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While it is well known that hope is an emotion that is bought and sold in the shape of cosmetics, weight loss pills, lottery tickets and

the like, little is known about the cultivation of hope. Advancing a sociological perspective on the cultivation of hope, our findings

reveal social processes involved in building hope. Using Weight Watchers as our research context, we demonstrate that consumers

anchor a multitude of hopes in the support group as a collectivity, reframe their hopes as team pursuits, and bolster their hopes through

energizing social practices that make weight loss a more tenable pursuit.
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Second, the situation is deemed as unquestionable: “it is needless to say that this situation may make life in the planet difficult,
including human life itself” (Akatu, 2008). Also, the solution to the problem seems precise: “the best way of changing this lies in
consumption-related choices” (Akatu, 2008).

Within this context, the consumer is the social actor who can–or must–change by being aware of his consuming actions, “maximizing
the positive impacts and minimizing the negative ones, therefore contributing with his consumption power for the construction of a better
world” (Akatu, 2008). Ironically, the production process and its consequences are not actually challenged. There is a vicious transfer of
responsibilities from production to consumption.

Saha and Darnton (2005) noticed that the main motivations for becoming a ‘green’ company are social pressures, opportunity of
businesses, and improvement of corporate image. Therefore, it seems appropriate to suggest that, also in Brazil, companies can benefit
from such label without effectively having contributed to the sustainability. Although we can identify a group of companies that seek
options of sustainability, alternative consumption behaviors end up being absorbed in the prevailing conscious consumption discourse
fostered by companies and used to legitimate social roles and positions. The acknowledgment of environmental and social impact of
business activities is dissolved in concepts, such as “conscious consumption”, “partnership”, “sustainable development “, “social
alliances” and “sustainability”. The creation of solutions with large impact such as the decrease in the emission of gases in the atmosphere
becomes a lesser focus when compared to consumer behavior changes (Getz and Shreck, 2006). The power relations are hidden, and the
individual consumer acquires the same status as the businessman/producer, of being equally responsible for the future of the planet and
for the salvation of life.
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Hope, the elusive feeling that our lives will somehow be better tomorrow, constitutes an essential aspect of the human experience
(Farran, Herth, and Popovich 1995). It represents perhaps “…the very heart and center of a human being” (Lynch 1965, 31) that is crucial
to not just our day-to-day existence, but more fundamentally, also to our survival. Our research is positioned in relation to the prevailing
cognitive perspective, the view in consumer research that hope is an outcome of an individual’s cognitive appraisal of a situation where
the possibility of attaining a valued goal gives rise to the experience of hope (de Mello, MacInnis, and Stewart 2007). Such psychological
treatises of hope do not illuminate how hope may bind collectivities around the pursuit of common goals, the capacity of hope widely
theorized in other scholarship such as history, theology or political science (e.g., Braithwaite 2004a; Braithwaite 2004b; Drahos 2004).
Thus, existing perspectives tell us very little about whether and how social settings cultivate hope. Our purpose is to deliver a conceptual
insight about how hope is cultivated.

To examine the cultivation of hope, we chose the Weight Watchers as our research context. Our choice is purposive in that prior
research leads us to expect that hope permeates the Weight Watchers group meetings, allowing us to extend existing theory on hope (Price,
Arnould, and Moisio 2006). Our data collection procedures involved non-participant observation at Weight Watchers’ official group
meeting sites in three different locations in a midsized Midwestern city over a ten-month period in 2006. Field notes taken during the
observation of 100 meetings in the three Weight Watchers weekly group-meeting locations constitute the body of the non-participant
observation data. In addition to non-participant observation, we conducted a series of long interviews (McCracken 1988) with 32 Weight
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Watchers members who were at varying stages of their weight loss journeys. We followed Burawoy’s (1998) suggestion to thematize
participation in the social world and use theory to guide our inquiry.

 Our findings center on the three processes, hope anchoring, hope reframing, and hope bolstering, grounded in social relationships
and interactions that cultivate hope for weight loss through the membership in the Weight Watchers support group. Hope anchoring
represents one process through which hope is cultivated. Hope anchoring focuses on connecting members’ immediate hope for weight
loss through the Weight Watchers–the support group represented by its members and the practices within the group–to a nexus of other
mutually reinforcing hopes to uphold the hope for weight loss. Hope reframing, on the other hand, focuses on rendering an individual
pursuit for weight loss through the Weight Watchers organization into a more meaningful and broader collective endeavor. Finally, hope
bolstering focuses on practices that routinely take place at the Weight Watchers weekly group meetings that strengthen the individual’s
hope for achieving weight loss through participation in these practices.

Our contributions are the following. First, we advance sociological theorization on the role of emotions in consumption absent from
consumer research. Converging on the sociology of emotions tradition (Hochschild 1975; Kemper 1978; Thoits 1989), our findings reveal,
in line with Durkheim’s (1912/1965) theory of collective sentiments, that hope is a collective product grounded in symbolically charged
social interactions and relationships. Second, we also advance a branch of institutional theorizing on emotions in Consumer Culture
Theory. Specifically, our findings show that Weight Watchers, as the world’s largest support group, specifically focuses on the emotion
of hope; it houses, orchestrates, and perhaps even rationalizes the experiences of its members’ emotions. The Weight Watchers anchors
members’ hope to lose weight in the support group and fosters connections to other reinforcing hopes to improve physique, self-esteem,
self-control, and health. Third, complementing the psychological theory of goal setting and goal striving (Bagozzi and Dholakia 1999),
our research contributes by advancing consumer culture theoretic work on goals. In particular, our research informs understanding of how
consumers address their failures to reach goals. Our findings suggest that having failed at a weekly weight loss goal, consumers leverage
on fellow members’ experiences. Other members’ experiences in the perspective of a shared “Weight Watcher” identity offer an additional
energy reservoir that boosts Weight Watchers’ attempts at losing their own weight. Hearing other members’ stories of successes as well
as of failures seems to energize members, propelling them to continue on their weight loss journeys despite failures. Our findings contrast
directly with the recent psychological research, which suggests that when consumers default on their goals, they are more likely to abandon
those goals altogether (Soman and Cheema 2004). Thus, rather than provoking consumers to abandon their goals, our findings indicate
that the shared identity and the social interactions within the group may act as antidotes to salient failures to reach goals.
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The Placement of Code-Switched Ads within a Medium: Investigating Reciprocal Effects of
Ad and Media Involvement

Melissa M. Bishop, University of New Hampshire, USA

Code-switching in advertising —the practice of alternating between two or more languages in a single message—is gaining attention
among marketing practitioners and academics. However, little is known about how the use of language in general impacts message
involvement. Involvement concerns the personal relevance of a stimulus, and is often cited as being composed of two dimensions—the
cognitive and the affective. Cognitive involvement addresses informational processing activities whereas affective involvement stresses


