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ABSTRACT

Climate change is an important challenge that has numerous implications for our health
and well-being. Communicators have many significant roles to play in addressing this challenge.
One role is to use persuasive communication to change or reinforce the public’s attitudes, beliefs,
and behaviors to support climate protection. Messages designed to evoke hope have the potential
to be an effective strategy for influencing behavior and behavioral antecedents related to climate
protection. A review of extant literature indicated that no theories existed to elucidate the role of
hope in persuasion or to guide the development of hope appeals. Therefore, | developed
persuasive hope theory (PHT) based on appraisal theory, a discrete model of emotions, and
message design theories. PHT defines hope as a discrete emotion that involves appraisals of a
future or unknown event as important, goal congruent, consistent with a better future, and
possible. The theory also advances a framework of hope appeals as messages that induce hope by
presenting an opportunity and that identifies ways to take advantage of the opportunity. |
conducted qualitative and quantitative formative research to guide the development of hope
appeal messages based on PHT. The messages focused on climate protection and, for comparison,
seasonal influenza prevention. | used these messages to test PHT via two quasi-experimental
studies. These studies examined relationships between subjective feelings of hope and appraisals,
explored relationships between subjective feelings of hope and behavioral antecedents, assessed
the effects of hope appeals, and identified individual characteristics that affect the above
relationships and effects. The behavioral antecedents included self-efficacy, response efficacy,
attitudes toward the recommended behaviors, and behavior intentions. The individual
characteristics included perceived susceptibility, perceived severity, subjective knowledge, and
environmental identity. The findings from the empirical studies predominantly support the
relationships predicted by persuasive hope theory. Most significantly, the findings indicate that
communicators can design messages that create hope and that increase appraisals of importance,
goal congruence, future expectation, and possibility. These appraisals and feelings of hope both
have implications for antecedents to behavior. Thus, this research offers several theoretical as

well as practical implications for communication and persuasion scholarship and practice.
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CHAPTER ONE:

REVIEW OF LITERATURE

Climate change is an important challenge facing us that has numerous implications for
our health and well-being. Communicators have many significant roles to play in addressing this
challenge, one of which is to use persuasive communication to change, or reinforce, the public’s
attitudes, beliefs, and behaviors to support climate protection. Climate change communication is
nascent and, until recently, little about climate change had been communicated to the public.
Much of the communication about climate change to the public relies on message strategies that
evoke negative emotions. | propose that an alternative strategy for communicating about climate
change is to appeal to positive emotions, such as hope, to encourage behavior change. To
effectively use hope and hope appeals in climate change communication, communication
scientists must first conceptualize and operationalize hope and hope appeals in persuasive
contexts.

The purpose of this dissertation is twofold. First, | seek to enhance previous research on
the role of emotions in persuasion and offer new insights by conceptualizing and operationalizing
hope and hope appeals in a persuasive context. Second, I seek to empirically test the role of hope
and hope appeals in persuasion by (a) examining relationships between subjective feelings of
hope and appraisals, (b) exploring relationships between subjective feelings of hope and
behavioral antecedents, (c) assessing the effects of hope appeals, and (d) identifying individual
characteristics that affect the above relationships and effects.

In this chapter, 1 first provide a description of current and future climate change impacts
that make climate change an important challenge for communicators to address. Next, | examine

message strategies used in climate change communication and examples of communication using



these strategies. Third, | propose the use of message strategies that evoke hope as an alternative to
the current message strategies and demonstrate the need for a theory of persuasive hope. Fourth, |
distinguish hope from other related constructs. Finally, | examine existing models of hope to

determine their utility in guiding climate change communication.

Climate Change Impacts

Climate change, which includes but is not limited to global warming, is rapidly becoming
one of the most pressing issues of the twenty-first century. Climate change consists of differences
in the atmosphere, biosphere, lithosphere, hydrosphere, and/or cryosphere® beyond natural
variation that we can attribute directly or indirectly to human activity. There is strong evidence
and scientific consensus that global warming is occurring (IPCC, 2007a) and that humans are
affecting the climate on local to global scales (Cotton & Pielke, 1995; IPCC, 2007a). These
climate changes include increases in global temperature, modified patterns of atmospheric and
ocean circulation, rise in sea levels, changes in precipitation patterns, and changes in the human
and ecological systems that depend on climate (IPCC, 2007a; M. G. Morgan, Fischoff, Bostrom,
& Atman, 2002). Climate change is affecting and will continue to affect freshwater resources,
food and forest products, coastal and low-lying areas, industry and settlements, and human health.

According to the latest report by the Intergovernmental Panel on Climate Change (IPCC,
2007b), regional climate changes, particularly temperature increases, are affecting natural
systems on all continents and most oceans. Effects that are already occurring include increasing

instability of permafrost, upon which many communities and species depend. Arctic and

! Along with solar radiation, the atmosphere (gaseous components), biosphere (living components),
lithosphere (solid components), hydrosphere (aqueous components), and cryosphere (frozen components)

make up the climate.



Antarctic ecosystems are changing. Lakes and rivers are warming. Water quality is decreasing.
Spring events such as bird migration are coming earlier. Plant and animal species are shifting
poleward and upward in elevation. River fish migration is coming earlier in the year and their
ranges are shifting.

These and other climate changes already affect humans and the ecosystems in which we
live. We are planting spring crops earlier. Heat-related mortality has increased. Infectious disease
vectors like ticks and mosquitoes have migrated into new areas. Allergenic pollen in the Northern
Hemisphere has increased. We are also at increased risk of floods from melting glaciers. We face
a reduced length of the growing season. Rainfall in dry regions is becoming more uncertain. We
are at risk for losses of coastal wetlands and for increased coastal flood damage due to sea-level
rise and human development (IPCC, 2007b). Not only are current climate changes affecting us,
but future impacts will also affect humans and the climate systems upon which we depend.

In the future, climate changes will affect freshwater resources, ecosystems, food and
forest products, coastal and low-lying areas, industry and settlements, and human health. In
general, water availability will increase in high latitudes and some wet tropic areas. Water
availability will decrease in dry mid-latitude regions and the dry tropics, increasing water stress in
these regions. Drought-affected regions will become larger and more frequent heavy precipitation
events in these regions will increase flood risk. As the global temperature rises, plant and animal
species face major changes in ecosystem structure and function, as well as an increased risk of
extinction. Due to warmer weather and greater water availability, crop productivity in mid- and
high latitudes may increase, whereas productivity in low latitudes is likely to decrease. As
droughts and floods increase, local crop production will decrease. Coastal areas, which house
about one-quarter of the world population, face increased risks, including coastal erosion and
flooding. Projected health impacts include increases in malnutrition; increased morbidity and
mortality from heat waves, floods, storms, fires, and droughts; increases in diarrheal and cardio-

respiratory diseases; and changes in the range of some infectious disease vectors like ticks and



mosquitoes. In particular, North America will likely experience increased competition for water
resources in the western mountains; increases in forest pests, disease, and fire; increased number,
intensity, and duration of heat waves and concomitant health effects; and increased stress on, and
loss of, coastal regions (IPCC, 2007). These changes in the climate are the direct and indirect
result of human actions.

Some of the most important human behaviors that affect the climate are the emission of
greenhouse gases (IPCC, 2007a; M. G. Morgan, Fischoff, Bostrom, & Atman, 2002), emission of
aerosols, and changes in land use, including urbanization and irrigation (Cotton & Pielke, 1995).
Greenhouse gases trap solar radiation in the Earth’s atmosphere, which increases the global
temperature (i.e., global warming). Energy production, transportation, waste disposal, and
agricultural processes all produce greenhouse gases. Humans also directly affect the climate
through land transformation and industrial processes. Deforestation and agricultural processes
like irrigation and raising cattle change the climate. For example, by decreasing the temperature
gradient between the land and sea, irrigation along Indian coastal areas has decreased winds from
the sea, thereby decreasing the pre-monsoon rains upon which the region is dependent. Raising
cattle for meat and dairy products releases methane, a potent greenhouse gas, into the atmosphere.
Industrial processes such as energy production, transportation, and waste disposal also directly
contribute to climate change. Coal- and gas-fired power plants emit carbon dioxide, a greenhouse
gas, and particulates into the atmosphere. Motor-vehicle transportation also emits carbon dioxide,
whereas waste in landfills emits methane. These greenhouse gases directly contribute to changes
in the climate. Without dramatic shifts in the behaviors that contribute to climate change, the
climate will continue to worsen.

Two major approaches to addressing the impacts of climate change are mitigation and
adaptation. Broadly, mitigation involves efforts to slow, stabilize, or reverse climate change itself
whereas adaptation involves efforts to anticipate and prepare for the effects of climate change.

When | refer to climate protection in this dissertation, | am referring to actions taken to mitigate



climate change. Both mitigation and adaptation require behavior change on local, national, and
global levels by individuals, business, scientists, governments, non-government organizations,
and other social and economic players. Mitigation efforts include direct intervention in the
environment, such as replacing eroding beaches, and intervention in the human causes of climate
change, such as programs to decrease greenhouse gas emissions. Mitigation is necessary to slow
down the numerous and widespread effects of climate change and to prevent other effects from
occurring. Communication has many important roles in bringing about the behavior changes
necessary to mitigate climate change. One important role for communication in mitigating
climate change is to use persuasive messages to change, or reinforce, the public’s attitudes,

beliefs, and behaviors to support mitigation and protect the climate.

Climate Change Communication

Despite the far-reaching impacts of climate change on humans and the environment,
persuasive communication about climate change is in its infancy. By far, rational appeals made
by scientists and politicians to other scientists and politicians (e.g., Congressional testimony and
IPCC reports) have dominated climate change communication. More recently, scientists,
government, and non-government organizations have been communicating with the public about
climate change. These messages frequently appeal to negative emotions, such as fear, anxiety,
guilt, sadness, and anger, to influence the public’s attitudes, beliefs, and behavior. One possible
reason why these messages appeal to negative emotions is that the climate protection movement
began as a problem-focused movement that attempted to convince others of current problems and
future consequences. Although social movements, like the climate protection movement, should
provide a vision of what the world will be like if the movement succeeds (Stewart, Smith, &
Denton, 2001), the climate protection movement tends to provide a vision of what the world will

be like if the movement fails. These scary visions are designed to evoke fear of the future that



inaction (or the action of opponents) will bring about; guilt about our own inactions and our roles
in creating the problem; anger at those who have caused, and are continuing to cause, negative
climate changes; sadness because of what has already been lost; and anxiety about what we might
lose. In turn, these emotions are intended to drive us to act to prevent the fearful future, assuage
our guilt, confront those who have caused the harm, and prevent future losses. There are several
message strategies that pervade climate change communication and appeal to negative emotions,
including fear appeals, guilt appeals, conspiracy rhetoric, apocalyptic rhetoric, locus of the
irreparable, melodrama, and jeremiad rhetoric. | briefly describe these message strategies below

and then provide examples of climate change communication that utilize these strategies.

Message Strategies

Fear Appeals

One common message strategy used in climate change communication is fear appeals.
Fear appeals “emphasize the harmful physical or social consequences of failing to comply with
message recommendations” (Hale & Dillard, 1995, p. 65). Fear appeals may also present a
physically, socially, or psychologically harmful situation and then present recommended actions
to prevent or solve that situation. Effective, theoretically-driven fear appeals contain two parts, a
threat and a recommended response (Witte, 1992). In the threat portion of the appeal, the message
presents impending physical, social, psychological, or other harm. The message attempts to make
receivers feel that the threat is severe (perceived severity) and that they are vulnerable to the
threat (perceived susceptibility). For example, a person who owns waterfront property in southern
Florida may experience fear in response to a message containing the threat of rising sea levels and
potential loss of his property. Similarly, a person living on the Gulf of Mexico coast may
experience fear in response to a message containing the threat of stronger hurricanes due to global

warming.



In the second part of a fear appeal, the message presents a recommended action that will
alleviate the threat. The experience of fear evoked in the first part of the message is designed to
make the reader want to perform the recommended action to avoid the consequences of the
perceived threat. Thus, the person in Florida might build a sea wall or sell his property. The
person on the coast of the Gulf of Mexico might reinforce her home against hurricanes, create an
escape plan, or buy insurance. The recommended action part of a fear appeal should make
receivers believe that the action will successfully avert the threat (response efficacy) and that they
can successfully perform the recommended action (self-efficacy). It is important to note that the
action that people take in response to a fear appeal may not actually be the recommended action.
Maladaptive responses might include deciding that the threat is not real (e.g., that climate change
is a hoax) or that they are not vulnerable to the threat (e.g., that a hurricane cannot strike the same
place twice). Despite the potential for maladaptive responses, message designers frequently

attempt to evoke fear and create changes in behavior that will diminish the fear.

Guilt Appeals

A second message strategy used in climate change communication is guilt appeals. Guilt
is a negative emotion that is aroused when a person’s behavior does not match his or her own
standards, identity, or moral code (Baumeister, Stillwell, & Heatherton, 1994). For example, a
person who considers herself to be an environmentalist and believes that recycling is an important
behavior to help protect the environment will experience guilt if she throws a plastic bottle in the
trash because there are no recycling bins nearby. The perceived inconsistency between her
standards and actions leads the person to want to make amends for her wrongdoings (Roseman,
Wiest, & Swartz, 1994). Thus, to make up for throwing the plastic bottle in the trash, the
environmentalist might pick up trash alongside the road, donate to an environmental cause, or
lobby for more conveniently placed recycling bins. Guilt appeals attempt to evoke guilt to

encourage receivers to take behaviors that might assuage the feelings of guilt. Like fear appeals,



effective, theoretically-driven guilt appeals consist of two parts (O’Keefe, 2002). The first part of
the appeal induces guilt by identifying an inconsistency between the receiver’s standards,
identity, or moral code and his or her behavior (e.g., a transgression or failure to meet an
obligation). The second part of the appeal identifies a recommended action that the receiver can
perform that will resolve the inconsistency and assuage the receiver’s guilt (Coulter & Pinto,

1995; O’Keefe, 2002).

Conspiracy Rhetoric

A third message strategy used in climate change communication that creates negative
emotions is conspiracy rhetoric. Conspiracy rhetoric is a type of polarizing rhetoric that attempts
to create wide divisions between two entities (e.g., us versus them) to unite supporters of a
movement against the enemy and to force commitments from those attempting to remain neutral.
Thus, messages that use conspiracy rhetoric cast the opponent as a devil, a foe that must be
defeated. A conspiracy is an even stronger foe than individual enemies are because it is the
combination of several enemies into a single, more powerful opponent (Stewart, Smith, &
Denton, 2001). Conspiracy rhetoric identifies the enemy, shows that the enemy is secretive and
cunning, explains the conspirators’ motives, and tells how the conspiracy threatens sacred values
(e.g., freedom). This message strategy creates fear and anxiety and is intended to motivate people
to band together to expose the conspiracy and fight the enemies. However, conspiracy rhetoric
can backfire and make people think that they cannot possibly tackle a secretive and powerful

enemy.

Apocalyptic Rhetoric
A fourth message strategy that creates negative emotions is apocalyptic rhetoric.
Apocalyptic rhetoric claims that the end of the world is near. The “end of the world” might be the

world as we know it, our current comfortable life, or the end of humanity. Often the message



describes signs of our impending doom and cautions the audience that if they do not heed these
warnings and take action, the world will end. In the Cold War, this style of rhetoric backfired and
instead of scaring people into wanting to avoid nuclear weapons, people began nuclear
proliferation for protection against the threat (Hogan, 2006). Whereas apocalyptic rhetoric may
effectively create fear, this message strategy has several disadvantages. As with the nuclear
weapons example, the action that the fear motivates is uncertain. The high level of fear evoked
may make people feel overwhelmed and believe they cannot possibly solve the problem.
Alternatively, people may believe the rhetoric is so exaggerated that they dismiss the threat

altogether.

Locus of the Irreparable

A fifth message strategy used in climate change communication that creates negative
emotions is locus of the irreparable. This strategy states that something unique is in a precarious
position and that if we do not act, it will be lost forever (Cox, 1982). Often the loss of the unique
(e.g., a species, such as polar bears, or pristine wilderness) is juxtaposed against the vulgar or
commonplace object or state for which the unique is sacrificed (e.g., petroleum or a shopping
center). Because the unique object may be lost, its existence is precarious. However, the message
suggests that we do not need to lose this unique object if we take action. By forewarning us of the
possible irreparable loss, the message creates anxiety but also gives us an opportunity to act
before it is too late. Regardless of the potential outcome of an action, humans fear irreparable
choices specifically because they are irreparable (Cox, 1982). This fear often leads to longer
contemplation of action, more information seeking, incremental action that leaves open the option
of deciding later (e.g., by conserving the forest now, we leave open the option of turning it into a

shopping mall later), and/or extraordinary measures to protect the unique from being lost.
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Melodrama

A sixth message strategy that creates negative emotions is melodrama. In melodrama, the
message dramatizes the situation as a fight between good and evil. According to Schwarze
(2006), melodrama focuses on socio-political conflicts, polarizes actors into villains and heroes,
puts a moral frame on the issue, and tries to develop a unity of feeling among those on the “good”
side. The message polarizes the social actors into villains and heroes that are in a fundamental
moral battle for supremacy. Melodrama creates fear of the opponents and anger toward them.
Critics of melodrama believe that it makes conflict resolution difficult, invites simplified
solutions, and blinds us to the capacity for change in others and flaws in ourselves (Schwarze,
2006). However, Schwarze believes that melodrama can be an effective frame when a problem
has not been well-recognized and when identification and consensus keep us from recognizing
that problem. Melodrama is least effective for conflicts in which divisions already exist and

divided parties are trying to reach compromises.

Jeremiad

A seventh message strategy used in climate change communication that creates negative
emotions is an appeal to the Jeremiad. According to Opie and Elliot (1996), Jeremiad appeals
draw their name from the Old Testament book by Jeremiah in which he castigates followers for
betraying their contract with God. A Jeremiad appeal consists of four parts: (a) castigation of the
audience for their failure to uphold a social contract, (b) use of the emotion evoked (usually guilt)
to encourage action, (c) an offer of redemption through the actions provided by the message, and
(d) an obviation of opposing viewpoints. Jeremiad, along with the other message strategies
described above, is frequently employed in environmental communication and climate change

communication.
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Examples
Climate change communication comes in many forms including interpersonal, small

group, organizational, and mass media communication. The results of my dissertation are most
directly applicable and relevant to mass media formats; therefore, 1 drew examples of climate
change communication only from media forms of communication, including popular literature,
film, and television ads. Below, | describe each example and how it uses the strategies of fear
appeal, guilt appeal, conspiracy rhetoric, apocalyptic rhetoric, locus of the irreparable,
melodrama, and/or Jeremiad rhetoric. These examples predominantly use negative emotional

appeals in an attempt to change their audiences’ attitudes, beliefs, and behaviors.

Earth in the Balance

The first example of climate change communication comes from popular literature. In his
book, Earth in the Balance, Gore (1992) predominantly uses apocalyptic and Jeremiad rhetoric.
He provides apocalyptic warnings in his chapter “Ships in the Sand,” in which he describes a
fishing fleet stranded in the (former) Aral Sea because the water was drained for irrigation,
creating a desert in place of the sea. Through other apocalyptic warnings, Gore attempts to shock
his readers with what humans have done to the planet (Opie & Elliot, 1996). He appeals to fear
and guilt to encourage his readers to rectify their dysfunctional relationship with the Earth. Using
Jeremiad rhetoric, Gore castigates humans for defaulting on our relationship with the Earth and
he describes how we treat the Earth much like a supermarket. He states that we take items from
Earth’s shelves with little thought to how those items got there or where they came from (Opie &
Elliot, 1996). To rebalance our relationship with the Earth, Gore proposes that we need to find
new ways of thinking and talking about our relationship with the Earth. Gore’s rhetoric parallels
much of the deep ecology rhetoric, which advocates a fundamental shift in our systems and

mindset to protect the environment.
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The Day After Tomorrow

The second example of climate change communication is a popular film. The movie The
Day After Tomorrow (Emmerich, 2004) provides an apocalyptic view of climate change. This
movie often comes to mind when people think of climate change (Chadwick, 2008; Leiserowitz,
2007). The film begins on the Larsen B ice shelf in Antarctica, which suddenly splits and
completely breaks off (which did happen). Then, the movie shifts to a global warming conference
at which the main character Jack Hall (played by Dennis Quaid) describes a cataclysmic climate
shift that occurred 10,000 years ago. He warns his audience that if we do not take action, our
children and grandchildren will face the consequences. After evoking fear of the apocalyptic
future and guilt about our inaction to save the planet for future generations, the film introduces
conspiracy rhetoric. The U.S. vice president who is at the conference (and happens to look like
then Vice President Dick Cheney) states that we cannot address global warming because of the
economic costs. He accuses Hall of being extreme and hysterical. Hall responds that the loss of a
chunk of ice the size of Rhode Island is cause for extreme action. After this conference, extreme
events begin happening all over the world. It snows in India. People die in Japan from football-
sized hail. A massive tsunami and a super hurricane attack various countries. When Hall connects
all these events together as warnings of a much larger climatic shift to come, he attempts to warn
the government. The vice president is cast as the melodramatic opponent because he will not
listen to Hall. The vice president believes that the extreme events are isolated events that require
reactive, not proactive, responses. Next, three “super” storm cells develop over the northern
hemisphere and New York City begins to flood. Finally, the government is willing to listen. Hall
draws a line on a map of the U.S. approximately at the Mason-Dixon line and says that all of the
people south of that line should be evacuated to Mexico and that it is “too late” to evacuate those
north of the line. At the end of the film, the remaining population of the U.S. has evacuated to

Mexico, the president has died, and ice covers the northern hemisphere. The vice president gives
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an apologia speech in which he states that the government should have heeded the warnings and
that they were wrong to keep behaving as if nothing could affect the planet.

Although the primary goal of this film is to entertain and the events are highly
melodramatic, the film is an important part of climate change rhetoric. In focus groups that |
conducted, students’ images of climate change predominantly included extreme images like those
in this movie. One student said that these extreme images make her think that climate change is
not real and cannot happen. Thus, whereas the film might have gained some attention for climate
change through its apocalyptic portrayal, it may have done more harm than good by making the

effects of climate change seem so extreme that they are unbelievable.

An Inconvenient Truth

A third example of climate change communication is the documentary film, An
Inconvenient Truth (Guggenheim, 2006). In this film, former Vice President Gore uses
apocalyptic rhetoric, locus of the irreparable, and conspiracy rhetoric along with general fear
appeals to present his message. Using apocalyptic rhetoric, Gore shows us the warning signs of
the coming climate apocalypse in the retreating of glaciers worldwide, stronger storms and
hurricanes, the first ever hurricane in the South Atlantic, and deadly heat waves in Europe and
India. Gore reminds us that we had warnings about WWII and warnings that the levies in New
Orleans would break, but we ignored those warnings to our peril. Then, he shows us what the
future holds, which includes the melting of the Greenland and Antarctic Peninsula ice sheets and
arise in sea level of about 20 feet. Gore shows how this sea level rise will affect Florida, the San
Francisco Bay, the Netherlands, Beijing, Shanghai, and Calcutta. After that, he reminds us that
the thousands of refugees from Katrina placed a strain on the country, but he points out that we
could have 10 million environmental refugees worldwide if climate change continues unchecked.
Gore also says that the melt water from the ice sheets will shut down ocean circulation and could

send us into an ice age for as long as 1,000 years.
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Gore also appeals to the locus of the irreparable by showing us the beauty of (a) the Earth
from space and (b) a particular river on his land. He describes how he thought he was going to
lose his six-year old son after his son was hit by a car. Gore then creates a parallel between losing
what was most precious to him (his son) and us potentially losing the precious world we live in.
Toward the end of the film, Gore shows a picture of the Earth as a tiny blue dot in space. He says
that everything that has ever happened to humans has happened on that tiny dot and that it is our
only home. By demonstrating the peril our unique and precious world is in, Gore attempts to
create anxiety that will encourage people to act before we lose our climate and home.

Gore also describes the conspiracy of Presidents Reagan, G. H. W. Bush, and G. W. Bush
to oppose environmental action. Gore describes his efforts through Congressional hearings to call
attention to climate change. He describes how presidential administrations have edited the
testimony of scientists like James Hanson of the National Aeronautics and Space Administration
(NASA) to weaken their conclusions. Gore states that people who worked for oil companies have
positions as part of the G. W. Bush administration in charge of environmental organizations, like
the Environmental Protection Agency. Although conspiracy is not a major component of the film,
Gore certainly identifies a foe and a conspiracy against which we must fight.

Gore grounds his apocalyptic visions in science and presents the information in a calm
and logical manner. The overall tone of the movie is serious with some moments of humor. One
major contribution of the film to climate change communication is the thorough way in which
Gore addresses barriers to action on climate change. However, Gore fails to provide us with a
vision to which we can aspire. Near the end of the film, Gore devotes less than three minutes to
cataloguing U.S. achievements, such as fighting WWII on two fronts, ending the Cold War,
bringing down Communism, and landing on the moon. He draws a parallel between these
achievements and our ability to fight and conquer global warming. Although he provides this
statement of efficacy and our ability to overcome major challenges, Gore primarily appeals to

negative emotions to encourage changes in attitudes and behavior.
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Environmental Defense Ad

A fourth example of climate change communication is the “Train” public service
announcement (PSA) from Environmental Defense (2007). Typical of many PSAs by
environmental organizations, “Train” evokes fear and guilt, but does not provide the audience
with any solutions other than visiting a Web site. The PSA begins with an image of green grass
and sounds of nature. In the background is the faint sound of a train. The image cuts to the face of
middle-aged white male who says, “Global warming.” The PSA then shows a loud train with
pictures of the train and the tracks. Then, the speaker says, “Some say irreversible consequences
are 30 years away.” Over his shoulder you can see the train approaching. He says, “30 years.”
The ad shows the train moving faster, getting louder, and getting closer behind him. “That won’t
affect me,” he says. The speaker steps off the track and a young, blonde girl dressed in white is
standing behind him on the track with the train mere feet away from her. Just when the train
would hit the girl, the image cuts to a close-up of her face. Then, gray text on a black background
reads, “There’s still time.” This text is followed sequentially by text in red that reads, “fight”
“global” “warming” and finally “fightglobalwarming.com.” This ad, like many of its ilk, creates
fear of what the future might bring and guilt about leaving climate problems to the next
generation. The ad positions global warming as a big, scary entity against which the little girl is
helpless. The rushing train metaphor does not indicate what the solutions are, nor does the ad

provide information about steps that viewers can take to slow down the train.

WWF Ad

A fifth example of climate change communication is a recent World Wildlife Federation
advertisement (WWF, 2007) about climate change and polar bears. Like many ads focused on
endangered species, this ad uses the locus of the irreparable to evoke emotions in its audience.
The ad shows images of a polar bear mother and cub on a tiny ice flow in the middle of a vast

ocean. The mom and cub look tired and lethargic. Finally, the mom jumps off the ice flow into
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the water. The baby remains on the flow for a short time looking distressed and finally slips into
the water after the mother. During these images, actor Sharon Lawrence talks about climate
change. She says that climate change is threatening polar bears, leaving them without ice on
which to hunt, making them starve to death and drown. She states that polar bears are on their
way to extinction and that if we do not act now they will all die in our children’s lifetime. Finally,
the audience is encouraged to provide a monthly contribution to WWF. By appealing to the locus
of the irreparable, this ad encourages people to feel sadness about the state of the climate, guilt
about their actions that have contributed to the state of the climate, and fear for the consequences

of those actions.

Hope as an Alternative Message Strategy

As can be seen from the examples above, much of climate change communication
appeals to negative emotions. These messages are designed to evoke fear of the future, guilt
about our own actions and inactions, anger at those who have caused and are continuing to cause
problems, sadness because of what has already been lost, and anxiety about what we might lose.
An alternative strategy for communicating about climate change would be to appeal to positive
emotions, such as hope, to encourage behavior change. Based on a review of extant literature, |
define hope as a discrete emotion that involves appraisals of a stimulus as novel and relevant to a
future or unknown outcome that is consistent with goals, possible but not certain, important, and
consistent with a better future. | further explicate hope below and in chapter two. Appeals to hope
could create a vision for a desirable future and then make this vision seem important and related
to important goals and values of the audience. Finally, an appeal to hope could make the audience
believe that achieving this vision is possible. Instead of creating a problem-focused vision of the
future like current climate change communication does, appeals to hope could create an

opportunity-focused vision that builds excitement and enthusiasm. This brings me to the first goal
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of this dissertation: to conceptualize and operationalize hope and hope appeals in a persuasive

context.

Justification of Hope as a Persuasive Message Strategy

There are at least four major reasons why a formal conceptualization and
operationalization (i.e., a theory) of persuasive hope is needed. First, human behavior is often
motivated by future cognitions. Second, hope is a future-oriented emotion that can tap into these
motivations. Third, appeals to hope are frequently used in applied contexts without theoretical
guidance. Fourth, despite its utility as a future-oriented emotion and its frequent application, hope
has rarely been theorized or tested in a persuasive context.

The first reason why a theory of persuasive hope is needed is that human behavior is
often motivated by thoughts about the future.” As Markus and Nuris (1986) state, “Ideas about
what is possible for us to be, to think, to feel, or to experience provide a direction and impetus for
action, change, and development” (p. 960). The role of cognitions about the future in motivating
behavior has been well-researched and theorized, including research on possible selves (e.g.,
Markus & Nuris, 1986) and goal-directed behavior (e.g., Miller & Brickman, 2004). Possible
selves are representations of what individuals believe they might become, what they want to

become, and what they fear becoming (Markus & Nuris, 1986). Possible selves motivate

2 In a survey of more than 17,000 middle managers in 61 societies, Javidan (2007) examined future
orientation, which he defined as “the extent to which a culture encourages and rewards such behavior as
delaying gratification, planning, and investing in the future” (p. 20). Participants were asked to indicate
their own values and the values of their society. Javidan found substantial variety in the degree of future
orientation of societies. However, in most societies, individual’s personal values were “similar and quite
future oriented” (p. 20). Thus, although societies may vary in the degree to which the future motivates the

society, individuals are still motivated by thoughts about the future.
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behaviors designed to bring us closer to positive possible selves and to help us avoid negative
possible selves. Future-oriented thoughts are also the driving force behind all goals and goal-
directed behavior (Miller & Brickman, 2004; Nuttin, 1985). Goals affect current behavior and
self-regulation through the development of pathways to achieve in the future what individuals
desire now. Goals also play a role as incentives in providing meaning to current behavior and as
yardsticks against which we measure our current and past behavior (Miller & Brickman, 2004).
Thus, future-oriented cognitions motivate current behavior through mechanisms such as possible
selves and goals.

The second reason why a theory of persuasive hope is needed is that hope is a future-
oriented emotion that can capitalize on our future-oriented motivations. All emotions are aroused
in response to changes or stimuli in the current environment (Lazarus, 1991; Scherer, 2001a). For
most emotions (e.g., anger, guilt, joy, or pride), the emotion is directed toward the current
environment or stimulus. For example, one becomes angry with a slow driver that is impeding
progress toward a meeting. One feels joy when a child is born or pride when a child succeeds in
school or at a sport. However, for hope, although the stimulus causes the emotion, the emotion is
focused on a future or unknown outcome rather than the current situation. For example,
information about a new discovery in cancer treatment (stimulus) might lead to hope that a cure
for cancer (future outcome) is imminent. Thus, the stimulus causes hope about a future or
unknown outcome. Similarly, seeing someone driving erratically (stimulus) might cause a person
to fear that this driver will hit him (future outcome). Although we may be motivated by
anticipating feeling an emotion in the future (e.g., anticipated guilt: Lindsey, 2005; O’Keefe,
2002; O’Keefe & Figeé, 1999), feeling hope in the present motivates behavior. As a future-
oriented emotion, hope should play a large role in persuasive emotional appeals.

The third reason why a theory of persuasive hope is needed is that communicators
frequently use appeals to hope in political, consumer, and social movement rhetoric; yet, we have

no theory that adequately guides the application of hope appeals in these contexts. Political
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rhetoric, social movements, and commercial advertisements often attempt to evoke hope in their
persuasive messages. For example, in the 2008 presidential election, then Senator Barak Obama’s
campaign message was predominantly based on hope appeals (see lvie & Giner, 2009 for a
discussion of the campaign’s rhetoric). In appealing to voters’ hopes about the future, Obama
(2007) stated, “We can make this election not about fear, but about the future,” *“let us reach for
what we know is possible,” and “[this is a] moment of great challenge, but also a moment of great
opportunity.” Like political rhetoric, the rhetoric of social movements also frequently employs
appeals to hope. One key role of a social movement is to provide a vision of what the world
would look like if the movement’s goals succeed (Stewart, Smith, & Denton, 2001). For example,
Dr. Martin Luther King, Jr. provided a hopeful vision of what could be achieved in the future in
his famous speech, “I Have a Dream” (King, 2001). Finally, appeals to hope are ubiquitous in
consumer marketing that attempts to sell products by causing the receiver to hope that the product
will make them thinner, more popular, more fashionable, happier, et cetera (de Mello &
Maclnnis, 2005).

The fourth reason why communication science needs a theory of persuasive hope is that
despite hope’s utility as a future-oriented emotion and the frequent use of hope appeals in applied
settings, hope and hope appeals have rarely been theorized or empirically studied. In contrast,
fear and fear appeals have been extensively theorized and tested in persuasive contexts (see
Floyd, Prentice-Dunn, & Rogers, 2000; Mongeau, 2000; Witte & Allen, 2000 for reviews).
However, with a few exceptions from political (Marmor-Lavie & Weimann, 2006; Roseman,
Abelson, & Ewing, 1986), consumer (Maclnnis & de Mello, 2005), and mass media research
(Nabi & Prestin, 2007), hope appeals have been ignored (Nabi, 2002). Without a clear articulation
of what hope is and its potential role in persuasive contexts, researchers and practitioners will not
know how to create effective messages that evoke hope, nor will they know what effects an

appeal to hope might create.
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Given the lack of theory and research on hope appeals, the broad use of hope appeals, and
the potential for hope to motivate future-oriented behavior, it is imperative that social influence
scholars formally conceptualize and operationalize hope and hope appeals in a persuasive
context. This conceptualization and operationalization is the first goal of this dissertation. To
begin conceptualizing hope in a persuasive context, | first distinguish hope from other related
concepts. Then, | assess whether existing conceptualizations of hope can adequately inform

climate change communication.

Differentiation of Hope and Related Concepts
Hope is often confounded with other concepts including enthusiasm, optimism, desire,
and want. Although these concepts may share some conceptual space with hope, they are distinct.

I briefly discuss each of these concepts below and distinguish them from hope.

Optimism

Extant literature often links hope with optimism, treating them as synonyms. However,
the role of probability, uncertainty, and importance distinguish optimism from hope. Probability
plays a different role in optimism than it does in hope. Optimism increases linearly with the
probability of the desired event (Ben-Ze'ev, 2000; Lazarus, 1991), whereas hope does not. Hope
may be completely unrelated to probability. Indeed, people often feel hope even when an event is
unlikely (Ben-Ze'ev, 2000). Uncertainty also plays a different role in optimism than it does in
hope. Uncertainty is critical to feeling hope because we cannot hope for things that are certain.
Although optimism also requires some uncertainty, the degree of uncertainty is much smaller in
optimism than it is in hope. In hope, the possibility that the situation could improve is
accompanied by uncertainty about whether the desired outcome can be achieved. However,
optimism leaves little or no room for uncertainty (Lazarus, 1999). Importance also plays a

different role in hope than in optimism. Hoped-for outcomes must be important and personally
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relevant, whereas people can be optimistic about nearly any outcome that is almost certain
(Averill, Catlin, & Chon, 1990; Bruininks & Malle, 2005). In addition to the distinctions between
hope and optimism based on probability, uncertainty, and importance, optimism has more often
been characterized as a personality disposition of an enduring nature (e.g., Scheier & Carver,

1985), whereas hope is an emotion felt in response to a particular stimulus or event.

Desire or Want

Desire or want can also be distinguished from hope based on the role of importance.
Hoped-for events are more important and relevant than events that individuals simply desire or
want. In addition, hoped-for outcomes are often less materialistic, more socially acceptable, more
enduring, and more abstract than the objects of want or desire (Averill, Catlin, & Chon, 1990;
Bruininks & Malle, 2005). Although desire or want are components of hope in that we do not
hope for things we neither desire nor want, hope also requires belief in the possibility of a
favorable outcome, whereas we can desire or want impossible outcomes, such as the ability to go

back in time and reverse decisions that hurt the climate (Lazarus, 1999).

Enthusiasm

In political communication, researchers have confounded enthusiasm with hope. Marcus
and MacKuen (1993) describe political mood using orthogonal dimensions of enthusiasm and
anxiety. In their research and related research, enthusiasm is defined as a response to stimuli that
have positive implications for a person’s goals, whereas anxiety is defined as a response to
threatening stimuli (Brader, 2005). Although hope fits under this broad definition of enthusiasm,
hope is a much narrower concept and is not felt in response to any stimuli with positive
implications for a person’s goals. Interestingly, Marcus and MacKuen (1993) initially formed the
enthusiasm dimension using responses to items of “hope,” “sympathy,” and “proud.” In a follow-

up study, they measured enthusiasm via responses to two semantic differentials of enthusiastic-
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unenthusiastic and interested-indifferent. In a related study, Brader (2005) measured enthusiasm
via responses to four-point scales of excitement and hope. The conflation of the measurement of
enthusiasm with hope indicates that some of the findings for enthusiasm (discussed in chapter
two) may hold true for hope. Despite potential similarities, enthusiasm is conceptualized very
broadly as an enduring, generalized mood, whereas hope is a more specific short-term, discrete
emotion.

After distinguishing hope from other similar constructs, the next step in conceptualizing
and operationalizing hope and hope appeals in a persuasive context is to examine existing

definitions of hope to determine their utility for climate change communication.

Assessment of Existing Models of Hope

Snyder and Colleagues

In psychological, particularly psychotherapeutic, literature, researchers have defined and
measured hope as a trait, or disposition, which assists in recovery from psychological disorders,
such as depression. One often-cited operationalization of hope is the work of Snyder and
colleagues in the development of the Hope Scale (Snyder et al., 1991) and the Children’s Hope
Scale (Snyder et al., 1997). Snyder and colleagues define hope as a personality trait that manifests
in beliefs about one’s capacity to initiate and sustain action toward goals (agency) and one’s
ability to generate multiple ways to reach those goals (pathways) (Snyder, 2000a, 2000b, 2002).
This trait is a generalized ability that is not specific to any particular situation. Snyder and
colleagues (1996) also developed a State Hope Scale to measure more short-term goal-directed
thinking in response to events in respondents’ lives. These conceptualizations of trait and state
hope equate hope with self-efficacy (i.e., belief in one’s ability to perform the recommended
action) and flexible thinking or problem solving. The way Snyder and colleagues define both trait

and state hope is purely cognitive and fails to account for the emotion of hope. The definitions
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also fail to account for feelings of hope that individuals experience even when they perceive
themselves to lack efficacy and control. Whereas self-efficacy and control may facilitate feeling
hope, this cognitive, belief-based operationalization of hope fails to capture hope as an emotion

and thus, is not useful in guiding attempts to evoke hope in climate change communication.

De Mello and MaclInnis

In a consumer marketing context, Maclnnis and de Mello (2005) define hope as “a
positively valenced emotion evoked in response to an uncertain but possible goal-congruent
outcome” (p. 2). Although de Mello and Maclinnis (2005) ground their theory of hope in appraisal
theory, they ignore many relevant aspects of an emotion (e.g., subjective feeling,
psychophysiology, motor expression, and action tendency). In addition, they posit that hope is
evoked whenever a future outcome is appraised as goal-congruent and possible. This implies that
any goal-congruent, possible outcome evokes hope. Thus, individuals would feel hope for trivial
outcomes, not just important ones, which contradicts previous research (Averill, Catlin, & Chon,
1990). In defining hope, de Mello and Maclnnis (2005) attempt to distinguish three types of hope:
“to hope,” “to have hope,” and “to be hopeful.” The three forms of hope have never been
distinguished or compared in empirical research. Although de Mello and Maclnnis’s
conceptualization of hope has merit, it is an incomplete definition of hope as an emotion and does

not provide clear guidance for the development of persuasive messages.

Conclusion
As | have demonstrated in this chapter, climate change is an important issue for
communicators to address. Specifically, we have an opportunity to use persuasion and social
influence techniques to encourage behaviors that mitigate climate change. Much of current

climate change communication attempts to evoke negative emotions to encourage behavior
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change. However, | propose that appeals to positive emotions, like hope, can be an effective
alternative to current climate change communication. To most effectively use hope and hope
appeals in climate change communication, communication scientists must first conceptualize and
operationalize hope and hope appeals in persuasive contexts. As such, there are four main reasons
why a theory of persuasive hope is needed. First, human behavior is often motivated by future
cognitions. Second, hope is a future-oriented emotion that can tap into these motivations. Third,
appeals to hope are frequently used in applied contexts without theoretical guidance. Fourth,
despite its utility as a future-oriented emotion and its frequent application, hope has rarely been
theorized or tested in a persuasive context. An examination of existing theories of hope revealed
that these theories do not conceptualize hope as an emotion nor do they provide guidance for the
development of persuasive messages. To address this gap, | developed persuasive hope theory

(PHT). I describe the theory and its foundations in the next chapter.
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CHAPTER TWO:

PERSUASIVE HOPE THEORY

Existing models of hope are not sufficient to guide the development of persuasive
messages. Therefore, to achieve the first purpose of this dissertation (i.e., conceptualizing and
operationalizing hope and hope appeals in a persuasive context), | developed persuasive hope
theory (PHT). PHT addresses the lack of theoretical development and empirical inquiry into
persuasive hope appeals and advances persuasive communication by: (a) explicating hope within
a model of discrete emotions and appraisal theory, (b) explaining how to create messages that
evoke hope, (c) identifying persuasive effects of hope appeals, (d) describing individual
characteristics that affect responses to hope appeals, and () specifying relationships between
hope, hope appeals, persuasive effects, and individual characteristics in propositional form.
Because the development of this theory is a substantial portion of this dissertation, | present the
theory in its entirety. However, | do not test all parts of the theory in this dissertation. After a full
discussion of the theory, | identify the hypotheses and research questions derived from PHT that |
address in this dissertation. Before detailing the components of PHT, I first describe the

foundations upon which I built the theory.

Foundations and Assumptions

Discrete Model of Emotions

I based persuasive hope theory on a discrete model of emotions. According to a discrete
emotion models, emotions are brief, intense, psychological, and evaluative reactions directed at
external stimuli (e.g., people, events, or objects) (Nabi, 2002; Ortony, Clore, & Collins, 1988). In

response to these external stimuli, emotions help individuals adapt to their environment by
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activating a unique pattern of thoughts (cognitions), physiological changes, subjective feelings,
motor expressions, and action (or behavioral) tendencies (see Arnold, 1960; Lazarus, 1991; Nabi,
2002; Ortony, Clore, & Collins, 1988; Scherer, 2001b). Through a global and rapid response, the
action tendencies of emotions organize and motivate behavior that enhances the survival of
individuals and species. Thus, hope as a discrete emotion is a brief, intense, psychological, and
evaluative reaction in response to an environmental stimulus. Hope serves the adaptive function
of creating and sustaining action toward rewarding outcomes that fulfill goals, needs, and wants.
Like all discrete emotions, hope consists of (a) appraisals (i.e., assessments about the stimulus
and possible future outcomes), (b) action tendencies (i.e., what the emotion makes the person
want to do), (c) physiology (i.e., neural, chemical, and other physical responses in the brain and
body); (d) motor expressions (i.e., facial, vocal, and postural signals of the emotion), and (e)
subjective feeling state (i.e., how the emotion feels) (Roseman, 2001; Scherer, 1984). Hope’s
unique pattern of appraisals, action tendencies, physiology, motor expressions, and subjective

feelings are what distinguish it from other emotions.

Appraisal Theory

Appraisal theory, like a discrete model of emotions, is a foundation of persuasive hope
theory. According to appraisal theories, emotions arise from assessments, or appraisals, of
environmental stimuli in relation to goals, motives, wants, and needs (e.g., Lazarus, 1991;
Roseman, 2001; Scherer, 2001a). The different patterns of appraisals elicited produce different
emotions (Roseman & Smith, 2001). PHT borrows three assumptions from appraisal theories.
First, like other appraisal theories, PHT assumes that appraisal-emotion relationships are
universal because they are based on biological adaptation systems (Roseman & Smith, 2001). As
I mentioned previously, hope is biologically adaptive because it prepares and motivates us to take
advantage of opportunities that may lead to positive outcomes (Ben-Ze'ev, 2000; Lazarus, 1991;

Richman et al., 2005). Hence, cultural differences in emotions elicited by a certain stimulus are
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due to different appraisals of the stimulus rather than cultural differences in appraisal-emotion
relationships (Roseman, Dhawan, Rettek, Naidu, & Thapa, 1995). Thus, | assume the appraisals
involved in hope to be universal (i.e., not culturally dependent); however, the specific appraisals
that a stimulus (e.g., a message) might evoke are not universal. Second, also like other appraisal
theories, PHT assumes that the appraisals that make up hope may involve nonconscious sensory
processing, such as an orienting response,* or more complex, conscious cognitive processing
(Arnold, 1960; Roseman & Smith, 2001; Way & Masters, 1996). PHT assumes that these two
types of cognitive processing occur and mutually influence each other in any appraisal. The third
assumption of PHT is that cognitive and emotional processing occur in parallel, mutually
influencing systems.* Thus, a person’s appraisals will create emotions that may influence
subsequent appraisals and subsequent emotions.

Although numerous appraisal theories exist, Lazarus’s cognitive-mediation theory
(Lazarus, 2001), Scherer’s sequential check theory of emotional differentiation (Scherer, 1984,
2001a) and Roseman’s model of emotional appraisals (2001) were most influential in my
development of persuasive hope theory. Both Lazarus and Roseman briefly address hope in their
theories. According to Lazarus (1991), the core relational theme of hope is “fearing the worst but
yearning for better” (p. 284). Lazarus deems hope a “problematic emotion” because he is
uncertain about its action tendency and the physiological changes inherent in the emotion.

Additionally, although he conceives of hope as a positive emotion, Lazarus (1999; 2001) believes

® The orienting response is a reflexive focusing of attention on any change in the environment (Pavlov,
1927).

* Based on studies with patients who have cognitive dysfunctions and those with emoational dysfunctions,
researchers have shown that a deficit in cognition does not impair emotional processing and vice versa
(Way & Masters, 1996). Thus, cognitive and emotional processing likely occur in parallel, mutually

influencing systems.
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that hope can only arise when the current situation is negative. According to Roseman (2001),
hope is caused by appraisals of a “not unexpected”® stimulus that is consistent with either
appetitive or aversive motives, uncertain, caused by circumstances, and has either high or low
control potential. Although both Roseman and Lazarus address hope to some extent in their
theories, Lazarus does not clearly delineate the circumstances that evoke hope, whereas Roseman
is more specific on these issues. However, Roseman does not distinguish between emotions like
hope that are future-focused and those that are present- or past-focused. Neither theory provides
any guidance for the development of hope appeals nor do they indicate what outcomes we might

expect from feelings of hope or responses to hope appeals.

Theoretical Constructs and Propositions
| drew the core appraisals for PHT predominantly from existing appraisal theories and

combined them in a unique way to define hope. | define hope as a discrete emotion that involves
appraisals of a stimulus as novel and relevant to a future or unknown outcome, that is consistent
with goals, possible but not certain, important, and consistent with a better future. Building on the
work of Roseman (2001), | postulate that hope also involves (a) an approach action tendency that
motivates individuals to take, or continue, action to achieve the desired outcome, (b) increased
heart rate and skin conductance, (c) an open facial expression, heightened focus, and alert body

posture, and (d) a feeling of eager attention. | describe these components of hope below.

Appraisals
A unique contribution of persuasive hope theory to appraisal theories is the separation of

appraisals about an environmental stimulus from appraisals about future outcomes for which that

® In Roseman’s theory, “not unexpected” is not synonymous with “expected.”
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stimulus has implications. This separation is critical to understanding how appraisals function in
future-oriented emotions like hope and fear. According to PHT, the appraisals that create hope
focus first on the stimulus or change in the environment and second on the future outcome for
which the stimulus has implications. For example, a news story about a promising new cancer
treatment (stimulus) may cause a person with cancer to feel hope about successfully treating her
cancer (future outcome). Similarly, a discovery of a technology for powering vehicle engines
without greenhouse gas emissions (stimulus) might lead a person to feel hope about slowing
climate change (future outcome). In PHT, appraisals of the stimulus occur first followed by
appraisals of the outcome. Otherwise, there is no fixed order to the appraisals, and | assume them
to be concurrent and mutually influencing. Although the order of the appraisals is not fixed, all of

the appraisals must be present for hope to occur.

Appraisals of the Stimulus

The first set of appraisals focuses on the stimulus (i.e., the change in the environment)
that initiates hope. According to PHT, the stimulus signals an opportunity® and may encourage an
individual to take advantage of that opportunity. The stimulus may signal changes in the real or
appraised possibility of a desired outcome, the possibility of a new outcome, an increase in the
importance or goal congruence of the outcome, a vision for a better future, or that the outcome is
more imminent. For example, a new cancer treatment and the discovery of an emissions-free
engine both increase the possibility of a desired outcome (i.e., curing cancer and decreasing fossil
fuel emissions). | discuss the opportunities that a stimulus might signal further in the section on

inducing hope. To experience hope, an individual must first appraise a stimulus as novel and

® Opportunity is a core construct for hope in the same way that threat is a core construct for fear. As with

threats, perceptions of opportunities may be highly rational or irrational.
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relevant. These appraisals are not unique to PHT and similar appraisals exist in many other
appraisal theories. However, the idea of separating the appraisals of the stimulus from the future
outcome for which the stimulus has relevance is unique to PHT.

Novelty. Emotions arise in response to environmental conditions; therefore, the first step
in feeling any emotion is noticing a change (i.e., something novel) in the environment (Scherer,
2001a). This appraisal is extremely rapid and is likely to be nonconscious and reflexive like an
orienting response. However, it is possible that a conscious response and appraisal of novelty will
also occur. For example, if someone were watching a television show and the show switched to a
public service announcement (PSA) about the effects of plastic bags on the environment, the
change from the television show to the PSA would cause an automatic orienting response. The
individual might also consciously think that she has never before seen this PSA, which is also an
appraisal of novelty.

Relevance. Once individuals notice a stimulus, they must assess whether the stimulus has
implications for (i.e., relevance to) their well-being, goals, needs, and desires (Lazarus, 1991,
2001; Scherer, 2001a). If an individual appraises the stimulus as irrelevant, no further appraisals
occur and the individual does not feel any emotions. If the individual who saw the PSA about the
effects of plastic bags on the environment is interested in protecting the environment, then she
will appraise the PSA as relevant. However, if she is not interested in protecting the environment
or does not use plastic bags, then the message will be irrelevant, and she will not pay attention to

it. Therefore, she will feel no emotion in response to the message.

Proposition 1: For hope to occur, individuals must encounter a novel change or
stimulus in their environment and perceive that stimulus to be relevant to their

goals, needs, or desires.

Figure 2.1 below illustrates the appraisals of the stimulus.
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Figure 2.1: Appraisals of the Stimulus

[ Notice change in the environment? ]

Yes iNo

[ No emotion ]

[ Change has relevance to goals, needs, wants, etc? ]

Yes lNo

[ No emotion ]

[ Proceed to appraisals of the outcome ]

Appraisals of the Outcome

The second set of appraisals focuses on a future or unknown outcome for which the
stimulus has implications. Unlike most emotions, hope is directed only toward future outcomes or
outcomes about which the individual does not have information (i.e., unknown outcomes). Thus,
hope is associated with the human ability to “flexibly represent future events, imagine diverse
possible outcomes, and act in light of those representations” (Bruininks & Malle, 2005, p. 327).
The experience of hope requires that individuals generate expectations about the future and base
their feelings on those expectations, rather than on what is currently happening (Bruininks &
Malle, 2005; Reading, 2004). Thus, we can hope that our behavior helps slow climate change, we
can hope our government creates legislation to regulate greenhouse gases, and we can hope that
industry develops viable energy solutions.

Other emotions like joy, anger, and sadness can be evoked by the memory of a past
event, in response to a current event, or as a result of imagining a future event. However, hope
cannot be evoked by past or current events. People cannot hope that the government passed

legislation regulating greenhouse gases when the government has already defeated the legislation.
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They might wish that the government had passed the legislation, but they cannot hope for it.
Similarly, people cannot hope that the government will debate the legislation while the
government is debating the legislation. Thus, hope is an emotion directed toward possible
outcomes that have not yet occurred. The rare exception to this rule is that individuals can feel
hope about outcomes that have occurred or are occurring, but about which the individuals have no
information. Thus, if an individual did not know whether legislation regulating greenhouse gases
had passed through Congress, he could still hope to find out that the legislation passed. Thus, the
targets of hope are future or unknown outcomes.

The future or unknown outcome may be the achievement of a desired state or reward or
the avoidance of a negative or punishing state (Ben-Ze'ev, 2000; Roseman, 1991, 2001). For
example, a message may have implications for reducing greenhouse gas emissions (achievement
of a desired outcome) or for avoiding dangerous climate change (avoiding a negative outcome).
One might question whether hoping to avoid a negative outcome is really fearing the negative
outcome. Although hope and fear are two sides of a coin, they are phenomenologically different.
Which emotion an individual feels depends on his or her appraisals. Thus, individuals might hope
to avoid dangerous climate change or fear the effects of dangerous climate change, depending on
whether they assessed the stimulus as an opportunity (in which case they would feel hope) or as a
threat (in which case they would feel fear). In the process of appraising and reappraising, hope
can be transformed into fear, distress, or despair and vice versa (Lazarus, 2001). In studying
suspenseful commercials, Alwitt (2002) found that suspense was created by alternating reactions
of fear of a negative outcome and hope for escaping that outcome. Thus, hoping to escape a
negative situation and fearing the same negative situation are empirically, as well as
phenomenologically, different. The outcome appraisals that make up hope include evaluations of

goal congruence, possibility, importance, and future expectation.
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Goal congruence.” Goal congruence is an assessment of whether conditions are favorable
or unfavorable to achieving relevant goals (Lazarus, 2001). According to PHT, to feel hope,
individuals must appraise the future or unknown outcome as consistent with, or favorable to, their
goals or motives. If a future outcome is not consistent with their goals, individuals will not feel
hope, but will feel another emotion, most likely fear. As mentioned previously, goals may be to
attain desired outcomes or rewards, or to avoid negative outcomes or punishments. For example,
a stimulus may be congruent with a person’s goal of being healthy (achievement of a desired
outcome) or with his goal of avoiding cancer (avoiding a negative outcome).

Appraisals about how directly the outcome affects goals and the number of goals affected
can influence appraisals of goal congruence (Scherer, 2001a). For example, buying a fuel-
efficient Toyota Prius might meet a person’s goals of reducing her greenhouse gas emissions and
saving money on fuel. However, this desired future outcome may conflict with her goal of having
a roomy vehicle that allows for transportation of her two large dogs. Thus, this person might
appraise buying a Prius as only slightly goal congruent.

PHT posits that the degree of goal congruence is related positively to the amount of hope
experienced. Thus, the more goal congruent the future outcome is, the more hope a personal feels.
For example, if buying a Prius allows a person to fulfill his economic goals (saving money on
gas), his moral goals (protecting the climate), and his esteem goals (being seen as an
environmentally-friendly person), he would appraise buying a Prius as highly goal congruent and
feel more hope about the future outcome than the person who appraised buying a Prius as only

slightly goal congruent.

" | use the term “goal” as shorthand for various learned and innate motivational constructs including needs,

drives, instincts, motives, concerns, etc.
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Proposition 2: To feel hope individuals must appraise a future or unknown
outcome as goal congruent. The degree of hope they feel is directly and

positively related to the degree of goal congruence.

Proposition 3: Goal congruence is related to how directly a future outcome
influences goals and the number of goals affected, such that the more directly a
future outcome influences goals and the greater the number of goals affected, the

greater the goal congruence.

Possibility. An appraisal of possibility involves a subjective assessment of the likelihood
of the future outcome (Scherer, 2001a). According to PHT, to experience hope, an individual
must appraise the desired outcome as possible, but not certain.® If the possibility of achieving the
desired outcome is certain, then an individual experiences other positive emotions, such as
happiness or relief, rather than hope. If an individual appraises the desired outcome as impossible,
then he or she feels sadness or distress (Roseman, 2001). Thus, for someone to feel hope, he or
she must appraise the future outcome as possible, but not certain or impossible. It is critical to
note that an individual’s subjective appraisal of possibility need not be related to actual
probability. People can convince themselves that the possibility of the hoped-for outcome is more
likely than it actually is (Averill, Catlin, & Chon, 1990) and people often continue to hope even
when an outcome becomes increasingly unlikely (Bruininks & Malle, 2005).

Appraisals about resources and personal power affect appraisals of possibility. For

example, appraisals about one’s financial resources might make an outcome of buying a more

8 Certainty and uncertainty focus on the possible future outcome. Thus, climate skeptics may be certain that
climate change is not happening, but this does not mean that they cannot feel uncertainty and/or hope about

possible future outcomes related to the climate.



35

fuel-efficient vehicle seem more or less possible. Similarly, beliefs about one’s personal power to
affect a global issue like climate change, may affect appraisals about the possibility of helping to
mitigate climate change. The greater a person’s perceived resources and power, the greater her
appraisals of possibility will be.

Unlike goal congruence, there is not a direct relationship between the degree of
possibility and hope. It is reasonable to assume that environmental changes that lead to appraisals
of increased possibility lead to more hope (as long as the future outcome does not become
certain). However, this does not mean that the higher the possibility is, the greater the feeling of
hope will be. Rather, PHT posits that it is the degree of positive change in possibility that predicts

the amount of hope felt.

Proposition 4: To feel hope an individual must appraise a future or unknown
outcome as possible, but not certain. The degree of hope he or she feels is
directly and positively related to the amount of positive change in the appraisal of
possibility from before the stimulus to after the stimulus, such that an individual
feels more hope when he or she experiences greater positive changes in

appraisals of possibility.

Proposition 5: Assessments of resources and personal power affect appraisals of
possibility, such that perceptions of possibility are higher in the presence of

greater resources and/or greater personal power.

Importance. An appraisal of importance is an assessment of how personally relevant the
future outcome is. According to PHT, for hope to occur, the future or unknown outcome must be
important or personally relevant to the individual. Thus, to feel hope in response to a message
about climate change mitigation, slowing down or lessening climate change must be important to

the individual (e.g., is part of his value system) or must be personally relevant (e.g., he lives in
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coastal Florida only one foot above sea level). The appraisal of importance is distinguished from
the appraisal of stimulus relevance in that the appraisal of relevance focuses on a stimulus or
change in the environment, whereas the appraisal of importance focuses on the outcome for
which the stimulus has implications.

Perceived effects of the future outcome on the individual and people important to the
individual affect appraisals of importance. For example, a person might (incorrectly) believe that
climate change will not happen for 100 years. This person might deem mitigating climate change
as unimportant because it will not affect her. However, if that person has children and/or
grandchildren, she might believe that mitigating climate change is important because of the
potential effects of climate change on her progeny.

PHT predicts that the appraisal of importance is directly and positively related to hope.
Thus, the more important a future outcome is, the more hope the individual will feel. For
example, if a person (correctly) believes that climate change is occurring now, will affect him,
and will have even greater effects on his children and grandchildren, he will experience more
hope in response to a stimulus about climate change mitigation than will the person who does not

believe that climate change will affect her.

Proposition 6: To feel hope, an individual must appraise a future or unknown
outcome as important. The degree of hope he or she feels is directly and
positively related to appraisals of importance, such that the individual feels more

hope the higher he or she appraises importance.

Proposition 7: Appraisals of importance derive from personal relevance,
perceived effects on the self, and perceived effects on significant others, such that
appraisals of importance are higher in the presence of greater personal relevance,
greater perceived effects on the self, and/or greater perceived effects on

significant others.
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Future expectation. Future expectation is an appraisal about whether the future will
become better or worse if the outcome was to occur (Lazarus, 2001). According to PHT, to feel
hope, the future outcome must be appraised as creating a better future. As discussed previously,
this better future may include achievement of rewards or escape from punishments. For example,
in the case of climate change, the better future may mean that climate change does not become as
dangerous as projected, that dangerous climate change is prevented, or that the climate improves.
Thus, a person who believes that reducing greenhouse gas emissions will make the future better
will feel hope in response to messages that signal an opportunity to reduce her greenhouse gas
emissions.

Appraisals of the current situation affect future expectation. For example, if a person
believes that the current situation is wonderful, it may be harder for him to appraise the future as
becoming better. Conversely, if a person appraises the current situation as terrible, she may be
more likely to appraise the future as becoming better.

As with goal congruence and importance, PHT predicts that future expectation has a
direct, positive relationship with hope. Thus, the more positive the future expectations are, the
greater the hope is that an individual feels. For example, a person who believes that reducing
greenhouse gases will make the future much better will feel more hope than a person who

believes that reducing greenhouse gases will make the future only slightly better.

Proposition 8: To feel hope, an individual must appraise the future or unknown
outcome as making the future better (i.e., a positive future expectation). The
degree of hope he or she feels is directly and positively related to appraisals of
future expectation, such that the individual feels more hope when he or she has

more positive future expectations.

Proposition 9: The degree of positivity of future expectations derives from

appraisals of the current situation, such that an individual who perceives the
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current situation to be terrible is more likely to perceive the future as getting

better than is an individual who perceives the current situation to be wonderful.

Relationships between appraisals. Although PHT does not currently specify relationships
between the appraisals, | assume that the appraisals are mutually influencing. For example, an
appraisal of high goal congruence might lead to a higher appraisal of importance. Similarly, a
high appraisal of possibility might affect the appraisal of future expectation. Recall that PHT does
not specify an order to the appraisals, but does require that all four appraisals are present for an
individual to feel hope. Figure 2.2 illustrates the appraisals of the future or unknown outcome and

indicates covariances between the appraisals.

Figure 2.2: Proposed Relationships between Appraisals of the Outcome and Subjective Feelings

of Hope

Appraisal of Importance

Appraisal of Goal Congruence

Subjective Feeling
of Hope

Appraisal of Future Expectation

Appraisal of Possibility

Action Tendency, Physiology, Motor Expression, and Subjective Feeling
Although appraisals are a necessary component of emotions and a critical focus of PHT,
emotions also consist of an action tendency, physiology, motor expression, and subjective feeling.

| describe each of these components below.
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Action tendency. The action tendency of hope is an approach tendency,® stimulating
actual or preparatory movement toward the desired outcome. The action tendency of hope
functions to keep people focused on their goals, to sustain motivation, and to help control
negative feelings. Thus, for individuals who want to help mitigate climate change or want to
avoid the negative consequences of climate change, hope will cause them to take action to
achieve these desired outcomes. In addition, hope may maintain current movement toward the
desired outcome, causing the individuals to “remain vigilant, mobilized, and committed” to the
outcome (Lazarus, 1991, p. 285). Thus, for individuals who are already taking action to help
mitigate climate change, hope maintains their motivation to continue to take mitigation action and

prevents them from becoming dispirited about the current situation related to climate change.

Proposition 10: Hope encourages individuals to take, or to continue, action to

achieve desired outcomes.

Physiology. Because the action tendency of hope involves preparing to act, PHT posits

that hope, like other emotions that prepare individuals to act, is physiologically manifested as an

® Human behavior is motivated by approach (to gain rewards) and avoidance (to avoid punishment)
tendencies. Approach and avoidance motivations are found in all organisms from humans to single cell
amoeba (Elliott & Covington, 2001). These motivations guide survival, adaptation, and evolution
(Cosmides & Tooby, 2000; Davidson, 1992). Different researchers have called these motivational systems
by slightly different names, including approach and withdrawal systems (Davidson, 1993), behavioral
approach and inhibition systems (Gray, 1990), and appetitive and aversive systems (LeDoux, 1995). No
matter the name, the approach and avoidance motivational systems are distinct in the anatomy and
chemistry of our brains. For example, approach behaviors are associated with activation of the left
hemisphere whereas avoidance behaviors are associated with activation of the right hemisphere (Davidson,

1992).
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increase in heart rate, heightened attention and focus, and an increase in neurological activity in
the skin (i.e., skin conductance). The increase in heart rate speeds the provision of oxygen and
nutrients to the muscles in preparation for physical action. Heightened attention and focus allow
the individual to rapidly process environmental stimuli, which enables her to take advantage of
the opportunity presented by the stimulus. The increase in neurological activity of the skin is an
indication of an individual’s increased preparation for faster neurological reactions that enable

quick movement.

Proposition 11: Individuals physiologically experience hope as an increase in
heart rate, heightened attention and focus, and an increase in neurological activity

in the skin.

Motor expression. Like the physiological reactions, the motor expressions of hope allow
individuals to rapidly take in and process environmental stimuli that prepare them for action. This
action allows the individual to take advantage of the opportunity presented by the stimulus. The
facial expression of hope is one of raised eyebrows, widened eyes, and focused attention
(Roseman, 2001). PHT further hypothesizes that in hope, the body posture is erect, often with a
slight forward lean and muscular tension. It is the combination of these motor expressions, rather

than any one expression, that distinguishes hope from other emotions.

Proposition 12: Hope is expressed through raised eyebrows, erect body posture,

muscular tension, and a forward leaning body position.

Subjective feeling. The subjective feeling of hope (i.e., how hope feels) is a feeling of
eagerness, anticipation, and readiness (Roseman, 2001). Individuals feel this eagerness for
achieving the desired outcome or avoiding the negative outcome. For example, a person who
wants to buy a fuel-efficient car will feel hope in response to an ad about cash incentives for

trading in inefficient cars (e.g., the 2009 Cash for Clunkers program). He will be eager to do what
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he can to take advantage of this opportunity and will be ready to take action to replace his

inefficient car.

Proposition 13: Hope is experienced as a subjective feeling of eagerness,

anticipation, and readiness.

Summary
Hope is a discrete emotion that involves appraisals of a stimulus as novel and relevant to
a future or unknown outcome, that is consistent with goals, possible but not certain, important,
and consistent with a better future. | postulate that hope also involves (a) an approach action
tendency that motivates individuals to take, or continue, action to achieve the desired outcome,
(b) increased heart rate and skin conductance, (c) an open facial expression, heightened focus,

and alert body posture, and (d) a feeling of eager attention.

Predicted Moderators of Hope
Several factors may affect feelings of hope. PHT predicts that the temporal distance
between the experience of hope and the future outcome as well as the accessibility of the hoped-
for outcome moderate hope. Temporal distance is predicted to have an inverse relationship with

hope, whereas accessibility has a positive relationship with hope.

Temporal Distance

The temporal distance between the experience of hope and the hoped for outcome
moderates the emotional experience. The farther away in time the outcome is, the less emotional
impact it has. For example, if a rewarding outcome is likely to happen in the next few minutes,
the experience of hope is stronger than if the same outcome is likely to happen in the next few

decades. However, a temporally distant outcome may still be the focus of strong hope if the future
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outcome is highly important and/or highly goal congruent. Although climate change mitigation is
a distant outcome, many people believe that slowing climate change is critical to our future.
These people will feel hope strongly in response to stimuli that have implications for climate
change mitigation regardless of the temporal distance of this outcome. However, for others, the
perceived temporal distance between any stimulus and the mitigation of climate change is so

great that it will dampen their hope.

Proposition 14: Hope is inversely related to temporal distance, such that
individuals feel less hope when they appraise greater temporal distance between

the present and the future outcome.

Proposition 15: Appraisals of importance and goal congruence moderate the
relationship between temporal distance and hope, such that in the presence of
high appraisals of importance and/or goal congruence, individuals may feel hope

strongly despite appraising a great temporal distance to the desired outcome.

Accessibility

Unlike temporal distance, accessibility has a positive relationship with hope.
Accessibility is the ease of activating a cognition from memory (Pfau et al., 2004). A cognition is
more accessible if it has been recently activated or is frequently activated (see Roskos-Ewoldsen,
Arpan-Ralstin, & St. Pierre, 2002 for a discussion of attitude accessibility and persuasion). Thus,
the more frequently an outcome is reflected upon and hoped for, the more accessible it becomes.
Cognitions about future outcomes that are more accessible seem more important and thus create
stronger feelings of hope. For example, a person who is writing a paper on climate change
mitigation might be thinking about climate change frequently, making her attitudes, beliefs, and
behaviors related to this outcome more accessible. This accessibility increases her likelihood of

feeling hope and increases the degree of hope she will feel in response to an opportunity to



43

mitigate climate change. An accessible attitude can influence attention to the stimulus, how
information is interpreted, and how deeply the information is processed (Roskos-Ewoldsen, 1997;
Roskos-Ewoldsen & Fazio, 1992). For example, having accessible cognitions about a future
outcome might make an individual appraise that outcome as more important than she otherwise
would. It is important to note that accessibility has a much different time scale that the other
concepts (e.g., appraisals) discussed here. Whereas appraisals and assessments of temporal
distance happen as part of the hope experience, accessibility develops over the years, months,

days, and minutes preceding the stimulus that begins the hope experience.

Proposition 16: Accessibility is positively related to hope, such that greater

accessibility of thoughts about the future outcome leads to greater hope.

Figure 2.3 below illustrates the direct and indirect relationships between temporal

distance and accessibility and subjective feelings of hope.

Figure 2.3: Proposed Relationships between Temporal Distance, Accessibility, Appraisals, and

Subjective Feelings of Hope

Appraisals

[ Accessibility

[ Temporal Distance of Hope

Subjective Feeling ]
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Termination of Hope

Hope ends when the possibility of the hoped for outcome goes below the individual’s
sense of a realistic possibility into impossibility, when the outcome occurs (or does not occur), or
when the possibility of the outcome becomes certain. Thus, a person who has been hoping to buy
a fuel-efficient car no longer feels hope if he either buys the car or discovers that he is unable to
buy the car. Hope also ends when individuals no longer appraise the outcome as goal congruent
and/or important. If the person decides that instead of buying a fuel-efficient car, he will use a
bicycle as his primary transportation, buying a fuel-efficient car is no longer important. Thus, he

will not feel hope about buying a fuel-efficient car.

Proposition 17: When an outcome becomes certain or impossible or it is no
longer appraised as goal congruent or important, individuals cannot feel hope

related to that outcome.

Implications of PHT for Message Design

The above description of hope, its appraisals, action tendency, physiology, motor
expression, subjective feeling, moderators, and termination have implications for the design of
persuasive messages that evoke hope. Messages that attempt to evoke specific emotions (e.g.,
fear, guilt, hope, or pride) to create changes in behavior and antecedents to behavior are called
emotional appeals. According to PHT, a persuasive hope appeal is a message designed to create
the appraisals that constitute hope. Thus, to induce hope, a message should emphasize that the
future outcome is (a) possible, (b) important, (c) consistent with the receiver’s goals, and (d) will
create a more positive future. As recommended by O’Keefe (2003), | define persuasive hope
appeals by intrinsic message features rather than the message’s effects. Thus, a persuasive hope
appeal is a hope appeal because it contains elements designed to create the appraisals of hope, not

merely because a receiver feels hopeful after reading it. By focusing on intrinsic message
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features, PHT provides clear guidance to message creators. It is important to note that because
emotions are responses to appraisals about a message, a hope appeal may evoke other emotions in
addition to, or instead of, hope. For example, one person may read a message, appraise the future
outcome as possible, important, and consistent with his goals, and believe that the outcome will
create a more positive future. This person will feel hope. However, another person may read the
same message, appraise the future outcome as impossible, important, and consistent with her
goals, and believe that it would create a more positive future. This person will feel despair, not
hope, because she did not appraise the future outcome as possible.

Like other theoretical explications of emotional appeals (e.g., fear appeals as discussed
by Witte, 1992; Witte & Allen, 2000), | advance a framework for persuasive hope appeals that
focuses on two components, (a) the inducement of hope through the presentation of an
opportunity and (b) the presentation of recommended actions to achieve the desired outcome. The
recommended actions component should include information designed to (a) increase the
receiver’s perception of his or her ability to perform the recommended action (self-efficacy) and
(b) demonstrate the ability of the recommended action to achieve the desired outcome (response

efficacy). Table 2.1 contains an example persuasive hope appeal with its components identified.

Inducement of Hope

To induce hope, a message must present an opportunity to the receiver. Based on PHT,
there are several tactics that can create this opportunity and induce hope, including (a) increasing
the possibility of an important outcome, (b) raising the goal congruence of a possible, important
outcome, (c) heightening the importance of a possible, goal congruent outcome, (d) creating a
vision for a better future if the outcome occurs, and/or () making an important, possible, goal-
congruent outcome seem temporally closer. A hope appeal does not have to employ all these
tactics in one message. The appraisals of importance, goal congruence, positive future

expectation and possibility all must be present for a person to feel hope. However, the hope
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appeal does not need to address all four appraisals if the audience already holds beliefs and
attitudes that are consonant with the appraisals. For example, if | were designing a climate
protection message for environmentalists, | would not need to include components that address
importance, goal congruence, or positive future expectation because my audience already
believes climate protection to be important, goal congruent, and creating a positive future. Thus,
the mere mention of climate protection will be enough to evoke these appraisals. Therefore, my
message might only address the possibility of mitigating climate change, but will still evoke all

four of the appraisals necessary to hope and hence meet the definition of a hope appeal.

Proposition 18: Hope appeals are messages designed to evoke appraisals of

importance, goal congruence, positive future expectation, and possibility.
Proposition 19: Hope appeals evoke subjective feelings of hope.
Figure 2.4 illustrates the relationships between hope appeals, appraisals, and subjective

feelings of hope.

Figure 2.4: Proposed Relationships between Hope Appeals, Appraisals, and Subjective Feelings

of Hope
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Recommended Actions

Once a message has induced hope via one or several of the above tactics, the message
must present recommended actions that the audience can perform to achieve the hoped-for future
outcome. It is important that messages explicitly link the recommended action to the desired
future outcome. A message might include only one recommended action or might include
multiple actions. These actions may range from seeking information to complete lifestyle
changes. In general, explicitly identifying the recommended action and the steps, if any, involved
in the action is more effective than implicitly hinting at recommended actions (Witte, Meyer, &
Martell, 2001). As with other emotional appeals, the recommended actions component should
include information designed to (a) increase the receivers’ perception of their ability to perform
the recommended action (self-efficacy) and (b) demonstrate the ability of the recommended
action to achieve the desired outcome (response efficacy) (Witte, 1992; Witte, Meyer, & Martell,
2001).

Self-efficacy is the degree to which receivers believe that they are able to perform the
recommended response successfully and to exert control over their lives (Bandura, 1986). Self-
efficacy is an important predictor of individual behavior (e.g., Godin & Kok, 1996; Schwarzer &
Fuchs, 1995). Communicators can enhance self-efficacy by describing actions as simple or easy
and by clearly articulating the steps that are part of the action to reduce the receiver’s uncertainty.
In addition, messages can include statements of encouragement (e.g., “You can do it.”) to raise
self-efficacy.

Response efficacy is the receiver’s perception of the ability of the recommended action to
achieve the desired outcome (Witte, Meyer, & Martell, 2001). Like self-efficacy, response
efficacy is related to behavioral intentions and behavior (Floyd, Prentice-Dunn, & Rogers, 2000).
Messages can raise perceived response efficacy by demonstrating the connection between the
recommended action and the future outcome. In addition, communicators can provide credible

sources that support this connection.



48

Figure 2.5 illustrates the proposed relationships between a hope appeal and self- and
response efficacy. Although self-efficacy and response efficacy are both beliefs about ability,
they focus on different types of ability. Self-efficacy focuses on individual ability to perform
behavior, whereas response efficacy focuses on the ability of a behavior to effect circumstances.
Any relationship between self-efficacy and response efficacy is likely to be small and is not
relevant to PHT at this stage of theoretical development. However, both self-efficacy and
response efficacy are related to behavioral intentions and behavior, which is depicted later in

Figure 2.6.

Figure 2.5: Proposed Relationships between Hope Appeals, Self-Efficacy, and Response Efficacy

Self-Efficacy

Hope
Appeal a

*b[ Response Efficacy

Example of a Persuasive Hope Appeal

Table 2.1 presents a partial message about climate change protection that | developed for
college students. The message illustrates the components of a persuasive hope appeal. The
message induces hope by emphasizing the appraisals that evoke hope (i.e., importance, goal
congruence, positive future expectation, and possibility) and provides recommended actions to
achieve the desired outcome. First, the message attempts to evoke an appraisal of importance by
describing the connection between the climate and the reader’s well-being. By making climate
change mitigation personally relevant, the message should lead a reader to believe that protecting
the climate is important. Second, the message attempts to evoke an appraisal of goal congruence

by linking climate protection to the goal of saving money, which formative research indicated
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was important to the audience. By connecting climate protection to an important goal, the
message should lead a reader to believe that protecting the climate is congruent with his or her
goals. Third, the message attempts to evoke an appraisal of positive future expectation by
describing how much better the future will be if we protect the climate. By helping the receiver
visualize a future that is better than the present, the message should lead him or her to believe that
protecting the climate will result in a much better future. Fourth, the message attempts to evoke
an appraisal of possibility by describing the large number of people who are already trying to
protect the climate. By making the receiver feel part of a larger climate protection movement, the
message should lead him or her to believe that protecting the climate is possible. The appraisals
of importance, goal congruence, positive future expectation, and possibility should lead the reader
to feel hope in response to this message.

After the inducement of hope, the message presents two recommended actions that the
reader can take to achieve the desired outcome of protecting the climate. The message explicitly
details the recommended actions and their connection to the future outcome. Not only does the
message describe the actions, but it also contains elements designed to raise self-efficacy and
response efficacy. To raise self-efficacy, the message describes the actions as “easy” to make the
reader feel confident in his or her ability to perform the behaviors. To raise response efficacy, the
message identifies how the action can help protect the climate by indicating in what way, and

how much, greenhouse gas emissions will be reduced by the action.
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Table 2.1: Persuasive Hope Appeal for Climate Change Protection with Appeal Components

Identified

Component Message

Importance The climate affects your well-being in many ways. The climate will affect
your health. Your health is affected by air quality. A bad climate increases
your chances of getting diseases. A bad climate also affects your finances. A
bad climate will cost you money. You will pay more for air conditioning.
Food and energy prices will be much higher. You will be healthier and
wealthier in a good climate. Protecting the climate is very important for your
well-being.

Goal Protecting the climate saves you a lot of money. You can make simple

Congruence changes to protect the climate. You can use less energy, use less hot water,
and make less trash. These changes are free or cheap. These small changes
will directly save you at least $500 per year. In four years at this university,
you will save $2000! That is a lot of money.

Future Protecting the climate will make the future much better. Protecting our climate

Expectation will bring a wonderful future. Our air will be much cleaner. Our weather will

be much less extreme. Our summers will be beautiful and mild. We will
experience many fewer diseases and will live much longer. Growing food will
be easier and more productive. By helping protect the climate, you can help

create a wonderful future.



Possibility

Recommended

Actions

o1

It is very likely that we can make the climate better. All over the world,

people like you are taking action. They are using less energy, using less hot

water, and making less trash. Billions of people are taking action to protect the

climate. You can join the effort and make it even more likely that we will

make the climate better.

Want to help stop climate change? Take action with these two easy steps.

1)

2)

Unplug your cell phone charger when you are not using it. Your cell
phone charger uses energy whenever it is plugged in, even when it is not
attached to your phone. Cell phone chargers, DVD players, and other
‘always on' electronics make up 5 percent of all home energy use. These
devices put 18 million tons of carbon dioxide into the air every year. If
you unplugging your cell phone charger, you will keep this carbon
dioxide from going into the air.

Use a reusable water bottle. Making and shipping the disposable plastic
water bottles burns fossil fuels and emits carbon dioxide. The plastic
water bottles used in one year in the U.S. use more than 17 million barrels
of oil. Making these bottles emits more than 2.5 million tons of carbon
dioxide. Trucking the bottles to stores emits even more. By using a
reusable water bottle, you can stop these greenhouse gases from going
into the air. You can buy a reusable water bottle at a grocery or sporting

store for five to ten dollars.
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Persuasive Effects of Messages that Evoke Hope
By manipulating the appraisals that are likely to be evoked by a message and thus

inducing emotion, communicators can influence attitudes and behavior. According to Dillard and
colleagues, emotions have predictive power for persuasion beyond that of cognition (Dillard &
Peck, 2000, 2001) and have both direct and indirect paths to persuasion (Dillard & Nabi, 2006).
The evocation of hope in a hope appeal should affect message attention and interest in the topic
of the message. The combination of the evocation of hope and the recommended behavior and
efficacy messages should affect self-efficacy, response efficacy, attitude toward the behavior,

behavior intention, and behavior.

Message Attention

The focused, eager feeling and physiology of hope should increase generalized attention.
As the source of the feeling of hope, attention is likely to be directed to the persuasive message.
According to the cognitive-functional model (Nabi, 1999) a person’s attention to a message is a
function of his or her expectation that the message contains goal-relevant information. If a
receiver expects the message to provide that information, he or she is motivated to process the
information (Nabi, 1999, 2002). Thus, attention to a persuasive hope appeal is amplified by the

extent to which the receiver expects the message to help him or her achieve desired outcomes.

Proposition 20: Subjective feelings of hope evoked in response to a message

should lead to greater message attention.

Interest
Subjective feelings of hope evoked in response to a hope appeal should increase
generalized interest in the topic of the message. Political science research nearly always

operationalizes affect as bipolar mood; however, the research of Marcus and colleagues merits
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further discussion. In the context of presidential campaigns, Marcus and MacKuen (1993)
describe mood on orthogonal dimensions of enthusiasm and anxiety. They define enthusiasm as a
response to stimuli that have positive implications for a person’s goals whereas they define
anxiety as a response to threatening stimuli (Brader, 2005). Marcus and colleagues often
measured enthusiasm using hope as one of the items in their scale. Marcus and MacKuen (1993)
found that anxiety motivates learning whereas enthusiasm leads to interest and invol vement.

By making a positive outcome more important, goal congruent, and possible, a
persuasive hope appeal stimulates increased interest in that outcome. Inherently, an important,
goal-congruent outcome is interesting and involving. Heightening the importance, goal
congruence, and/or possibility, and/or decreasing the temporal distance of that outcome should
lead to increased interest. Additionally, increased interest and involvement should lead to more

systematic processing (Petty & Cacioppo, 1986) and greater behavior intentions.

Proposition 21: Hope evoked in response to a message should lead to greater

interest in the topic of the message.

Self-Efficacy and Response Efficacy

The recommended action component of the hope appeal, which includes self-efficacy and
response efficacy statements, should directly increase self-efficacy and response efficacy. As
mentioned previously, self-efficacy is the degree to which a receiver believes that he or she is
able to perform the recommended response successfully and response efficacy is the receiver’s
perception of the ability of the recommended behavior to achieve the desired outcome. Stronger
self-efficacy beliefs are associated with greater behavior intentions and actual behavior (Bandura,
1986). Higher response efficacy is associated with greater behavior intentions (Witte, Meyer, &

Martell, 2001). Persuasive hope appeals directly attempt to increase both self-efficacy and
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response efficacy, thus they should be associated with higher self-efficacy and higher response

efficacy.

Proposition 22: A hope appeal should lead to greater self-efficacy and greater

response efficacy than prior to the message.

Attitudes Toward the Behaviors, Behavioral Intention, and Behavior

Hope appeals also affect attitudes toward the recommended behaviors, behavioral
intentions, and behavior. The degree to which an individual feels positively or negatively toward
the recommended behavior (attitude toward the behavior) is predictive of behavioral intention
(Fishbein & Ajzen, 1975). By identifying how a desired future outcome can be realized through
effective recommended behavior, persuasive hope appeals should result in more positive attitudes
toward the behavior and greater behavioral intention. This effect may be a direct effect of the
message or may be mediated through subjective feelings of hope. Emotions that are evoked by
persuasive messages directly affect behavior intention by arousing the action tendency associated
with the emotion. Persuasive hope appeals evoke an approach tendency that stimulates actual or
preparatory action toward the desired outcome. Hope encourages the formation of subgoals for
achieving the behavior, reinforces goal commitment, and strengthens motivation (de Mello &
Maclnnis, 2005; Marcus & MacKuen, 1993). Behavior intention, in turn, influences actual
behavior (Fishbein & Capella, 2006). According to PHT, the action tendency evoked by a hope
appeal should drive a receiver to perform the recommended behaviors that will enable him or her

to achieve the desired outcome.

Proposition 23: Hope appeals should result in more positive attitudes toward the
behavior, greater behavioral intentions, and more behavior than prior to the

message.
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Figure 2.6 illustrates the relationships between hope appeals, subjective feelings of hope,

message attention, interest in the message topic, self-efficacy, response efficacy, attitudes toward

the behaviors, and behavioral intentions.

Figure 2.6: Proposed Relationships between Hope Appeals, Subjective Feelings of Hope,

Message Attention, Interest in the Message Topic, Self-Efficacy, Response Efficacy, Attitudes

toward the Behaviors, and Behavioral Intentions

Subjective

Hope

) 4

Feeling of
Hope

t

Appeal

_r Self-Efficacy ]

Message
Attention

Attitudes
oward the
Behavior

'lResponse Efﬁcach

Behavioral
Intention

Individual Characteristics that May Affect Responses to Hope Appeals

Several individual characteristics are likely to affect receivers’ responses to hope appeals.

These characteristics include prior knowledge, trait optimism, trait anxiety, perceived severity

and susceptibility, and identity. Individual characteristics may affect subjective feelings of hope

directly or indirectly via effects on the appraisals individuals make in response to a hope appeal.

Communicators should consider these characteristics when segmenting the target audience for

hope appeals.
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Prior Knowledge and Subjective Knowledge

Prior knowledge has been linked to persuasive outcomes including increased resistance to
attitude change (Wood, 1982) and greater message processing (Wood & Kallgren, 1988).
Recently Nabi and colleagues (Nabi, Roskos-Ewoldsen, & Carpentier, 2008) examined the
impact of objective and subjective knowledge on responses to fear appeal messages. Objective
knowledge is how much a person actually knows about the subject of the message before the
presentation of the message. Subjective knowledge is how much a person believes she knows
about the subject of the message. Nabi and colleagues found that higher subjective knowledge
was associated with lower fear arousal, but objective knowledge did not relate to fear arousal
(Nabi, Roskos-Ewoldsen, & Carpentier, 2008). Thus, subjective knowledge may similarly

dampen arousal of hope in response to hope appeals.

Proposition 24: Subjective knowledge affects feelings of hope, such that greater

subjective knowledge results in less hopeful feelings.

Trait Optimism

Chronic activation or accessibility of an emotion predisposes an individual to feeling that
emotion (Frijda, 2001; Scherer, 2001b). Thus trait optimism may predispose a person to feel hope
in response to a persuasive hope appeal. Trait optimism not only predisposes individuals to feel
the emotion hope, but may also affect tendencies to appraise outcomes as goal-congruent

(Roseman, 2001), possible, and leading to a better future.

Proposition 25: Trait optimism is positively related to the evocation of hope by
hope appeals, such that individuals with high trait optimism are more likely to
feel hope and feel greater in response to a hope appeal than do individuals with

low trait optimism.
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Trait Anxiety/Chronic Fear

It is possible that trait anxiety will also affect responses to hope appeals. In a study of
emotional resonance, Roseman, Abelson, and Ewing (1986) found that fearful people, not hopeful
people, were attracted to organizations that used hope appeals. Pooling across two studies, they
found that the correlation between being fearful and preferring hope appeals was .28. Thus, a
predisposition to experiencing fear may make individuals more susceptible to persuasive hope

appeals.

Proposition 26: Trait anxiety is positively related to attention to hope appeals,
such that individuals with high trait anxiety pay greater attention to hope appeals

than do people with low trait anxiety.

Perceived Severity and Perceived Susceptibility

Hope appeals show individuals how to achieve desired outcomes as well as how to avoid
negative outcomes. Thus, there may be a relationship between feelings of hope and an
individual’s perception of how threatening a potential outcome is (e.g., continued climate
change). It is possible that the more threatening an individual perceives a negative outcome to be,
the more likely the individual is to feel hope. Perceived severity, how bad the negative outcome
is, and perceived susceptibility, the likelihood of the individual experiencing the negative
outcome, combine to create perceptions of threat (Witte, 1992). Thus, perceived severity and

susceptibility may affect feelings of hope.

Proposition 27: Perceived severity and perceived susceptibility affect feelings of
hope evoked by hope appeals, such that an individual with high perceptions of
severity and/or susceptibility is more likely to feel hope and to feel greater hope
in response to a hope appeal than is an individual with low perceptions of

severity and/or susceptibility.
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Identity

Identity is a multifaceted and complex construct that affects, and is affected by,
communication (Hecht, Warren, Jung, & Kreiger, 2004). Broadly, identity can be defined as the
degree to which an individual adopts the attitudes and values of a particular group and the degree
to which she feels that she belongs to that group (Phinney, 1992). Identity can affect perceptions,
judgments, decisions, and behavior (Oyserman, Coon, & Kemmelmeier, 2002). Thus, it makes
sense that identity could affect appraisals and responses to hope appeals. The effect of identity on
responses to hope appeals is likely to be particularly marked in cases where the topic of the
message directly relates to an individual’s identity (e.g., the individual identifies as an

environmentalist and the message is about climate change).

Proposition 28: Identity affects appraisals and feelings of hope evoked by hope

appeals.

Figure 2.7 below demonstrates the proposed relationships between trait optimism, trait
anxiety, perceived susceptibility, perceived severity, subjective knowledge, identity, appraisals,
and subjective feelings of hope. To be succinct, the four appraisals of the outcome are represented
as one box; however, the individual characteristics may affect some appraisals and not affect
others. For example, perceived susceptibility and perceived severity are most likely to have a
positive relationship with appraisals of importance and goal congruence, whereas they may have
no relationship with future expectations and possibility. Similarly, trait optimism and trait anxiety
might have the strongest relationships with future expectations. As the figure indicates, trait
optimism, trait anxiety, perceived susceptibility, and perceived severity have positive
relationships with the appraisals and with subjective feelings of hope. Subjective knowledge has
negative relationships with the appraisals and subjective feelings of hope. The direction of the

relationships between identity and the appraisals and subjective feelings of hope is dependent on
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the identity in question and the outcome that is the focus of the appraisals. For the model below,

identity refers to environmental identity in the context of climate protection.

Figure 2.7: Proposed Relationships between Trait Optimism, Trait Anxiety, Perceived
Susceptibility, Perceived Severity, Subjective Knowledge, Environmental identity, Appraisals, and

Subjective Feelings of Hope
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Developing Hope Appeals and Testing Persuasive Hope Theory

As mentioned previously, the purpose of this dissertation is twofold. First, | seek to
enhance previous research on the role of emotions in persuasion, and | offer new insights by
conceptualizing and operationalizing hope and hope appeals in a persuasive context. Second, |
seek to empirically test the role of hope and hope appeals in persuasion by (a) examining
relationships between subjective feelings of hope and appraisals, (b) exploring relationships
between subjective feelings of hope and behavioral antecedents, (c) assessing the effects of hope
appeals, and (d) identifying individual characteristics that affect the above relationships and
effects. In this chapter, | have conceptualized hope in a persuasive context and conceptualized
hope appeals through the development of persuasive hope theory. To operationalize hope appeals,

I conducted qualitative and quantitative formative research studies, which | describe in chapter
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three. | accomplished the second purpose of this dissertation through two experimental studies
(Study 1 and Study 2). Study 1 was a message components study that examined separately the
effects of the proposed components of a hope appeal (i.e., separate components designed to evoke
each of the four appraisals hypothesized to create hope). Study 2 examined the effects of
complete hope appeal messages. Below, | describe the hypotheses and research questions that |

addressed in each of the two experimental studies.

Hypotheses and Research Questions

The propositions of persuasive hope theory lend themselves to the development of
numerous hypotheses and research questions that can be empirically tested. Because PHT is a
newly developed theory, this dissertation tested a small subset of the hypotheses and research
guestions that could be derived from the propositions. Specifically, | (a) tested PHT’s proposed
relationships between subjective feelings of hope and appraisals of importance, goal congruence,
future expectation, and possibility, (b) examined the relationships between subjective feelings of
hope and behavioral antecedents, (c) assessed the effects of hope appeals developed in
accordance with PHT, and (d) identified individual characteristics that affect the appraisals and
subjective feelings of hope. Table 2.2 details the hypotheses and research questions in each of
these areas, identifies the proposition from which | derived the hypothesis or research question,
and indicates in which study (Study 1 or Study 2) | addressed the hypothesis or research question.
Figure 2.8 graphically represents the hypotheses and research questions. Persuasive hope theory
and this dissertation begin what | hope will be a fruitful theoretic development and empirical

testing of the role of hope and hope appeals in persuasion.



Table 2.2: Hypotheses and Research Questions, Related Propositions, and the Study(s) that

Address Them
Prop Hypothesis or Research Question S1 S2
APPRAISALS AND SUBJECTIVE FEELINGS OF HOPE
H1: Subjective feelings of hope are positively related to appraisals of X X
importance, goal congruence, possibility, and future expectation.
H2: Appraisals of importance, goal congruence, possibility, and future X X
expectation predict subjective feelings of hope.
HOPE AND BEHAVIORAL ANTECEDENTS
H3: Subjective feelings of hope are positively related to message attention. X X
H4: Subjective feelings of hope are positively related to interest. X X
H5: Subjective feelings of hope are positively related to behavioral intentions. X X
H6: Subjective feelings of hope are positively related to attitudes toward the X
behaviors.
EFFECTS OF HOPE APPEALS

H7: A strong hope appeal leads to more hope than does a weak hope appeal. X X
RQ1: What is the relative contribution of each of the hope appeal components X
in predicting feelings of hope?
RQ2: Do hope appeals result in emotions other than hope? X X
H8: A hope appeal leads to higher appraisals of importance, goal congruence, X X
positive future expectation, and possibility.
H9: Hope appeals lead to more positive attitudes toward the behaviors. X
H10: Hope appeals lead to greater perceived self-efficacy and response X
efficacy.
H11: Hope appeals lead to greater behavioral intentions. X X



RQ3: What is the relative contribution of each of the components in
predicting behavior intention?

RQ4: Do post-message subjective feelings of hope and type of hope appeal
along with individual characteristics and behavioral antecedents predict

behavioral intention?
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INDIVIDUAL CHARACTERISTICS
H12: Subjective knowledge is inversely related to feelings of hope in
response to a hope appeal and to the appraisals evoked by a hope appeal.
RQ5: How are perceived susceptibility, perceived severity, and environmental
identity related to subjective feelings of hope and appraisals of importance,
goal congruence, future expectation, and possibility?
RQ6: How much of the variance in post-message subjective feelings of hope
can be explained by subjective knowledge, perceived severity, perceived
susceptibility, environmental identity, message condition, and appraisals of
importance, goal congruence, future expectation, and possibility?
RQ7: How much of the variance in each of the appraisals can be explained by
subjective knowledge, perceived severity, perceived susceptibility, and
environmentalist identity in addition to message condition and appraisals of
importance, goal congruence, future expectation, and possibility?
RQ8: What is the best model for the relationships between message
conditions, individual characteristics, appraisals, and subjective feelings of

hope?

Note. Prop = Proposition, H = Hypothesis, RQ = Research Question, S1 = Study 1, S2 = Study 2



Figure 2.8: Representation of Hypothesized Relationships
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CHAPTER THREE:

FORMATIVE RESEARCH

Overview

To guide the development of hope appeal messages, | conducted formative research with
my target audience. My formative research serves as the bridge between my conceptualizations of
hope and hope appeals and the empirical studies that test those conceptualizations. The goals of
the formative research were to understand how college students talk about climate change and
climate protection, to guide the development of climate protection messages, and to inform the
development of survey questions about antecedents to climate protection behaviors. The
formative research consisted of two phases. The first phase was a qualitative focus group study
and the second phase was a quantitative survey. The focus groups and survey examined college
students’ emotions, perceptions, barriers, behavior, and behavior intentions regarding climate
change mitigation. Below, | first describe why I chose college students to be my target audience.
Next, | present the methods and results of the focus group study. Then, | discuss the methods and

results of the survey. Finally, | provide a brief summary of the formative research.

Target Audience
Numerous individuals and organizations will need to change their behavior to mitigate
climate change. I chose college students as the target audience because they are at an age that is
most susceptible to changes in attitudes, beliefs, and behaviors (Alwin, 1994; Alwin, Cohen, &
Newcomb, 1991; Alwin & McCammon, 2003). Alwin (1994; 1995) described six models of
human stability throughout the life course. The models that are most relevant to attitude, belief,

and behavior change all indicate that an individual’s personality, identity, attitudes, beliefs, and
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values are extremely malleable between the ages of 1