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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). 
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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). 

Intro ROL RQ Hypotheses Methods Results Discussion



Life Experiences in Relation to Meaningful 
Entertainment
• 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). 

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

• 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are outdated (Bartlett & DeSteno, 2006; Freeman, Aquino, & 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
• H0: Viewing meaningful media versus non-meaningful media and 

differences in 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

Intro ROL RQ Hypotheses Methods Results Discussion



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 items 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
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Study 1 Results
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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 ANOVAs tested elevation and altruism based on life 
experiences
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Study 2 Examples (cont.)
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Study 2 Results
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Discussion
• Watching meaningful media promotes elevation, which supports H1a 

• 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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