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ABSTRACT

Fans of fictional narratives are highly involved with and attentive to media texts. The present study 
investigated personality traits likely to influence the motivations that drive fans of fictional narratives 
to attend to their preferred texts and engage with other fans, drawing on Oliver and Raney’s two-factor 
model of media enjoyment. In a survey of self-identified fans of fictional narratives or series (n = 401), 
respondents completed measures of the Big-5 personality traits, fan community involvement, cognitive 
flexibility, and hedonic and eudaimonic motives for viewing fan media content. Eudaimonic motives were 
associated with trait openness and cognitive flexibility. Hedonic motives were associated with conscien-
tiousness and cognitive flexibility, but negatively associated with emotional stability.

INTRODUCTION

Recently, researchers have begun to apply empirical research tools to investigate what it means to be 
a fan of fictional narratives or texts. Fans of fictional narratives are those audience members whose 
sense of self, to at least some degree, is organized around a relationship with a text or series (Taylor, 
2015, 2019); they think of themselves, or identify, as fans. This research has included investigations of 
the way fans engage their preferred texts, including modes of engagement centered on the text and on 
broader fan communities (Taylor, 2015), as well as the motives underlying those modes of engagement 
(Delmar, Sánchez-Martín, & Velázquez, 2018; Tsay-Vogel & Sanders, 2017). Fans of fictional narratives 
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are more likely to approach fictional narratives seeking meaningful or profound, or eudaimonic, experi-
ences (Delmar et al., 2018), and among fans, those with stronger eudaimonic motives are more likely 
to participate in fan communities (Tsay-Vogel & Sanders, 2017). Enjoyment of the text itself, however, 
remains a vitally important factor driving attention to fan texts (Lee & Taylor, 2014).

Fans’ tendency to (and interest in) intensely engage with texts in seeking both meaningful or profound 
experiences and pleasurable enjoyable experiences calls for an understanding, not merely description, 
of these motives. Understanding the source of these motivations becomes the next logical step. In the 
present chapter, we examine personality traits as predictors of eudaimonic and hedonic motives for fans’ 
attention to fictional narratives.

Hedonic and Eudaimonic Motives

Recent scholarship on entertainment motives and experiences emphasize two types of experience--hedonic 
and eudaimonic. Those whose entertainment media use is motivated by hedonic considerations seek (and 
anticipate) a positive affective response to the entertainment, often characterized as fun, enjoyment, or 
amusement (Oliver & Raney, 2011). Eudaimonic motives emphasize seeking meaningful experiences 
with or through media use; such experiences are often characterized as appreciation (Oliver & Raney, 
2011). Hedonic experiences involve feeling good during media consumption, and eudaimonic experiences 
involve gaining insight into important questions of what it means to be human (Oliver & Raney, 2011).

Most research on eudaimonia and hedonia as motives for entertainment media use has focused on 
the relationship between these motives and the selection of and attention and response to the texts. For 
example, researchers have documented effects of motivations on film genre preferences; eudaimonic mo-
tives tend to be associated with a preference for dramatic, political, or historical films, whereas hedonic 
motives are more closely associated with a preference for action, comedy, or adventure films (Igartua & 
Barrios, 20213; Oliver & Raney, 2008); whereas someone might choose to watch the latest superhero 
movie from the Marvel Cinematic Universe to satisfy a hedonic motive, the same individual may gravi-
tate toward episodes of historical social-justice series Call the Midwife to satisfy a eudaimonic motive. 
Motives affect the nature of attention to or involvement with entertainment media; hedonic motives 
have been shown to increase moral disengagement when viewing programs with a morally ambiguous 
protagonist, whereas eudaimonic motives reduce such disengagement (Tsay-Vogel & Krakowiak, 2016). 
Researchers have also demonstrated that eudaimonic and hedonic experiences during media use elicit 
different consequences after viewing. For example, eudaimonic experiences while viewing political talk 
shows has been shown to be associated with a sense of being informed by those shows, whereas hedonic 
experiences have not (Roth, Weinmann, Schneider, Hopp, & Vorderer, 2014).

Multiple studies have documented a significant relationship between eudaimonic motives and 
participation in fan communities (Delmar et al., 2018; Tsay-Vogel & Sanders, 2017). Tsay-Vogel and 
Sanders (2017) explained the relationship they observed between eudaimonic motives for engagement 
with fictional narratives and participation in fan communities by speculating that they shared the same 
underlying drive or motive. The nature of that shared drive was unidentified. A reasonable first step in 
understanding this relationship may lie in identifying a factor or set of factors that underlie or predict 
eudaimonic and hedonic motives among fans. Personality offers a likely possibility.



 

 

15 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/personality-traits-and-fans-motives-for-attention-

to-fictional-narratives/253713

Related Content

An Accessible City is a Healthy and People-Centred Smart City
Elena Marchigiani (2022). Research Anthology on Physical and Intellectual Disabilities in an Inclusive

Society (pp. 1671-1693).

www.irma-international.org/chapter/an-accessible-city-is-a-healthy-and-people-centred-smart-city/289139

Evaluation of Impact of New Democracy on Consumption, Income and Growth of the Nigerian

Economy
Rex Oforitse Aruoforand Daniel Risiagbon Ogbeide (2017). International Journal of Civic Engagement and

Social Change (pp. 1-12).

www.irma-international.org/article/evaluation-of-impact-of-new-democracy-on-consumption-income-and-growth-of-the-

nigerian-economy/198953

Assessing the Social Media Presence and Usage Patterns of Major Greek Municipalities:

Towards Local Government 2.0?
Evika Karamagioli, Eleni-Revekka Staiouand Dimitris Gouscos (2015). International Journal of Civic

Engagement and Social Change (pp. 1-20).

www.irma-international.org/article/assessing-the-social-media-presence-and-usage-patterns-of-major-greek-

municipalities/146227

Organizational Culture and Gender Minority: A Case Study of State Bank of India
Richa Vij (2014). International Journal of Civic Engagement and Social Change (pp. 26-42).

www.irma-international.org/article/organizational-culture-and-gender-minority/122439

The Power of Yes: A Journey of Connection and Purpose
Carli B. Ross (2025). Fostering Experiential Knowledge of Cultural Diversity Through Studying Abroad (pp.

303-330).

www.irma-international.org/chapter/the-power-of-yes/375802

http://www.igi-global.com/chapter/personality-traits-and-fans-motives-for-attention-to-fictional-narratives/253713
http://www.igi-global.com/chapter/personality-traits-and-fans-motives-for-attention-to-fictional-narratives/253713
http://www.irma-international.org/chapter/an-accessible-city-is-a-healthy-and-people-centred-smart-city/289139
http://www.irma-international.org/article/evaluation-of-impact-of-new-democracy-on-consumption-income-and-growth-of-the-nigerian-economy/198953
http://www.irma-international.org/article/evaluation-of-impact-of-new-democracy-on-consumption-income-and-growth-of-the-nigerian-economy/198953
http://www.irma-international.org/article/assessing-the-social-media-presence-and-usage-patterns-of-major-greek-municipalities/146227
http://www.irma-international.org/article/assessing-the-social-media-presence-and-usage-patterns-of-major-greek-municipalities/146227
http://www.irma-international.org/article/organizational-culture-and-gender-minority/122439
http://www.irma-international.org/chapter/the-power-of-yes/375802

