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Introduction

- Have you ever been emotional while consuming media?

« How has that made you feel?
- Motivated?

* Inspired?

« People often pursue entertainment for
- Hedonic motivations- enjoyment and amusement

- Eudaimonic motivations- search for and ponder life’s
meaning, truths, and purpose (Oliver & Raney, 2011).
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Entertainment Preferences and
Meaningful Media

- Meaningful entertainment- content with moral insight and fundamental

human values- often characterized as sad, moving or inspiring (Oliver &

Bartsch, 2010, 2011; Oliver & Raney, 2011).

- Compassion, wisdom, dignity, gratitude, courage, strength, and sacrifice

- Often contains moral lessons and has potential to promote deeper

understanding of purpose and meaning among viewers (Oliver, 2008).

saving private ryan

https://www.pinterest.com/moviefan1980s/saving-private-ryan-1998/
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Elevation and Altruism as Outcomes

- Elevation occurs after somebody wants to act virtuously and acquire
the same characteristics and qualities he/she has viewed (Haidt,

2003; Keltner & Haidt, 2003)

 Participants had increased altruistic intentions after watching

examples of moral beauty (Algoe and Haidt, 2009)

- Response to consuming certain entertainment genres

« Drama, action, adventure, romance, and reality-based (Oliver, Hartmann,

& Woolley, 2012; Tsay-Vogel & Krakowiak, 2016).
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Life Experiences in Relation to Meaningful
Entertainment

e People enjoy their lives from developing cognitively rich and

consistent perspectives on them (Loevinger 1976; King 2001; Bauer,
McAdams, & Sakaeda 2005)

 Greater amount or magnitude of life experiences could affect genre
perceptions (Carstensen, Fung, & Charles, 2003; Ersner-Hershfield,
Mikels, Sullivan, & Carstensen, 2008).

e Improved understanding of lives influence meaningful media
experiences (Oliver, Hartmann, & Woolley, 2012)

e Older adults drawn to heartwarming, contemplative, and socially
meaningful experiences (Bartsch, 2012)
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Gap

. Previous studies have focused on charitable donations as measures of

altruism

- Few have considered adolescent-relevant altruistic behaviors or they
are outdated (Bartlett & DeSteno, 2006; Freeman, Aquino, &
McFerran, 2012; Jung, Nelson, Gneezy, & Gneezy, 2013)

- Unsure of life experiences as a moderator
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Research Questions

« RQ1: What entertainment genres do high school students

appreciate as compared to college students?

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

students?
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Hypotheses

« HO: Viewing meaningful media versus non-meaningful media and
differences 1n life experiences will not make participants elicit stronger

elevation and altruistic motivations.

- H1: Individuals viewing meaningful media will elicit stronger a)
elevation and b) altruistic motivations as compared to those viewing

non-meaningful media.

« 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.
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Study 1 Participants
« 120 HS students and 206 college students

« High school (HS) participants- 15 to 18 years

- University participants- 18 to 25 years

- IRB and Informed Consent

- Both groups compensated
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Study 1 Measures

- Genre Appreciation

« Entertainment Preferences
« Six items measured eudaimonic motivations

« Five items measured hedonic motivations
- Responses on five-point Likert scales

. Life Experiences

- 36 1items were used from the LEC-5 scale (Weathers et al., 2013).

- Series of independent t-tests- tested for differences
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Study 1 Examples

This section asks about your perceptions of different genres. For each genre listed, please
rate how much you generally find each one to be meaningful using the scales provided.

Not at all Somewhat Very
meaningful meaningful meaningful
Documentary
Fantasy
Horror
Drama
Thriller
Action
Classics
Romantic Comedy
Tragedy
Comedy
Romance
Science Fiction
Adventure

Reality
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Study 1 Results

Independent Samples Test

Levene's Test for Equality of

Variances t-tast for Equality of Means
95% Confidence Interval of the
Mean Std. Error Difference
F Sig 1 df Sig. (2-tailed) Difference Difference Lower Upper
l Drama I Equal variances 14.987 000 I -4 053 | 3 000 - 860 113 -782 -338
assumed
Equal variances not -4.564 192974 000 -.560 123 -.802 -318
assumed
Tragedy Equal variances 5830 016 m 324 - - 555 118 - 786 -323
Equal variances not -4 487 213116 000 - 555 124 - 788 -3
assumed
Ciassics Equal variances 10.718 001 m 34 - -.286 A - 524 -049
Equsivar EX D
Equal variances not -2.258 213685 025 -.286 127 -536 -036
assumead
Documentary Equal variances 33,542 0oo m 323 - -728 118 -960 - 497
[Doswmwtane]  Eision | 6190 | [ 000 |
Equal variances not -5.627 185048 000 -729 128 -984 - 473
assumed
Comedy Equal variances 513 474 m 323 - 791 125 545 1.036
i | 6328 | [ oo |
Equal varlances not 6250 239735 0oo T91 127 541 1.040
assumead
Equal variances 15.403 000 124 .378 126 -626 .130
assumead
Equal variances not -2.740 188.314 oo7 -378 138 - 650 -1086
assumed
Equal variances 11.208 001 5 kied | 634 120 397 aro
assumead
Equal variancas not 4954 204933 000 634 A28 ] ) .BB6
assumead
Equal variances 2713 100 o 008 3857 133 095 619
assumead
Equal variances not 2554 214855 01 57 140 082 633
assumed
Equal variances 33225 000 123 381 134 118 645
assumed
Equal variances not 2623 191239 009 ELR) 145 095 668

assumed
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Study 1 Results

Group Statistics
Std. Error
School N Mean Std. Deviation Mean
Eudaimonic Motlvation High School 120 36375 67766 06186
Scale Iniversity 206 | 383580 59980 04876
Hedonic Motivation Scale High Scheol 120 40742 70153 D6404
Iniversity 206 389658 62667 04366
Independent Samples Test
Levenea's Test for Equality of
Variances ttast for Equality of Means
95% Confidence interval of the
Mean Std. Error Difference
F Sig 1 ot Sig. (2-tailed) Differance Differenca Lower Upper
Eudaimonic Motivation Equal variances 050 823 2787 3 008 -22140 07944 -37768 - 06512
Scale assumed
Equal vanancas not 2811 255.528 00s -22140 07877 - 37651 - 06629
assumad
Hedonic Motivation Scale Equal variances 1.079 300 1441 32 151 10839 07524 - 03962 25640
assumed
Equal varniances not 1388 226886 163 10839 07751 - 04434 26112

assumed
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Study 1 Results

Group Statistics
Std. Error

Schaool N Mean Std. Deviation Mean
Lite Experience (Sum of High School 120 9.2750 435014 971
Life Experience items - o " .

—_—
independent Samples Test
Levenea's Test for Equality of
Variances t-tast for Equality of Means
95% Confidence Interval of the
Mean Std. Error Differance
F Sig df Sig. (2-tailed) Difference Difference Lower Upper

Life Experience (Sum of Equal variances 1.714 191 -2.789 324 006 -1.41432 50703 -241181 - 41683
Life Experiance itams - assumad
Having direct experience)  gqua variances not -2807 | 253712 005 -1.41432 50392 -2 40672 -42192

assumed
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Study 2 Participants

« 121 high school students and 198 college students

- Participants
- HS- 15 to 18 years
« University- 18 to 25 years

- Responded to a series of demographic and life experience items

« Randomly assigned to one of four clips:
« Two meaningful media condition
* Two non-meaningful media condition.

« Measured their perceptions of the video, elevating state, and
altruistic motivations
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Study 2 Stimuli

« Meaningful media: a Thai life insurance commercial and clip from
Miracle on Ice

« Non-meaningful media: a Progressive commercial and a clip from
Austin Powers

- Manipulation check- meaningfulness of the video treatment was
successful

« Only two videos chosen: Thai life insurance (meaningful) and
Progressive commercial (non-meaningful)
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Study 2 Measures

« Life experiences: LEC-5 scale (Weathers et al., 2013).

+ Index created using summation of the total number of events directly
experienced

- Elevation: 10 items from Oliver et al. (2012) measured elevating
affect

- Tender, introspective, moved, compassionate, and contemplative

 Altruistic motivations: Intentions to perform altruistic behaviors
measured by asking participants their motivations to do 21 morally
virtuous actions

. Set of factorial ANOVASs tested elevation and altruism based on life
experiences
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Study 2 Examples

This section asks about your orientation toward your life. Please rate
how much you agree or disagree with the following statements.

Neither

Strongly Somewhat agree nor Somewhat Strongly
disagree disagree disagree agree agree

| have a good sense of what

makes my life meaningful.

| am searching for meaning

in my life

| am seeking a purpose or

mission for my life.

| am always looking to find

my life's purpose.

My life has no clear purpose.

| have discovered a

satisfying life purpose.

My life has a clear sense of

purpose,

| understand my life's

meaning.

| am looking for something

that makes my life feel

meaningful.

Results Discussion

For each event check one or more of the boxes to the right to indicate if:
(a) it happened to you personally; (b) you witnessed it happen to someone
else; (c) you learned about it happening to a close family member or close
friend; (d) you were exposed to it as part of your job; (e) you're not sure if it
fits; or (f) it doesn't apply to you.

Happened Witnessed Leamed Partof my Doesn't
to me it about it job Mot sure apply

Reconciliation with romantic
pariner

Death of a close family
member

Death of a close friend

Family had financial
problems

Received an A for a course
Sibling got married

Made a new close friend
Got a car

Had problems getting along
with coworkers/classmates




This section asks about behaviors you may exhibit in certain situations. Please indicate how much you
agree or disagree with the following statements.

If given the opportunity, | would...

become an organ donor

help push & stranger's care
out of the snow.

give directions toa
stranger.

give the change for a
stranger.

give money to a charity.

give money to a stranger
who needs it (or asks me for
itk

Strongly
disagree

Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Strongly agree

Intro ROL RQ Hypotheses

Study 2 Examples (cont.)

Results Discussion

This section asks about your motivations after watching the video clip. Please indicate how much you

agree or disagree with the following statements.

Watching the video clip made me want fo...

be a better person.
help others in need.
donate money to a charity.

volunteer to help an
organization.

devote my time serving the
community.

work harder in my job.

Strongly
disagree

Somewhat
disagree

Neither agree
nor disagree

Somewhat
agree

Strongly agree
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Study 2 Results

Group Statistics

Meaningful or Non- Std. Emor

Meaningful Video N Mean Std. Deviation Mean
Elevalion Scale Meaningful Video 7 35537 94411 10759

Non-Meaningful Video 88 1.7592 82224 08765
Appreciation Scale  Meaningful Video T 36645 94494 10769

Nan-Meaningful Video 88 1.8337 88860 09473
Altruism Scale Meaningful Video 7 181N 58093 086620

Non-Meaningful Video BB 37828 63932 06815

Independent Samples Test

Levene's Test for Equality of

Variances -test for Equality of Means
95% Confidence Interval of the
Mean S1d. Error Difference
3 Sig t df Slg. (2-talled) Difference Diffarence Lower Upper

Elevation Scale Equal variancas 420 518 13.050 163 000 1.79446 13750 1.52295 206598
assumad

Equal variances not 1290 151.905 000 1.79446 13878 152028 2.06864
assumed

Appreciation Scale  Equal variances 237 827 12118 163 000 1.73079 14283 1.44875 201283
assumead

Equal variances not 12.068 157.002 000 1.73079 14342 1.44751 2.01407
assumed

Altruism Scale Equal varlances 239 628 380 163 705 03633 09562 - 15250 22515
assumed

Equal variancas not 382 162758 703 03633 09501 -15129 22394

assumed
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Study 2 Results

Estimated Marginal Means of Elevation Scale
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Discussion

« Watching meaningful media promotes elevation, which supports Hla

« Altruistic motivations didn’t differ significantly between groups-

doesn’t support H1b

. Life experiences affected perceptions of meaningful media- H2a

supported

- Life experiences did not matter among those who watched non-meaningful
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Discussion

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

students

« May be due in part to maturation and life experiences as

perceptions and preferences shift
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Limitations

« Nature of the videos chosen the content might have hindered results

when testing for elevation leading to altruism.

« Two were commercials (Thai life insurance and Progressive)- other two

were from movies (Miracle on Ice and Austin Powers).

« Composition of the sample
- Difference in ages between the two groups may not be large enough

- Sample of adolescents was not racially or socioeconomically diverse
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Conclusion

- Potential implications for content creators

« Patterns did not emerge for altruistic motivations- possible due to

the limited age difference across groups

« Future research
« Examine individuals further apart in age

* Social media and gender gap
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