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In the present research, the authors differentiate two positive emotions—hope and hopefulness—that have been used interchangeably

in past research and demonstrate in a functional magnetic resonance imaging (fMRI) experiment that they have different neural,

psychological, and behavioral effects on consumer financial decision making.
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EXTENDED ABSTRACT
The construct of hope has captured the interest of researchers 

in numerous fields, including psychology (Snyder 1994), sociology 
(Desroche 1979), medicine (Taylor 2000), theology (Moltmann 
1983) as well as consumer and marketing research (e.g., Agrawal 
and Menon 2009; MacInnis and De Mello 2005; Passyn and Sujan 
2006). As an emotion experienced in relation to future outcomes, 
hope has considerable relevance to understanding motivation and 
decision-making. This is so because choices are often guided by 
future outcomes individuals hope will happen. Without a doubt, the 
incorporation of future goals and outcomes is central to appraisal 
theories of emotion, which regard hope as an emotion emanating 
from appraisals of goal-congruent and desired outcomes whose future 
occurrence is appraised as uncertain but possible. Moreover, like 
other future-oriented emotions, such as fear, hope may be associated 
with distinct areas of brain activation, adding to our knowledge of 
emotion-brain-behavior linkages. Despite the potential value of the 
hope construct, however, hope is a relatively understudied emotion 
(Lazarus 1991).

Prior research on hope reveals subtle but important differ-
ences in the definition of hope. Appraisal theories of emotion 
(Frijda, Kuipers, and Ter Schure 1989; Roseman 1991; Smith and 
Ellsworth 1985) characterize hope as an emotion that arises from 
assessments of outcomes viewed as compatible with one’s goals 
(i.e., goal-congruent), yearned for (i.e., desirable), and uncertain 
but possible. Characterizing hope along these appraisal dimensions 
is useful as it helps to distinguish hope from other emotions such 
as fear, disgust, pride, and happiness, as well as from potentially 
related constructs like expectation, involvement, wishing, and faith 
(MacInnis and Chun 2007). Although the aforementioned appraisals 
characterize the emotion of hope, hope has not been consistently 
defined in the literature (MacInnis and Chun 2007; MacInnis and 
De Mello 2005). Specifically, although various definitions entail 
the above-noted appraisal dimensions, definitional variants have 
emphasized different appraisal dimensions.

The current research addresses this issue and contributes to 
the literature in several important ways. First, we contribute to 
the emerging literature on hope by conceptually and empirically 
differentiating two positive emotions, “hope” and “hopefulness,” 
which are oftentimes used interchangeably. This differentiation 
clarifies definitional inconsistencies in the literature on hope. These 
constructs entail the same underlying appraisals described above, 
but they involve variation on different appraisal dimensions. Hope 
varies with the degree of yearning for (or desirability of) a future 
outcome. Hopefulness, in contrast, varies with the degree to which 
the future outcome is seen as more (vs. less) likely (hence is seen 
as less (vs. more) uncertain), and is defined as the extent to which 
one appraises a goal-congruent and yearned possible outcome as 
more or less likely (or less vs. more uncertain). With this construct, 
what varies is not how much the goal-congruent outcome is yearned 
for, but rather how certain or uncertain the goal-congruent outcome 
is appraised to be. People become more (or less) hopeful about a 
yearned for and possible goal-congruent outcome as likelihood 
estimates of the outcome rise (or decline).

Second, we show that distinguishing hope and hopefulness is 
important because these constructs have distinct effects on consumer 
financial decision-making. We demonstrate this distinctiveness here 
by showing their unique effects on decision-making under risk. 

Third, we contribute to the literature on the neural underpin-
nings of emotions (Damasio 1994, 1999), showing that hope and 
hopefulness activate distinct areas of the brain when consumers make 
financial decisions involving risk. We find that hope is linked to 
activation of the insula, the prefrontal cortex, and anterior cingulate, 
areas of the brain previously linked to yearning and risk aversion. 
Hopefulness, in contrast, is linked to activation of the nucleus ac-
cumbens, globus pallidus, and caudate, brain regions previously 
linked to appraisals of likelihood and risk taking behavior.

In the present study, we found that hope and hopefulness recruit 
different neural processes when anticipating financial choice. We 
observed distinct neural patterns of activation for the two emotions; 
patterns which are consistent with our framework and past literature. 
These results further establish the notion that hope and hopefulness 
are discrete constructs that are differentially related to risk-taking.

We add to past research on the neural underpinnings of 
discrete emotions. Our results suggest that two emotions—hope 
and hopefulness— indeed have distinct neural patterns. While in-
creased activation in the insula, the prefrontal cortex (particularly, 
the medial frontal gyrus), and the anterior cingulate was identified 
when participants were hoping, in states of hopefulness increased 
activations were found in the nucleus accumbens, the globus pal-
lidus, and the caudate as well as decreased activation was identi-
fied in the prefrontal cortex (in particular, the gyrus rectus). These 
findings extend prior research by shedding more light on discrete 
emotions, their neural mechanisms, and behavioral effects on 
consumer financial decision making.
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