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ABSTRACT
One of the important aspects of movie-making is to trigger emo-
tional responses in viewers. These emotional experiences can be
divided into hedonic and eudaimonic. While the former are charac-
terized as plain enjoyment, the latter deal with getting greater in-
sight, self-reflection or contemplation. So far, modeling of user pref-
erences about movies and personalization algorithms have largely
ignored the eudaimonic aspect of the consumption of movies. In
this paper we fill this gap by exploring what are the relationship
between (i) eudaimonic and hedonic characteristics of movies, (ii)
users’ preferences and (iii) users’ personality. Our results show that
eudaimonic user profiling effectively divides users into pleasure-
seekers and meaning-seekers.
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1 INTRODUCTION
Recent research on user feedback in personalized systems, such as
recommender systems, is focusing on how much a user likes an
item. For example, in Facebook, users can rate a post using the like
button. However, a single like or rating on a numeric scale does
not capture the whole experience. Furthermore, the experience of
consumption of an item (listening to a song, watching a movie)
does not have only hedonic qualities (fun, enjoyment, relaxation)
but also eudaimonic qualities, which are related to meaning and
purpose [8].

A general research direction related to eudaimonic qualities
of experience of content consumption we are pursuing is to use
eudaimonia for personalization. The assumption is that users differ
in their need for eudaimonic experiences, i.e. some people prefer
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to just have fun, while other people may prefer to spend their time
contemplating meaning and purpose. Similarly, content differs in
the experience quality they induce. For example, the movies The
Hangover and La vita e’ bella are both comedies. But while the
former is a shallow comedy with a series of simple jokes the latter
deals with deeper issues, such as the holocaust.

In order to devise personalization approaches using eudaimonia
there are a lot of steps to make, since it is an unexplored area. We
foresee the following steps need to be taken: (i) unobtrusive infer-
ence of eudaimonic and hedonic user preferences, (ii) automatic
labeling of movies’ eudaimonic and hedonic qualities, and (iii) a per-
sonalized recommender system that takes advantage of eudaimonic
and hedonic features. We aim at kicking-off the research path in
this direction with the results reported here. The contributions of
this paper are: (i) a characterization of users in terms of eudaimonic
and hedonic preferences (Sect. 4.1), (ii) a characterization of movies
in terms of their eudaimonic and hedonic qualities (Sect. 4.2) and
(iii) a correlation analysis between users’ reported eudaimonic and
hedonic preferences and their reported personalities (Sect. 4.3).

2 RELATEDWORK
There is substantial disjoint work in the domains of (i) conceptual-
izing eudaimonic and hedonic experiences for entertainment and
(ii) work covering the relationships between personality and user
preferences.

In positive psychology, happiness is often described through two
opposite concepts: hedonism and eudaimonism [1]: the hedonic view
equates happiness with pleasure, comfort, and enjoyment, whereas
the eudaimonic view equates happiness with the human ability to
pursue complex goals which are meaningful to the individual and
society. Oliver and Raney [9] have carried out research to identify
whether there are distinct eudaimonic and hedonic motivations for
consuming entertainment. Through a series of studies they devised
an instrument for measuring the eudaimonic and hedonic quali-
ties of entertainment experiences. They showed that in addition to
viewing movies for purposes of fun and pleasure, individuals also turn
to entertainment for purposes of greater insight and meaningfulness.
Wirth et al. [13] further extended Oliver’s work by analyzing what
are the hedonic and eudaimonic qualities of movies with good and
bad endings and found significant differences.

Personality traits account for our individual differences. Among
several models of personality the most widely used is the Five
Factor Model (FFM), which contains the following factors: openness,
conscientiousness, extraversion, agreeableness and neuroticism
[7]. Several works has shown that personality is related to user
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preferences for entertainment content, such as music [3, 10, 12]
and movies [5].

Little work has been done on relating personality and eudaimonic
experiences. One of these is a study using functional magnetic
resonance to identify neural pathways linking personality traits
and eudaimonic well-being [6].

With this work we aim at bringing together the disjoint work
of user modeling, with the intent of personalizing movie recom-
mendations, and eudaimonic characterization of entertainment
experiences. We do this by profiling users in terms of eudaimonic
and hedonic preferences, characterizing movies in terms of their
eudaimonic and hedonic qualities and correlating users’ reported
eudaimonic and hedonic preferences and their reported personali-
ties.

3 EXPERIMENT
In order to perform the analysis we performed a user study to
acquire data. We let the subjects choose movies from a pool of
popular movies. For the hypothetical context of choosing a movie to
watch alone on a Saturday evening, each subject had to choose the
most appropriate movie (the liked movie) and the least appropriate
movie (the disliked movie). The subjects were then asked to describe,
for each of the two movies, their viewing experience in terms of
hedonic and eudaimonic experience using an adaptation of the scale
developed by [9]. After answering the movie-related questions, the
subjects filled in the ten-items personality questionnaire (TIPI).

Table 1: Excerpt of movie titles used in the experiment. The
eudaimonic and hedonic qualities are our subjective assess-
ments

Title Eudaimonic Hedonic

Manchester by the sea Y N
Bad Moms N Y
Mad Max: Fury Road N Y
The Shawshank Redemption Y N
Inside Out Y Y

The pool of movies has been hand-picked by the authors by
choosing the most popular movies from the years 2015, 2016, 2017,
and a subset of all-time most popular movies. This maximized
the probability that the subjects had watched at least a couple of
movies. We choose to limit the subjects to a limited pool of movies
instead of giving them freedom to choose their own movies to
assess in order to increase the chance of having overlapping movie
evaluations.Wemanually balanced the pool of movies in such a way
that it contained a roughly equal amount of movies that contained
eudaimonic qualities (e.g., Manchester by the sea) and not (e.g,. Bad
Moms) according to our judgment. We used the IMDB most popular
movies list as the source1. Some titles of the movies are listed in
Tab. 1. In total we had 36 movies.

In order to assess the hedonic and eudaimonic qualities of the
movie watching experience we adapted the instrument proposed

1the movies were retrieved from the source http://www.imdb.com/search/title?year=
2016&title_type=feature& and sorted by popularity

by [9]. For each movie, chosen as liked, the subjects had to answer
the following eudaimonic-related questions on an agreement scale
from 1 to 7:

• I liked the movie because it challenged my way of seeing the
world.

• I liked the movie because it made me more reflective.
• I liked the movie because it focused on meaningful human
conditions.

• I liked the movie because it made me think.
• I liked the movie because it was about people’s search for
greater understanding in life.

• I liked the movie because it conveyed a profound message.

and on the following hedonic-related questions on the same
scale:

• I liked the movie because I had fun watching it.
• I liked the movie because it made me laugh.
• I liked the movie because it was entertaining.
• I liked the movie because it was happy and positive.

The single eudaimonic and hedonic qualities for each likedmovie-
user pair were calculated by averaging the scores of the individual
questions.

For the disliked movies, we inverted the questions above into the
form I did not like the movie because it did/was not .... Similarly, we
aggregated these scores into single eudaimonic and hedonic scores
for each disliked movie-user pair.

We further used the TIPI instrument tomeasure personality [4] in
terms of the five factors openness, conscientiousness, extraversion,
agreeableness and neuroticism. We used the [1, 5] scale.

We ran the study through Amazon Mechanical Turk. After re-
moving subjects who did not pass a control question and removing
outliers using the Mahalanobis distance we had the answers of 84
subjects (M = 34.2 years, SD = 9.5 years, 29 females).

4 RESULTS
4.1 Eudaimonic and Hedonic Characteristics of

Users
The data we collected shows an interesting pattern. In the case
of liked movies, the users liked movies with high hedonic quality,
which was expected (see Fig. 1). However, users divided themselves
into two clusters in terms of the eudaimonic qualities of the liked
movies (see Fig. 2): some users liked movies with high eudaimonic
qualities (scores > 3) while some users liked movies with low eu-
daimonic qualities (scores < 3), which is reflected in the bimodal
shape of the histogram in Fig. 2. This interesting shape of the eu-
daimonic histogram indicates that the users can be clustered into
pleasure-seekers (high hedonic and low eudaimonic quality) and
meaning-seekers (high hedonic and high eudaimonic quality). We
performed a k-means clustering over all the hedonic and eudai-
monic variables. The clustering outcome shows two clusters of
users, which are clearly separated by a threshold in the hedonic-
eudaimonic scores space, which can be seen in Fig. 3.

http://www.imdb.com/search/title?year=2016&title_type=feature&
http://www.imdb.com/search/title?year=2016&title_type=feature&
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I liked the movie because I had fun watching it.

Figure 1: Distribution of hedonic qualities of liked movies.
The variable reported in this figure is the agreement with
the statement I liked this movie because I had fun watching
it.
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I liked the movie because it challenged my way of seeing the world.

Figure 2: Distribution of eudaimonic qualities of liked
movies. The variable reported in this figure is the agreement
with the statement I liked this movie because it challenged
my way of seeing the world.

4.2 Eudaimonic and Hedonic Characteristics of
Movies

Here we cluster the movies, used in our study, into three clus-
ters: (a) movies with predominantly eudaimonic quality, (b) movies
with equal eudaimonic and hedonic qualities, and (c) movies with
predominantly hedonic quality. In order to cluster the movies we
perform the Wilcoxon rank sum test in order to test the hypothesis
of the mean reported hedonic and eudaimonic quality being equal.
Examples from all three clusters are reported in Tab. 2.

Beside the movies reported in Tab. 2, we observed strong dif-
ferences in mean eudaimonic and hedonic qualities in some other
movies, such as 12 Angry Men, and The Shawshank Redemption

2.5

3.0

3.5

4.0

4.5

5.0

1 2 3 4 5

Eudaimonic Quality

H
ed

on
ic

 Q
ua

lit
y

Figure 3: Two clusters (blue:pleasure-seekers and
red:meaning-seekers) were identified using k-means
over all eudaimonic and hedonic variables.

Table 2: Examples from clusters of movies. The left column
shows movies that have a stronger eudaimonic quality, the
right column shows movies with a stronger hedonic quality
and the mid column shows movies that are equally hedonic
and eudaimonic

Eudaimonic Mixed Hedonic

Arrival La La Land Deadpool
Passengers Hidden Figures Mad Max: Fury Road
The Girl on the Train Bad Moms
Fifty Shades of Gray

(higher eudaimonic quality) and Jurassic World and Baby Driver
(higher hedonic quality). However, due to too little data at our
disposal, the differences of means were not significant at α = 0.05.

4.3 Personality Correlates with Eudaimonic
and Hedonic Preferences

We further analyze the relationships between user personality, and
preferences for hedonic and eudaimonic content.

In our experiment, each subject picked a movie she liked and
another she disliked. The correlations between personality factors
in terms of the Five Factor Model end the chosen movie characteris-
tics in terms of eudaimonic and hedonic preferences are presented
separately for liked and disliked movies (Tab. 3). The personality
factors were on the scale [1, 5]whereas the eudaimonic and hedonic
values are on the scale [1, 7].

The data shows that there are significant correlations between
openness, agreeableness, and neuroticism on one side and eudia-
monic and hedonic qualities on the other side.

The questions for the eudaimonic/hedonic quality of the movies
they liked (as reported in Sect 3) could be summarized as I like
the movie because it has eudaimonic quality (the liked-eud column
in Tab 3) and I like the movie because it has hedonic quality (the
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Table 3: Correlations between personality factors and eudai-
monic/hedonic qualities of liked and disliked movies. The
values in bold are significant correlations at 0.05

liked disliked
personality eud hed eud hed

openness 0.09 -0.29 0.27 0.19
conscientiousness -0.19 0.13 0.14 0
extraversion 0.12 -0.03 0.09 -0.05
agreeableness 0.12 0.06 -0.25 -0.09
neuroticism 0.23 -0.02 -0.21 0.04

liked-hed column in Tab 3). Hence, the positive correlation between
neuroticism and liked-hed means that subjects who score high on
neuroticism liked movies with high eudaimonic quality whereas
those with low neuroticism liked movies with low eudaimonic
quality. A similar pattern is observed for openness, but as a negative
correlation to hedonic quality. In fact, subjects who scored high on
openness liked movies with low hedonic quality whereas subjects
with low openness liked movies with high hedonic qualities.

The questions for the eudaimonic/hedonic quality of the movies
they disliked could be summarized as I did not like the movie because
it did not have eudaimonic quality (the disliked-eud column in Tab
3) and I did not like the movie because it did not have hedonic quality
(the disliked-hed column in Tab 3). Hence, the positive correla-
tion between openness and disliked-eud indicates that people who
scored high on openness did not like movies that did not contain
eudaimonic quality. An opposite effect can be observed for people
who score high on agreeableness. Agreeable people make it clear
that the lack of eudaimonic quality is not the reason they don’t like
a movie, whereas non-agreeable people dislike movies because of
the lack of eudaimonic content.

5 LIMITATIONS AND FUTUREWORK
Our study shows promising reults and we plan to carry on with
research. The main limitations of our study are:

• small number of subjects
• intrusive assessment of user preferences through question-
naires

• intrusive assessment of the movies’ qualities
While the first limitation can be addressed simply by extending

the study to a larger sample, the other two require additional work.
The assessment of user preferences through questionnaires, such

as the one used in this study, is too intrusive and cumbersome. Based
on our prior work on inference of personality from social media
[2, 11] we plan to adopt a similar approach to infer the propensity
of user for eudaimonic and hedonic content from social media. We
plan to train a model that takes as input features extracted from
social media activity and make a prediction of the propensity of
each user for eudaimonic and hedonic entertainment.

Similarly, inferring the quality of movies through extensive ques-
tionnaires is not feasible for a personalized system of large scale.
Based on the work of Wirth et al. [13] we conjecture that movie
content contains information pertaining to eudaimonic and hedonic
qualities. In order to devise an automatic method we plan to train

a predictive model that takes as input movies’ subtitles and infers
their eudaimonic and hedonic qualities. Feature engineering will
be done using Natural Language Processing techniques.

6 CONCLUSION
In this short paper we present the outcomes of a preliminary study
on the influence of eudaimonic and hedonic qualities of movies on
user preferences.

The results of our study show that the variance in user prefer-
ences (in terms of eudaimonic and hedonic qualities) is reflected
also in personality. A correlational analysis showed that people
who score high on openness and neuroticism tend to prefer movies
with more eudaimonic than hedonic qualities. Similarly, people
high in openness dislike a movie if it does not contain eudaimonic
qualities. The opposite effect was found for agreeableness.

Furthermore, we lay out a research plan for the following steps,
which include: (i) unobtrusive inference of user preferences in
terms of eudaimonic and hedonic qualities from social media, (ii)
robust automatic inference of movie quality from subtitles and
(iii) prediction of movie preference in the form of a recommender
system.
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