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Agency and Communion in Social Psychology examines 
the different perspectives of the agency-communion 
framework in relation to evolutionary psychology, social 
cognition, and applied contexts. It describes the historical 
roots of the theories relevant to the framework from a broad 
range of fields including the self, personality, motivation, 
stereotyping, power, gender, etc. The book analyses the 
stereotype content model, and suggests the
agency-communion framework cannot only be understood 
in relation to this concept but that it is linked to general 
developments in psychology. This is essential reading for 
students and academics in social psychology interested in 
this topic.
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