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Abstract 

Meaningful media is entertainment that holds conveys some type of moral lesson or 

value. It comes in many different types of genres, and has been shown to elicit feelings of 

elevation. Elevation is generally a positive emotion experienced after witnessing another person 

perform a virtuous act that typically improves the welfare of others, subsequently facilitating 

heightening the desire to possess honorable morally respectable qualities. The desire to possess 

honorableattain such qualities can be translated into morally beautiful acts, also known as 

altruistic behaviors. Much research has been conducted on meaningful media leading to 

elevation and then subsequently, altruistic behavior inm among adults, but only limited research 

has examined on adolescents in the field has taken placein this domain. 

This project is comprised of two studies. In Study 1, participants high school and college 

students answered questions and rated statements on the types of media adolescents they deem to 

be meaningful. Based on the data regarding media preferences and life perceptionsevents, a 

correlation is drawnfindings indicate that adolescents high school students prefer more hedonic 

entertainment, while whereas college students prefer eudaimonic entertainment. In Study 2,. 

samples of participantshigh school and college students were randomly assigned to watched one 

a clip in one of two conditions: either a meaningful orand non-meaningful video clip. Results 

The results from Studyshowed that indicate that life experiences play a moderating affected role 

in affecting the level of elevation among in participants whothose who watched the meaningful 

entertainment, however, did not among. Life experiences played no significant part in those who 

watching theed non-meaningful entertainment. These resultsFindings  can be used byprovide 

practical implications for  those in the media industry when targeting a certain audience for 

marketing or a new showaudiences in these respective age groups.  
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1.0  Review of Literature 

1.1  Preferences for and Effects of Meaningful Media Among Adolescents and Young Adults 

The study of elevation and altruistic behavior has yielded interesting and encouraging 

results about human emotions and actions. In particular, positive moral emotions are emotions 

triggered by acts of virtue (Haidt, 2003). For example, elevation is a positive emotion 

experienced after witnessing another person perform a virtuous act, one that typically improves 

the welfare of others. Extensive research reveals that observing virtuous acts induces individuals 

to feel inspired and uplifted, motivating them to perform similar behaviors (Algoe & Haidt, 

2006; Haidt, 2000, 2001). Algoe and Haidt (2009) found that those who experienced feelings of 

elevation after watching examples of moral beauty were more motivated to be kind and warm to 

others. Others have yielded similar findings (see Freeman, Aquino, & McFerran, 2008; Oliver, 

Hartmann, & Woolley, 2012). In the context of media, elevation, which has the potential to 

motivate altruistic behaviors, is a result of consuming certain entertainment genres categorized as 

drama, action, adventure, romance, and reality-based, to name a few (Oliver, Hartmann, & 

Woolley, 2012; Tsay-Vogel & Krakowiak, 2016). In light of these findings, the present research 

further examines the extent to which meaningful entertainment fosters such outcomes, 

particularly among an understudied population, adolescents. Moreover, as extant research 

demonstrates the link between exposure to meaningful entertainment and altruistic intentions 

among the adult population, the current investigation uniquely compares the preferences for and 

effects of meaningful media between high school and college students to understand the 

moderating role of life experiences.  

1.2  Entertainment Preferences and Meaningful Media 
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People often pursue entertainment to fulfill hedonic motivations such as enjoyment and 

amusement, but also at times to fulfill eudaimonic motivations or the desire to search for and 

ponder life’s meaning, truths, and purpose (Oliver & Raney, 2011). Earlier theories such as 

mood management that focus on the strive for hedonism suggests that people seek media to 

either enhance/maintain positive moods or to eliminate negative moods (Zillmann & Bryant, 

1994). However, individual differences in people’s tendencies for reflectiveness, need for 

cognition, intellectualism, need for affect, and search for meaning in life have been discussed as 

being largely associated with eudaimonic motivations for entertainment consumption more than 

hedonic motivations (Oliver & Raney, 2011). 

More recent explorations into non-hedonic (eudaimonic) entertainment brings about a 

new concept: meaningful entertainment (Oliver & Bartsch, 2010, 2011; Oliver & Raney, 2011). 

Such entertainment features content that may shed light on moral insight and show fundamental 

human values, often characterized as sad or moving content. These values include compassion, 

wisdom, dignity, gratitude, courage, strength, and sacrifice. Content with these values embedded 

often contains moral lessons and has the potential to promote a deeper understanding of purpose 

and meaning among viewers (Oliver, 2008).  

1.3  Life Experiences in Relation to Meaningful Entertainment 

Oliver, Hartmann, & Woolley  and Hartmann (2012) propose that moviegoers undergo 

meaningful experiences if they gain an improved understanding of their lives (2012). Research 

on social-cognitive development and maturity suggests that many people tend to perceive their 

lives as good, not because it is simply pleasurable, but because they succeeded in developing 

cognitively rich and consistent perspectives on their lives (Bauer, McAdams, & Sakaeda 2005; 

Loevinger 1976, ; King 2001; Bauer, McAdams, & Sakaeda 2005) Movies that provide 
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meaningful moments should be thought-provoking because they imply a modification of 

people’s life stories. Gaining an improved perspective on one’s life can be pleasurable, but such 

insights can also be disturbing or distressing. Accordingly, meaningful experiences may entail 

negative affect because people are confronted with imperfections of human life in general, and 

their lives in particular. However, meaningful experiences can also be accompanied by positive 

emotions as well. First, while going through a meaningful experience, viewers may become 

aware of some fundamental aspects of human life. Second, viewers may also become aware of 

fundamentally positive aspects of human life. People may change their views about humanity in 

a more optimistic or inspired way, and this information may be elevating (Haidt, 2003). At the 

same time, viewers may gain a better understanding of what really matters in life. 

While much research on meaningful media has been conducted with an adult population, 

little is known about the preferences for and effects of such content on younger viewers, 

especially adolescents. Research indicates that adolescents, or anyone for that matter, may have 

different life perceptions based on life experiences. Those with a greater amount of life 

experiences or life experiences of a more serious magnitude may view certain entertainment 

genres differently than those who have fewer life experiences or ones weaker in magnitude. 

More current research (Bartsch, in press; Mares, Oliver, & Cantor, 2008; Mares & Sun, 2010) 

has examined entertainment experiences in relation to life span by considering eudaimonic 

gratifications (Oliver, 2008; Oliver & Raney, 2011) and theories of adult emotional development 

(Carstensen, Fung, & Charles, 2003; Ersner-Hershfield, Mikels, Sullivan, & Carstensen, 2008). 

They hypothesized that age differences in entertainment use can be (partly) understood in terms 

of individuals’ changing goals, strategies of emotional regulation and an evolving sense of 

emotional well-being. Research by Bartsch conveys findings that as adults become older they 
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become increasingly less interested in emotionally intense entertainment and instead gravitate 

towards heartwarming, contemplative, and socially meaningful experiences (2012).  Research 

has also shown that when naming their favorite movies, older adults were more likely than young 

adults to report dramas and musicals, and were less likely to report horror, action-adventure, and 

comedic films (Fischoff, Antonio, & Lewis, 1998).  

Considering that life experiences vary across individuals of different ages and the notion 

that moral messages embedded in media may be interpreted differently between younger and 

older audiences, the current study uniquely explores entertainment preferences based on 

meaningfulness between adolescents and young adults. Noted earlier, whereas undergraduate 

college students have been predominantly the subjects of investigation for meaningful media 

studies, high school students have received minimal attention. Therefore, this research takes an 

initial step to understand if and to what extent there are differences in the types of entertainment 

genres each group deems meaningful by proposing the following question:  

RQ1: What entertainment genres do high school students appreciate as compared to 

college students? 

Furthermore, this study inquires whether when searching for entertainment offerings, 

there are differences in hedonic and eudaimonic intentions among these groups. Thus, the second 

research question is addressed: 

RQ2: Do hedonic and eudaimonic motivations for entertainment differ between high 

school and college students?   

1.4  Elevation and Altruism as Outcomes of Meaningful Media Consumption 

Prosocial effects of viewing morally virtuous actions have been widely supported in the 

literature. Algoe and Haidt (2009) found that users who experienced feelings of elevation after 
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watching examples of moral beauty were more motivated to be kind and warm to others, 

demonstrating intentions to perform altruistic behaviors. More recently, elevation, which gives 

rise to altruistic motivations, has been discussed as a response to consuming certain 

entertainment genres, notably those characterized as drama, action, adventure, romance, and 

reality-based (Oliver, Hartmann, & Woolley, 2012; Tsay-Vogel & Krakowiak, 2016).  

To further understand the impact of meaningful media on audiences, Oliver and 

colleagues found that content featuring morally high acts has the capacity to produce mixed-

affective responses (2012). This range of mixed-affective responses has been classified under the 

overall experience of “elevation.” While most attribute elevation to positive emotions, this state 

can include feelings of sadness and inspiration simultaneously. Elevation occurs after somebody 

wants to act virtuously and acquire the same characteristics and qualities he/she has viewed 

(Algoe & Haidt, 2009; Haidt, 2003; Keltner & Haidt, 2003; Schnall, Roper, & Fessler, 2010). A 

study by Silvers and Haidt in 2008 found that mothers in an elevation state lactated more. They 

found that elevation increases levels of oxytocin, a hormone known to encourage trust among 

strangers (Kosfeld, Heinrichs, Zak, Fischbacher, & Fehr, 2005). 

While previous studies have focused on charitable donations as measures of altruism, few 

have considered other altruistic behaviors that may be more relevant to the specific population of 

interest, and those that have are outdated (Bartlett & DeSteno, 2006; Freeman, Aquino, & 

McFerran, 2012; Jung, Nelson, Gneezy, & Gneezy, 2013). For high school students, becoming 

an organ donor is an altruistic action that may be particularly salient as they are at a stage of 

obtaining their drivers’ licenses and asked to make this important life decision. Based on extant 

literature on the effects of meaningful media, it is reasonable to expect that exposure to 
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meaningful entertainment would likely facilitate elevation and altruistic intentions. Therefore, 

Hypothesis 1 is posited:  

H1: Individuals viewing meaningful media will elicit stronger a) elevation and b) 

altruistic motivations as compared to those viewing non-meaningful media.    

However, as previously noted, the degree to which one experiences major life events may 

moderate the aforementioned relationship. Specifically, we expect that adults (those with more 

life experiences) would likely show more intensified levels of elevation and altruistic intention 

after watching meaningful media content as compared to adolescents (those with fewer life 

experiences). Hence, Hypothesis 2 is also tested:  

H2: Individuals with more life experiences who view meaningful media, as compared to 

non-meaningful media, will elicit stronger a) elevation and b) altruistic motivations than those 

with fewer life experiences. 

 

2.0 Method 

This project is comprised of two separate studies. Study 1 is a questionnaire that asked 

participants about media preferences, life perceptions, and life experiences. The data gave 

researchers some background on how adolescents and college students view media and the life 

events they have experienced and how those experiences affect their life perceptions. Study 2 is 

the actual experiment, when, using the genres the Study 1 deemed meaningful and non-

meaningful, participants watched a clip in one of two conditions. Study 2 tested for elevation and 

altruism after watching the videos with a post-test and strived to determine if life experiences 

played a moderating role in levels of elevation and/or altruism. 

2.1  Study 1 
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2.1.1 Participants and procedure 

A total of 120 students from a science research program in a Westchester, NY public high 

school (38.3% male, 60.0% female) and 206 students in a communication program in a private 

university (8.3% male, 91.3% female, .5% other) located in the northeast region of the United 

States participated in an online questionnaire through Qualtrics. Informed consent was provided 

by the participants prior to the start of the study. Participants from the high school ranged in age 

from 15 to 18 years (M = 16.76, SD = 1.00) and consisted of 80.0% Caucasian, 14.2% 

Asian/Asian-American, 9.2% Hispanic/Latino American, 4.2% African-American/Black, and 

5.0% with no indication of race. Participants from the university ranged in age from 18 to 25 

years (M = 20.82, SD = 1.18) and consisted of 50.0% Caucasian, 26.7% Asian/Asian-American, 

10.7% Hispanic/Latino American, 4.9% African-American/Black, and 14.1% with no indication 

of race.  

Participants first responded to series of demographic items, followed by scales that 

assessed their media preferences, perceptions and life experiences. Upon completion of the 

questionnaire, the high school students separately submitted their email addresses to be entered 

into a raffle as compensation for their participation in the study, whereas the college students 

were awarded research credit from their class instructors. 

2.1.2  Measures  The following section details the measures used in the questionnaire for Study 

1. For a complete list of items, see Figure 1.  

Genre appreciation. The appreciation of different genres was measured by asking 

participants to rate how much they generally find films in the following genres to be meaningful 

using Likert-type scales ranging from 1(not at all) to 5(very much): drama, tragedy, classics, 
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documentary, comedy, romance, action, thriller, horror, science fiction, romantic comedy, 

reality, fantasy, and adventure.  

Entertainment preferences. Participants responded to a series of items assessing 

entertainment preferences anchored by 1(strongly disagree) and 5(strongly agree) adapted from 

Oliver and Raney (2011). Six items measured eudaimonic motivations (α = .86, M = 3.86, SD = 

.70). An example item included: I like entertainment that challenges my way of viewing the 

world. Five items measured hedonic motivations (α = .75, M = 3.97, SD = .63). An example item 

included: Entertainment that makes me laugh is among my favorites.  

Life experiences. To assess life experiences, a set of 36 items were used from the LEC-5 

scale (Weathers et al., 2013). For each statement, participants indicated if a major life event 

happened to them, they witnessed it, they learned about it, it was part of their job, they were not 

sure, or it does not apply to them. Example life events included: natural disasters, serious 

accidents, assault, and life-threatening illness or injury. A life experience index was constructed 

using the summation of the total number of events directly experienced by the participant. As 

expected within the sample, high school students reported having significantly fewer life 

experiences (M = 9.28, SD = 4.35) as compared to college students (M = 10.69, SD = 4.45), t 

(324) = 2.79, p < .01. 
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Figure 1. Study 1’s Questionnaire 
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2.2 Study 2  

2.2.1 Participants and procedure   

A total of 121 students from a science research program in a public high school (47.1% 

male, 52.2% female) and 198 students in a communication program in a private university (9.1% 

male, 90.4% female, .5% other) located in the northeast region of the United States participated 

in an experiment through Qualtrics. Informed consent was provided by the participants prior to 

the start of the study. Participants from the high school ranged in age from 15 to 18 years (M = 

16.79, SD = 1.00) and consisted of 85.1% Caucasian, 12.4% Asian/Asian-American, 5.0% 

Hispanic/Latino American, 4.1% African-American/Black, .8% Native American, and .8% with 

no indication of race. Participants from the university ranged in age from 18 to 25 years (M = 

20.84, SD = 1.20) and consisted of 49.0% Caucasian, 26.3% Asian/Asian-American, 10.1% 
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Hispanic/Latino American, 5.1% African-American/Black, and 15.2% with no indication of race. 

Participants were recruited via the same methods but were a similar, not exact same, sample. 

Participants first responded to a series of demographic and life experience items. They 

were then randomly assigned to watch one of four videos clips: two videos represented the 

meaningful media condition and two videos represented the non-meaningful media condition. 

Following the clip, participants were asked to rate a set of items measuring their perceptions of 

the video, elevating state, and altruistic motivations. Upon completion of the questionnaire, the 

high school students separately submitted their email addresses to be entered into a raffle as 

compensation for their participation in the study, whereas the college students were awarded 

research credit from their class instructors. 

2.2.2 Stimuli   

The stimuli were edited using videos accessible through YouTube. Each clip was 

approximately three minutes in duration.  

Meaningful media. The two meaningful videos included: 1) a Thai life insurance 

commercial showing a man performing random acts of kindness and 2) a clip of an inspirational 

speech by Herb Brooks from the movie Miracle on Ice. The life insurance clip featured features 

a man helping people on the street pushing food carts, help  and struggling animals and givinge 

money to a poor girl sitting on the side of the street. The commercial goes on to explaindepicts 

that the man doesn’t performing these actions do any of this for any no reason other than besides 

wanting to do good in the world. The speech from Miracle on Ice features coach Herb Brooks 

rallying the 1980 US Olympic Men’s Hockey Team before its semifinal game against the Soviet 

Union. He gives the team a message of confidence to believe in itself and says that tonight they 

will shock the world and beat the Soviet team.  
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Non-meaningful media. The two non-meaningful videos included: 1) a Progressive 

commercial featuring a family bickering with each other in a living room and 2) a clip from 

Austin Powers featuring Austin Powers not being able to point out the obvious mole on his 

assistant’s face. The Progressive commercial included includes Flo talking about her family’s 

Thanksgiving traditions and , showings her mother preparing food, and highlighting the 

interactions between the rest of her family in the living room. In the Austin Powers clip, several 

different characters including Dr. Evil, Austin, and Mini Me all meet this an assistant who has a 

large mole on his face. Each character is disturbed by the prevalence prominence of the mole and 

either acts very weirdly, not addressing but tiptoeing around the mole, making the assistant and 

each interaction awkward and uncomfortable. 

Manipulation check. A manipulation check was performed to ensure that the 

meaningfulness of the video treatment was successful. On a scale from 1(strongly disagree) to 

5(strongly agree), participants rated their perception of the video clip as meaningful. These 

scores were subjected to a one-way ANOVA indicating that for the meaningful videos, 

participants perceived the life insurance commercial (M = 4.00, SE = .13) to be significantly 

more meaningful than Herb Brook’s speech (M = 3.47, SE = .13), whereas there was no 

significant difference in perceived meaningfulness between the non-meaningful videos, the 

Progressive commercial (M = 1.98, SE = .12) and the clip from Austin Powers (M = 1.99, SE = 

.12), F (3, 314) = 70.27, p < .001, η2 = .40. Based on these results, the Thai life insurance 

commercial that scored highest on perceived meaningfulness was selected as the clip 

representing the “meaningful media” condition and the Progressive commercial that scored 

lowest on perceived meaningfulness was selected as the clip representing the “non-meaningful 
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media” condition. Post-hoc comparisons of these two video conditions on perceived 

meaningfulness was significantly different at the .001 level 

2.2.3 Measures   

The following section details the measures used in the questionnaire for Study 2. For a 

complete list of items, see Figure 2. 

Life experiences. Participants responded to the same life experience items in Study 1 that 

were informed by the LEC-5 scale (Weathers et al., 2013). Similarly, a life experience index was 

created using the summation of the total number of events directly experienced by the 

participant. Consistent with Study 1’s findings, high school students reported having 

significantly less life experiences (M = 9.30, SD = 3.53) as compared to college students (M = 

10.69, SD = 4.47).  

Elevation. Following the video, participants responded to 10 items from Oliver et al. 

(2012) measuring the extent to which they experienced elevating affect on a scale from 1(not at 

all) to 5(very much) (α = .96, M = 2.55, SD = 1.17). Example emotions included: tender, 

introspective, moved, compassionate, and contemplative.   

Altruistic motivations. Intentions to perform altruistic behaviors were assessed by asking 

participants to rate on a scale anchored by 1(strongly disagree) and 5(strongly agree) their 

motivations to do 21 morally virtuous actions (α = .89, M = 3.77, SD = .61). Example behaviors 

included: becoming an organ donor, giving directions to a stranger, volunteering for a charity, 

and carrying a stranger’s belongings.   

Figure 2. Study 2’s Questionnaire 
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3.0 Results 

3.1 Genre Appreciation 

A series of independent sample t-tests were performed to test differences in appreciation 

of entertainment genres between high school and college students (RQ1). Findings indicate that 

high school and college students significantly differed in their appreciation of films characterized 

in the following genres: drama, t (324) = 4.95, p < .001; tragedy, t (324) = 4.72, p < .001; 
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classics, t (324) = 2.37, p < .05; documentary, t (323) = 6.19, p < .001; comedy, t (323) = 6.33, p 

< .001; romance, t (324) = 3.00, p < .01; action, t (324) = 5.27, p < .001; thriller, t (324) = 2.68, p 

< .01; horror, t (323) = 2.85, p < .01; and adventure, t (322) = 2.76, p < .01. Specifically, college 

students appreciated dramas (M = 3.78, SD = .86), tragedies (M = 3.74, SD = .86), classics (M = 

3.79, SD = .97), documentaries (M = 4.45, SD = .86), and romance-based films (M = 3.40, SD = 

.94) significantly more than high school students. On the other hand, high school students 

appreciated comedies (M = 4.08, SD = 1.12), action films (M = 3.31, SD = 1.20), thrillers (M = 

2.93, SD = 1.29), horror (M = 2.42, SD = 1.39), and adventure films (M = 3.53, SD = 1.11) 

significantly more than college students.  

3.2 Entertainment Motivations 

A set of independent sample t-tests were employed to examine differences in hedonic and 

eudaimonic motivations between high school and college students (RQ2). The analysis revealed 

that while there was no significant difference in hedonic motivations between these groups, 

college students (M = 3.86, SD = .70) reported stronger eudaimonic motivations than high school 

students (M = 3.64, SD = .68), t (324) = 2.79, p < .01.  

3.3 Elevation and Altruistic Motivations 

A set of independent sample t-tests were performed to test whether those who viewed 

meaningful media elicited stronger levels of elevation (H1a) and altruistic motivations (H1b) as 

compared to those who viewed non-meaningful media. Findings indicated that those who viewed 

the meaningful video clip (M = 3.55, SD = .94) reported significantly greater elevation than those 

who viewed the non-meaningful video clip (M = 1.76, SD = .82), t (163) = 13.05, p < .001, 

showing support for H1a. There was no difference in altruistic motivations between the two 

groups. Therefore, H1b was not supported.  



 Karp 19 Formatted: Right:  0.25"

3.4 Life Experiences as a Moderator 

A set of factorial ANOVAs were employed to test if those with more life experiences 

who view meaningful media, as compared to non-meaningful media, would show stronger 

elevation (H2a) and altruistic motivations (H2b) than those with fewer life experiences. Life 

experiences was subjected to a median split such that those who reported having nine or fewer 

major life events were characterized as having “few life experiences” whereas those who 

reported having more than nine major life events were classified as having “many life 

experiences.”  

The analysis for elevation revealed a significant Nature of Video X Life Experience 

interaction, F (1, 161) = 5.76, p < .05 (see Figure 3). Although meaningful media yielded greater 

elevation than non-meaningful media regardless of life experiences, among those who watched 

the meaningful video, people with more life experiences (M = 3.79, SE = .15) elicited stronger 

elevating affect than those with fewer life experiences (M = 3.39, SE = .13), whereas life 

experiences did not matter among those who watched the non-meaningful video clip. Therefore, 

findings support H2a. The analysis for altruistic motivation revealed no significant Nature of 

Video X Life Experience interaction, F (1, 161) = .004, p = .95. Thus, H2b was not supported. 

3.5 Supplemental Analyses 

Additional analyses were employed to examine the interrelationships among the primary 

dependent measures in this study. Findings revealed that appreciation of the video is positively 

correlated with both elevation (r = .82, p < .001) and altruistic motivations (r = .13, p < .05). 

4  Discussion 

 The key objectives of this study research included the following: 1) To examine 

preferences for and effects of meaningful media on adolescents and young adults, and 2) To 
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examine investigate how life experiences affected media perceptions, elevation, and altruistic 

motivations in both age groups. The results indicate that college students appreciate more 

eudaimonic forms of entertainment and are more eudaimonically-motivated than high school 

students, which may be explained by having to do with life experiences. In contrast, High high 

school students appreciate more hedonic, or pleasurable, entertainment. Results also indicate that 

watching meaningful media promotes elevation, which supports H1a. Surprisingly, though, was 

that while elevation was promotedfacilitated by meaningful entertainment, altruistic motivations 

were not consequently raised. One of the most important findings of this research is the 

following:that among those who watched the meaningful video, people with more life 

experiences reported stronger elevation as compared to those with fewer life experiences. This 

finding supports H2a. Life experiences did not matter among those who watched the non-

meaningful video clip as elevation was scant among those viewers.     

 

Figure 3. Interaction Effect of Nature of Video X Life Experiences on Elevation 

Note. Life experiences was coded as 1 = few life experiences; 2 = many life experiences.  

 

 

 

 

 

 

 

 



 Karp 21 Formatted: Right:  0.25"

 

Based on extant literature, we expected that adolescents might have different 

entertainment preferences than young adults and would therefore, appreciate such content 

differently in light of the number of major life events experienced (Bartsch, 2012; Fischoff, 

Antonio, & Lewis, 1998; Bartsch, 2012). It is evident from the data that adolescents and young 

adults differ in both their perceived meaningfulness of entertainment genres and their 

motivations to seek entertainment for hedonic and eudaimonic purposes. Specifically, college 

students appreciated more eudaimonically based genres such as dramas, tragedies, classics, 

documentaries, and romance whereas high school students appreciated more hedonically based 

genres that are comedic, action-packed, thrilling, and horror- and adventured adventure-based. 

This may be due in part to maturation and life experiences as perceptions and preferences shift. 

These findings could have potential implications for content creators, knowing that adolescents 

are motivated by pleasure when selecting entertainment. When coming out with a new television 

series, executives might use this information ay strategically choose to to make the series a more 

comedy, action, or horror-based if they want to appeal to a younger baseaudience. If they wanted 

to appeal to an older base, using these findings would may encourageprompt content creators to 

think about a making the series more dramatic andas or romance-related seriesthemed. With 

ratings declining, especially among younger viewers, Uusing this study’s data to attempt 

toeffectively regain youth audiences might yield positive results for entertainment companies.  

Literature hasd shown that elevation can lead to altruistic motivations (Algoe & Haidt, 

2006; Haidt, 2000, 2001; Algoe & Haidt, 2006; Oliver, Hartmann, & Woolley et al., 2012; Tsay-

Vogel & Krakowiak, 2016).  Our findings vary slightlyied from the literature. While H1a was 

supported by increased levels of elevation among meaningful media viewers, altruistic 
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motivations did notn’t differ significantly between the media groups, thus not supporting H1b. 

This pattern could be for based on a variety of reasons. First, the study had only a couple of 

video instantiations representing meaningful and non-meaningful media and therefore, it is 

possible that there are issues related to external validity or generalizability of the findings. 

the video clips selected may not have been exaggerated enough. There was already 

enough of a significant difference in perceived meaningfulness between the two videos in the 

meaningful condition that maybe the selection of videos wasn’t careful enough. This could also 

result from the lack of maturation in the participant sample. While prior literature cites the 

connection between elevation and altruism and among adults, the population sample of this study 

was limited in that it ranged in from age froms 15 to -25 years. It is possible that with mental 

cognitive maturation comes an increased link between elevation and altruism. Nevertheless, we 

are surprised but not shocked to see H1a, and not H1b, supported. 

 

5 Conclusions 

This research uniquely demonstrates the moderating role of life experiences in the 

relationship between watching meaningful media content and experiencing elevation. In general, 

those with more significant life experiences felt greater elevation following exposure to content 

emphasizing moral beauty than those with fewer life experiences. However, these patterns 

surprisingly did not emerge for altruistic motivations and may partly be explained by the 

population sampled in the study. It is possible that due to the limited range in age across the two 

groups, differences in altruism are less apparent or discernable. As prosocial tendency taps into 

intentions to physically demonstrate altruistic behaviors, much older adults who may be 

generally more emotionally and mentally aware perhaps have greater self-efficacy or the ability 

Commented [MTV3]: I'm not quite following this 
explanation. If there was a significant difference in 
perceived meaningfulness between the videos, then this 
does not explain the limitation of it not being "exaggerated" 
enough. Perhaps, you want to state something along the 
lines of that the study only examined a few messages (had 
only a couple of video instantiations representing 
meaningful and nonmeaningful media and therefore, it is 
possible that there are issues related to external validity or 
generalizability of the findings).  
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to perform such actions. Therefore, future research should consider examining individuals 

further apart in age to effectively capture more significant differences in both quantity and 

quality of life experiences and the capacity to do social good. For example, sampling from a 

population of much younger children (e.g., elementary school students) and older adults (e.g., 

middle-aged) could produce different findings associated with elevation and altruism as a result 

of consuming meaningful media. Even sampling middle school-age children students and 

comparing them to college students could yield a more profound difference. Mental Cognitive 

maturation and life experiences could vary widely between the latter years of middle school 

(grades 7 and 8) and high school (grades 9-12).  

 There are a number of limitations that should be addressed. Two of the stimuli used were 

commercials (Thai life insurance and Progressive) while the other two were from movies 

(Miracle on Ice and Austin Powers). The nature of the videos chosen and the content might have 

hindered results when testing for elevation leading to altruism. Also, the composition of the 

another point to think about is the population sample also raises limitations. The difference in 

ages between the two groups may not beisn’t large enough for strong effect sizes to be captured 

as the college sample is the next group up from high schoolers in age terms. Moreover, the 

sample of adolescents was not racially diverse, with the majority of participants being white 

white and coming from a similar socioeconomic background. While the college sample was 

more racially and likely socioeconomically diverse, there was a disproportionate female to male 

ratio. This is acceptable butIt is possible that males and females might have different perceptions 

of and preferences forof entertainment.   

 There is a myriad of ways this study can further its be developedresearch in the future. 

Referring above to the prior paragraphPreviously noted, differences between males and females 
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in media preferences, perceptions of media, and elevation were not explored. This areaat might 

be a worthwhile to study, especially within the age range studied when brains are still 

developing. In this study, altruistic motivations were measured by rating scaled statements about 

performing morally beautiful acts. In follow-up studies, another study, we might may consider 

measuring hope to design an experiment in which participants’ physically performance of 

altruistic behaviorsactions. This study should also test different stimuli and amongst age groups 

further apart. Finally, with the emerging technologies in the media industry, a similar study could 

focus not only on film genres and content but also other forms of media like photographs, 

Ttweets, etc.  

In sum, tThis study research yielded novel results indicating that life experiences plays an 

important moderating role between in the relationship between meaningful media exposure and 

elevation. Similar researchMedia scholars can further build upon these findings to further work 

to understand the role of someone’s lifecapacity and scope of individuals’ life events and how 

they mayit shapes media preferences, perceptions of content, and consequent moods; . 

moreoverMoreover, the media industry can use these findings to understand more successfully 

reach audiences and by creatinge new more effective tailored content.  
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