
•	 A core textbook for anyone 			 
	 interested in human behaviour in the 		
	 workplace

•	 Now in full colour

•	 Introduces the concepts, theories 		
	 and applications of organizational  
	 behaviour

•	 Gives historical context as well  
	 as individual, group and organizational 		
	 perspectives

•	 Substantially revised and updated to 		
	 reflect the latest developments in the field

•	 Helpful textbook features include 	  
	 learning outcomes, chapter summaries,  
	 review questions, information panels, 
	 numerous real-life boxed examples and a 
	 comprehensive glossary

•	 Accompanied by substantial 
	 supplementary resource material in new 
	 Interactive E-Textbook format

•	 Download a free sample chapter now!

Psychology Press is part of the Taylor & Francis group, 
a trading division of Informa UK Ltd.
Registered in England under no. 1072954
Registered Office: Mortimer House, 
37-41 Mortimer Street, London W1T 3JH

Business Psychology and 
Organizational Behaviour

 New Edition!
Complimentary

examination 
copy

available!

5th Edition

“This substantially revised edition of 
McKenna’s classic textbook is a labour 
of love. It enables people interested in 
human behaviour in the workplace, but 
without a background in psychology, to 
follow the development of this influential 
discipline. It is a wide-ranging, honest and 
representative survey of the field and is a 
very useful resource for undergraduates, 
postgraduates and professionals in 
occupational psychology, business studies 
and management science.” - George 
Erdos, Senior Lecturer, School of 
Psychology, Newcastle University



Dr Eugene McKenna, Chartered and 
Registered Occupational Psychologist, 
is Professor Emeritus, University of East 
London, and Visiting Faculty of the 
Business School at the University of 
Strathclyde in Glasgow. He is a Fellow of 
the British Psychological Society and a 
Fellow of the Royal Society of Medicine.

Now in full colour, the fifth edition of this bestselling 
textbook introduces all of the major theories, research 
findings, principles and concepts in business psychology 
and organizational behaviour, whilst emphasising their 
real-life application using relevant examples. 
The book, which is well-organized and clearly written, takes 
the reader through individual, group, and organizational/HR  
perspectives on the subject, while at the same time 
offering an appreciation of their historical development and 
methodological issues. 

The text has an improved structure and style of presentation, 
and has been revised and updated with new and expanded 
material including coverage of recent debates in occupational psychology; investor 
psychology or behavioural finance; cognitive evaluation theory; employee engagement 
and positive psychology; corporate memories in culture; storytelling and social media; 
technostress and environmental influences on stress; and emergent trends in selection.

The book’s numerous helpful features include panels which contain relevant theories, 
research and illustrations of practice; learning outcomes; chapter summaries; review 
questions; a comprehensive bibliography; and a glossary. For lecturers who adopt the book, 
we provide access to a wealth of online teaching resources, including a chapter-by-chapter 
lecture course and multiple-choice question testbanks. 

This is an essential textbook for undergraduates and postgraduates studying psychology 
and organizational behaviour; it will also be welcomed as a rich source of information by 
practitioners in organizations.

The online resources accompanying this book are in new IET format. See the inside 
back cover of this brochure for details. 

1st January 2012: 246x189: 872pp

Hb: 978-1-84872-034-3: £70.00
Pb: 978-1-84872-035-0: £39.95

www.psypress.com/mckenna www.psypress.com/mckenna



CONTENTS

317 Learning outcomes

318 Definition

318 Reasons for joining groups

318 Types of groups ~ Formal or informal · Primary or secondary · Co-acting ·

Counteracting · Reference

319 Characteristics of groups ~ Norms · Cohesiveness · Communication and

interaction · Work group structure

333 Group processes ~ Psychoanalytical · Reference groups · Social comparison · 

Co-action and affiliation · Social control · Decision making · Inter-group behaviour

358 Chapter summary

359 Questions

359 Further reading

7981848720343_4_010.qxd  
23/09/2011  16:19  Page 3

16

www.psypress.com/mckenna

Table of Contents 
Acknowledgements.

Preface.

Part I. Perspectives and Enquiry.

1. Historical Influences and Research Methodology.

Part II. The Individual.

2. Personality.
3. Intelligence and Psychological Testing.
4. Motivation and Job Design.
5. Perception.
6. Communication.
7. Learning and Memory.
8. Individual Decision Making and Creativity.
9. Attitudes, Values, Job Satisfaction, and Commitment.

Part III. The Group.

10. Groups.
11. Teambuilding.
12. Leadership and Management Style.
13. Power, Politics, and Conflict.

Part IV. The Organization.

14. Organizational Structure and Design.
15. Organizational Culture.
16. Organizational Change and Development.
17. Health and Work: Stress.

Part V. Occupational Psychology/Human 
Resource Techniques.

18. Selection and Appraisal.
19. Rewards, Training, and Development.

Glossary.

References.

Author index.

Subject index.

BUS INE S S  P S Y CHOLOGY AND ORGAN I Z AT IONAL BEHAV IOUR
46

The Big Five structure of personality is auseful general framework but it may be moreappropriate if used in cultures that are modern,literate, and industrialized (McCrae & Costa,1997).
In analyses of the Big Five personalitydimensions in relation to job performance, itwas concluded that people possessing consci-entiousness (e.g., characteristics such as reliabil-ity, carefulness, thoroughness, organized witha tidy mind and a will to achieve, strong senseof purpose, obligation, and persistence) gener-ally perform better in many occupations thanthose without this set of traits (Barrick &Mount, 1991; Barrick, Mount, & Judge, 2001).Another observation was that extraver-sion (i.e., traits such as being positive, sociable,gregarious, talkative, assertive, likely to takecharge, and active) was associated with lead-ership and effective performance in occupa-tions connected with management and sales(Barrick & Mount, 1991; Foti & Hauenstein,2007).

In a recent review of the literature, it wassuggested that three of the Big Five factors (conscientiousness, openness, and agreeableness)were related in a positive way to team per-formance (Bell, 2007). Obviously, there are jobswhere interaction with others constitutes asignificant portion of the job.
A major advantage of the Big Five struc-ture of personality is that it can assimilate otherstructures of personality (Barrick & Mount,2005; Hampson, 1999). Hampson citesGoldberg and Rosolack (1994), who demon-strated empirically that Eysenck’s three-factorsystem of extraversion, neuroticism, and psychoticism (previously discussed) can beintegrated into the Big Five. The integrationis as shown in Table 2.3.

The Big Five model as a predictor ofbehaviour at work has received impressiveendorsement from researchers (Barrick &Mount, 2005). It remains, for the most part,a description of normal personality and there-fore it is not as useful in clinical applications

TABLE 2.2 The “Big Five” personality dimensions and representative traits

Traits
Dimensions Desirable

UndesirableExtraversion (1) Outgoing, sociable, assertive Introverted, reserved, passiveAgreeableness (2) Kind, trusting, warm Hostile, selfish, coldConscientiousness (3) Organized, thorough, tidy Careless, unreliable, sloppyEmotional stability (4) Calm, even-tempered, imperturbable Moody, temperamental, nervousIntellect or openness (5) Imaginative, creative, intelligent Shallow, unsophisticated, imperceptiveFrom Hampson (1999). Reproduced by permission of the British Psychological Society.

TABLE 2.3 Relationship between Eysenck’s three-factor system and the “Big Five”
Big Five

EysenckLow conscientiousness (undesirable aspect of dimension 3), Psychoticism
plus low agreeableness (undesirable aspect of dimension 2)Extraversion (1)

ExtraversionEmotional stability (4) (undesirable aspect)
Neuroticism
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Figure 5.6 A dark or pale cross.

Figure 5.7 Multistable figures.

PERCEPT ION 155

one moment we see a figure of a vase against

a dark background, and the next moment we

see two profiles against a pale background. 

In Figure 5.6 we see either a dark cross on a

pale background or a pale cross on a dark

background. The figure/background relation-

ship is also found in senses other than vision.

For example, when we listen to a symphony

we perceive the melody or theme as a figure

and the chords as background.

These reversible figure/background rela-

tionships illustrate the multistability of our 

perceptual organization. This is depicted in

Figure 5.7 where each image can be “organ-

ized” in different ways, generating different

three-dimensional or two-dimensional figures.

For example, the right-hand image in Figure

5.7 can be seen as a hexagon with lines from

the points converging at the centre, or as a cube

tipped forward.

Figure 5.5 An ambiguous figure – a vase or two

profiles.

Figure 5.4 An ambiguous figure – a kneeling

woman or a man’s face (adapted from Fisher, 1967).

face, or perhaps both. With ambiguous

figures there appears to be a need to create a

whole image.

Figure/background
We rarely encounter ambiguity with three-

dimensional objects in our normal visual world,

but with two-dimensional objects we find it

difficult to distinguish between background and

figure. Figure/background stimuli are pre-

sented in Figures 5.4 and 5.5. Two different

pictures could be derived from Figure 5.5; at
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QUESTIONS

(1) What is the difference between behaviourism and psychoanalysis?
(2) Identify the disciplines that contribute to organizational behaviour, and assess the

significance of psychology as a contributory discipline.(3) How influential was early industrial psychology in increasing our knowledge of the
behaviour of people in organizations?(4) Discuss major theoretical or empirical developments in the evolution of organizational
behaviour.

(5) Examine the major issues affecting contemporary organizations.
(6) Explain the rationale for the different branches of psychology using different techniques

when applying the scientific method.(7) Consider the most appropriate research methodology to use when conducting a study
of the motivation of sales representatives.(8) In what way does adherence to an ethical code influence the approach of the organiza-
tional psychologist?

CHAPTER SUMMARY
• Psychology has a useful part to play in increasing our understanding of human behaviour

and of how organizations function.• The major perspectives in psychology associated with the study of behaviour are the psy-

choanalytical, behaviourist, phenomenological, and cognitive approaches.
• Organizational behaviour takes on board a wider range of issues than that normally 

associated with applied psychology in organizations, although it could be argued that 

psychology is by far the most influential discipline in the analysis of behaviour in 

organizations.
• The landmark developments in the evolution of organizational behaviour and organiza-

tional psychology include scientific management, human relations, neo-human relations,

occupational/industrial psychology, classical bureaucracy, principles of organization, con-

tingency theory, and systems theory.• Contemporary developments related to modifications to organizational structures and man-

agement practices have become pronounced because of the nature and scale of change in

recent years.
• Researchers, using the scientific method, gather information on a variety of behavioural

issues affecting life in organizations. The scientific method includes definition and con-

trol of the variables used, data analysis, replication, and hypothesis testing. The research

methods used depend upon the nature of the problem. For example, certain problems lend

themselves to scientific investigation in a laboratory or field setting, whereas others are

more easily examined using surveys, such as questionnaires or interviews.
• Those who conduct research in organizations ought to be sensitive to potential ethical

issues.
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way of remembering, and this is importantbecause without an ability to recall informa-tion from our memory knowledge is useless.
Social media and storytellingUsing social network sites (such as Facebookand My Space, Twitter, and LinkedIn) in thecontext of storytelling is considered animportant development in influencing cus-tomers and other stakeholders emotionally.Traditionally consumers received one-waymessages from sources such as advertisingagencies and the marketing departments ofcompanies. These can be challenged nowadaysbecause consumers can get assistance andinformation from other consumers by solicit-ing opinions or visiting web destinations.

Tales of consumers’ experiences of books,travel, and products generally are likely toinfluence choice and purchasing power.However, it should be said that organizationssuch as the Consumers Association in the UKhave published serious evaluations of productsin “Which” over many years.But social media offers more than amedium for marketing messages. It is a com-munications network that links employees,management, customers, and competitors innew ways. It will permit a new level of experi-mentation across the whole range of businessactivities, and give impetus to different waysof doing business, of product development, andof designing organizations. Information can be circulated, evaluated, and shaped by the 
Panel 6.3 Social media in businessIBM, a transformed information technology company, is a pioneer of employee social network-

ing. It uses internal versions of every type of social media tool, from a Second Life-type virtual

world to its own version of Twitter, called BlueTwit. IBM’s social media editor is quoted as say-

ing: “the benefits the 400,000 employees of the company received are savings on travel costs,

fewer meetings, and fewer e-mails sent to colleagues. Big documents can be stored, accessed and

worked on in a central place, rather than being sent back and forth on e-mail.”
Large geographically dispersed companies were quick off the mark to realize the value of social

networking among employees. Pace plc, the UK set top box company, recently recruited a social

networking specialist for its communications team. An influential factor in taking the decision was

the increasing size of the business. Only 400 of the company’s 1000 employees are located at the

company’s headquarters in Yorkshire, and Pace was finding it more difficult to communicate with

all employees through the usual meetings and staff gatherings.The Director of Communications at Pace is quoted as saying: “we have people in Brazil, India,

China and elsewhere and are never all up at the same time. The intranet on the other hand is

on 24/7 for people to access.” But she has some reservations about promoting social network-

ing at the expense of face-to-face meetings and feels that given the importance of face-to-face

meetings staff are encouraged to relate more interpersonally.In 2009 a UK company – DSG International – was embarrassed when three employees at its

PC World stores posted derogatory comments about customers on Facebook. The US company

Dominos Pizza saw its reputation damaged in 2009 when three employees posted a video of them-

selves on YouTube doing unhygienic things, such as putting ingredients up their nose before putting

them into customers’ meals.It would seem to be difficult for companies to police social networks, but perhaps self-policing

may be possible when, for example, colleagues respond to incorrect or damaging posts. Finally, one

might ask, is it possible to measure the effects of social media? At present it is difficult to answer

that question.

(Palmer, 2010)
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