimes to neuro-chemical processes in the brain (see Chapter 2).

What makes social psychology social is that it deals with how people are affected by other
people who are physically present (e.g. an audience - see Chapter 8) or who are imagined to
be present (e.g. anticipating performing in front of an audience), or even whose presence is
implied. This last influence is more complex and addresses the fundamentally social nature of
our experiences as humans. For instance, we tend to think with words; words derive from lan-
guage and communication; and language and communication would not exist without social
interaction (see Chapter 15). Thought, which is an internalised and private activity that can
occur when we are alone, is thus clearly based on implied presence. As another example of
implied presence, consider that most of us do not litter, even if no one is watching and even if
there is no possibility of ever being caught. This is because people, through the agency of soci-
ety, have constructed a powerful social convention or norm that proscribes such behaviour.
Such a norm implies the presence of other people and ‘determines’ behaviour even in their
absence (see Chapters 7 and 8).

Social psychology is a science because it uses the scientific method to construct and test
theories. Just as physics has concepts such as electrons, quarks and spin to explain physical
phenomena, social psychology has concepts such as dissonance, attitude, categorisation and
identity to explain social psychological phenomena. The scientific method dictates that no
theory is ‘true’ simply because it is logical and seems to make sense. On the contrary, the valid-
ity of a theory is based on its correspondence with fact. Social psychologists construct theories
from data and/or previous theories and then conduct empirical research, in which data are
collected to test the theory (see below).
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Social psychology and its close neighbours

Social psychology is poised at the crossroads of a number of related disciplines and subdisci-
plines (see Figure 1.1). It is a subdiscipline of general psychology and is therefore concerned
with explaining human behaviour in terms of processes that occur within the human mind. It
differs from individual psychology in that it explains social behaviour, as defined in the previ-
ous section. For example, a general psychologist might be interested in perceptual processes
that are responsible for people overestimating the size of coins. However, a social psychologist
might focus on the fact that coins have value (a case of implied presence, because the value
of something generally depends on what others think), and that perceived value might influ-
ence the judgement of size. A great deal of social psychology is concerned with face-to-face
interaction between individuals or among members of groups, whereas general psychology
focuses on people’s reactions to stimuli that do not have to be social (e.g. shapes, colours,
sounds).

Cognitive )
psychology Economics
Soi_f:gnf:getlcs < Social Individual
E—
Communication psychology psychology
Social

Sociology anthropology

Figure 1.1 Social psychology and some close scientific neighbours

Social psychology draws on a number of subdisciplines in general psychology for concepts and methods of research. It also has

fruitful connections with other disciplines, mostly in the social sciences
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The boundary between individual and social psychology is approached from both sides. For
instance, having developed a comprehensive and highly influential theory of the individual
human mind, Sigmund Freud set out, in his 1921 essay ‘Group psychology and the analysis
of the ego;, to develop a social psychology. Freudian, or psychodynamic, notions have left an
enduring mark on social psychology (Billig, 1976), in particular in the explanation of preju-
dice (see Chapter 10). Since the late 1970s, social psychology has been strongly influenced by
cognitive psychology, in an attempt to employ its methods (e.g. reaction time) and its concepts
(e.g. memory) to explain a wide range of social behaviours. In fact, what is called social cogni-
tion (see Chapter 2) is the dominant approach in contemporary social psychology (Fiske and
Taylor, 2008; Moskowitz, 2005; Ross, Lepper and Ward, 2010), and it surfaces in almost all
areas of the discipline (Devine, Hamilton and Ostrom, 1994). In recent years the study of brain
biochemistry and neuroscience (Gazzaniga, Ivry and Mangun, 2009) has also influenced social
psychology (Lieberman, 2010).

Social psychology also has links with sociology and social anthropology; mostly in studying
groups, social and cultural norms, social representations, and language and intergroup behav-
iour. In general, sociology focuses on how groups, organisations, social categories and societies
are organised, how they function and how they change. The unit of analysis (i.e. the focus of
research and theory) is the group as a whole rather than the individual people who make up
the group. Sociology is a social science whereas social psychology is a behavioural science -
a disciplinary difference with far-reaching consequences for how one studies and explains
human behaviour.

Social anthropology is much like sociology but historically has focused on ‘exotic’ societies
(i.e. non-industrial tribal societies that exist or have existed largely in developing countries).
Social psychology deals with many of the same phenomena but seeks to explain how individual
human interaction and human cognition influence ‘culture’ and, in turn, are influenced or con-
structed by culture (Heine, 2012; Smith, Bond and Kagitcibasi, 2006; see also Chapter 16). The
unit of analysis is the individual person within the group. In reality, some forms of sociology
(e.g. microsociology, psychological sociology, sociological psychology) are closely related to
social psychology (Delamater and Ward, 2013). There is, according to Farr (1996), a sociologi-
cal form of social psychology that has its origins in the symbolic interactionism of G. H. Mead
(1934) and Herbert Blumer (1969).

Just as the boundary between social and individual psychology has been approached from
both sides, so has the boundary between social psychology and sociology. From the socio-
logical side, for example, Karl Marx’s theory of cultural history and social change has been
extended to incorporate a consideration of the role of individual psychology (Billig, 1976).
From the social psychological side, intergroup perspectives on group and individual behaviour
draw on sociological variables and concepts (Hogg and Abrams, 1988; see also Chapter 11).
Contemporary social psychology also abuts sociolinguistics and the study of language and
communication (Giles and Coupland, 1991; see also Chapter 15) and even literary criticism
(Potter, Stringer and Wetherell, 1984). It also overlaps with economics, where behavioural
economists have recently ‘discovered” that economic behaviour is not rational, because peo-
ple are influenced by other people - actual, imagined or implied (Cartwright, 2011). Social
psychology also draws on and is influenced by applied research in many areas, such as sports
psychology, health psychology and organisational psychology.

Social psychology’s location at the intersection of different disciplines is part of its intellec-
tual and practical appeal. However, it is also a cause of debate about what precisely constitutes
social psychology as a distinct scientific discipline. If we lean too far towards individual cogni-
tive processes, then perhaps we are pursuing individual psychology or cognitive psychology. If
we lean too far towards the role of language, then perhaps we are being scholars of language
and communication. If we overemphasise the role of social structure in intergroup relations,
then perhaps we are being sociologists. The issue of exactly what constitutes social psychology
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provides an important and ongoing metatheoretical debate (i.e. a debate about what sorts of
theory are appropriate for social psychology), which forms the background to the business of
social psychology (see below).

Topics of social psychology

One way to define social psychology is in terms of what social psychologists study. This book
is a comprehensive coverage of the main phenomena that social psychologists study now and
have studied in the past. As such, social psychology can be defined by the contents of this and
other books that present themselves as social psychology texts. A brief look at the contents
of this book will give a flavour of the scope of social psychology. Social psychologists study
an enormous range of topics, including conformity, persuasion, power, influence, obedience,
prejudice, prejudice reduction, discrimination, stereotyping, bargaining, sexism and racism,
small groups, social categories, intergroup relations, crowd behaviour, social conflict and har-
mony, social change, overcrowding, stress, the physical environment, decision making, the
jury, leadership, communication, language, speech, attitudes, impression formation, impres-
sion management, self-presentation, identity, the self, culture, emotion, attraction, friendship,
the family, love, romance, sex, violence, aggression, altruism and prosocial behaviour (acts that
are valued positively by society).

One problem with defining social psychology solely in terms of its topics is that this does
not properly differentiate it from other disciplines. For example, ‘intergroup relations’ is a
focus not only of social psychologists but also of political scientists and sociologists. The family
is studied not only by social psychologists but also by clinical psychologists. What makes social
psychology distinct is a combination of what it studies, how it studies it and what level of expla-
nation is sought.

Conformity

Norms govern the
attitudes and behaviour
of group members.
Norms shared by these
punks in Dublin include
their dress, hair style,
music and a love of
Oscar Wilde witticisms
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Hypotheses
Empirically testable
predictions about what
co-occurs with what, or
what causes what.

Hunches based on
background knpwledge, abqut
personal experience, social
casual observation

Methodological issues

Scientific method

Social psychology employs the scientific method to study social behaviour (Figure 1.2). Science
is a method for studying nature, and it is the method - not the people who use it, the things
they study, the facts they discover or the explanations they propose - that distinguishes science
from other approaches to knowledge. In this respect, the main difference between social psy-
chology and, say, physics, chemistry or biology is that the former studies human social behav-
iour, while the others study non-organic phenomena and chemical and biological processes.
Science involves the formulation of hypotheses (predictions) on the basis of prior knowl-
edge, speculation and casual or systematic observation. Hypotheses are formally stated pre-
dictions about what factor or factors may cause something to occur; they are stated in such a
way that they can be tested empirically to see if they are true. For example, we might hypoth-
esise that ballet dancers perform better in front of an audience than when dancing alone. This
hypothesis can be tested empirically by assessing their performance alone and in front of an
audience. Strictly speaking, empirical tests can falsify hypotheses (causing the investigator to
reject the hypothesis, revise it or test it in some other way) but not prove them (Popper, 1969).
If a hypothesis is supported, confidence in its veracity increases and one may generate more
finely tuned hypotheses. For example, if we find that ballet dancers do indeed perform better
in front of an audience, we might then hypothesise that this only occurs when the dancers are
already well-rehearsed; in science-speak we have hypothesised that the effect of the presence of
an audience on performance is conditional on (moderated by) amount of prior rehearsal. An
important feature of the scientific method is replication: it guards against the possibility that a
finding is tied to the circumstances in which a test was conducted. It also guards against fraud.
The alternative to science is dogma or rationalism, where understanding is based on author-
ity: something is true because an authority (e.g. the ancient philosophers, religious scriptures,

Predictions OB
. —» intheory
confirmed .
T increased
Theory Predictions Empirical
derived from research
theory — to test
behaviour hypotheses predictions
A i
Predicti Confidence
redictions in theory
disconfirmed
reduced
Theory is l
modified Theory is
rejected

Figure 1.2 A model of the scientific method employed by social psychologists



METHODOLOGICAL ISSUES 9

charismatic leaders) says it is so. Valid knowledge is acquired by pure reason and grounded in
faith: that is, by learning well, and uncritically accepting and trusting, the pronouncements of
authorities. Even though the scientific revolution, championed by such people as Copernicus,
Galileo and Newton, occurred in the sixteenth and seventeenth centuries, dogma and rational-
ism still exist as influential alternative paths to knowledge.

As a science, social psychology has at its disposal an array of different methods for conduct-
ing empirical tests of hypotheses. There are two broad types of method, experimental and non-
experimental: each has its advantages and its limitations. The choice of an appropriate method
is determined by the nature of the hypothesis under investigation, the resources available for
doing the research (e.g. time, money, research participants) and the ethics of the method.
Confidence in the validity of a hypothesis is enhanced if the hypothesis has been confirmed
a number of times by different research teams using different methods. Methodological plu-
ralism helps to minimise the possibility that the finding is an artefact of a particular method,
and replication by different research teams helps to avoid confirmation bias - a tendency for
researchers to become so personally involved in their own theories that they lose objectivity in
interpreting data (Greenwald and Pratkanis, 1988; Johnson and Eagly, 1989).

Experiments

An experiment is a hypothesis test in which something is done to see its effect on something
else. For example, if I hypothesise that my car greedily guzzles too much petrol because the
tyres are under-inflated, then I can conduct an experiment. I can note petrol consumption
over an average week, then I can increase the tyre pressure and again note petrol consumption
over an average week. If consumption is reduced, then my hypothesis is supported. Casual
experimentation is one of the commonest and most important ways in which people learn
about their world. It is an extremely powerful method because it allows us to identify the
causes of events and thus gain control over our destiny.

Not surprisingly, systematic experimentation is the most important research method in
science. Experimentation involves intervention in the form of manipulation of one or more
independent variables, and then measurement of the effect of the treatment (manipulation)

Independent variables
Features of a situation that
change of their own accord,
or can be manipulated by
an experimenter to have
effects on a dependent
variable.

Brain imaging

Social neuroscientists are
using new techniques,
such as fMRI, to establish
correlates, consequences
and causes of social
behaviour





