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APPRECIATION AS AUDIENCE RESPONSE

Abstract

This paper elaborates upon the notion of media enjoyment in the context of film
viewing by proposing a complementary type of gratification that we conceptualize as
appreciation. Three studies were conducted to tap into the multidimensionality of viewers'
entertainment gratifications with a special focus on the domain of more serious, poignant, and
pensive media experiences that are typically associated with genres such as drama, history,
documentary, or art films. These studies provide evidence of and measurement for
gratifications related to fun and suspense, but also gratifications related to moving and
thought-provoking entertainment experiences, with all three gratifications leading to
perceptions of entertainment having a more long-lasting or enduring effect. The results are

discussed with regard to the theoretical conceptualization of entertainment gratification.
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Appreciation as Audience Response:
Exploring Entertainment Gratifications beyond Hedonism

Although entertainment arguably accounts for the largest share of individuals' media
diets, compared to other topics such as advertising and news, the systematic study of
entertainment is a relative newcomer in the field of media research (Bryant, 2004). Within the
last several decades, though, scholarship on the psychology of entertainment has exploded,
perhaps as a reflection of the phenomenal growth of new types of entertainment such as video
games, social networking sites, and mobile entertainment.

The advent of new technologies and the fast paced development of new entertainment
genres and formats have required scholars to explore the diversity of gratifications that viewers
(and users) derive from their entertainment consumption. Yet in general, theories on
entertainment psychology have tended to focus on the response of enjoyment, exploring such
questions as why viewers enjoy some types of entertainment genres, portrayals, or behaviors
over others, and why different viewing situations and mood states lead individuals to select and
enjoy different types of entertainment offerings over others.

The focus of enjoyment is understandable—after all, the word “entertainment” conjures
up thoughts of amusement, thrills, relaxation, and diversion. Typical entertainment offerings
associated with the notion of enjoyment include comedy, videogames, sporting contests, mystery
novels, and the like. Yet this focus on amusement and pleasure—although capturing a large and
perhaps most prominent proportion of the entertainment landscape—fails to cover the full
spectrum of viewers’ responses to entertainment.

The purpose of this research is to expand upon the notion of enjoyment in the context of

cinematic entertainment. Namely, this paper presents three studies designed to develop measures
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tapping into the multidimensionality of viewers' entertainment experience. Importantly, in
addition to assessing enjoyment as commonly understood in popular discourse and as frequently
measured in extant research, an additional measure that we believe indicates appreciation is also
developed to help account for the domain of more serious, poignant, and pensive media
experiences and gratifications. Such experiences are commonly associated with genres like
drama, history, documentary, or art films but may actually form a more pervasive aspect of
entertainment experience that is present in other media genres as well, albeit to less dominant
degree.

Moving and thought-provoking types of entertainment are far less well researched than
fun and thrill experiences—perhaps because they are seemingly at odds with hedonic (pleasure-
seeking) concerns. However, despite an understandable reluctance to categorize them under the
notion of enjoyment, these media experiences and the genres specifically designed to evoke them
share a number of characteristics that are commonly attributed to entertainment: Their content is
narrative, mostly fictional or semi-fictional, they are an important part of how individuals spend
their leisure time, and they account for some of the greatest successes at the box office. For
instance, the two most commercially successful movies of all times (adjusted and unadjusted for
ticket price inflation) are dramas: Gone with the Wind and Titanic.

Communication research should be able to explain the gratification potential of these
moving and thought-provoking types of entertainment experiences and to specify the
commonalities and differences between them and well-established entertainment phenomena
such as fun and thrill experiences. Our work aims to provide research tools for a more systematic
study of entertainment gratifications by exploring qualitatively different dimensions of movie

experience and making them amenable to introspective measurement.
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Entertainment Consumption in Hedonistic Terms

Studies of viewers’ enjoyment of media entertainment are voluminous and diverse,
including studies that examine the uses that people may have for specific types of media content,
or research exploring individual differences that predict greater or lesser enjoyment of particular
genres. However, disposition theory, mood management, and sensation seeking are examples of
theoretical perspectives that more broadly address viewers’ selection of and responses to
entertainment, as these theories pertain to a wide array of entertainment offerings.

The assumption that individuals' entertainment experiences reflect hedonistic
considerations is perhaps most evident in mood management theory. (Zillmann, 1988, 2000;
Zillmann, Hezel, & Medoff, 1980). Empirical research has revealed abundant and robust support
for the general propositions of this theory. For example, studies support the idea that individuals
use media content to regulate sub-optimal levels of arousal (stress and boredom), that they show
a preference for comedy when in negative mood states, and that they have a greater tolerance for
negative or bad news content when in positive than negative moods (for reviews, see Knobloch-
Westerwick, 2006; Oliver, 2003).

The concept of sensation seeking (Zuckerman, 1994) is based on an arousal regulation
framework as well, however, with a focus on individual differences in the enjoyment of novel
and intense sensations and experiences that are associated with heightened arousal. The strength
of the sensation seeking motive has been related to specific patterns of media use, in particular
the preference for horror films and other forms of media violence (Johnston, 1995; Sparks, 1986;
Tamborini & Stiff, 1987; Zuckerman, 1996).

The conceptualization of "entertainment-as-pleasure™ is also echoed in disposition theory

(Bryant & Miron, 2002; Raney, 2003; Zillmann & Bryant, 1986)—focused on individuals'
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responses to entertainment (rather than on their selection specifically). This model argues that
while viewing entertainment, viewers make moral judgments concerning the “goodness” or
“badness” of the characters depicted. With these judgments in mind, the greatest level of
gratification is predicted to occur when good outcomes occur for liked characters and when bad
outcomes befall disliked characters. Research on disposition theory has revealed a substantial
amount of empirical support across a variety of genres, suggesting that individuals experience
the greatest level of enjoyment when the portrayed outcomes in media entertainment are
perceived as “just” or “correct” (Raney & Bryant, 2002; Weber, Tamborini, Lee, & Stipp, 2008;
Zillmann & Cantor, 1977).
Broadening the Scope of Entertainment Gratifications

Early and ongoing work from a uses and gratifications perspective has drawn attention to
the multidimensionality of gratifications associated with media use (for overviews, see Katz,
Blumler, & Gurevitch, 1973; Rubin, 2008; Ruggiero, 2000). Some of the gratifications studied
from this perspective may actually boil down to hedonistic needs and concerns, such as the use
of entertainment for purposes of overcoming loneliness (e.g., Perse & Rubin, 1990), for escape
from problems (e.g., Herzog, 1944), or simply for passing the time (Rubin, 1983). However,
other gratifications such as watching for purposes of information, status-enhancement, or social
interaction (Rubin, 1983) are not readily explained in hedonistic terms, and are therefore often
considered to fall outside the realm of entertainment. We agree that subsuming these
gratifications under the term of entertainment would over-generalize the concept, albeit for a
different reason: Entertainment is usually conceptualized as an intrinsically rewarding experience

or activity (cf., Vorderer, Steen & Chan, 2006) that is sought by media users independently of
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extrinsic rewards such as obtaining useful information, social status, or the opportunity to spend
time with others.

The focus of our research is on aspects of entertainment experience that are intrinsically
rewarding for media users without necessarily being associated with enjoyment proper.
Specifically, the popularity of mournful love songs, tragic drama, and somber motion pictures
appears at odds with the idea that entertainment must necessarily be pleasant or fun in order to be
gratifying. Perhaps even more puzzling is research suggesting that at certain times, individuals in
negative or sad affective states often appear to have a preference for somber or mournful
entertainment, including both movies (Strizhakova & Krcmar, 2007) and music (Gibson, Aust, &
Zillmann, 2000). Some scholars have suggested that such preferences may reflect downward
social comparison (Mares & Cantor, 1992), or that they may reflect the seeking of information
that may ultimately help the mournful viewer "work through" his or her negative state (Zillmann,
2000).

In contrast to finding the popularity of sad films particularly surprising or problematic,
some earlier research from a uses-and-gratifications perspective not only identified similar media
preferences, but also provided some possible interpretations for the appeal of such fare. For
example, Katz, Gurevitch, and Haas (1973) found that in addition to using media for purposes of
entertainment and relaxation, individuals also reported using media as a means of experiencing
beauty and raising morale. In a similar vein, Tesser, Millar, and Wu’s (1988) research on movie
gratifications not only identified motivations akin to hedonic concerns (e.g., self-escape,
entertainment), but also identified an additional motivation that they labeled “self-development.”
Relevant to the present research, the self-development motivation identified by these authors was

associated with greater interest in viewing films to understand how others think and feel, and in
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viewing for purposes of experiencing strong emotions. Though promising, these findings did not
generate systematic follow-up research, perhaps because the more contemplative gratification
factors did not emerge in a systematic manner in other studies. For instance, much of the
research in and measurement of media gratifications relies on the work of Conway and Rubin
(1991) who established the following gratification factors in TV use: Pass-time, Entertainment,
Information, Escape, Relaxation, and Status-enhancement.

Likewise, it is important to note that the view of more somber fare as puzzling or
surprising as well as the failure of related gratification factors to emerge systematically in uses
and gratification studies may reflect a bias toward studying U.S. populations and U.S. media
products that may stress action films and farcical comedy. As Blakley (2001), Trepte (2008), and
Klimmt and Vorderer (2009) have pointed out, individuals from different cultures and countries
may respond in unique ways to different types of media content. Consequently, in other countries
and cultures such gratifications may not be surprising or puzzling at all.

More recent theorizing in media entertainment has begun to address this issue by
recognizing a broader range of cognitive and affective gratifications that viewers may
experience. For example, Bartsch, Vorderer, Mangold, and Viehoff (2008) recently discussed
entertainment gratifications in terms of meta-emotions—one's emotions about one's emotions.
These authors, using an appraisal framework, suggested that the experience of entertainment
reflects the appraisal of emotions experienced in the process of media use. From within this
framework, then, media entertainment that elicits positive or negative emotions (such as joy or
sadness, for example) may result in favorable appraisals of the emotional experience and hence

positive affective reactions at the meta-level.
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Likewise, Oliver (2008) also recently attempted to broaden the scope of the entertainment
experience by suggesting that in addition to seeking pleasure from entertainment consumption,
individuals at times also use entertainment as a means of contemplating human poignancies and
meaningful life questions—a gratification that she labeled "eudaimonia" (in contrast to
hedonistic gratifications). Further, such contemplations, though gratifying, were not necessarily
conceptualized as associated with positive affect, but instead were argued to reflect a blend of
cognitions and positive/negative affective mixtures—an affect that she labeled "tenderness."

Oliver's (2008) discussion of the notion of "eudaimonic" gratifications (associated with
meaningfulness and contemplation) echoes Zillmann's earlier (1998) suggestion that the notion
of "enjoyment™ (as commonly understood) may not be an apt descriptor of the gratifications that
viewers experience for all types of entertainment. Rather, Zillmann suggested that for some
types of entertainment—and for tragic entertainment specifically—it may be more appropriate to
consider alternative notions than pleasure:

It may be considered ill-advised, in fact, to focus on enjoyment as a redeeming value of

tragedy. Perhaps we should return to Aristotle’s (Poetica) declaration of tragedy’s object,

namely the evocation of pity, and grant redeeming value to tragic drama’s capacity for
honing our empathic sensitivities and for making us cognizant of our vulnerabilities,
compassions, and needs for emotional wellness—a capacity that tragedy seems to posses

to a greater degree than alternative dramatic forms (p. 12).

Appreciation as Audience Response

By recognizing that viewers may find some entertainment gratifying in ways that differ

from enjoyment per se, scholarship in entertainment psychology is positioned to broaden its

scope in numerous ways. Namely, acknowledging that individuals may not only enjoy but also
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appreciate some forms of entertainment allows for an examination of a greater diversity of
media entertainment, and it also helps address the diversity of audience responses beyond those
of amusement, mirth or thrills. What, then, might best capture the experience of appreciation in
the context of media entertainment?

The notion of appreciation is readily applied to a variety of media content that appears to
be differentiated from the sorts of entertaining diversions studied most frequently by scholars
from a media-psychology perspective. For example, music appreciation, art appreciation, and
appreciation of literature and poetry are familiar terms and experiences for most people.
Similarly, appreciation of a tragic play, a bittersweet musical performance, or a mournful poem
can be easily imagined.

Consequently, one way to broaden the concept of enjoyment may be in terms of the
quality or perceived artistic value of the media content under consideration. For example,
appreciation seems to suggest that the work is perceived to reflect talent or insight on the part of
the creator—separate from how one may react to the art (cf., the notion of artifact emotions
discussed by Tan, 1996). For example, a person may agree that he or she appreciated or found
meaningful (but did not enjoy per se) a disturbing or upsetting film (e.g., Schindler’s List).

In addition to notions of artistic quality, the distinction between meaningful appreciation
and enjoyment may also be typified in the kinds of affective and cognitive responses that are
elicited. Whereas enjoyment appears to be associated with decidedly positive affective reactions
or reactions related to thrills and excitement, appreciation or meaningfulness appears to be
associated with more serious if not pensive states. This distinction is similar to Cupchik’s (1994)
discussion of reactive versus reflective responses to aesthetic stimuli. The reactive process, akin

to enjoyment in the present context, is characterized by immediate responses associated with
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pleasure and arousal, whereas the reflective process (more akin to appreciation) is characterized
by a slower, more deliberative and interpretive process associated with affective blends. Similar
points were also raised in Vorderer and Ritterfeld’s (in press) recent discussion of the distinction
between appreciation and enjoyment in the context of gaming. Namely, these authors argued that
whereas enjoyment may be best described in terms of more immediate responses of pleasure,
appreciation may result from the fulfillment of the higher-order goals of autonomy, competence,
and relatedness (see Ryan & Deci, 2000).

Because existing research in entertainment psychology has tended to focus on what may
be considered primary emotions (joy, sadness, fear), enjoyment (or the lack thereof) is readily
identified as a response to many media offerings (comedies, suspense, etc.). However, some
forms of entertainment or media depictions arguably evoke complex blends of emotions and
cognitive responses that appear to be associated more closely with appreciation than with
enjoyment proper. For example, Edell and Burke’s (1987) factor analysis of feelings that
participants reported while viewing a series of advertisements revealed a “warmth” factor that
included such items as touched, moved, pensive, contemplative, and emotional (see also Burke &
Edell, 1989; Escalas & Stern, 2003; Muehling & Sprott, 2004). Similar affective blends were
reported by Larsen, McGraw, and Cacioppo (2001) who examined the relationship between
happiness and sadness among individuals in three situations: moving out of dormitories at the
end of the school year, graduation from college, and viewing the film Life is Beautiful. These
authors found that although many people reported feeling either happy or sad, the co-occurrence
of these emotional responses was not atypical. Likewise, Schaefer, Nils, Sanchez, and Philippot

(2005) reported that a variety of film stimuli (e.g., Ghost, Forrest Gump, and Dead Poets
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Society) resulted in what they labeled “tender” emotions representing a blend of social emotions
and affective reactions (e.g., moved, loving, affectionate, sad).

Insofar as appreciation or meaningfulness is anticipated to be associated with perceptions
of greater artistic value, and with more moving and contemplative responses while viewing, it
follows that appreciation may also lead to the perception of the stimuli as having a stronger and,
therefore, more lasting impression. Namely, whereas enjoyment (devoid of appreciation or
meaning) may be associated with fleeting feelings of pleasure and excitement, deep appreciation
of some entertainment offering should result in greater levels of reflection, deeper levels of
processing, and more extensive contemplation—all of which should result in more lasting or
enduring responses. At the same time, however, it may be reasonable to suggest that other types
of entertainment that elicit strong emotional responses (e.g., joy, fear) may also be remembered
well. Consequently, this research explored whether or not lasting impressions formed a distinct
type of audience response, and if so, how different facets of enjoyment and appreciation predict
lasting impression.

Present Research

To summarize, extant research in entertainment psychology has tended to focus its
attention on audience enjoyment over other types of emotional and cognitive gratifications that
likely play important roles in the entertainment experience. A broader conceptualization that
includes the additional notion of appreciation (in addition to enjoyment) should not only more
fully capture the diversity of pleasures that individuals experience, but should also help account
for the popularity of entertainment such as tragedies or somber dramas that current theorizing

finds puzzling. As a result, the purpose of this research is to develop and validate measurements
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of audience response that represent not only enjoyment (e.g., fun, thrills) but also additional
dimensions such as artistic appreciation, meaningfulness, and ultimately, lasting impression.
Pilot Study

In order to extend theoretically based ideas and to sample everyday language expressive
of movie evaluation, we conducted a questionnaire study that employed open-ended items
pertaining to audience responses. One hundred and forty-one participants (83 female, 49 male)
provided descriptions of viewing experiences of liked and disliked movies by completing the
following sentences: “I really like/dislike a movie when the movie is __ .”, “I really like/dislike
a movie when the movie makes me __ .” All of the expected facets of movie enjoyment and
appreciation were represented in the open-ended answers. Based on these open-ended responses,
an item-pool of 80 items was constructed. Each of the following facets were represented in the
item pool by eight positively worded and eight negatively worded items: 1) enjoyment of fun, 2)
enjoyment of suspense, 3) appreciation of artistic value, 4) appreciation of profound meaning,
and 5) lasting impressions.

Study 1

To explore the dimensionality of audience responses and to select items for scale
construction, we conducted an online questionnaire study. In this study we used an exploratory
design, asking participants to rate the most recent full-length film they had seen so as to sample
movie experiences that were more or less representative of participants' everyday media diet. We
also included some additional measures to perform preliminary validation analyses. General
items referring to enjoyment, appreciation, and positive/negative movie evaluation were included
to verify whether the expected dimensions of audience response were in fact related to these

general statements. Further, we asked participants to indicate the genre(s) of the movie because
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we expected that different film genres would be associated with different rating patterns. Given
that both enjoyment and appreciation are conceptually related to the experience of emotions, we
also assessed two basic dimensions of emotional experience: arousal and valence.

Method

Participants and procedure. Two hundred and sixty-eight undergraduates (155 male, 113
female) from a communication class participated in an online questionnaire study. After reading
an informed consent page, participants were randomly assigned to one of eight different versions
of the questionnaire that presented the scales and scale items in different orders to control for
effects of order and fatigue.

Measures. The questionnaire asked participants to think of the most recent full-length
film they had seen, to name the movie, to indicate the genre of the movie, and then to rate their
impressions of the movie. To indicate the film genre, participants were asked select one or more
of the following categories: comedy, drama, action adventure, fantasy, crime, thriller, romance,
biography, history, horror, animation, documentary, sad film/tear-jerker, and science fiction, or
to name other genres using an open ended answer field. The main part of the questionnaire
included 80 items on different aspects of audience response (fun, suspense, meaningfulness,
artistic value, and lasting impression). In addition, we included two single items “I enjoyed this
movie” and “I appreciated this movie,” and another four items expressive of movie evaluations
in the most general sense: “This movie was really good,” “This movie was really bad,” “I liked
this movie,” and “I didn’t like this movie.” All evaluation items were recorded on 7-point scales
ranging from 1 (strongly disagree) to 7 (strongly agree). Finally, participants were asked to rate
the emotions they had experienced while watching the movie using the valence and arousal items

from the SAM scale (Lang, 1980).
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Results

Exploratory factor analysis. To begin to examine the underlying dimensions of audience
responses, we performed exploratory factor analyses on the initial item pool of 80 items using
principle component analysis with varimax rotation. This analysis revealed 14 components with
eigenvalues greater than 1 that accounted for 71% of the variance. However, an inspection of the
scree plot showed that the last substantial drop in eigenvalues appeared after the fifth factor. A
follow-up analysis that extracted five factors accounted for 56% of the variance. Four of the five
expected facets of movie enjoyment and appreciation emerged clearly in this analysis: 1) fun, 2)
suspense, 3) moving/thought provoking experience, and 4) lasting impression. However, items
related to artistic value failed to form a separate factor. Primary loadings of these items were
distributed across different factors. A number of artistic value items (in particular, those using
the words “art,” “artistic,” and “aesthetic”) loaded on the moving/thought-provoking dimension,
whereas loadings of the remaining items (using words such as “creative,” “imaginative,” “a
classic,” or “well done”) were distributed across other factors. Instead of an artistic-value factor,
generally unfavorable movie evaluations emerged as the fifth factor, including items that imply a
lack of fun or suspense (e.g., “This movie seemed to drag on forever, ” “Movies like this are no
fun at all”’) as well as items implying a lack of meaningfulness, artistic value, and lasting
impression (e.g., “The movie was too shallow,” “This movie struck me as a low-budget film”).
The fact that these items did not load as negative items on the identified dimensions of audience
response suggests that participants may have found it easier to specify why they liked a movie
(i.e., to distinguish between different kinds of gratifications obtained) than to specify what was

disappointing about a movie. Disappointing movie experiences seem to be characterized by an
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absence of any kind of gratification, whereas rewarding movie experiences include a varied
spectrum of qualitatively different experiences.

To explore the possibility that artistic value might form a sixth factor besides the other
four factors and generally negative evaluations, we tested a 6-factor solution (PCA with varimax
rotation). However, artistic value did not emerge as an independent factor in this analysis either,
rather cognitive and emotional aspects of suspense tended to form separate factors. Thus, we
concluded that only four of the five aspects of audience responses considered in our study
yielded independent dimensions in the data.

To further explore the reasons why artistic value failed to form an independent factor, we
performed exploratory scale statistics on the 16 art-related items. Reliability estimates using
Cronbachs' indicated that these items formed an internally consistent scale (o = .92). This seems
to suggest that although the items provided a reliable measure of artistic-value judgments, these
judgments did not produce unique variance in the data but seemed to be informed to a large
extent by more basic evaluations reflected by the other four dimensions. Consequently, artistic
value was not considered further as an independent dimension of movie experience, and was not
included in subsequent analyses of the scale items. However, we decided to construct an art scale
that might be useful if artistic quality is a focus for future research.

Scale construction. For each of the four dimensions as well as the additional art scale,
three positively worded items were selected for scale construction. We did not include negatively
worded items because it was evident from the 5-factor solution that these items did not
discriminate well enough between the different dimensions but tended to form a general negative
evaluation factor. Selection criteria for the scale items were high and unambiguous factor

loadings in the 5-factor solution, good scale statistics in terms of reliability and inter-item
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correlation, and low redundancy in the wording of the items. The 12 items selected to represent
the four dimensions fun, suspense, moving/thought-provoking experience, and lasting
impression, as well as the items selected for the artistic value scale, are displayed in Table 1.

To test the selected scale items' ability to distinguish between the dimensions and to
explore interrelations among the factors, we conducted a factor analysis of the reduced set of 12
enjoyment/appreciation items using principal axis (PA) factoring with Promax rotation (k = 4)
and requesting four factors. Although this analysis revealed only three eigenvalues greater than
1, an examination of the scree plot suggested the extraction of an additional, fourth factor. Table
1 shows the pattern-matrix loadings of the scale items in the final 4-factor solution. Table 1 also
reports the reliability estimates using Cronbach’s alpha for each of the enjoyment/appreciation
scales as well as for the lasting impression and artistic-value scales. All reliabilities were
acceptable. Given that the test of Cronbach's alpha is sensitive to the number of items in the
instrument (i.e., short scales tend to have lower alphas), these results are promising in that they
indicate that the dimensions of audience response can be measured reliably using very short
scales composed of three items each.
Preliminary Validation Analyses

To provide an initial assessment of validity, we first analyzed how dimensions of fun,
suspense, and moving/thought-provoking experience predicted general movie evaluation to
verify that the three dimensions were, in fact, related to these general evaluations. We also
examined how these three audience responses predicted the two basic dimensions of emotional
experience, arousal and valence, that were assessed using the SAM (Lang, 1980). Finally, we

examined how the three dimensions predicted perceptions of lasting impression.
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First, a general favorability rating was computed by averaging together four items
measuring general evaluations (i.e., “really good,” “really bad,” “liked movie,” “didn’t like
movie”). Higher scores on this scale evidenced more favorable impressions of the movie,
Cronbachs' o = .92, M = 6.12, SD = 1.15. In terms of enjoyment and appreciation ratings, we
noted that ratings of “I enjoyed this movie” and “I appreciated this movie” were strongly
correlated at r = .51, p <.001 indicating that participants did not make a strong distinction
between these two statements—an issue that we tried to rectify in Study 2. However, given the
strong correlation in this instance, we opted to examine the relative ratings of appreciation vs.
enjoyment so as to more clearly differentiate the two impressions. Consequently, we created a
new variable by subtracting enjoyment ratings from appreciation ratings, with higher values
indicating higher levels of appreciation relative to enjoyment, and lower ratings indicating higher
levels of enjoyment relative to appreciation.

Table 2 shows the results of these regression analyses. In terms of general favorability
ratings, only the dimensions of fun and moving/thought-provoking were significant positive
predictors. Consistent with predictions concerning distinctions between enjoyment and
appreciation, the fun dimension was associated with greater emphasis on enjoyment over
appreciation, whereas the moving/thought-provoking dimension was associated with greater
emphasis on appreciation over enjoyment. In terms of arousal, the strongest predictor was
suspense (as one would expect), though fun was also a significant predictor, albeit to a lesser
degree. For emotional valence, we expected a more varied pattern of associations because it
seems that both positive and negative emotions can contribute to media enjoyment and
appreciation (cf. Sparks, 1991; Oliver, 1993). Specifically, we assumed that the fun factor should

reflect positive emotionality, whereas suspense and moving/thought-provoking experiences
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should be related to the experience of more negatively valenced emotions (e.g., fear and sadness
respectively). These expectations were confirmed. Finally, these analyses also showed that all
three dimensions of audience response were positive predictors of lasting impression, though the
strongest predictor was for the moving/thought-provoking dimension.

Although these analyses are generally consistent with expectations, these findings need to
be interpreted with caution due to an unbalanced distribution of film genres in the data set. Of the
268 participants, 150 reported that the most recent movie they had seen (i.e., the movie they had
rated) was a comedy. Thus, the magnitude of the predictors possibly overestimates the relative
influence of fun on general movie evaluation compared to other gratifications that are less typical
of comedies.

To further examine the validity of these scales in relation to film genre, we divided the
sample into groups that had rated similar genre types. Note that participants were allowed to
select multiple genres for the films that they had most recently seen (e.g., a film may have been
characterized as both a comedy and a romance). Because film genres were not mutually
exclusive and because some genres were named very infrequently, we first created a simplified
genre variable reflecting only the most frequent genre categories named by participants (more
than 50 times): comedy, drama, and action-adventure/thriller (action-adventure and thriller were
combined into one category because participants frequently indicated both genres as representing
the film chosen). The simplified genre variable was coded only if participants' genre ratings
identified their film as representing only one of the three genre types. Of the 268 participants,
211 met the criteria for coding this simplified genre variable, with 119 “pure” cases of comedies,

41 dramas, and 51 action/thrillers.
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Based on the simplified genre variable, we conducted a repeated measures analysis of
variance to examine ratings on the three dimensions of appreciation/enjoyment among
participants who had rated a comedy, a drama, or an action/thriller. This analysis revealed the
expected Genre X Rating interaction, Wilks” A = 0.43, F (4, 414) = 53.67, npz =.34,p<.001. As
Table 3 shows, comedies were most strongly associated with fun, action/thrillers with suspense,
and dramas with moving/thought provoking experiences. This analysis was limited, however, in
that the grouping variable was coded post hoc. Therefore we aimed to replicate this finding
experimentally in Study 2 using random assignment of participants to rate movies of different
genres.

Discussion

Study 1 provided first evidence that in addition to well-researched entertainment
gratifications such as mood management and sensation seeking, audiences are attracted by a
more varied spectrum of gratifying movie experiences that seem to include appreciation of
moving and thought provoking experiences. Exploratory factor analysis of the initial item pool
yielded four dimensions, two of which seemed to reflect experiences that have been commonly
associated with the notion of media enjoyment (fun and suspense), whereas a third factor
corresponded to the notion of media appreciation outlined above (moving/thought provoking).
The fourth factor (lasting impression) appeared to be an outcome of heightened audience
response on the other three dimensions as it was significantly predicted by each of them.

Both fun and moving experiential dimensions were related to favorable movie evaluation,
suggesting that despite the qualitative differences among them, both dimensions cover a specific
kind of rewarding experience that contributes to entertainment gratification. Likewise, enjoyment

and being moved were related to enjoyment versus appreciation ratings in the expected direction.
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Surprisingly, suspense did not predict favorable movie evaluation and enjoyment vs.
appreciation ratings. All three dimensions predicted heightened perceptions of lasting
impression, suggesting that entertainment eliciting strong audience response has a more lasting
effect on viewers. Preliminary validation analyses of the three-item scales we constructed for
measuring these dimensions revealed an encouraging degree of consistency with expected rating
patterns for different film genres and the assumed relations of the scales with emotional arousal
and valence.
Study 2

The purpose of Study 2 was to confirm the factor structure of the movie enjoyment and
appreciation scales obtained in Study 1 and to complement the preliminary validation analyses.
Moreover, we hoped to address some methodological limitations associated with the explorative
design of Study 1, in particular the unbalanced distribution of genres, the post hoc creation of the
genre variable, and the less-than-optimal level of discrimination between the two single items “I
enjoyed this movie” and “I appreciated this movie.” To address these limitations, participants in
Study 2 were randomly assigned to rate movies from three different film lists, each of which
represented a specific genre category. Regarding movie enjoyment and appreciation, we used
anchored rating scales instead of the two single items intermixed in the large item pool in study
1, and we included a specific instruction that prompted participants to consider them as
independent dimensions of movie experience before making their ratings.
Pretest and Preparation of the Film Lists

A pretest was conducted to prepare the film lists for Study 2. Seventy-five undergraduates
rated a list of 32 movies using an online questionnaire. The movies in the list were supposed to

reflect three broad categories of film genres identified by Hall (2005, p. 385): 1) serious films
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(drama, classics, documentary), 2) light films (comedy, romance), and 3) action-oriented films
(action, thriller, horror, science fiction). Participants indicated whether they had seen the movie
and coded their reaction to each they had seen using one of four categories: “enjoyment only,”

99 ¢

“appreciation only,” “both enjoyment and appreciation,” “neither enjoyment nor appreciation.”
Generally, serious films received the most frequent appreciation ratings (appreciation only, or
both). Light films predominantly received enjoyment-only ratings. Action-oriented films
typically received mixed ratings including enjoyment only, both, or neither.

We prepared three film lists composed of movies that were well known among the pretest
sample and reflected typical rating patterns. Film list 1 (serious films) included the movies with
the most frequent appreciation ratings: Schindler's List, A Beautiful Mind, To Kill a Mockingbird,
Crash, and Hotel Rwanda. Film list 2 (light movies) was composed of the movies with the most
frequent ratings of enjoyment only: American Pie, There's Something About Mary, Meet the
Parents, Wedding Crashers, and 40-Year-Old Virgin. Film list 3 included movies with mixed
ratings that were typical of action-oriented genres: Casino Royale, Transformers, Con Air, Saw,
and Scream. We also included a control condition that asked participants to rate the most recent
movie they had seen, as in Study 1. This condition was included to compare the three film list
conditions with movie experiences that were more representative of participants' everyday media
diet.

Based on the pretest we expected that among the three film lists, serious films (list 1)
would receive the highest level of appreciation ratings as well as the highest scores on
moving/thought-provoking experiences. Further, we assumed that light films (list 2) would

receive the highest scores on enjoyment and on the fun scale. Due to the mixed ratings in the
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pretest, we made no predictions concerning enjoyment and appreciation ratings of action-
oriented films; however, we expected that these films would receive the highest suspense ratings.

In addition to the differential rating patterns for the three film list conditions, we expected
differences in the scales' ability to predict movie enjoyment and appreciation. We expected that
moving/thought-provoking experiences should predict movie appreciation, whereas fun and
suspense should predict enjoyment. We further hoped to replicate the associations of the scales
with emotional valence and arousal observed in Study 1. Finally, we expected that, like in Study
1, all three dimensions should predict higher ratings of lasting impression, though we anticipated
that the strongest predictor would be moving/thought-provoking experiences.

Method

Participants and procedure. Two hundred and eighty-five undergraduates (142 male, 142
female) participated in the study that involved completion of an online questionnaire. After
reading an informed consent page they were randomly assigned to one of four different versions
of the questionnaire that presented one of the three film lists or the instruction to name and rate
the most recent movie they had seen. With each condition, two versions of the questionnaire
were employed that varied the presentation order of the scale items to account for potential
problems with question order or fatigue.

Measures. Participants were either asked to select a film among one of the three film lists
that they liked best, or to think of the most recent movie they had seen. To avoid potential
problems with demand characteristics, in the film-list conditions, the genre of the five target
movies was disguised by including an equal number of fake titles suggestive of other genres
(e.g., the serious list was complemented with fake comedy and action titles). After selecting a

film, participants were then asked to indicate the genre of the movie they had chosen. In this



Appreciation as Audience Response 24

study, we used a reduced set of genre labels that has been identified by Hall (2005, p.385) as
typical exemplars of three broad categories: serious films (classics, drama, documentary), light
films (comedy, romance), and action-oriented films (action, horror, science fiction, thriller). As
in Study 1, participants were allowed to select multiple genre labels. Next, participants were
asked to rate the emotions they had experienced while watching the movie using the valence and
arousal scales of the SAM (Lang, 1980). The main part of the questionnaire included the 12
items selected for scale construction in Study 1. All evaluation items were accompanied by a 7-
point scale ranging from 1 (strongly disagree) to 7 (strongly agree).

Finally, we noted that ratings of the items “appreciation” and “enjoyment” in Study 1
were strongly correlated, suggesting that participants’ casual use of these terms are generally
similar. Consequently, to better distinguish between these two responses, in this study movie
enjoyment and appreciation were assessed using 7-point Likert scales with the anchor labels: “no
enjoyment at all—strong enjoyment,” and “no appreciation at all—strong appreciation.” The
scales were accompanied by the following instructions: “To enjoy a movie and to appreciate it
can sometimes be different kinds of things. Sometimes we enjoy a movie although we don't
appreciate it, or we appreciate a movie although we don't enjoy it. How would you classify your
movie experience to the movie that you chose in terms of enjoyment and appreciation?” In order
to avoid an influence of this somewhat suggestive instruction on other responses, we positioned
the two rating scales at the end of the questionnaire.

Results

A confirmatory factor analysis was conducted to assess the factor structure of the four

dimensions of audience response revealed in Study 1. In this analysis, all factor loadings were

freely estimated by constraining the variance of the factors to 1. This analysis revealed an
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acceptable fit, y°/df = 2.28, CFI = .97, RMSEA = .07, with all factor loadings greater than .68.
Because gender differences in movie preferences have been reported in the research literature,
we also examined whether or not the factor loadings varied for male and female participants. The
results of this analysis showed that the factor structure did not differ between genders, y*(12) =
16.96, p = .15. As in Study 1, reliability estimates of the scales computed by averaging the items
associated with each dimension revealed good internal consistency; fun: a = .89, suspense: o =
.88, moving/thought-provoking experience: o = .89, lasting impression: o = .84.

Next, we analyzed participants' genre ratings in the film list conditions to verify that the
movies were perceived to fit the target genre categories. Of the 55 participants who rated a
movie from the first list (serious films), 54 selected one or more serious genres (drama, classic,
documentary); all of the 80 participants who rated a movie from the second list selected light
genres (comedy, romance), and all 62 participants who rated a movie from third list selected
action-oriented genres (action, thriller, horror, science-fiction). Secondary ratings in other genre
categories were generally below 20%. Thus, the movies in our film lists seemed to be perceived
by participants as prototypical exemplars of the target genres. In the control condition there was
a relatively balanced distribution of genres. Of the 69 participants in this condition, 26 reported
serious genres, 31 light genres, and 37 action-oriented genres.

Next, we analyzed participants' enjoyment and appreciation ratings. A correlation of r =
.23, p < .001 between enjoyment and appreciation indicated a sufficient degree of discrimination
to consider them as distinct variables. Thus, our efforts to tease enjoyment and appreciation
ratings apart seemed to be effective. Subsequently, a repeated measures analysis of variance was
conducted to examine differences in enjoyment versus appreciation scores as a function of film

condition. This analysis revealed the expected Ratings X Film Condition interaction, Wilks” A =
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0.69, F (3, 260) = 35.29, np2 = .29, p <.001. Table 4 reports the means and standard errors
associated with the interaction and shows that serious movies (list 1) received significantly
higher appreciation ratings than light films (list 2), action-oriented films (list 3), and films that
participants had recently seen (the control condition). In contrast, enjoyment ratings were highest
for the light films, and significantly more so than for serious and action-oriented movies.

To examine the validity of our scales measuring dimensions of audience response, a
repeated measures ANOVA was employed to examine differences in ratings on the three scales
as a function of film condition. This analysis revealed the expected Ratings X Film Condition
interaction, Wilks’ A =0.36, F (6, 518) = 57.45, an = .40, p <.001 (see Table 5). As expected,
ratings of fun were highest for the light films, ratings of suspense were highest for the action-
oriented films, and ratings of moving/thought-provoking were highest for the serious films.

The final set of analyses consisted of a series of regression analyses to examine how
dimensions of audience response predicted five different variables: the single-item measures of
enjoyment and appreciation, the arousal and valence scales of the SAM (Lang, 1980), and
perceptions of lasting impression. To explore the relationship between our scales and the
outcome variables beyond the association created by genre differences, these analyses controlled
for film condition by entering dummy codes in the first step of a hierarchical regression, and
entering our scales on the second step of the equation (see Table 6). As expected, the
appreciation item was predicted by higher ratings of moving/thought-provoking, and the
enjoyment item was predicted by higher levels of fun. Surprisingly, suspense was not a
significant predictor of enjoyment. However, the analysis of arousal showed that suspense was a
significant predictor, unlike any of the other rating variables in the equation. The analysis of

positive valence showed that higher ratings of fun and (to a lesser extent) lower ratings of
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suspense were significant predictors. Finally, as in Study 1, all three dimensions of audience
response predicted higher levels of lasting impression, though the strongest predictor was
moving/thought-provoking experiences.
Discussion

The results of Study 2 confirm the factor structure of the newly developed audience
response scales and complement the preliminary validation analyses in Study 1. The 4-factor
structure proved to be stable in the confirmatory factor analysis and did not differ for males and
females. The Rating X Genre interaction revealed in Study 1 was substantiated using random
assignment of participants to rate movies of different genres. Furthermore, the methodological
approach employed to tease enjoyment and appreciation ratings apart was effective in allowing
us to perform regression analyses of the scales' predictive validity concerning these items
separately. As expected, moving/thought-provoking experiences emerged as a significant
predictor of movie appreciation, whereas the fun scale predicted enjoyment. However, suspense
did not predict movie enjoyment. In terms of emotional arousal and valence, suspense predicted
arousal and negative valence, whereas fun predicted positive valence. Finally, although the three
dimensions of audience response indicated different patterns indicative of enjoyment and
appreciation, all three scales contributed to heightened perceptions of lasting impression.

Study 3

To add to the ecological validity of the results obtained in Studies 1 and 2 we conducted a
third study using full-length films as stimuli. This time, all participants rated the same movies,
allowing us to explore whether the factor structure and predictive validity of the scales still hold
when variance in the rating scores is confined to individual differences in perception and

experience of the same stimulus movie.
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Method

Participants and procedure. Three hundred and sixteen undergraduates from a film class
participated in the study. Participants had been assigned to watch the stimulus movies as part of
class work independently of the present study. The movies were presented to the film class at a
regular movie theater at intervals of one and two weeks respectively. Sample sizes were slightly
different for the three movies due to varying attendance: 214 rated The Graduate (USA, 1967),
223 rated Bladerunner (USA, 1982), and 276 rated Dr. Strangelove or: How | Learned to Stop
Worrying and Love the Bomb (UK, 1964). Immediately after the screening, participants rated the
movies using Interwrite™ PRF Clickers. These clicker devices consist of hand-held response
systems (the size of a remote control) that interface via a radio frequency with PowerPoint™
software. In this study, the items and the accompanying 7-point rating scales were displayed on
the screen one item at a time. Participants responded to the items by clicking the corresponding
number code on their devices. The response data were transmitted from the devices to a server
and stored in csv format.

Measures. Because the rating task was completed during class time, the questionnaire for
Study 3 had to be as short as possible. Therefore, in addition to the 12 scale items, we included
only 3 items reflecting general movie evaluation “This was a good movie,” “Overall, I enjoyed
this movie,” and “Overall, I appreciated this movie.” As in Study 1, we expected that participants
would not make a strong distinction between them. Consistent with this expectation, for each of
the movies, these items were strongly correlated (all rs > .65). However, to compare our analyses
with that done in Study 1, one of the items was employed to reflect general favorable
evaluations: “good movie”—as the word “good” seems to reflect positive evaluations in the most

general sense absent the more specific connotations associated with “enjoyed” or “appreciated.”
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On the other hand, to distinguish between the relative weight given to appreciation versus
enjoyment, the difference of these two ratings was computed, with higher scores reflecting
relatively greater weight given to appreciation, and lower scores reflecting relatively greater
weight given to enjoyment.

Results

First, we conducted confirmatory factor analyses on the 12 scale items for each of the
three movies. Table 7 reports the fit statistics associated with these three analyses, as well as the
reliabilities, means, and standard deviations of all of the scales created. These analyses suggest
generally acceptable levels of fit for the scales and good levels of reliability.

To analyze the predictive validity of the scales, regression analyses were conducted,
using the dimensions of audience response to predict the general evaluation of the movies, the
relative weight given to appreciation versus enjoyment, and perceptions of lasting impression
(see Table 8). As in Study 1, only ratings of fun and moving/thought-provoking experiences
were significant predictors of general favorable evaluations. Likewise, ratings of fun were
generally associated with greater weight given to enjoyment than to appreciation ratings,
whereas ratings of moving/thought-provoking experiences were generally associated with greater
weight given to appreciation. However, these patterns were rather weak and were evident for
only two of the three films. It is important to keep in mind, however, that scores on the single-
item appreciation and enjoyment items were strongly correlated given that we made no attempt
to tease them apart as in Study 2. Consequently, the general direction of the associations are
supportive of the notion that appreciation is more strongly indicative of moving/thought-
provoking, and enjoyment of fun. Finally, higher ratings of fun, moving/thought-provoking, and

(to a lesser extent) suspense were associated with greater ratings on the lasting-impression scale.
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These findings are generally consistent with findings from Studies 1 and 2, though here, fun
served as a stronger predictor, and suspense was a weaker predictor. Given the absence of
stimulus-related variance in these analyses, it is encouraging that similar (albeit less clear cut)
patterns of results emerged as in studies 1 and 2. This seems to indicate that the newly developed
measures of fun, suspense, and moving/thought-provoking experiences were not capturing only
differences in the gratification potential of different film genres but were also sensitive to more
subtle differences in gratifications obtained by different individuals from watching the same
stimulus movie.
Follow-up Analyses

Finally, we were interested to follow up an unexpected result that emerged throughout the
three studies, namely the failure of suspense to predict enjoyment and favorable movie
evaluation in the regression analyses. This seems to be at odds with existing research on
sensation seeking (e.g., Zuckermann, 1994; 1996) and on the enjoyment of horror (e.g., Sparks,
1991) which found that experiences of thrill and arousal contribute to media enjoyment, at least
in certain individuals. Thus, we were interested to explore whether the expected effects of
suspense could be observed on the level of zero-order correlations. In Study 1, suspense was
significantly related to favorable movie evaluation (r = .23, p <.001) but was unrelated to
relative ratings of enjoyment vs. appreciation (r = .07, p > .10). In study 3 a similar pattern of
results emerged for all three movies. Suspense showed moderate to high correlations with
favorable movie evaluation (The Graduate: r = .36, p < .001; Bladerunner: r = .71, p <.001; Dr.
Strangelove: r = .49, p <.001), but was unrelated to relative ratings of enjoyment vs.
appreciation (The Graduate: r = .06, p > .10; Bladerunner: r =-.01, p > .10; Dr. Strangelove: r =

.09, p >.10). Finally, in Study 2 suspense was unrelated to ratings of enjoyment (r = .01, p >
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.10), however, there was an unexpected correlation with appreciation (r =.35, p <.001). Thus,
our follow-up analyses suggest that, as established in previous research, suspense does contribute
to favorable media evaluation on the level of zero-order correlations. At the same time, however,
these analyses raise additional doubts about the classification of suspense under participants'
everyday concept of enjoyment as opposed to appreciation. Given that suspense was not our
primary focus, we propose that future research should more closely examine whether or not the
gratification potential of suspense is dependent on more basic gratification factors such as fun or
moving/thought-provoking experiences as our regression results seem to suggest.
General Discussion

We conducted three studies to explore experiential dimensions of audience response, with
a special focus on the largely neglected domain of more serious, poignant, and pensive media
experiences and gratifications we conceptualize as appreciation. Overall, the results obtained in
these studies are consistent with the assumption that moving/thought-provoking experiences
form a distinct factor of gratifying movie experiences. Further, these studies provided evidence
that moving/thought-provoking experiences were more closely related to single-item measures of
appreciation than enjoyment, and fun was more closely related to enjoyment than appreciation.
The analyses of different movie genres revealed that dramas and more serious films received the
highest ratings on the moving/thought-provoking scale compared to movies pertaining to other
genre categories (comedy/light films, and thriller/action oriented films). Hence, our ideas about
which experiential qualities are conceptually related to movie appreciation, and which film
genres typically evoke these experiences seem to be largely congruent with everyday concepts
and perceptions of the study participants.

In terms of the two scales that we had initially conceptualized as indicating enjoyment,
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fun and suspense, results were more complex than expected. Specifically, these studies generally
found that ratings of fun but not suspense were predictive of higher levels of enjoyment. These
findings seem to suggest that the scholarly concept of media enjoyment which is commonly
understood to cover both fun and thrill experiences is broader than the everyday notion of
enjoyment which seems to focus primarily on fun.

The mixed pattern of results for fun and suspense, as well as the additional audience
response of moving/thought-provoking experiences suggest that a reconsideration of the concept
of media enjoyment might be warranted to take into account the similarities and differences
between experiential qualities that contribute to entertainment gratification. It seems that at least
three concepts are needed to cover the full range of experiential qualities that are entertaining in
the sense that they are intrinsically rewarding for media users to experience: First, a concept is
needed that corresponds to the natural language use of the term “enjoyment” that refers primarily
to the experience of fun and positively valenced emotions, and is associated with “light” genres
such as comedy and romance. Second, a concept is needed that deals with thrilling and
suspenseful experiences that are typically associated with action-oriented genres such as action,
thriller, and horror and that is characterized by emotional arousal and negative valence. A third
concept that is needed is one that covers moving and thought-provoking experiences that are
more akin to the everyday language use of the term “appreciation” and that is typically
associated with serious genres such as drama, classics, and documentary.

Arguably, there may be good reasons to subsume one, two, or even all three of these
concepts under the term of “media enjoyment™ (cf., Nabi & Krcmar, 2004; Oliver, 2007;
Vorderer, Klimmt, & Ritterfeld, 2004), and particularly since two of the three (fun and

moving/thought-provoking experiences) were related to more favorable general evaluations, and
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since all three were shown to predict higher ratings on lasting impression. However, despite the
liberty of science to define the scholarly use of terms like "enjoyment" or "appreciation” based
on theoretical considerations, any such definition must resonate with empirical findings
concerning how individuals ultimately experience their responses and the terms that they use to
describe their experiences. As such, our results draw attention to qualitative differences in the
types of media experiences that contribute to entertainment gratification and positive media
evaluation, and point to the relevance of extending the focus from well-researched entertainment
gratifications such as mood management and sensation seeking to the domain of appreciation.
Based on the results of the present research we propose the following working definition of
appreciation as an audience response: an experiential state that is characterized by the perception
of deeper meaning, the feeling of being moved, and the motivation to elaborate on thoughts and
feelings inspired by the experience.

It is important to point out that the experience of appreciation is not confined to a specific
genre or type of media content. Light and action-oriented films, though lower on ratings of
appreciation than dramas, were not devoid of appreciation. Similarly, though dramas were lower
on enjoyment than other genres generally, they, too, were not devoid of enjoyment.
Consequently, the experience of enjoyment and appreciation should not be assumed to form
mutually exclusive categories of movie experiences, nor opposite ends of a continuum. Rather,
they can best be characterized as a set of gratification factors that can (and regularly do) co-occur
in entertainment experience. Whereas the results of Studies 1 and 2 indicate that the relative
salience of these gratifications varies as a function of the gratification potential associated with
different film genres, Study 3 draws attention to the variance in gratifications obtained from the

same movie by different individuals. Likewise, the regression analyses in Study 2 indicate that
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these gratification factors predict variance in emotions, movie evaluation, and lasting impression
over and above the variance explained by the film genre.

The pervasiveness of appreciation as an audience response raises important theoretical
questions about the nature of entertainment gratification. Whereas the fun and suspense
dimensions are covered by well-established gratification models such as mood management and
sensation seeking, the experience of appreciation seems to require additional investigations that
take into account the complex interplay of emotion and cognition in media use. As already
mentioned, the notion of eudaimonic happiness, i.e., striving for greater insight, meaning, and
purpose in life, might offer a new perspective on entertainment gratification (cf. Oliver & Raney,
2008; Waterman, 1993). The intuition of ancient philosophers Plato and Aristotle that pleasure-
seeking is not the be-all and end-all of human striving and behavior is also reflected in more
recent theorizing related to the concept of intrinsic motivation. Intrinsic motivation refers to the
gratification individuals derive from experiences of challenge and mastery (cf. Csikszentmihalyi,
1990; Moneta & Csikszentmihalyi, 1996; Ryan & Deci, 2000; Vorderer, Steen, & Chan, 2006).
It is thought to arise when an individual's physical or mental skills are challenged but not
overcharged by a task, so that the activity is associated with a sense of mastery and self-
effectiveness that is gratifying independent of other outcomes or extrinsic rewards.

A possible explanation of how emotional involvement might foster this rewarding state of
intrinsic motivation can be derived from cognitive theories of emotion (e.g., Lazarus, 1991;
Scherer, 2001). These theories assume that emotions serve to signal challenges and threats to an
individuals' well-being that need to be dealt with by taking action both physically and mentally.
To address the cognitive part of the challenge as an emotionally involved observer of media

content and to deal with it in meaningful ways may result in a sense of mastery and self-
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effectiveness that is rewarding for media users. This complementary account of entertainment
gratification that is based on the role of emotions as sources of cognitive challenge and mastery
experiences seems to capture both cognitive and emotional aspects of appreciation that are
implied in the present studies, but clearly more research is needed to substantiate this speculative
account.

With these addition questions and avenues for research in mind, we are also mindful of
the limitations of the current research that we hope future studies may attempt to address. First,
as alluded to previously, these studies suffer from employing a narrow sample of respondents—
individuals who are college students from the U.S. (Klimmt & Vorderer, 2009; Trepte, 2008).
Perhaps as a result of the samples employed, the importance of fun, enjoyment, and pleasure was
emphasized as an important audience response. Future studies that employ a more diverse
sample of cultures and age ranges to allow for comparative findings would clearly add to the
breadth of this research.

It is our hope that future research will also consider a broader range of measurement
techniques than was employed in these studies. Here, we focused all of our attention on self-
reported reactions. This tactic makes sense in the context of initially identifying the diversity of
audience responses. However, additional measures such as behavioral indicators of audience
response (e.g., facial expression, physiological data) or thought-listing techniques to tap into
cognitive responses would certainly add to the findings obtained here.

With these limitations in mind, our research represents exploratory first steps in
operationalizing the multi-dimensional nature of media entertainment gratifications. Although
popular references to such gratifications routinely employ the word “enjoyed” to refer to

audience response, we hope that our research makes clear that “enjoyment” may be too obtuse to
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aptly cover the range of gratifications that audiences experience. Given that entertainment can
make us laugh, provide us with thrills, and move us to tears—and yet be perceived as fulfilling
and gratifying—is illustrative of the need to more carefully consider the emotional and cognitive

roles that entertainment plays in the lives of its viewers.
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Footnotes

To explore whether artistic value emerged as a distinct factor with the reduced set of
items selected for scale construction, we initially conducted a principal axis (PA) factor analysis
using Promax rotation (x = 4) with all 15 items included in the analysis. The eigenvalues and
scree plot suggested that only four factors be extracted. Although items reflecting artistic value
and meaning/though-provoking experiences loaded on the same factor, two of the artistic-value
items had low loadings. As a result, we ran the analysis again extracting five factors to see if the
artistic-value items would load on their own factor. This analysis was also unsatisfactory because
although the artistic-value items loaded together on the fifth factor, several of the loadings were

quite small, and one of the items cross-loaded.
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Pattern Loadings, Reliabilities, and Descriptive Statistics for Developed Scales

Moving/
Thought- Lasting Acrtistic

Audience Response Items Fun Provoking Impression Suspense Value
1. It was fun for me to watch

this movie. .89 .01 -.08 -.05
2. | had a good time

watching this movie. .87 .05 .02 .02
3. The movie was

entertaining. .79 -.05 .04 .01
4. | found this movie to be

very meaningful. -.01 .87 .02 .02
5. | was moved by this

movie. .02 a7 .08 -.02
6. The movie was thought

provoking. 01 12 -.05 .04
7. This movie will stick with

me for a long time. -.01 -.04 .99 -.04
8. I know I will never forget

this movie. -.03 -.01 .85 .01
9. The movie left me with a

lasting impression. .03 .23 .60 .00
10. | was at the edge of my

seat while watching this

movie. .09 -.13 18 .79
11.  This was a heart-pounding

kind of movie. -.04 .09 -.03 a7
12.  The movie was

suspenseful. -.06 .08 -.14 73
Eigenvalues 4.69 2.51 1.30 0.93
% Variance Explained 39.06 20.94 10.84 7.77
Avrtistic Value ltems
1. | found the movie

artistically valuable.
2. | found this movie

aesthetically strong.
3. This movie is a cinematic

masterpiece.
Cronbach's o 0.89 0.85 0.88 0.80 0.78
M 6.20 3.85 4.81 3.95 4.10
SD 1.09 1.58 1.58 1.62 1.44
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Study 1: Audience Responses as Predictors of Evaluation, Arousal, Valence, and Lasting

Impression
Favorable  Appreciation SAM SAM Lasting

Audience Response Evaluation - Enjoyment Arousal Valence Impression
Fun 727 -247 187 617" 327
Suspense .07 01 397 -15" 18"
Moving/Thought- .26 197 .04 -12" 447
Provoking

R 64 .09 21 40 43

F 154537 8.28"" 19.827 55.77" 64.79

p<.05 p<.0l.  p<.001.

Note: Scores are standardized regression weights.
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Table 3

Study 1: Audience Responses by Genre

Genres
Audience Response Comedy Action/Thriller Drama
Fun 6.48, (.09) 6.09; (.14) 5.96, (.16)
Suspense 2.89; (.11) 5.19, (.17) 4.21, (\19)
Moving/Thought-Provoking 3.10 (.12) 3.89 (.18) 5.34, (.21)

Note: Numbers in parentheses are standard errors. Within rows, means with no subscripts in

common differ at p < .05 using sequential Bonferroni procedures.



Appreciation as Audience Response 49

Table 4

Study 2: Appreciation and Enjoyment Ratings by Film Type

Film Condition

Audience

Response Serious Light Action Control
Appreciation 6.53, (.19) 4.64. (.16) 4.70. (.18) 5.03, (.17)
Enjoyment 5.80, (.14) 6.45, (.11) 5.87, (.13) 6.20a (.12)

Note: Numbers in parentheses are standard errors. Within rows, means with no subscripts in

common differ at p < .05 using sequential Bonferroni procedures.
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Table 5

Study 2: Audience Responses by Film Type

Film Condition

Audience Response Serious Light Action Control
Fun 5.62; (.15) 6.35, (.12) 5.71; (.14) 5.974 (.13)
Suspense 4.81, (.19) 2.814 (.16) 5.14, (.18) 3.97. (.17)
Moving/Thought-Provoking 6.19, (.18) 3.22; (.15) 3.35¢ (.17) 4.05; (.16)

Note: Numbers in parentheses are standard errors. Within rows, means with no subscripts in

common differ at p < .05 using sequential Bonferroni procedures.
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Table 6

Study 2: Audience Responses as Predictors of Evaluation, Arousal, Valence, and Lasting

Impression
Appreciation  Enjoyment SAM SAM Lasting
Arousal Valence Impression

Step 1

Serious Films 387 -16" -01 297" 437

Light Films -11 11 .00 4077 A1

Action Films -.09 -.13 .08 .03 .06

R? 21 .06 .01 32 15

F 2236 593" 0.50 36.037" 15207
Step 2

Fun 12" 65 .01 427 27

Suspense .04 .03 347 -15 267

Moving/Thought- - .

Provoking 58 .03 10 .09 44

R? Change 24 41 11 16 43

F Change 36.62 67.78" 9.097" 23117 64.79

p<.05 p<.0l” p<.001.

Note: Scores are standardized regression weights.
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Table 7

Study 3: Audience Response Dimensions by Film

Audience-Response Dimensions Fit Statistics
Moving/
Thought- Lasting
Film Fun  Suspense Provoking Impression y°/df CFI RMSEA
The Graduate (N = 214)
Cronbach's a .89 .83 .85 .85 1.54 .98 .05
M 6.10 3.71 4.47 5.20
SD 093 143 1.34 1.27
Bladerunner (N = 223)
Cronbach's a .93 .89 90 .94 252 .97 .08
M 357 361 3.31 3.28
SD 165 151 1.58 1.62
Dr. Strangelove (N = 276)
Cronbach's a .88 A7 15 .87 341 94 .09
M 475  3.07 3.94 3.93

SD 145 134 1.37 1.51




Appreciation as Audience Response 53

Table 8

Study 3: Audience Responses as Predictors of Evaluation and Lasting Impression

Good Movie Appreciation - Enjoyment Lasting Impression
G B D G B D G B D
Audience Response

Fun iy Z 7 N -09  -4077 -19 4477 2577 457
Suspense .05 .08 .01 .03 -.02 .07 .07 197 07
Moving/Thought- .03 237 207 12 447 18* 4277 497 37T
Provoking
R? 62 .80 72 .01 .08 .04 63 74 61
F 107.617 280.54" 209.67 091 580 256 117.3477 2105377 139.70

*p<.10. p<.05 " p<.01.” p<.001.

Note: Scores are standardized regression weights. G = Graduate; B = Bladerunner; D = Dr. Strangelove



