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APPENDIX: SELECTED ABSTRACTS         
 

Roberts, Annabelle R., Franklin Shaddy, and Ayelet Fishbach (2021), “Love is Patient: People 
are More Willing to Wait for Things They Like,” forthcoming at the Journal of Experimental 
Psychology: General.  
 
How does liking of a target affect patience? One possibility is that the more people like a target 
the less patient they are for it, because it is more difficult to resist the attractive smaller-sooner 
option to wait for the larger-later option. However, across six studies (N = 2,774), we found 
evidence for the opposite effect. Specifically, an increase in liking was correlated with an 
increase in patience (Study 1), and when people made decisions about a target they liked more, 
they were more willing to wait for a better quality version of it (Studies 2 and 3) and a larger 
amount of it (Study 4). This is because when people like a target more, they perceive a greater 
difference in subjective value between its smaller-sooner and larger-later versions. Thus, the 
perceived difference in subjective value mediated the effect of liking on patience (Study 5). 
Further, consistent with this proposed mechanism, we found that liking increased both 
willingness to wait for a better quality version of a target and willingness to pay to receive the 
target sooner (Study 6). These findings suggest that patience, in part, results from believing the 
larger-later reward is worth waiting for. These findings also offer practical recommendations for 
people struggling with impatience: Individuals may benefit from reminding themselves why they 
like what they are waiting for. 
 
Roberts, Annabelle R., Emma E. Levine, and Ovul Sezer (2021), “Hiding Success,” 
forthcoming at the Journal of Personality and Social Psychology.  
 
Self-promotion is common in everyday life. Yet, across 8 studies (N = 1,687) examining a broad 
range of personal and professional successes, we find that individuals often hide their successes 
from others and that such hiding has relational costs. We document these effects among close 
relational partners, acquaintances, and within hypothetical relationships. Study 1 finds that 
targets feel less close to and more insulted by communicators who hide rather than share their 
successes. Study 2 finds that hiding success harms relationships both when the success is 
eventually discovered and when it is not. Studies 3 and 4 explore the mechanism underlying 
these relational costs: Targets infer that communicators have paternalistic motives when they 
hide their success, which leads them to feel insulted. Studies 5–7 explore the contextual cues that 
elicit inferences of paternalistic motives, such as private (vs. public) settings (Study 5), direct 
(vs. indirect) questions (Study 6), and close (vs. distant) relationships (Study 7). Across our 
studies, we also explore the emotional and impression-management consequences of hiding 
success. Although the relational consequences of hiding success are universally negative, the 
emotional and impression-management consequences are mixed. Whereas previous research 
highlights the negative consequences of sharing one’s accomplishments with others, we find that 
sharing is superior to hiding for maintaining one’s relationships. Thus, we shed new light on the 
consequences of paternalism and the relational costs of hiding information in everyday 
communication. 
 
 
 



  
	

Roberts, Annabelle R. and Ayelet Fishbach (2020), “When Wanting Closure Reduces Patients’ 
Patience,” Organizational Behavior and Human Decision Processes, 161, 85-94. 
 
What makes patients impatient? We find that people both make impatient health decisions and 
experience impatience when waiting for healthcare partially because they are eager to achieve 
psychological closure on their goals. Across five preregistered studies (N = 1806), we first 
document an increased preference for a worse health device (Study 1) and more painful 
treatment (Study 2) when they allow for earlier goal closure, even though they would not provide 
remedy sooner. We next find that because the desire to achieve closure increases with proximity 
to a goal, the experience of impatience increases closer to the completion of a medical checkup 
(Studies 3–5). We discuss the implications of people’s desire to reach goal closure on the pursuit 
of both health habits and health care. 
 
Levine, Emma E., Annabelle R. Roberts, and Taya R. Cohen (2020), “Difficult Conversations: 
Navigating the Tension Between Honesty and Benevolence,” Current Opinion in Psychology, 
31, 38-43. 
 
Difficult conversations are a necessary part of everyday life. To help children, employees, and 
partners learn and improve, parents, managers, and significant others are frequently tasked with 
the unpleasant job of delivering negative news and critical feedback. Despite the long-term 
benefits of these conversations, communicators often approach them with trepidation, in part, 
because they perceive them as involving intractable moral conflict between being honest and 
being kind. In this article, we review recent research on egocentrism, ethics, and communication 
to explain why communicators overestimate the degree to which honesty and benevolence 
conflict during difficult conversations, document the conversational missteps people make as a 
result of this erred perception, and propose more effective conversational strategies that honor 
the long-term compatibility of honesty and benevolence. This review sheds light on the 
psychology of moral tradeoffs in conversation, and provides practical advice on how to deliver 
unpleasant information in ways that improve recipients’ welfare. 
 
Roberts, Annabelle R. and Ayelet Fishbach, “Impatience Over Time,” Under review at the 
Journal of Consumer Research. 
 
What makes consumers feel impatient while waiting? Across five studies, consumers felt more 
impatient as they got closer to the end of a wait, regardless of how long they had already been 
waiting. Using longitudinal studies that measured impatience for real world events, we first 
documented an increase in impatience closer to the weekend (Study 1), closer to getting a life-
saving vaccine during a pandemic (Study 2), and closer to learning the results of the presidential 
election (Study 3). Follow up experiments (Studies 4-5) confirmed that a desire for closure 
underlies the effect. After waiting the same amount of time for a package delivery, consumers 
reported more impatience when the delivery was closer to arriving, and the desire for goal 
closure mediated this increase in impatience. Further, the time course of impatience has 
implications for both consumers and marketers. Consumers evaluated a service as worse if it was 
delayed closer to its arrival than farther from it. 
 



  
	

Roberts, Annabelle R., Alex Imas, and Ayelet Fishbach, “Can't Wait to Lose: The Desire for 
Goal Closure Increases Impatience to Incur Costs,” Under review at Management Science. 
 
Impatience is often portrayed as the preference to receive gains sooner or to postpone costs until 
later. But are people also impatient to incur costs sooner? We find that they are, and that this 
seemingly anomalous preference can be explained by a desire for goal closure. We documented 
that individuals preferred to pay more money sooner over less money later when it allowed them 
to close a debt (Study 1), and they preferred to complete more work sooner over less work later 
when it allowed them to finish a task (Study 2). The preference to incur larger costs sooner (vs. 
smaller costs later) increased with the desire for goal closure. Specifically, people were more 
impatient to complete work when keeping the work in mind was mentally costly (Study 3) and 
when completing the work achieved their overall goal (thus enabling closure, Studies 4-5). A 
desire for closure mediated the effect of having an opportunity to achieve a goal on impatience. 
These findings suggest that the desire to achieve goal closure is an important aspect of time 
preferences. Taking this desire into account can explain marketplace anomalies and inform 
interventions to reduce impatience. 
 
Roberts, Annabelle R., and Ayelet Fishbach, “Can't Wait or Won’t Wait? Patience Reflects 
Ability and Preference,” Invited revision at Trends in Cognitive Science. 
 
People are patient either when they are able to wait or when they desire to wait. To distinguish 
between these two sources of patience—ability versus preference—we turn to people’s 
experience while waiting, asking how hard it is for them to wait. When people find it harder to 
wait, they are less able to do so (difficulty decreases ability), but they are not less likely to want 
to wait (difficulty does not decrease preference). Indeed, waiting for more valuable outcomes is 
harder but also more desirable. Thus, we can infer the cause of patience from its relationship 
with the experience of waiting. We discuss the implications of this relationship for developing 
interventions to increase patience. 
 
Roberts, Annabelle R., Emma E. Levine, and Jane Risen, “Learning to Distrust: One 
Untrustworthy Experience Reduces the Expected Value of Trust,” Manuscript in preparation. 
 
How does a single trust experience influence the decision to trust a new individual? Across seven 
main experiments (N = 4,535), and seven supplemental studies (N = 3,998; combined N = 8,533), 
we find that a single experience with an untrustworthy partner causes people to be less trusting of 
a new partner in a subsequent interaction. People learn more from a single interaction with an 
untrustworthy partner than a trustworthy partner, regardless of whether they initially trust or 
distrust that partner. We find that untrustworthy behavior, but not trustworthy behavior, from a 
single trust interaction influences the expected value of trust by changing both the expected 
probability that an individual in the relevant population is trustworthy as well as the emotional 
value (i.e., utility) of trust. We also find that this process is unique to social trust interactions. 
People learn from a single interaction with an untrustworthy human partner, but not an 
equivalent interaction with a non-human entity (i.e., an algorithm). Our findings suggest that 
people rely on negative past experiences to guide trust decisions with new individuals, leading 
people to learn to distrust others.  


