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PREFACE
Why We Don't “Leave Well Enough Alone”

n the Preface to the third edition of this book (published in 1981), we wrote these
words:

Books, like human beings, can (and do!) go stale. In fact, it is our impression
that by the time they reach their third edition, many texts show signs of entering
a complacent . . . “middle age.” The topics covered, style of writing, illustrations,
and many other features remain largely unaltered from edition to edition. The
dangers of such stagnation are obvious. When a text ceases to change, it runs the
very real risk of losing touch with the field it represents. This is especially true in
the case of a vigorous and youthful field such as social psychology—one that often
changes substantially over short periods of time. Any text that fails to reflect such
shifts, we feel, will quickly outlive its usefulness. Even worse, it may present stu-
dents with a misleading and dated image of social psychology.

Although twenty-four years have passed since we expressed these views, we still
believe them to be true. In fact, if anything, we accept them even more strongly than
when we first stated them. And that belief has been a key guiding principle for this, the
eleventh edition. In our view, the pace of change—and progress—in social psychology
has accelerated, so it is even more crucial than ever that any text seeking to represent
the field stay in touch with what is happening today; failure to do so will result in a
book that will be perceived as badly out of date by social psychologists and one that—
because it has lost its sense of excitement with the field—is more likely to generate
yawns than enthusiasm from students.

With this principle in mind, we have adopted the following rule for revising our
text: Nothing—no discussion, no topic, no illustration—is sacred. On the contrary, every-
thing should be reviewed and revised to reflect the current knowledge of social psy-
chology—and the true cutting edge of its recent progress. To implement this basic value,
we have made many changes in the book. Below is a summary of the changes we view
as being most important—and most constructive.

A New Coauthor

By far the most important change of all involves the addition of Nyla R. Branscombe
as a coauthor. Professor Branscombe’s expertise in such topics as prejudice, the self, gen-
der, group processes, and many other key areas of research complements our own
knowledge, and adds tremendous strengths to the book—and to our presentation of
social psychology. Because she worked closely with the original authors and provided
invaluable input on every chapter, her presence—and invaluable contributions—appear
throughout the book. The result? This text is visibly stronger, more up to date, and bet-
ter integrated than ever before. What a win for us—and our readers!—in every respect.

Changes in Content

Social psychology advances at a dizzying pace! To reflect this fact, every chapter has been
thoroughly revised and updated to take into account new findings, lines of research,
research methods, and approaches. These changes have taken several major forms. First,
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we have devoted special attention to the task of representing emerging new themes in
the field. Among these are the following:

* The interface (and interplay) between social cognition and social behavior
+ Social neuroscience

* The role of implicit (nonconscious) processes in both social thought and social
behavior

« Growing attention to social diversity and the complex issues it involves

Second, we have totally revised several chapters to reflect major advances and reori-
entations. For instance, Chapter 5 (The Self) is almost entirely new in content, and now
covers many new topics such as the effects of perceiving the self as a target of prejudice,
introspection as a method of gaining self-insight, and identity as a rebel. In addition, cov-
erage of several other topics is greatly expanded and updated (e.g., social comparison).
Similarly, to better represent growing interest in the application of social psychology to
practical problems and issues, we have added two new Modules—one (Module A) deal-
ing with applications of social psychology to law and health and the other (Module B)
dealing with applications of social psychology to work settings and to entrepreneurship.

Third, to take account of new lines of research and important new findings, we have
included coverage of literally dozens of new topics. Listing all of these here would gener-
ate a truly gigantic list, so instead, we simply present a sample of these new topics below:

+ An overview of several new trends in social psychology, including social neuro-
science, increasing attention to implicit (nonconscious) processes (Chapter 1)

« A new section on the distinct neural bases of controlled and automatic processing
(Chapter 2)

« New information on the role of automatic processes in counterfactual thinking
(Chapter 2)

+ New evidence on the role of linguistic style in the detection of deception (Chapter 3)

« New information on the origins of the correspondence biases (fundamental attri-
bution error) (Chapter 3)

« A new section on implicit personality theories and their role in impression forma-
tion (Chapter 3)

« A new discussion of third-person effects of media exposure (Chapter 4)

« Discussion of attitudes toward many social issues (e.g., same-sex marriage, Mus-
lims, age) (Chapter 4)

« Chapter 5: This chapter is almost entirely new in content.

« Discussion of research concerning the consequences of exposure to other people’s
prejudiced actions (Chapter 6)

« New research on prejudice reduction techniques (Chapter 6)

« New research on the role of laughter in attraction (Chapter 7)

- New coverage of mortality salience as a basis for affiliation (Chapter 7)

« New findings on the effects of loneliness on health and life span (Chapter 8)

« New coverage of the good and bad ways couples deal with disagreements (Chapter 8)
« A new section on automatic activation of norms (Chapter 9)

« An entirely new section on symbolic social influence—how we are influenced by our
mental representations of other persons, even when they are not actually present
(Chapter 9)
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* New evidence on the nature of heroism (Chapter 10)

* New research on the implicit bystander effect (Chapter 10)

* New research on the effect of ethnicity on volunteerism and charitable donations

(Chapter 10)
* A new section on the effects of violent pornography (Chapter 11)

* A new section on forgiveness as a means for reducing aggression (Chapter 11)

* A new discussion of the benefits and costs of group membership, including the rea-

sons why groups sometimes splinter (Chapter 12)

* A new section on deindividuation, including recent work on the role of self-aware-

ness and social identity in this process (Chapter 12)

A New Special Feature Designed to Highlight the
Value of Social Psychology

We think that one of the most exciting aspects of social psychology is the
fact that the findings it obtains are often counterintuitive—the opposite of
what common sense would suggest. (Or, at least, social psychology’s find-
ings refine and correct the conclusions of common sense.) To capture this
important element of the field (which, we think, clearly illustrates its
intrinsic value), each chapter includes a special section labeled The Science
of Social Psychology: Making Sense of Common Sense. These sections
show how the findings of social psychology have reversed or refined ideas
contained in common sense. Following are a few examples of some of the
titles:

+ Is Being in a Good Mood Always a Plus? The Potential Downside of
Feeling “Up” (Chapter 2)

+ Can We Be Scared into Changing Our Attitudes? (Chapter 4)

+ Is Looking Inwardly the Best Route to Self-Insight? (Chapter 5)

« Complementarity: Do Opposites Attract? (Chapter 7)

« Written in the Stars or We Met on the Internet? (Chapter 8)

» Do Women and Men Differ in the Tendency to Conform? (Chapter 9)
« Catharsis: Does Getting It Out of Your System Really Help? (Chapter 11)

« Are Groups Really Less Likely Than Individuals to “Go over the Edge”?
(Chapter 12)

Features Retained from the Previous Edition

Although we have made many changes, our basic approach to writing the
book remains the same: We have tried very hard to produce a text that accu-
rately reflects the nature and content of modern social psychology but at
the same time is highly readable and useful for students. To attain this goal,
we have retained several special features of previous editions:

« Beyond the Headlines sections. These special sections, which appear in
every chapter, take an actual newspaper headline and examine it from the
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We Met on the Internet?

o
it s
oy “schoobes’

I ddion.
ey fon uncombortable sbout surh experences though
bl it othes scderts 35 1t Lambert Kahr, &
Apple, 200

g s L
‘oracuates ol sy “hang out” n Groum, ety o photo, gt cance wihout partners i thaw 108!
(Source

timen tesit i pais meving o6 10 1 "hookup* Wecuendy  New York Times)

51 Chapter B/ Close Relstorships

AS SOCIAL PSYCHOLOGISTS SEE IT

When Employees No Longer Care: Effects of Low Job Satisfaction

and comdortable Bt ot 1akng these ctions may el

n that,of couese,
can b the baginning of the end for any organastion

Preface XXVII



perspective of social psychology. They illustrate how social psychologists
e e ool ?gﬁf‘”‘; ":,Z think and how the principles of our field can be applied to virtually any
e = g aspect of human social behavior. Though the idea behind these sections
remains much the same, the sections themselves are all new to this edition.
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* Ideas to Take with You—and Use! sections. These appear at the end of
each chapter and are designed to highlight important concepts you should
remember—and use—long after this course is over. In our view, you will
definitely find these principles helpful in many contexts in the years ahead.

« Other Features Designed to Make the Book More Useful. Each chapter
begins with an outline that provides a “road map” that points out the
major sections within the chapter. Within the text itself, key terms are
printed in dark type like this and are followed by a definition. These
key terms are also defined in a running glossary in the margins, as well
as in a glossary at the end of the book.
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To help students understand the materials presented, each major sec-
tion is followed by a list of Key Points—a brief summary of major concepts
and findings. These are repeated, together, in the Summary at the end of
each chapter. Finally, all figures and tables are designed to be clear and sim-
ple, and most contain special labels and notes that call readers’ attention to
the points being illustrated.

90 Chagter 7 Intararsonal Attraction

Supplementary Materials

All good texts should be supported by a complete package of supplemen-
tary material, both for the students and for the instructor. This book pro-
vides ample aid for both.
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For the Instructor:
The following are available for qualified instructors only. Please contact
your Allyn & Bacon representative.

subgroup distine-
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Instructor’s Manual
= Michele Van Volkom, Monmouth University

Prepared by Michele Van Volkom of Monmouth University, this rich col-
lection of teaching material can be used by first-time or experienced teachers. Each
chapter includes an At-A-Glance Grid, with detailed pedagogical information linking
to other available supplements; a detailed chapter outline; teaching objectives covering
major concepts within the chapter; a list of key terms; lecture material and student
activities; numerous handouts; and an updated list of web links. In addition, this man-
ual includes a preface, a sample syllabus, and a comprehensive list of video sources.

Test Bank and Computerized Test Bank
Robert B. Stennett, Gainesville College
Robert B. Stennett, Gainesville College, has created a thoroughly updated test bank
with challenging questions that target key concepts. Each chapter includes over 100
questions, including multiple choice, true/false, short answer, and essay, each with an
answer justification, page reference, a difficulty rating, and type designation.

This product is also available in TestGen 5.5 computerized version, for ease in cre-
ating tests for the classroom.

XXVIIT Preface




PowerPoint Presentation

Katherine Demitrakis, Albuquerque Technical Vocational Institute

This dynamic multimedia resource contains key points covered in the textbook, images
from the textbook, questions to provoke classroom discussion, a link to the compan-
ion website for corresponding activities, and the electronic Instructor’s Manual files.

Allyn and Bacon Transparencies for Social Psychology, © 2005
Approximately 100 revised, full-color acetates to enhance classroom lectures and dis-
cussions. Includes images from Allyn & Bacon’s major Social Psychology texts.

Interactive Video for Social Psychology

A wonderful tool including 9 video clips. Clips cover such topics as self-esteem, plastic
surgery, philanthropy, bullying, sororities, age discrimination, and more. Critical think-
ing questions accompany each clip. In addition, the video guide provides further crit-
ical thinking questions and Internet resources for more information.

MyPsychLab for Social Psychology

This interactive and instructive multimedia resource can be used to supplement a tra-
ditional lecture course or to administer a course entirely online. It is an all-inclusive
tool, a text-specific e-book plus multimedia tutorials, audio, video, simulations, ani-
mations, and controlled assessments to completely engage students and reinforce
learning. Fully customizable and easy to use, MyPsychLab meets the individual
teaching and learning needs of every instructor and every student. Visit the site at
www.mypsychlab.com.

For the Student:

Grade Aid Study Guide

Melinda Blackman, California State University, Fullerton

Written by Melinda Blackman, California State University, Fullerton, this guide aids stu-
dents in synthesizing the material they are learning and helps them prepare for exams.
Each chapter includes “Before You Read,” with a brief chapter summary and chapter
learning objectives; “As You Read,” a collection of demonstrations, in-depth activities,
and exercises; “After You Read,” containing three short practice quizzes and one com-
prehensive practice test; “When You Have Finished,” with web links for further infor-
mation; and crossword puzzles using key terms from the text. An appendix includes
answers to all practice tests and crossword puzzles.

Companion Website (www.ablongman.com/baronbyrnelle)

A unique resource for connecting the textbook to the Internet. Each chapter includes
learning objectives; chapter summaries; updated and annotated web links for addi-
tional sources of information; flashcard glossary terms; online practice tests with mul-
tiple choice, true/false, and essay questions; and psychology activities. Visit this site at
www.ablongman.com/baronbyrnelle.

Research Navigator Guide: Psychology, with access to Research Navigator -
Allyn & Bacon’s new Research Navigator™ is the easiest way for students to start a
research assignment or research paper. Complete with extensive help on the research
process and three exclusive databases of credible and reliable source material including
EBSCO’s ContentSelect Academic Journal Database, New York Times Search by Sub-
ject Archive, and “Best of the Web” Link Library, Research Navigator™ helps students
quickly and efficiently make the most of their research time. The booklet contains a

Preface
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practical and to-the-point discussion of search engines; detailed information on eval-
uating online sources and citation guidelines for web resources; web activities for Psy-
chology; web links for Psychology; and a complete guide to Research Navigator.

Some Concluding Comments

In closing, we would like to ask, once again, for your help. As was true of past editions,
we have spared no effort to make this new one the best ever. While it’s possible to imag-
ine perfection, we fully realize that it is impossible to attain. So, we sincerely request
your ideas and suggestions for further improvements. If there is something you feel can
be better, please let us know. Write, call, e-mail, or fax us at the addresses below. We'll
be genuinely glad to receive your input and—even more important—we will definitely
listen! Thanks in advance for your help.

Robert A. Baron Donn Byrne

Pittsburgh Building Department of Psychology
Rensselaer Polytechnic Institute University at Albany, SUNY
Troy, NY 12180-3590 Albany, NY 12222

Phone: (518) 276-2864 Phone: (518) 768-2643
E-mail: baronr@rpi.edu E-mail: vyaduckdb@aol.com
Fax: (518) 276-8661 Fax: (518) 442-4867

Nyla R. Branscombe
Department of Psychology
University of Kansas

1415 Jayhawk Blvd.
Lawrence, KS 66045
Phone: 785-864-9832
E-mail: nyla@ku.edu

Fax: 785-864-5696
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