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Introduction

Gratitude is a positive emotion that motivates prosocial behavior and strengthens social 

relationships. Past research shows expressing gratitude can increase others’ intentions to affiliate 

and improve people's perceptions of an expressor as interpersonally warm and friendly (Williams 

& Bartlett, 2015). However, there is limited research regarding how expressions of gratitude are 

initially processed during first impressions. 

This study explores how people process grateful vs neutral individuals. We predicted that 

individuals would perceive targets expressing gratitude more positively and would remember 

them more accurately and selectively than neutral targets. These findings might suggest that 

gratitude contributes to stronger and more favorable first impressions.

• H1: Participants will have greater recall for details about grateful targets compared to neutral 

targets.

• H2: Participants will form significantly more positive explicit and implicit positive 

evaluations of grateful targets compared to neutral targets.

• H3: Participants will show a significantly stronger preference for grateful targets over 

neutral targets as potential study interaction partners.

Methods

Participants

• N= 95 Sona participants (M= 19.03 years, SD = 0.95) 82% female, 18% male. 

   54% White, 17% Hispanic, 8% Black, 4% Asian, 17% Other or mixed race

Materials/Measures

• Measures and tasks administered via a Qualtrics Survey

▪ Participants read bios from four other ostensible “students” (targets)

▪ Participants completed the Affect Misattribution Procedure (AMP; Payne et al., 2005)

▪ Participants completed an active recall task (Gardner et al., 2005)

▪ Participants evaluated their liking for targets and self-reported their preferences for 

targets as a study partner

▪ Participants completed several individual difference measures:

• Ten Item Personality Inventory (TIPI; Gosling et al., 2003)

• The Gratitude Questionnaire (GQ-6; McCullough et al., 2002)

• UCLA Loneliness Scale (Russell, 1996)

• Need to Belong Scale (NTBS; Leary et al., 2001)

• Dominance-Prestige scales (Cheng et al., 2010)

Example Target Stimuli

Gratitude Stimulus

  

Discussion

• Participants did not selectively recall more details about grateful versus neutral targets.

• Participants did not form significantly more explicit or implicit positive evaluations of grateful 

versus neutral targets. In some cases, participants high in agreeableness and prestige actually 

liked neutral targets more.

• High-prestige participants were less likely to choose the grateful target as a study partner as 

compared to a neutral target.

Addressing limitations and future considerations:

• Present gratitude in a more natural context. 

• Examine how genuine versus ingenuine gratitude is perceived.

• Investigate why participants higher in prestige preferred neutral targets.
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Results

Evaluations of Target Type across Levels of Prestige

Probability of Choosing a Grateful Target over a 

Neutral One Predicted by Prestige

Grateful Stimulus

Neutral Stimulus

(Minear & Park, 2004)
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