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Abstract
Based on a review of eudaimonic emotion concepts, definitional and empirical overlaps between the concepts are identified and a framework of eudaimonic emotions is developed. The framework proposes that feelings of elevation, awe, tenderness, and being moved can be differentiated based on their feeling components, thus constituting the feeling-specific
types of eudaimonic emotions. A variety of other emotion concepts rely on reference to their elicitors, such as moral elevation (i.e., being moved by moral virtue), aesthetic awe (i.e., being moved by beauty), kama muta (i.e., being moved by
communal sharing) and admiration (i.e., being moved by achievements), thus constituting elicitor-specific types of eudaimonic emotions. Structuring eudaimonic emotions along these lines allows for integrating research on these emotions.
This integration leads to the proposition of general eudaimonic effects and value-specific effects of positive eudaimonic
emotions on behaviour. Considering these effects can enhance understanding of how positive eudaimonic emotions affect
pro-social intentions—the bright side of being moved—as well as the manipulating effects of propaganda—the dark side
of being moved.
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1. Introduction
People sometimes watch movies because they make
them laugh or engage with social media because it is
pleasurable. Communication research refers to these
processes as hedonic motivations, which have served as
a primary explanation for media use for decades (Oliver,
2008). However, hedonic motivations cannot explain
why people watch movies that make them cry or search
for online videos that are meaningful but not pleasurable to see. More recent research explains these phenomena via eudaimonic motivation: Striving for “greater
insight, self-reflection, or contemplations of poignancy or meaningfulness (e.g., what makes life valuable)”
(Oliver, 2008, p. 42). Recent research reveals that eudaimonic themes are prevalent not only in movies and
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Facebook posts (Dale et al., 2020; Dale, Raney, Janicke,
Sanders, & Oliver, 2017) as well as digital games (Daneels,
Bowman, Possler, & Mekler, 2021), but also in extremist
propaganda (Frischlich, 2020; Frischlich, Rieger, Morten,
& Bente, 2018). Accordingly, responses to these eudaimonic themes are relevant for the motivation to enhance
others’ well-being (Freeman, Aquino, & McFerran, 2009)
but also for attraction to extremist groups (Frischlich
et al., 2018). Hence, eudaimonic motivations seem to
have a bright side (i.e., enhancing others’ well-being) but
also a dark side (i.e., contributing to radicalization).
Emotional responses to eudaimonic themes are key
for understanding eudaimonic motivation because affective responses to media motivate its consumption (Oliver
et al., 2018). However, scholars have proposed a variety
of different concepts addressing emotional reactions to
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eudaimonic content such as elevation, awe, kama muta,
admiration, appreciation, being moved and tenderness.
The extant literature on these eudaimonic emotions is
somehow dissatisfactory because it typically focuses on
one of these concepts while ignoring the literature on
the respective other concepts. Attempts to compare or
integrate the types of eudaimonic emotions consider
only a subset of the relevant concepts (e.g., Algoe &
Haidt, 2009; Konečni, 2005; Shiota et al., 2017; Stellar
et al., 2017; Tong & Jia, 2017; Weidman & Tracy, 2020;
Yih, Kirby, & Smith, 2020). However, an integration of
eudaimonic emotions is strongly needed: As outlined
below, the concepts largely overlap. For instance, most
of them are experienced as ‘moving’ suggesting that the
way these emotions are experienced overlap. Ignoring
this overlap is highly inefficient because it means that
progress in one line of research is not transferred to
the others. Furthermore, research on the consequences
of the different eudaimonic emotions point in different
directions: For instance, research on elevation focuses
on pro-social effects whereas research on admiration
focuses on achievement-related effects. Hence, an integration of these concepts potentially clarifies their consequences for behaviour. The present manuscript is an
attempt to disentangle the concepts and approaches
on eudaimonic emotions. Based on a review of eudaimonic emotion concepts, a general framework of eudaimonic emotions is proposed that differentiates between
feeling-specific and elicitor-specific emotions. This integration provides a basis for explaining the effects of
eudaimonic emotions on pro- and anti-social intentions
in the context of media use.
2. Conceptualizations of Eudaimonic Emotions
Drawing upon the aforementioned distinction between
eudaimonic and hedonic motivation (Oliver, 2008),
eudaimonic emotions can be defined as positive affective reactions to human virtues (e.g., moral and intellectual virtues), while hedonic emotions refer to positive affective reactions to self-focused short-term goals
(e.g., pleasure). In line with this distinction, experimental studies show that humorous stimuli elicit amusement, whereas eudaimonic stimuli (e.g., close relationships, helping behaviour, or exceptional achievements)
elicit feelings of being moved and touched (Landmann,
Cova, & Hess, 2019; Oliver et al., 2015; Schnall, Roper, &
Fessler, 2010). Eudaimonic emotions have been studied
in emotion research (e.g., Menninghaus et al., 2015), philosophy (e.g., Cova & Deonna, 2014) as well as in media
and communication studies (e.g., Oliver & Bartsch, 2010).
However, scholars do not agree on a single conceptualization of eudaimonic emotions (Oliver et al., 2018). A variety of different concepts have been proposed to explain
why and when people are moved, touched, and elevated. The most influential of these concepts are moral elevation, awe, kama muta, admiration, appreciation, being
moved, and tenderness.
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2.1. Moral Elevation
Moral elevation is defined as “a warm, uplifting feeling that people experience when they see unexpected acts of human goodness, kindness, and compassion” (Haidt, 2000, p. 1). Hence, moral elevation is
defined by its feeling component (i.e., warm and uplifting) and its eliciting situation (i.e., witnessing human
goodness). Characteristic items to assess moral elevation
are ‘uplifted,’ ‘moved,’ ‘touched,’ ‘respect,’ ‘inspired,’
and ‘awe’ (Thomson & Siegel, 2017). Moreover, episodes
of moral elevation are associated with self-reported
warm feelings in the chest, with ‘tingling’ feelings and
with a desire to be a better person (Thomson & Siegel,
2017). Moral elevation can be induced through movies
(Oliver, Hartmann, & Woolley, 2012; Waddell, Bailey,
& Davis, 2017), online videos (Krämer et al., 2017),
advertisements (Slater, Oliver, & Appel, 2019), narratives in texts and television (Freeman et al., 2009) and
Facebook posts (Dale et al., 2020). The elevating stimuli
can facilitate helping behaviour (Freeman et al., 2009;
Schnall et al., 2010; Van de Vyver & Abrams, 2015),
reduce prejudice (Krämer et al., 2017; Lai, Haidt, &
Nosek, 2014; Oliver et al., 2015), and increase proenvironmental behaviour intentions (Moreton, Arena,
Hornsey, Crimston, & Tiliopoulos, 2019).
2.2. Awe
Awe refers to “emotional experiences that involve vastness and accommodation…in response to a charismatic leader, a grand vista, or symphony” (Keltner & Haidt,
2003, p. 304). More specific forms of awe such as aesthetic awe (i.e., the emotional reaction to beauty, Konečni,
2005) and awe in nature (Anderson, Monroy, & Keltner,
2018) have been proposed as well. Hence, awe is typically defined by its feeling component (i.e., feelings of
vastness), its cognitive component (i.e., building new
schemas based on one’s experience) and its eliciting situation (i.e., power or beauty depending on the type
of awe). Characteristic items are ‘wonder,’ ‘inspiration,’
‘moved,’ and ‘awe’ (Stellar et al., 2017). Awe can be
induced through presentations of nature in videos (Piff,
Dietze, Feinberg, Stancato, & Keltner, 2015) or virtual
reality (Chirico et al., 2017) or through specific types of
music (Pilgrim, Norris, & Hackathorn, 2017). Episodes
of awe are associated with perceiving the self as small
(Shiota, Keltner, & Mossman, 2007). Stimuli that elicit
awe can increase modesty (Stellar et al., 2018) and prosocial behaviour (Piff et al., 2015). Hence, although the
elicitors of moral elevation and awe differ (moral virtue vs.
power and beauty), they are usually assessed with similar
items and exhibit similar behavioural consequences.
2.3. Kama Muta
Kama Muta is “the emotion evoked by sudden intensification of communal sharing,” where communal sharing
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refers to relationships in which the participants feel
that they are “equivalent, belong together, care for
and trust each other” (Fiske, Schubert, & Seibt, 2017,
p. 2). This definition focuses exclusively on the eliciting situation (i.e., communal sharing) and includes any
emotional reaction to psychological closeness among
individuals. Characteristic items are ‘moving,’ ‘touching,’
and ‘heartwarming’ (Zickfeld et al., 2019). The intensity of kama muta is associated with perceived closeness among individuals (Schubert, Zickfeld, Seibt, & Fiske,
2018). Kama muta is mainly studied in response to narratives in online videos (Schubert et al., 2018; Zickfeld et al.,
2019) or in response to pictures and videos showing
cute animals (Steinnes, Blomster, Seibt, Zickfeld, & Fiske,
2019). Situations that elicit kama muta can contribute
to humanizing out-groups (Blomster Lyshol, Thomsen, &
Seibt, 2020). These feelings and consequences of kama
muta exhibit considerable overlap with the feelings and
consequences of moral elevation and awe.
2.4. Admiration
Admiration is defined as the “emotional response to
non-moral excellence” such as skill or effort (Algoe &
Haidt, 2009, p. 107). This definition again focuses on the
eliciting situation (i.e., skill and effort) and includes any
emotional reaction to these situations. Characteristic
items for assessing admiration are ‘admiration,’ ‘respect,’
‘moved,’ ‘inspired,’ and ‘awe’ (Onu, Kessler, & Smith,
2016). Admiration can be elicited by television documentaries about star athletes (Algoe & Haidt, 2009) or autobiographical recall tasks (Schindler, Paech, & Löwenbrück,
2015). Although feelings of admiration overlap with the
experience of moral elevation, awe, and kama muta,
the consequences of admiration differ somewhat from
the consequences of these other emotions. Situations
that elicit admiration facilitate achievement motivation
(Algoe & Haidt, 2009), imitation (Schindler et al., 2015)
and the willingness to receive learning-related help from
an outgroup member (Onu, Smith, & Kessler, 2015).
2.5. Appreciation
Appreciation is defined as “the perception of deeper
meaning, the feeling of being moved, and the motivation to elaborate on thoughts and feelings inspired by
the experience” (Oliver & Bartsch, 2010, p. 76). This definition includes appraisals (i.e., the perception of deeper meaning), feelings (i.e., being moved), and motivation (i.e., elaboration). As this definition is not restricted
to a specific eliciting situation, the concept of appreciation covers typical episodes of moral elevation (i.e., being
moved by moral virtue), episodes of kama muta (i.e.,
being moved by closeness), as well as episodes of admiration (i.e., being moved by skill). Characteristic items
for assessing appreciation are ‘being touched,’ ‘being
moved,’ ‘tender,’ and ‘poignant’ (Oliver et al., 2018).
Appreciation can be induced by movies (Wirth, Hofer, &
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Schramm, 2012), textual narratives (Lewis, Tamborini, &
Weber, 2014), social media (Dale et al., 2020; Ji et al.,
2019; Rieger & Klimmt, 2019), and by playing video
games (Daneels et al., 2021). Episodes of appreciation
are associated with reduced prejudice (Bartsch, Oliver,
Nitsch, & Scherr, 2016; Oliver et al., 2015) and with
motivation for personal growth (Bartsch, Kalch, & Oliver,
2014; Oliver & Bartsch, 2011).
2.6. Being Moved
Being moved is defined as an emotional episode that is
experienced as moving, with no restrictions on the eliciting conditions (Cova & Deonna, 2014; Menninghaus
et al., 2015). Characteristic items are ‘being moved,’
‘overwhelmed,’ and ‘poignant’ (Landmann et al., 2019).
This construct differs from the previous ones by focusing exclusively on the experiential component of the
emotion. Feelings of being moved are associated
with tears in one’s eyes and chills (Landmann et al.,
2019). Situations that are perceived as meaningful
(Cova, Deonna, & Sander, 2017) and exhibiting virtuous behaviours despite unfavourable circumstances (e.g.,
outstanding achievement despite a difficult childhood;
Strick & Van Soolingen, 2018) are particularly moving.
Being moved can be induced by movies (Landmann et al.,
2019), online videos (Landmann & Rohmann, 2020), and
textual narratives (Strick & Van Soolingen, 2018). These
moving stimuli can enhance the intention to help others,
to spend more time with close others, to improve one’s
own achievement (Landmann et al., 2019) and to participate in collective action (Landmann & Rohmann, 2020).
2.7. Tenderness
Tenderness can be defined as an affective state associated with feelings of warmth, compassion, and sympathy
(Oliver, 2008). It is often assessed with the single item
‘tender’ (Kalawski, 2010; Lishner, Batson, & Huss, 2011).
Tenderness constitutes a prevalent reaction to movies
(Schaefer, Nils, Sanchez, & Philippot, 2010) and music
(Eerola & Vuoskoski, 2011). It is elicited by perceived vulnerability (Lishner et al., 2011) and associated with caring behaviour (López-Pérez, Carrera, Oceja, Ambrona, &
Stocks, 2019).
2.8. Differences and Similarities between the
Conceptualizations of Eudaimonic Emotions
The feelings associated with these concepts highly overlap. For instance, feelings of inspiration and awe are part
of moral elevation, admiration, and awe. Similarly, being
touched is covered by both kama muta and appreciation.
Furthermore, feelings of being moved are prevalent in all
of these concepts. Some of the concepts can be differentiated only when additionally considering their elicitors.
For instance, moral elevation is the emotional reaction
to virtue, whereas kama muta is the emotional reaction
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to psychological closeness and admiration the emotional reaction to skill. In other words, some of the proposed
emotions are elicited in different situations but are experienced similarly.
This problem is rooted in different approaches of
defining emotions. Some eudaimonic emotions are
defined by their feeling components (being moved, tenderness) whereas others are defined by their elicitors
(kama muta, admiration) or by a combination of feelings
and elicitors (moral elevation, awe, appreciation). Each
of these approaches has its advantages and drawbacks.
For instance, defining emotions by their feelings fits very
well to the way emotions are measured. However, it also
means to rely on their vernacular use (see Fiske, 2020,
for a similar argument). By contrast, defining emotions
by their elicitors does not rely on laypersons’ use of
emotion labels. However, it means that the elicitors are
predetermined by definition and hence the conditions
that elicit the emotion cannot be empirically investigated
without engaging in circular reasoning (see Landmann &
Rohmann, 2020, for a similar argument).
A closer look on definitions of emotions in general
and definitions of negative emotions can help to address
this problem. Emotions can be defined as episodes characterized by changes in appraisals, motor expression,
autonomic physiology, action tendency, and subjective
feelings (Scherer, 2005). The feeling component of an
emotion is not just one component among others, but
can be defined as the subjective experience of the other components (Scherer, 2005). Consistent with this
view, basic emotions are usually associated with specific feelings. For instance, anger is associated with feeling angry and outraged, whereas fear is associated with
feeling fearful and anxious. These basic negative emotions can then be further differentiated based on their
elicitors. For instance, people can experience fear of spiders (arachnophobia) or fear of heights (acrophobia).

Furthermore, they can be angry about an injustice (moral
outrage), about a negative outcome for themselves (personal anger) or about a negative outcome for someone
else (empathic anger; Landmann & Hess, 2017). Hence,
differentiating emotions based on their feeling components to form basic emotion categories and further differentiating these basic emotions depending on their
elicitors seems to be a common-sense approach for negative emotions.
However, this principle has not yet been applied to
positive emotions. Previous taxonomies of positive emotions consider only a subset of eudaimonic emotions
(Shiota et al., 2017; Tong & Jia, 2017; Weidman & Tracy,
2020; Yih et al., 2020). To address this gap, I propose
a taxonomy of eudaimonic emotions that differentiates
between feeling-specific and elicitor-specific emotions.
The integration of research based on this framework is
then used to make predictions about the behavioural
consequences of eudaimonic emotions.
3. A Framework of Eudaimonic Emotions
Based on the definition, measurement and empirical
studies on the different positive emotions mentioned
above, I propose a framework to structure the diverse
existing conceptualizations of eudaimonic emotions and
propose an explanation for their consequences for
pro- and anti-social behaviour. This framework encompasses the following propositions, which are depicted
in Table 1.
3.1. Feeling-Specific Types of Eudaimonic Emotions
Eudaimonic emotions that can be differentiated based
on the involved feelings can be regarded as feelingspecific (see Table 1). Feelings of being moved (moved,
overwhelmed, poignant) and tenderness (touched,

Table 1. A framework of eudaimonic (appreciative) emotions.
Feeling-Specific Eudaimonic Emotions
Elevation
(elevated, sublime, heightened)
Appraisal: Powerful Self

Awe
(in awe, humble, devoted)
Appraisal: Small Self

Being Moved
(moved, overwhelmed, poignant)
Appraisal: Positive Deviation from a Standard

Tenderness
(touched, stirred, tender)
Appraisal: Vulnerability

Elicitor-specific Eudaimonic Emotions
Aesthetic Awe
Elicitor: Beauty

Musical Chills
Elicitor: Music

Hope
Elicitor: Positive Future

Nostalgia
Elicitor: Positive Past

Religious Awe
Elicitor: Supernatural

Kama Muta
Elicitor: Closeness

Admiration
Elicitor: Others’ Achievements

Adoration
Elicitor: Others’ Character

Awe in Nature
Elicitor: Nature

Moral Elevation
Elicitor: Moral Virtue

Pride
Elicitor: Own Achievements

Gratitude
Elicitor: Receiving Help
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stirred, tender) are typically defined by their feelings
(see Section 2). This principle can be applied to feelings of
elevation (elevated, sublime, and heightened) and awe
(in awe, humble, and devoted) as well. First evidence
suggests that these emotions can be empirically differentiated based on their feeling component (Landmann
& Hutt, 2021) and their vocalizations (Cowen, Elfenbein,
Laukka, & Keltner, 2019). Hence, they can be regarded
as feeling-specific. Furthermore, research has revealed
that awe is associated with perceiving the self as small
(Shiota et al., 2007), whereas feeling elevated is associated with perceiving the self as big and strong (Landmann
& Hutt, 2021), being moved is associated with appraisals
of surpassing standards (Landmann et al., 2019) and
tenderness with perceived vulnerability (Lishner et al.,
2011). Hence, these feelings seem to be associated with
different appraisals.
3.2. Elicitor-Specific Types of Eudaimonic Emotions
A large set of eudaimonic emotions cannot be differentiated based on their feeling components. As noted
above, moral elevation (i.e., being moved by virtue), aesthetic awe (i.e., being moved by beauty), admiration
(i.e., being moved by skill), and kama muta (i.e., being
moved by communal sharing) are defined with regard
to their eliciting situations. These emotions are thus
referred to as elicitor-specific emotions (see Table 1).
However, the set of elicitor-specific emotions is not limited to these concepts. Related emotional concepts such
as gratitude (i.e., being moved by self-benefitting help;
McCullough, Kilpatrick, Emmons, & Larson, 2001), pride
(i.e., being moved by one’s own behaviour; Williams &
DeSteno, 2008), adoration (i.e., being moved by someone’s character; Schindler et al., 2015), hope (i.e., being
moved by expectations about the future; Bruininks &
Malle, 2005), nostalgia (i.e., being moved by the past;
Wildschut, Sedikides, Arndt, & Routledge, 2006), and
musical chills (i.e., being moved by music; Konečni, 2005)
can be integrated into this framework as well. Although
they are less frequently studied with regard to eudaimonia than the concepts outlined in Section 2, they likewise
encompass eudaimonic feelings (e.g., being moved) and
they can be defined by their elicitors. Indeed, any further
emotion that meets these criteria could be added to the
list of elicitor-specific eudaimonic emotions.
The associations between feeling-specific and the
elicitor-specific emotions depend on how a person
appraises the respective situation. For instance, an
episode of pride will be experienced as elevating if the
self is appraised as powerful. Episodes of kama muta
are likely associated with tenderness, because closeness
between people often goes along with perceived vulnerability. Furthermore, the elicitor-specific emotions may
be experienced simultaneously. For instance, someone
may be morally elevated by another’s good deed and
experience admiration at the same time because the
behaviour is perceived as exceptional performance.
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Appreciation encompasses feelings from all these
feeling-specific types with no restrictions on the eliciting situations and can thus be considered the broadest concept. It may be used interchangeably with the
term eudaimonic emotions. The proposed framework
can be used to standardize the measurement of appreciation. To cover the full range of feelings associated with
appreciation, the complete list of feeling-specific emotion items could be used (i.e., elevated, sublime, heightened, in awe, humble, devoted, moved, overwhelmed,
poignant, touched, stirred, tender). This ensures coverage of the most frequently used items for eudaimonic emotions and allows for the study of subtle differences between appreciative feelings. For instance, some
episodes of appreciation may be dominated by feeling
elevated, whereas others may be experienced more as
tenderness or awe.
Some eudaimonic emotions may be more prevalent
in the media context than others. For instance, feelings
of being moved are elicited by positive deviations from
standards, such as exceptional helpfulness or outstanding achievements (Landmann et al., 2019). Such exceptional behaviour is rather rare in everyday life but frequently reported in films and social media (Dale et al.,
2020; Ji et al., 2019; Rieger & Klimmt, 2019). By contrast,
awe in response to nature may be rare in media because
these emotional episodes are facilitated by experiencing
the self in nature in a way that involves all human senses
(Landmann, 2020). Mimicking such situations with media
is a challenging task in virtual reality studies (e.g., Chirico
et al., 2017).
Moreover, the prevalence of the different eudaimonic emotions may depend on the type of media. Audiovisual media such as movies or YouTube clips can elicit musical chills, which is not possible with print media.
Similarly, pride and gratitude require some sort of interaction. For instance, someone can feel proud and elevated when their contribution is published on Wikipedia,
when their number of Instagram followers significantly
increases, or when they win a challenging digital game.
Furthermore, someone may experience deep feelings of
gratitude when others step in on social media platforms
to protect them from cyberbullying. Hence, pride and
gratitude can be experienced in social and interactive
media contexts. However, these emotions are unlikely to
emerge in the context of traditional mass media such as
print, radio, or film.
3.3. Value-Specific and General Effects of Eudaimonic
Emotions
Based on the difference between feeling-specific and
elicitor-specific eudaimonic emotions, different effects
on behaviour can be proposed. First, the effects of
eudaimonic emotions may depend on the eliciting context. Specifically, when a situation is moving, the value that elicited the emotion may be supported. This
idea relies on a broad conceptualization of values as
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“trans-situational goals…that serve as guiding principles in the life of a person” (Schwartz, 2007, p. 712).
Such guiding principles (or values) can be moral values
like justice but also non-moral values like achievement
(Schwartz, 2007). For instance, being moved by moral
virtue should enhance pro-social behaviour, whereas
being moved by skill should enhance behaviour directed
at self-improvement. This proposition is based on Cova
and Deonna’s (2014) claim that feelings of being moved
reorganize the emoter’s values, strengthening the value
that elicited the emotion. Consequently, strengthening a
specific value should facilitate behaviour that is congruent with that value.
Empirical evidence concerning this question is so far
mixed. In line with the value-specific effect of eudaimonic emotions, being moved by virtue can enhance prosocial motivation and behaviour (Freeman et al., 2009;
Krämer et al., 2017; Schnall et al., 2010; Van de Vyver, &
Abrams, 2015) and being moved by achievements and
effort can enhance achievement motivation (Baldwin
& Bente, 2021; Landmann et al., 2019). However, in
opposition to the value-specific effect of eudaimonic
emotions, being moved by nature and architecture can
enhance pro-social behaviour (Piff et al., 2015) and being
moved by moral virtue can enhance pro-environmental
behavioural intentions (Moreton et al., 2019). In sum,
although being moved by a specific value facilitates
value-congruent behaviour, behaviours that represent
different values are sometimes also positively affected.
Hence, eudaimonic emotions may generally facilitate
action directed at eudaimonic goals. The consequences
of being moved may be a combination of these general
and value-specific effects. Specifically, moving situations
may reveal strong effects on value-congruent behaviour
(e.g., being moved by moral virtue facilitates helping
behaviour and being moved by skill increases achievement motivation) as well as weaker effects on behaviour
directed at other eudaimonic goals (e.g., being moved
by moral virtue increases achievement motivation and
being moved by skill increases pro-social intentions).
These processes presumably interact with individual differences as well as developmental and social influences. Media effects in general are susceptible to individual, developmental, and social factors (Valkenburg &
Peter, 2013) and individuals differ in their susceptibility to eudaimonic emotions (e.g., Hofer, Allemand, &
Martin, 2014; Oliver & Raney, 2011; Pohling, Diessner,
Stacy, Woodward, & Strobel, 2019). However, evidence
for individual differences in the effects of eudaimonic emotions is so far mixed. For instance, in three
studies using audio-visual and text-based stimuli, the
extent to which a person was moved by outstanding
positive behaviour depended on the person’s values
(Landmann et al., 2019). By contrast, in a study by Pohling
et al. (2019), participants’ values did not influence their
proneness to elevation but moderated the effect of an
elevating video on cooperation in an economic game.
Furthermore, experiences of eudaimonic emotions do
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not always affect attitudes and behaviour (Ellithorpe,
Ewoldsen, & Oliver, 2015; Landmann et al., 2019). Hence,
the interactions between eudaimonic emotions and individual differences, developmental and social factors is
not yet clear.
4. Implications for the Bright and Dark Sides of
Eudaimonic Emotions
The proposed framework of eudaimonic emotions
enhances our understanding of the bright side of
these emotions, such as beneficial effects for pro-social
behaviour, but also their dark side, such as their potential to be used to manipulate people—where “bright”
refers to the moral value of enhancing others’ well-being
and “dark” refers to violating this value (Haidt & Joseph,
2004). As outlined in Section 2 and Section 3, some
types of eudaimonic emotions, such as moral elevation,
awe, and kama muta, enhance the tendency to help others and reduce negative attitudes towards outgroups.
This can be regarded as the bright side of being moved.
However, feelings of being moved may also be used
to manipulate people. The following considerations provide explanations for the relevance of eudaimonic emotions for the manipulative effect of propaganda.
Eudaimonic emotions may generally enhance
behaviour directed at eudaimonic goals, but exert valuespecific effects in addition (see Section 3). Hence, the
consequences of these emotions depend on the value
that elicited the emotion. When people are moved by
pro-social acts, their own pro-social behaviour is likely
to be enhanced. However, when people are moved by
achievement or power, behavioural consequences likely concern achievement and powerful behaviour. These
effects may contribute to the relevance of being moved
for radicalization. Propaganda presents a variety of different values, such as human connection, overcoming
obstacles, and beauty (Frischlich, 2020). The presentation of these values in an exceptionally positive way
can elicit feelings of being moved and thus strengthen behaviour that supports the respective value. Action
appeals communicated by extremists arguably match
their respective values. For instance, the duty to take
care of supposedly vulnerable group members like women and children is a prominent theme in Islamist and
right-wing extremist propaganda (Frischlich et al., 2018).
The presentation of these values of duty and care can be
moving, and hence motivate people follow the call for
action that is often associated with the moving material. This may explain why moving propaganda material is
so effective.
Furthermore, eudaimonic emotions are associated
with the experience of meaningfulness (see Section 2).
This may enhance the impression that the ideals behind
the eliciting situation must be true and valuable. In line
with this claim, Cova et al. (2017) found that being moved
by pseudo-profound statements predicts to what extent
someone agrees with these statements and nostalgic
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themes in right-wing propaganda can increase its persuasiveness (Menke & Wulf, 2021). Furthermore, moving media can buffer against death anxiety (Rieger et al.,
2015), presumably because feeling moved goes along
with the perception of meaningfulness, which is usually threatened when people think about their own death.
Thus, a specific value in propaganda material may be
moving and induce an impression of meaningfulness,
which in turn spreads to the propaganda message and
eventually even to the source of this message.
5. Limitations and Future Research
The framework proposes differentiating between feelingspecific and elicitor-specific eudaimonic emotions thus
allowing for an integration of previous research on specific eudaimonic emotions such as moral elevation, awe
and admiration. Some emotions like aesthetic awe, religious awe, awe in nature, moral elevation, kama muta,
and musical chills are defined by their elicitors and
cannot be differentiated by their feeling components.
Hence, considering them as elicitor-specific rather than
feeling-specific is indisputable. However, the classification of hope, nostalgia, admiration, adoration, gratitude,
and pride as elicitor-specific is not that clear. Future
research can reveal whether they should rather be considered as feeling-specific. Furthermore, associations
within the feeling-specific emotions as well as within
the elicitor-specific emotions are still unclear. It is possible that some feeling-specific eudaimonic emotions (e.g.,
tenderness and being moved) occur together more frequently than others (e.g., elevation and awe) thus indicating a structure within the feeling-specific emotions.
The same holds for associations between elicitor-specific
emotions. Future research should investigate the associations between these emotions to further advance
the framework.
Although the proposed framework is consistent with
previous findings, it has not yet been systematically tested. For instance, the claim that eudaimonic emotions
have a general effect on behaviour directed at eudaimonic goals as well as a value-specific effect on valuecongruent behaviour is consistent with previous findings
on eudaimonic responses to moral virtue and achievement (see Section 3.3). Future research should test the
claim for other values such as courage or duty.
The extant evidence shows that eudaimonic emotions can be elicited by extremist propaganda and that
the intensity of these feelings are associated with the persuasiveness of the material (Frischlich, 2020; Frischlich
et al., 2018). The proposed framework suggests causal
processes that explain these findings. Investigating these
causal links in the context of radicalization is a challenging task for future research.
Furthermore, interventions should be developed to
reduce the manipulative power of eudaimonic emotions.
The theoretical considerations outlined above as well as
existing empirical findings suggest that eudaimonic emo-
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tions increase the persuasiveness of messages and ultimately even agreement with the ideology behind the
message. Hence, informing the public about the processes that can be elicited by eudaimonic feelings may
decrease the manipulating effect of propaganda.
6. Conclusions
The proposed framework suggests a differentiation
between feeling-specific and elicitor-specific eudaimonic emotions as well as their general and value-specific
effects on behaviour. Structuring eudaimonic emotions
along these lines helps to explain their bright side (e.g.,
facilitating effects on pro-social behaviour) as well as
their dark side (e.g., their manipulative role in propaganda). The framework provides a foundation for combining different lines of research from psychology, philosophy, as well as media and communication studies,
thus facilitating transfer of knowledge among these disciplines. The framework can help to select items for assessing appreciation, being moved, tenderness, awe, and elevation. Furthermore, it provides a basis for more rigorously testing causal effects of eudaimonic emotions in
response to media in the context of radicalization as well
as for developing interventions to reduce the manipulative power of these feelings.
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