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Exam 2

· Ch. 4 Social Cognition
· Ch. 6 Attitudes and Social Behavior
· Ch. 7 Attitude Change
· Ch. 8 Conformity, Compliance and Obedience
· Ch. 10 Group Dynamics and Intergroup Conflict
Definitions for Ch. 4

· Attributions: casual judgments about why an event or behavior occurred
· Intuitive scientists: untrained scientists who try to make casual judgments in a rational, scientific manner. 
· Covariation model of attribution: an attribution theory proposing that we make casual judgments by determining whether a particular behaviour correlated with a person, a situation, or some combination of persons and situations. 
· False consensus effect: the tendency to assume that other people our own attitudes and behaviours to a greater extent than is actually the case. 
· Discounting principle: a rule of attribution that states that the perceived role of a cause will be discounted (reduced) if other plausible causes are also present. 
· Augmentation principle: a rule of attribution that states that the perceived role of a cause will be augmented (increased) if other factors are present that would work against the behaviour. 
· Correspondence bias: the tendency to assume that people’s actions and words reflect their personality, their attitudes, or some other internal factor, rather than external or situational factors. 
· Nonverbal behaviour: actions and cues that communicate meaning in ways other than by words. 
· Display rules: norms in a culture for how and when emotions should be expressed. 
· Looking glass self: the tendency to internalize other people’s judgments about us into our self-concept. 
· Social comparison: the process of comparing ourselves to others in order to judge the self. 
· Upward social comparison: social comparison with people who are better off or more skilled than we are. (Wanting to improve)
· Downward social comparison: social comparison with people who are worse off or less skilled than we are. (Wanting to feel better) 
· Relative deprivation: a feeling of anger or resentment about our outcomes based on comparisons with better-off others. 
· Individualist cultures: cultures in which people are seen as independent beings who possess stable abilities, traits, and attitudes
· Collectivist cultures: cultures in which people are seen as interdependent beings who should contribute to harmonious group functioning. 
· Self-perception theory: a theory proposing that we often judge our own internal states by reviewing our past behaviour and inferring internal states consistent with our behaviour unless there were clear external causes of our behaviour. 
· Overjustification effect: an inference that we performed a potentially enjoyable activity for external reasons (e.g., for a reward) rather than because we enjoyed it. 
· Bias blind spot: the tendency to think that biases and errors in judgments are more common in others than in ourselves. 
· Self-efficacy: the belief that we are capable of performing a particular behaviour that is required for a certain goal. 
· Illusion of control: the tendency to overestimate our control of situations and events. 
· Learned helplessness: a state of apathy in which we simply give up trying to achieve our goals. 
· False hope syndrome: the tendency to try repeatedly but unsuccessfully to achieve a goal because of unrealistic expectations about the likelihood of success. 
· Ideal self: a conception of the self describing our perception of how we would ideally like to be. 
· Actual self: a conception of the self describing our perception of how we really are. 
· Ought self: a conception of the self describing our perception of how we think we should or ought to be. 
· Self-discrepancy theory: a theory proposing that differences between the actual self, the ideal self, and the ought self produce emotional consequences. 
· Impression management: the deliberate control of one’s public behaviour to create a certain impression. 
· Self-presentation: impression management. 
· Ingratiation: behaviour designed to make someone like us. 
· Self-promotion: behaviour designed to make someone respect us. 
· Self-handicapping: the tendency to seek, create, or claim inhibitory factors that interfere with performance and thus provide an explanation for future failure. 

e.g. Drinking heavily the night before an exam might reflect self-handicapping.

· Self-handicapping scale: a scale that measure how often people engage in self-handicapping behaviour. 
· Actor-observer difference: a pattern of differences in attributions in which actors tend to make external attributions for their own behaviour, whereas observers tend to make internal attributions for the same actions. 
Definitions for Ch. 6

· Attitude: an individual’s evaluation of a target along a good-bad dimension. 
· Ambivalent attitudes: evaluations of targets that include both positive and negative elements. 
·  Explicit attitudes: evaluations that people can report consciously. 
· Implicit attitudes: automatic evaluative responses to a target, which may occur without awareness. 
· Object-appraisal function: a function of attitudes in which attitudes provide rapid evaluative judgments of targets, facilitating approach or avoidance. 
· Values: broad, abstract standards or goals that people consider to be important guiding principles in their life. 
· Value-expressive function: a function of attitudes in which attitudes communicate individuals’ identity and values. 

e.g. Teenagers’ attitudes toward clothing  

    sometimes serve a value-expressive function. 

· Likert-type scale: an attitude measurement technique that requires respondents to indicate the extent of their agreement or disagreement with several statements on an issue. 
· Semantic differential scale: an attitude measurement technique that requires respondents to rate a target on several evaluative dimensions (such as good-bad and favourable-unfavourable) 
Self-report measures of attitudes

1. Likert-Type Scales
2. Semantic Differential Scales. 
3. Opinion Surveys. 
nonverbal measures of attitudes

1. Behavioural Measures
2. Physiological Measures
3. Implicit Measures
· Facial Electromyography (facial EMG): a procedure for measuring muscle contractions in the face that may be sensitive to positive versus negative responses to stimulus. 
· Implicit Association Test (IAT): a reaction time procedure that provides a measure of implicit attitudes; participants sort targets into a ‘good’ category’ or a ‘bad’ category, and the speed at which the sorting is completed is taken as a measurement of implicit attitude toward the object. 
· Evaluative conditioning: a process by which objects come to evoke positive or negative affect simply by their association with affect-inducing events. 
· Mere exposure effect: the tendency for repeated contact with an object, even without reinforcement, to increase liking for the object. 
· Alcohol myopia: the tendency for intoxication to reduce cognitive capacity, which results in a narrowing of attention. 
· Socialization: the process by which infants are moulded into acceptable members of their society. 
· Reference group: a collection of people that serves as a standard of comparison for an individual, whether in terms of attitudes, values, or behaviour. 
· Jeer pressure: the conformity pressure that is produced by seeing someone ridiculed by another person. 
· Theory of reasoned action: a model of behaviour that views humans as rational decision makers who behave on the basis of logical beliefs. 
· Behavioural intention: an individual’s plan to perform or not perform an action. 
· Subjective norm: an individual’s feelings of social pressure to perform or not perform an action. 
· IMB model of AIDS-preventive behaviour: a theory postulating that information, motivation, and behavioural skills guide individuals’ protective actions in the sexual domain. 
· Hostile media phenomenon: the tendency for people who feel strongly about an issue to believe that the media coverage of the issue is biased against their side. 

e.g. People on both sides of the Middle East 
conflict believe that the mass media are hostile 
toward their own side.  

· Compatibility principle: a theory stating that a measure of attitudes will correlate highly with a measure of behaviour only when the 2 measure are matched in terms of being general/broad or specific/narrow. 
· Culture: the set of values, beliefs, and behaviours shared by a group of people and communicated from one generation to the next. 
· Power distance: the extent to which a culture accepts an unequal distribution of influence within the society. 
Note: cross-cultural commonalities in attitudes (we are more alike than different) 

Definitions for Ch. 7

· Cognitive dissonance theory: a model proposed by Leon Festinger, which states that awareness of consonant cognitions makes us feel god, whereas awareness of dissonant cognitions makes us feel bad. Further, the unpleasant feelings produced by dissonant cognitions motivate us to do something to change our state. 
· Consonant cognitions: beliefs that are consistent or compatible with one another. 
· Dissonant cognitions: beliefs that are inconsistent or logically discrepant with one another. 
· Induced compliance paradigm: a research methodology used to test dissonance theory that arouses dissonance by getting people to engage in counterattitudinal behaviour. In this paradigm, participants are induced to comply with an experimenter’s request that they behave in a way that is inconsistent with their attitudes. 
N: Festinger’s famous experiment in which participants completed two boring tasks & were then induced to tell someone else that the tasks were fun. 

· Effort justification paradigm: a research methodology used to test dissonance theory that arouses dissonance by getting people to invest time or energy to achieve a goal that may not be worthwhile. 

e.g. Severe initiation produces higher 
interest for the participants.  

· Free choice paradigm: a research methodology used to test dissonance theory that arouses dissonance by getting people to choose between two or more alternatives.
alternative interpretations of dissonance findings

1. Self-perception theory*

2. Impression Management theory 
3. Self-Affirmation theory
*people sometimes infer their internal states from their behavior and the situation in which the behavior occurred. 

· Impression management theory: an alternative to dissonance theory that argues that participants in dissonance experiments want to appear consistent to the experimenter and therefore lie about their attitudes.  
· Self-affirmation theory: an alternative to dissonance theory that argues that people are threatened by behavior that challenges their self-worth and can deal with this threat by reaffirming an important value. 

e.g. predicts that a blind person can reduce 
dissonance caused by a prior, unrelated 
behaviour.
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· Hypocrisy paradigm: a research methodology used to test dissonance theory that arouses dissonance by having people publicly promote a socially desirable behaviour and then be made aware that they have not always exhibited the behaviour themselves in the past. 
· Preference for consistency (PFC): a disposition that represents the extent to which people desire predictability and consistency within their own responses and within others’ responses. 
· Cognitive response theory: a model of persuasion that assumes that the impact of a message on attitudes depends on the thoughts evoked by the message .
· Hard shell: an advertising strategy that relies on presenting information about the positive features of a product. 
· Heuristic persuasion: attitude change resulting from cues that indicate that the position advocated in a message is void. 

(if you say so)

· Soft shell: an advertising strategy that relies on the use of images, emotions, symbols, or values to promote a product. 
· Systematic-heuristic model: a theory of attitude change that distinguishes between two types of processing that can occur in response to a persuasive message: systematic processing and heuristic processing. 
· Elaboration likelihood model: a theory of attitude change that specifies the conditions under which people will think carefully about the content of a persuasive message. It distinguishes between two types of processing: the central route to persuasion and the peripheral route to persuasion. 
· Systematic processing: careful, deliberative analysis of the arguments in a message. 
· Heuristic processing: superficial analysis of a message that focuses on cues indicating the validity or invalidity of the advocated position. 
· Central route to persuasion: persuasion that occurs when attitude change results from a careful analysis of the information in a persuasive communication. 
· Peripheral route to persuasion: persuasion that occurs when attitude change results from noncognitive factors; it encompasses evaluative conditioning and mere exposure. 
· Peripheral cues: simple features or heuristics that are assumed to indicate that a message is valid. 
· Protection motivation theory: a model that articulates how threatening messages can influence attitudes and behavior. 
· Propaganda: a persuasive attempt that is motivated by an ideology, or set of values, and that is deliberately biased in its presentation of information. (e.g. war or cults and propaganda)
·  Destructive cult: a rigidly structured group, led by a charismatic leader, that recruits and retains members using manipulative, deceptive techniques. 
· selective targeting of potential recruits
· isolation of recruits away from noncult influences
· sleep deprivation
· love bombing (shower with “love”)
· repetition
· foot-in-the-door technique 
· denial of privacy (unable to reflect)
· reciprocity 
· Fear mongering
everyday propaganda

· advertising 
· television and movies
· education
· religious institutions
Definitions for Ch. 8

· Conformity: any change in behaviour caused by another person or group
· Compliance: a change in behaviour that is requested by another person or group. 
· Obedience: a change in behaviour that is ordered by another person or group. 

e.g. Solar Temple cult (mass suicide; 
believed that the Earth would end in a 
terrible fire and that being consumed by 
flames would initiate a “death voyage”) 

· Informational influence: influence from other people that is motivated by a desire to be correct and to obtain accurate information. 
· Normative influence: influence from other people that is motivated by a desire to gain rewards or avoid punishment. 
· Social norm: a rule or guideline in a group or culture about what behaviours are proper and improper. 

e.g. UK drivers on the left side

· Autokinetic effect: in a darkened room, a stationary point of light will appear to move periodically. 
conformitY: doing as others do

· Sherif’s Autokinetic Effect Studies
· The Autokinetic Effect
· Each settles on a relatively stable distance that the light appeared to move; these averages ranged widely.
· Then did it in groups. (est. group norm)
· Asch’s Length Judgment Studies 

-  

· Milgram’s Obedience Studies 

- shock punishment in the learning process 

· Crutchfield Apparatus: a machine that consists of an electrical panel with several rows of lights; it allows the efficient study of conformity by simulating the responses of numerous hypothetical participants. 
· Foot-in-the-Door technique: a strategy to increase compliance, based on the fact that agreement with a small request increases the likelihood of agreement with a subsequent larger request. (e.g. signing a petition)
· Door-in-the-Face technique: a strategy to increase compliance, based on the fact that refusal of a large request increases the likelihood of agreement with a subsequent smaller request. 
· Norm of reciprocity: the principle that we should give back in return any favours that are done for us. 
· Free-gift technique: a strategy to increase compliance, based on the fact that giving someone a small gift increases the likelihood of agreement with a subsequent request. 
· Low-ball technique: a strategy to increase compliance, in which something is offered at a given price, but then, after agreement, the price is increased. (desire for consistency with their initial decision & postdecisional dissonance produced by commitment) e.g. car sale
· Scarcity technique: a strategy to increase the attractiveness of a product by making it appear rare or temporary. 
· Liking technique: a strategy to increase compliance, based on the fact that people are more likely to assist others they find appealing than others they do not find appealing. 
· Norm of obedience to authority: the principle that we should obey legitimate authorities. 

[image: image1]