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Positive emotions are generally seen as promoting the adoption of abstract future oriented goals. In this research we aim to

demonstrate that unlike other positive emotions, gratitude has the effect of (1) Promoting concrete construals (2) Decreasing future

orientation within the domain for which one is grateful (3) Biasing expectations regarding the future such that similar benefits to those

for which one is grateful are seen as being more likely to occur.
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Despite significant public interest in gratitude (Emmons & McCullough 2003), researchers have only recently begun to rigorously 
examine this complex emotion (Emmons & McCullough 2003, Emmons & Crumpler 2000, McCullough et al. 2002, Bartlett & De Steno 
2006). This research has identified a host of positive effects of gratitude that range from improving subjective well-being (Emmons & Mc-
Cullough 2003), strengthening interpersonal relationships (Lambert et al. 2010) and promoting prosocial behavior (Froh, Bono & Emmons 
2010).  One question that seems to have been overlooked in the extant research is whether there is a downside to experiencing gratitude. The 
present research explores this question.

THEORETICAL FOUNDATION
Gratitude is a low arousal, positively valenced emotion, similar to happiness, and is characterized as having two key components (Mc-

Cullough et al. 2001): (1) the person must believe that they have received a benefit to which they were not entitled, and, (2) the beneficiary 
must attribute responsibility for the benefit to an external source (Solomon 1977). 

Emotions are frequently differentiated based on their specific action tendencies (Frijda 1986). Negative emotions can be seen as indi-
cating that there is something wrong with the environment and that a person needs to take action to correct it. Fear, for example, mobilizes 
resources to escape or defend oneself, while anger promotes aggression.  Conversely, positive emotions have less well-defined, non-specific 
action tendencies (Fredrickson & Branigan 2005). Positive affect has been found to promote inclusive thinking (Fredrickson and Branigan 
2005), facilitate self-control (Tice et al. 2007) and enhance motivation (Isen & Reeve 2005). 

Do all positive emotions have these same effects? The central thesis of the current research is that gratitude is actually likely to result in 
decreased motivation towards future oriented outcomes compared to a similar positive emotion like happiness. We hypothesize since grati-
tude is tied to a very specific outcome (“I am grateful for X”), it is a relatively more specific emotion than happiness, and consequently the 
experience of gratitude is likely to induce more concrete construals than happiness. Prior research has demonstrated that happiness results in 
the adoption of more abstract construals, which mediates the influence of happiness on the preference for future benefits (Labroo & Patrick 
2008). Since concrete construals are associated with a more proximal focus, we expect that gratitude would decrease motivation for future 
oriented outcomes compared to happiness.

Prior research has demonstrated that emotions bias individuals’ expectations regarding future outcomes. Specifically, people tend to 
overestimate the probability of events occurring that are consistent with the emotional state they are experiencing (Wright & Hower 1992). 
Accordingly, we posit that grateful people are more likely to overestimate the probability of receiving similar unearned benefits to those for 
which they are grateful in the future than are happy people. In other words, we hypothesize that the effects of gratitude on motivation for 
future oriented outcomes is domain-specific. 

SUMMARY OF HYPOTHESES
We propose the following hypotheses: 
1. Grateful individuals are less motivated to pursue future oriented goals than happy individuals.
2. The effect of gratitude (versus happiness) on the motivation to pursue future goals is mediated by construal level. 
3. The effects of gratitude on motivation to adopt a future orientation are domain-specific.
Specifically, grateful individuals are more likely to expect to receive unearned future benefits within the domain for which they are 

grateful than happy individuals.

ExPERIMENTS
We propose two experiments to empirically investigate these hypotheses. 
Experiment 1 will test hypotheses 1 and 3.  Subjects will read the following statement(s). “When thinking about their health many people 

feel grateful (happy). Please indicate the extent to which you feel this way, and provide a list of reasons why your health makes you feel this 
way.” A 7-point Likert scale will be used, and subjects will be given 5 minutes to provide reasons for their response. Upon completion they 
will be asked to read a health communication promoting an HPV vaccine, how it is transmitted and the risks associated with it. They will then 
be asked to indicate on 7-point Likert scales 1) How effective they think the communication is, 2) the likelihood that they themselves will 
get vaccinated, and, 3) The likelihood that they will contract the virus if they do not get vaccinated. Dependent variable (2) will assess the 
motivation to engage in future oriented behavior, while (3) will assess the extent to which grateful (versus happy) individuals expect future 
benefits for which they are not responsible.

Experiment 2 will be similar to experiment 1, but will be a 2 (gratitude versus happiness) x2 (health versus family) full factorial design 
designed to test hypotheses 1-3. Participants will undergo the same affect induction procedure used in experiment 1, but half the respondents 
will give reasons why they feel grateful (happy) when thinking about their family instead of their health. They will then see the same health 
communication and be given the same brief questionnaire followed by Vallacher and Wegner’s (1989) personal agency questionnaire (BIF). 
These trait differences may be used to study differences in abstract versus concrete construals (e.g., Freitas et al. 2001; Levy, Freitas, and 
Salovey 2002). Construal level scores will then be calculated using the standard procedure. We would expect that grateful participants would 
reveal relatively more concrete construal levels than happy participants, and that construal level would mediate the influence of grateful 
(happy) participants on motivation to engage in future oriented behavior and the extent to which grateful (versus happy) individuals expect 
future benefits for which they are not responsible. We also expect that these effects will be domain-specific, such that this influence will be 
stronger for participants reflecting on being grateful about their health (versus family). 
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CONCLUSION
The purpose of this research is not to condemn gratitude, which we acknowledge as an important and adaptive emotion. Rather, it is 

simply to provide balance to an overwhelmingly positive body of literature on gratitude. Further, we believe that by if someone thinks about 
how their gratitude makes them feel in a more general sense, this negative effect of gratitude can be reversed by activating more abstract 
construals.

Transnational tourists consuming hyper-masculinity in the Dominican Republic: 
‘All inclusive’?

Nacima Ourahmoune, Reims management school (RMS), France

In locations around the world, sex tourism is a booming business. The Dominican Republic has experienced very rapid socio-cultural 
and economic change due to the development of tourism. The Island has become the leading destination for tourists in the Caribbean. This 
has a tremendous impact on local populations in terms of consumption (from the structure of purchases to brand awareness). On the other 
hand, western consumers in their vast majority adopt the “All inclusive” offer as a form of vacation where they maximize recreation/leisure, 
pleasure and exotic fantasy in huge closed resorts where everything is presented as free (in fact pre-paid…). Prostitution is often quoted as 
a strong motive for the choice of this destination. “Although prostitution may involve an immoral exploitation of human beings (Hirschman 
1991; Truong 1990), and sex slavery certainly does so (Aisbett and Malan 1993; Hornblower 1993; Sherrill 1993), the patronage of prostitutes 
is plausibly the oldest form of consumer behavior. Nevertheless, prostitution has been studied to a very limited degree by consumer research-
ers (Ostergaard 1993)” (Belk, 1994). This research project is an attempt to research the intersection of transnational consumption behaviors 
and (gender) power relations.

Kamala Kempadoo (1999) suggests sex tourism provides a clear example of how power relationships are perpetuated between North/
South countries through globalization processes. In this perspective, Caribbean countries are forced into marketing their beaches and also 
their bodies as commodities to the tourist markets of North America and Europe as the Caribbean becomes a tropical playground for the glob-
ally powerful to explore their racialized fantasies.

More specifically, previous anthropological research has been carried out in the Dominican Republic. Denise Brennan (2004) considers 
why Dominican and Haitian women move to the town of Sosúa to pursue sex work and describes how sex tourists, primarily Europeans, 
come to Sosúa to buy sex cheaply and live out racial fantasies. Illuminating the complex world of Sosúa’s sex business in rich detail, Brennan 
(2004) draws on extensive interviews not only with sex workers and clients, but also with others who facilitate and benefit from the sex trade. 
She weaves these voices into an analysis of Dominican economic and migration histories to consider the opportunities—or lack thereof—
available to poor Dominican women. She shows how these women, local actors caught in a web of global economic relations, try to take 
advantage of the foreign men who are in Sosúa. Through her detailed study of the lives and working conditions of the women in Sosúa’s sex 
trade, Brennan (2004) raises important questions about women’s power, control, and opportunities in a globalized economy.

This research pursues this effort by examining other aspects not touched on by Brennan’s research. Unlike a body of research that tackled 
specifically sex workers’ representations in the Caribbean, the author locates this study in the context of crowded, close, safe, family resorts in 
Punta Cana. I specifically investigate Local men/ Tourist female interactions in the context of those resorts. Escaping usual images of female 
sex workers or the interactions of young male “beach boys” with aged female tourists, the research shows how it is difficult to untangle the 
phenomenon of prostitution from “romance tourism” when young female tourists are involved in relationships with Dominican males work-
ing in the tourism industry.

The author conducted an ethnographic research over 4 years, with over 20 weeks in the field. More specifically, a group of Dominicans 
who are part of the Animation staff in a typical local resort - was investigated (over 2 years, 7 weeks). The author shared activities with 
informants (local dances, discos, visits to native towns/family…), performed observations, in-depth interviews (with 15 Dominicans and 12 
female tourists). Also, a semiotic analysis of hundreds of pictures taken in the field helped enrich the findings. 

We specifically focus here on gender relations between female tourists and local male hotel staff. Those relationships raise issues of 
performing and consuming the body mediated by the “all inclusive” offer. 

The findings show elements that reinforce power logics in both economic and racial terms in the context of local/tourists interactions. In 
particular a “day and night” theme emerged from the field showing how far the dominance is important while Dominican males are at work, 
serving client’s expectations with the necessary distance to be maintained with them. In contrast, at night, when tourists and locals gather in 
discos as clients, relationships are complexified in terms of power logics.

For instance, Dominican male agency is emphasized through romances with young tourists. Various respondents’ discourses and behav-
iors show how rivalry between male tourists and male locals is expressed in the reversed context of female tourists consuming the racialized 
fantasy of Black or Latin hyper-masculinity. 

Bodies, possessions and brands are manipulated as signs to convey specific discourses on sex, gender, ethnicity and social status. At a 
macro-level tourism is an obligation for the Caribbean to survive against the Global North. The narratives displayed rely on four S’s of tour-
ism advertising: Sun, Sand, Sea and Sex. Those images of The Garden of Eden and old fantasies of tropical paradise and constructions of radi-
cal difference are fundamental in understanding what fuels sex tourism and drives Caribbean consumers to sell their bodies to transnational/
global consumers. At a micro-level, intimate interactions between tourists and locals reveal the reproduction of power relations while male 
Dominicans also show a sense of agency trying to take advantage of this situation by both emulating white male consumers and exaggerating 
stereotypes of hyper-masculinity. The findings aim at both contributing to the literature on transnational consumers and the growing research 
area in masculinity in our field.Selected Bibliography


