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ABSTRACT 

 The underrepresentation of fictional female characters in films continues to be a 

significant problem. However, in the last few years, the number of movies featuring a female 

protagonist, as well as the number of female directors gaining recognition in the international 

movie landscape has increased almost exponentially. Even though recent movies have tried to 

challenge the idea of women’s cinema as primarily associated with chick flicks, the response 

to films with a woman lead has not always been a positive one, due to factors such as the way 

female characters are depicted. Therefore, the present study examined to what extent 

character engagement factors, as well as the gender identification and age of the viewer could 

have an impact on their enjoyment of a woman-centric movie, whereby the film Barbie was 

used as stimulus. In total, 170 viewers who fit the criteria completed the survey. The 

respondents, who were asked to answer questions related to recognisability, wishful 

identification, parasocial relationships, and enjoyment, were divided into four different 

groups, according to their age group and gender identification. The analyses revealed that 

females and younger people (aged between 18 and 29) score higher than males and older 

people (aged 30 and above) on all character engagement factors, as well as on hedonic and 

eudaimonic entertainment. When analysing specifically character engagement factors and the 

enjoyment of the film, the hierarchical regression analyses showed that personality 

recognisability (e.g. the character’s approach to life) and attitudinal recognisability (e.g. the 

character’s opinion on social problems) can be considered positive predictors of wishful 

identification. For parasocial relationship, personality recognisability and attitudinal 

recognisability, as well as situational recognisability (e.g. the character’s reaction to stressful 

events) and wishful identification were significant positive predictors. Instead, the only 

positive predictor in common for both eudaimonic entertainment and hedonic entertainment 

was wishful identification, thus showing how important the extent to which the viewer wishes 

to be like the fictional character is for the enjoyment of the movie. The outcomes of the study 

indicate the importance of visibility of women’s stories and female protagonists, as the movie 

Barbie was shown to be an enjoyable and relatable experience not only for the young female 

audience but also for other audiences, albeit to a lesser extent. Therefore, this film could 

definitely help in paving the way for other films to challenge stereotypes and foster change, 

while still targeting people of different age groups and gender identifications. 

 

KEYWORDS: woman-centric movie, gender identification, age groups, character 

engagement factors, enjoyment 
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1. Introduction 

In her monologue at the end of the movie Barbie, the character Gloria, while talking 

about women and how they are perceived by society, states: “'We have to always be 

extraordinary, but somehow we're always doing it wrong” (McArdle, 2023, para. 6). This 

quote represents a perfect summary of how films that explore women’s stories and complex 

themes such as that of feminism are perceived by audiences, as there are often conflicting 

opinions on them. 

It is not a secret that the film industry has always given more space to male characters 

and their stories. In recent years, male characters have continued to outnumber females, who 

are still underrepresented, leading to the belief that we are (still) in a man’s world (Lauzen, 

2022, p. 1). However, something is definitely changing. According to a study by Lauzen 

(2022, p. 1), the percentage of films with female protagonists has been slightly increasing 

over the course of the last few years. Moreover, female directors are slowly gaining fame in 

the landscape of current global cinema (White, 2015, p. 9). Through their work, they are 

helping transforming film politics, challenging the view that sees women’s cinema as 

primarily associated with the production of chick flicks, and focusing once again on feminist 

activism (White, 2015, p. 9). 

Nevertheless, even though women-centric movies are becoming more popular, the 

response to these films has not always been a positive one, due to different individual factors 

that contribute to the enjoyment of a movie (Banerjee et al., 2008, p. 97). For instance, in 

media production, one common wisdom is that gender affects media choice, and therefore 

women and men enjoy different types of films (Banerjee et al., 2008, p. 98). As discussed by 

Fischoff (1994, as cited in Banerjee et al., 2008, p. 98), there are still “women’s films” and 

“men’s films”. Additionally, research shows that members of an audience generally tend to 

form stronger connections and experience more intense emotional reactions towards 

characters of their same sex, rather than to opposite-sex characters (Oliver et al., 2000).  

Another factor that can impact the enjoyment of a movie is certainly age. According to 

a study conducted by Mares et al. (2008, p. 494), middle-aged viewers tend to prefer 

heartwarming and emotional films, whereas younger audiences would rather choose a 

comedy. However, Lassner (1944, p. 266) found out through interviews that one of younger 

people’s motivations for movie choice is the opportunity to gather knowledge about world 

events. Therefore, they would also opt for a film that deals with current social problems 

(Lassner, 1944, p. 266). 
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Furthermore, character engagement factors are inevitably going to play a role in the 

viewers’ enjoyment of a film. For instance, movie watchers often recognise themselves in a 

fictional character (i.e. recognisability), or they want to be like their favourite fictional 

character (i.e. wishful identification) to the point that they feel affection for that character and 

create a one-sided relationship with them (i.e. parasocial relationship). Previous research, in 

fact, shows how these factors, such as perceived similarity with a character, can influence the 

entertainment experience of the audience (Lim et al., 2020, p. 2; Sanders, 2010, p. 162; 

Żerebecki et al., 2022, p. 365). Moreover, as Baldwin and Raney (2021, p. 751) discuss, a 

higher level of parasocial relationship with a character can also lead to a greater enjoyment of 

a movie.  

Therefore, this study aimed to investigate the influence of different factors on people’s 

enjoyment of a movie, specifically a woman-centric movie. Thus, the goal of this research 

was to understand to what extent these factors can impact the overall enjoyment of a movie 

centred around a woman. To this end, the following research question was formulated: To 

what extent do character engagement factors, gender identification and age group impact 

people’s enjoyment of a woman-centric movie? 

 For this research, the film Barbie was used a case example, as it was one of the most 

popular movies in 2023 featuring a female protagonist and focusing on topics such as 

feminism. In order to explore the potential relationships between gender identification, age, 

character engagement factors, and enjoyment, a quantitative approach was used (Babbie, 

2015, p. 50). In this case, a survey was conducted among viewers of the Barbie movie to 

collect data about their enjoyment of the film, and the possible factors that may have 

influenced their experience.  

 This proposed study showed both societal and scientific relevance. Firstly, when 

considering scientific relevance, this study appeared extremely relevant as it proposed a 

contribution to fill the research gap on women and female fictional characters. In fact, 

although a lot of studies have focused on films, or on fictional characters and how audiences 

connect and establish a bond with them, few have focused specifically on how viewers 

connect with female characters, or on how films centred around women’s stories are 

perceived by the general audience. Moreover, with the outcomes of this research, more insight 

can be provided into how different factors come into play when it comes to the enjoyment of a 

film. In fact, this study highlighted how the gender identification of the viewer might 

influence the way they understand and appreciate a woman-centric movie, but it also 

examined how age could be a factor to take into consideration, especially when a film 
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involves topics that are often considered “woke”. Lastly, it included the newly created 

Minority Character Recognisability Scale (MRS), which contributed to making this research 

particularly interesting, as it allowed to see how this new character engagement factor has an 

impact on enjoyment. 

 Instead, when considering societal relevance, this study appeared relevant as it could 

help in understanding how different demographics respond to woman-centric movies, which 

could then lead, in the future, to a more inclusive film industry that gives more space to 

women’s stories. From a marketing perspective, this study brought forward useful insight for 

movie writers and producers, as it could help them understand how audiences receive or 

engage with women-centric movies. Therefore, the outcomes of this study could clarify how 

to create effective marketing campaigns and content that is tailored to the preferences of 

specific audiences. Lastly, this study appeared interesting to understand if movies focusing on 

women and their story can have an impact on people’s opinions and their attitudes towards 

women in real life, thus helping in the redefinition of gender roles. 

In the upcoming chapter, an overview of previous relevant research on the rise of 

women-centric movies and the importance of women as main characters in media is given, as 

well as on media engagement factors, age, gender, and how they can ultimately impact the 

entertainment experience of an audience. Subsequently, the third chapter provides a rationale 

for the implementation of a quantitative approach. Therefore, it includes the sampling 

strategy, the procedure, the operationalisation of the relevant concepts and their 

measurements, and the ethics principles used to conduct the research. Then, the fourth chapter 

introduces the results of the tests conducted on SPSS, including two-way ANOVAs, 

independent samples T-tests in the case of significant interaction effects, and hierarchical 

regression analyses. Lastly, in the final chapter, the conclusion and the discussion of the 

results obtained are presented. Additionally, the implications of the results, as well as 

limitations of the study and suggestions for future ones are included. 
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2. Theoretical framework 

 This second chapter serves as the foundation of this research. Specifically, by 

exploring and examining previous literature related to this topic, the paper builds the 

theoretical framework that guides the research question. In this chapter, the theoretical 

background obtained from existing literature is divided in four different sections, while the 

fifth one is dedicated to presenting the hypotheses of the study. 

 

2.1 The evolution in the film industry and the emergence of women-centric movies  

In entertainment media, female characters continue to be severely underrepresented 

(Lauzen, 2022, p. 1). Although the number of female protagonists has slightly increased, male 

characters still continue to outnumber female ones, with men typically representing 

approximately 60% of main characters (Lauzen, 2022, p. 4; Ward & Grower, 2020, p. 179). 

Moreover, a predominant concern is related to the way women are portrayed in movies. 

According to a study from Campbell (2020, p. 212), from the advent of the first movies 

female characters have rarely been portrayed the same way men are portrayed. Most of the 

times, their role has been that of support for male characters, portraying them as wives, 

girlfriends, or staff. Additionally, a study by Ward and Grower (2020, p. 179), states that, 

regardless of the role they portray, women are mostly shown in stereotypical ways, with 

limited personality traits, and solely defined by their physical appearance. Therefore, even 

when the role allows them to take action for themselves or others, they often lack depth, and 

they are relegated to being presented either as beautiful and objectified, or sometimes even as 

sexualised or fetishized (Campbell, 2023, p. 212).  

The portrayal of women appears extremely important if theories like the Social 

Cognitive Theory and the Cultivation Theory are taken into account (Manzoor & Rauf, 2016, 

p. 98). These theories, in fact, provide useful insight to interpret how the audience 

understands and reacts to gender representation in movies. Firstly, the Social Cognitive 

Theory examines how individuals tend to find a solution to their real-world problems through 

the entertainment media they are exposed to daily (Hall et al., 2012, as cited in Manzoor & 

Rauf, 2016, p. 98). Through a study conducted on people who had watched romantic comedy 

films, it was proved that people apply what they see in movies to real-life situations. Manzoor 

and Rauf (2016) state that the reason why individuals decide to use movies to resolve their 

situations is because they consider them to be a “practical demonstration of real-life issues” 

(p. 98). The Cultivation Theory, instead, affirms that long exposure to a stereotypical portrayal 
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of gender may influence people’s behaviour and ideas in real life (Ward & Grover, 2020, p. 

181). 

However, the film industry is rapidly evolving and powerful female characters are 

increasingly more present in films (e.g. Captain Marvel and Black Widow in the Marvel 

universe, or the women of Game of Thrones) (Campbell, 2023, p. 213). Moreover, as societal 

expectations regarding gender and prescribed roles evolve, women enjoy greater freedom to 

explore non-traditional careers. This change is particularly evident in the film industry, where 

more women are taking roles behind the camera ad directors, producers, cinematographers, 

and art directors (Campbell, 2023, p. 214). This shift has led women directors to not only alter 

the landscape of the film industry, but also to shape the twenty-first-century aesthetic, 

contributing to a slow but steady transformation of films (White, 2015, p. 9). Feminism in 

films and television has, therefore, become popular, prompting a new wave of media content 

that focuses on women as both characters and creators (Perkins et al., 2023, p. 1). 

One of the most powerful examples of this shift could be Barbie. The movie, directed 

by Greta Gerwig, has “took the world by storm” since its release in the United States on July 

21, 2023 (Mason, 2023, para. 1; Rome, 2024, p. 1). In fact, its focus on the themes of 

feminism, gender relations, and female empowerment has led the movie to become the 

highest grossing film of 2023 and has made Greta Gerwig the highest grossing female director 

of all time (Lin, 2024, p. 2; Perkins et al., 2023, p. 3; Sculos, 2023, p. 9). Nevertheless, the 

incredible success of a film like this does not necessarily mean that women-centric movies 

and feminism will be appreciated by movie watchers and, generally, by our society (Perkins et 

al., 2023, p. 10). For instance, in a study conducted by Rome (2024) about Barbie, an 

interviewee stated that “As a dad (…) I was struck by the fact that a movie that spends so 

much time sending positive messages to young girls (…) doesn’t seem to care a bit about the 

anti-male messages to young boys” (p. 3-4), contributing to the belief that this movie is worth 

of discussion. 

 

2.2 Enjoyment of a movie 

It is often assumed that the ultimate goal for the consumption of entertainment is that 

of enjoyment (Oliver & Raney, 2011, p. 984; Wirth et al., 2012, p. 406). Wirth et al. (2012) 

note that in many instances, enjoyment and entertainment have been defined as closely 

related, to the point that enjoyment has been perceived as “the heart of the entertainment 

experience” (p. 406). However, research has also shown that entertainment could also be 

consumed for a meaningful purpose, rather than simple enjoyment (Oliver & Raney, 2011, p. 
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985). In fact, for some people, movies may represent a way of keeping up with current 

culture, or seeing a film might be important for self-presentational concerns (Tesser et al., 

1988, p. 447). Therefore, enjoyment has been reconceptualised in order to capture this 

diversity of audience responses to the entertainment experience (Oliver & Raney, 2011, p. 

985).  

Thus, two different motivations why people consume media entertainment have been 

established: hedonic motivations or eudaimonic motivations. According to Oliver and Raney 

(2011, p. 985), hedonic motivations refer to the consumption of media entertainment with the 

aim of pleasure and amusement. Therefore, according to the hedonic view, well-being or 

enjoyment is connected to the presence of positive and the absence of a negative affect, 

leading to the short-term satisfaction of the viewer’s needs (Wirth et al., 2012, p. 408). On the 

other hand, eudaimonic motivations refer to the consumption of media entertainment as a way 

to search for the meaning of life or a purpose (Oliver & Raney, 2011, p. 985). The 

entertainment experience is to be understood as not just pleasurable, but also as something 

that offers better insights into human existence (Wirth et al., 2012, p. 409). 

 To have a better understanding of what constitutes a meaningful entertainment 

experience for an individual, Klimmt and Rieger (2021, p. 384) introduce the concept of 

biographic resonance. Biographic resonance, according to Klimmt and Rieger’s study (2021, 

p. 384), refers to the idea that individuals will perceive the entertainment content as 

meaningful when they feel like there is a connection between the content’s message and their 

personality, their history, a situation in their life, or their current questions about life. 

Therefore, when this entertainment content resonates with the consumer, that experience is 

more likely to stand out against the others, leading the consumer to remember it for a longer 

time (Klimmt & Rieger, 2021, p. 384).  

 Additionally, Klimmt and Rieger (2021, p. 387) propose the idea that individuals can 

derive advice or guidance for managing specific aspects of their lives from entertainment 

content that resonates. Moreover, the authors discuss various forms of biographic resonance, 

among which the most common appears to be the connection that can be created between the 

audience and the characters of a specific entertainment piece. This connection is sometimes 

based on aspects that are fairly easy to detect for  the audience, such as shared demographics, 

career, or dress style, or other times, based on similarities that require more elaboration. For 

instance, these similarities could entail shared characteristics in personality, self-esteem, or 

type of humour (Klimmt & Rieger, 2021, p. 387). The notion of resonance appears important, 

once again, when considering the Cultivation Theory, as it offers an explanation for how 
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messages in entertainment content strongly affect an individual’s perception of reality and 

their consequent behaviour (Klimmt & Rieger, 2021, p. 385). 

 

2.3 Character engagement factors 

There are several factors that may impact the audience’s enjoyment of a film. Among 

these wishful identification, recognisability, and parasocial relationship (PSR) can be found. 

In fact, according to a study by Raney (2010, p. 309), the enjoyment of media content is 

strongly dependent on the viewer’s emotional connection or attachment to the characters of 

that media content.   

Wishful identification, for instance, is identified by Tolbert and Drogos (2019, p. 3) as 

a psychological desire to be like a character or another media personality. Therefore, wishful 

identification goes beyond simply liking or appreciating a character, it entails being so 

attached to that character that the individual starts to imagine themselves as if they were the 

character, to the point that their perspective on life changes (Tolbert & Drogos, 2019, p. 3). In 

other words, wishful identification is seen as a process through which the viewer tends to 

change their behaviour or appearances in order to emulate those of their favourite media 

characters (Lim et al., 2020, p. 1; Żerebecki et al., 2022, p. 365). Previous research shows that 

wishful identification is also a moderator of psychological and social effects of the media, 

especially on younger people. Thus, identifying with violent characters, for instance, can be 

related to individuals’ own aggressive behaviour in real life (Tolbert & Drogos, 2019, p. 3). 

This is based on Bandura’s (2009, p. 265) Social Cognitive Theory, which explains that 

humans learn behaviour and actions also by observing certain models.  

Recognisability, on the other hand, is defined by Żerebecki et al. (2023, p. 4) as a 

perceived sense of familiarity by the viewer when seeing a media character in terms of 

personality, attitude, or situations lived by the fictional character. It is an extremely different 

concept from that of wishful identification, as it does not concern anymore the individual’s 

willingness to transform themselves to be similar to the character, but rather the connection 

that is developed between the viewer and the character. 

 Lastly, another form of attachment that the audience may form with characters is 

defined as parasocial relationship (PSR). Parasocial relationship is deemed as an important 

construct to understand why an audience enjoys a film (Baldwin & Raney, 2021, p. 749). 

Generally, when the viewers have “any combination of cognitive, affective, or behavioural 

responses toward a fictional character during a single encounter” (Baldwin & Raney, 2021, p. 

750), a parasocial interaction occurs, which then transforms into a parasocial relationship 
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when it becomes a long-term experience, and not necessarily limited to what occurs when 

watching the fictional character. In a study by Horton and Wohl (1956, p. 215), parasocial 

relationships are described as a phenomenon in which viewers envision themselves having an 

interpersonal relationship with the character or the performer. Therefore, when a parasocial 

relationship occurs, viewers start discussing the character or performer as if they were part of 

their family or friend circle (Horton & Wohl, 1956, p. 215).   

Linked to the concept of parasocial relationships, another important factor to take into 

consideration is that of perceived similarity. According to Bond (2021, p. 576), the level of 

perceived similarity between viewers and fictional characters can be crucial for the 

development of parasocial relationships. Therefore, individuals are more likely to develop and 

strengthen parasocial relationships with those characters that they feel are similar to them, or 

that they perceive as authentic (Bond, 2021, p. 575). Additionally, Bond (2021, p. 576) states 

that gender, as well as race, plays a significant role in the development of parasocial 

relationships, with women often seen as more invested in relationships and, thus, more prone 

to developing strong parasocial relationship with characters, compared to men. Therefore, 

character engagement factors appear crucial to create a deep connection with the characters in 

the film, thus leading to a more enjoyable and fulfilling experience for the viewers. 

 

2.4 The role of gender and age in the enjoyment of a movie 

Research suggests that media preferences strongly depend on demographic factors, 

such as age, or generational belonging, and the gender you identify with (Banerjee et al., 

2008, p. 97). For instance, according to a study by Banerjee et al. (2008, p. 98), men and 

women enjoy different genres of film, with women being automatically linked to a preference 

for “chick flicks”, as well as comedies, whereas men are linked to action or horror movies 

(Wühr et al., 2017, p. 2). Previous studies investigating actual movie preferences have indeed 

confirmed, to some degree, the prevailing stereotypes about gender differences (Wühr et al., 

2017, p. 2).  

Additionally, Fischoff (1994, as cited in Banerjee et al., 2008, p. 98) argues that, in 

media production, the common wisdom is that two different typologies of movie exist: 

“women’s films”, which see that story told from the point of view of a woman or that revolve 

around women’s issues, and “men’s films”, which focus more on action, sex or competition 

(Fischoff, 1994, as cited in Banerjee et al., 2008, p. 98). Therefore, individuals, as shown by 

previous research, will generally tend to form stronger connections and experience more 
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intense emotional reactions towards characters of their same sex, rather than to opposite-sex 

characters (Oliver et al., 2000, p. 286).  

Another factor that strongly affects movie preference is age. In fact, as mentioned in a 

study by Tesser et al. (1988, p. 441), in the US moviegoing is believed to be one of the most 

popular leisure activities among younger people. In particular, the stage of life referred to as 

emerging adulthood (18-29) (Arnett, 2014, p. 9) is considered a distinct and unique phase of 

identity development, as in that period media content and movies can play a significant role to 

provide information and guidance used to make life choices (Behm-Morawitz & Mastro, 

2008, p. 132).  

Moreover, Mares et al. (2008, p. 491) suggest that, due to emotional developmental 

changes, individuals tend to value and prefer different types of media content at different 

ages.  According to Lassner (1944, p. 266), younger people or emerging adults feel the urge to 

learn from the film they are watching; therefore, they are mostly interested in movies that 

provide them the opportunity to enrich their personalities, or that are also a reflection of their 

own problems. For young adults it is almost crucial relating the events of the plot to their own 

life, as they want to see movie portray things as they are in reality, while the same does not 

happen for older people (Lassner, 1944, p. 256).  

However, other studies have shown that emerging adults appear to be more motivated 

to watch comedies, as well as horror movies (Mares et al., 2008, p. 493), whereas older 

people appear to have a significant preference for films that are emotional, heartwarming, and 

with an emphasis only on meaningful positive emotions (Hofer et al., 2014, p. 64; Mares et 

al., 2008, p. 494). According to the Socioemotional Selectivity Theory, this might be due to 

the fact that young adults do not feel the need to be frugal with their time, therefore, they are 

more likely and willing to spend time watching films “just for fun”, or films that are known to 

be more lightweight, compared to older people. The same happens for horror movies or films 

that highlight negative emotions, with research suggesting that, particularly within this age 

demographic, intense emotions, whether positive or negative, are perceived as intrinsically 

valuable to escape boredom (Mares et al., 2008, p. 493).  

 

2.5 Hypotheses 

As discussed, the enjoyment of media content relies heavily on how the viewer bonds 

with the character at an emotional level and on their attachment to the character (Raney, 2010, 

p. 576). Therefore, when watching television or movies, viewers “experience feelings and use 

heuristics developed from their real-life experiences” (Cohen, 1997, p. 516). Previous 
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research shows, for instance, that the level of wishful identification with a character is related 

to the perceived similarity with that character (Żerebecki et al., 2022, p. 365). Moreover, 

another important factor for the development of wishful identification is that of shared gender 

(as cited in Żerebecki et al., 2022, p. 365). Similar dynamics occur with parasocial 

relationships. In fact, individuals tend to form and strengthen parasocial relationships with 

characters they perceive as similar to themselves or as authentic (Bond, 2021, p. 575). 

Furthermore, gender, along with race, plays a valuable role in shaping parasocial 

relationships, with women often displaying greater investment in the characters and 

propensity to develop strong parasocial relationships with them compared to men (Bond, 

2021, p. 576). Therefore, the following hypotheses are stated. 

H1: Wishful identification increases with a) personality recognisability, b) attitudinal 

recognisability, and c) situational recognisability. 

 

H2: Parasocial relationship increases with a) wishful identification, b) personality 

recognisability, c) attitudinal recognisability, and d) situational recognisability. 

 

H3: Females show higher a) personality recognisability, b) attitudinal recognisability,  

c) situational recognisability, d) wishful identification, and e) parasocial relationship 

than men. 

 

H4: Wishful identification for females increases with a) personality recognisability, b) 

attitudinal recognisability, and c) situational recognisability. 

 

H5: Parasocial relationship for females increases with a) wishful identification, b) 

personality recognisability, c) attitudinal recognisability, and d) situational 

recognisability. 

 

H6: Wishful identification for males increases with a) personality recognisability, b) 

attitudinal recognisability, and c) situational recognisability. 

 

H7: Parasocial relationship for males increases with a) wishful identification, b) 

personality recognisability, c) attitudinal recognisability, and d) situational 

recognisability. 
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 Rain and Mar (2021, p. 2795) state that, when the viewer identifies with a character in 

the story, this leads to a reduction in self-awareness but, most importantly, in an increased 

connection to the narrative. Therefore, the audiences “experience the story vicariously 

through that character” (Rain & Mar, 2021, p. 2795). Those who identify with a character 

begin to adopt that character's perspective, goals, emotions, and knowledge, experiencing the 

narrative as if they were the character rather than themselves (Rain & Mar, 2021, p. 2795).  

Therefore, just like gender, age can be considered another determinant factor for movie 

preference. Thus, it can be inferred that: 

H8: Younger people (aged 18-29) show a) personality recognisability, b) attitudinal 

recognisability, c) situational recognisability, d) wishful identification, and e) 

parasocial relationship than older people (aged 30 and above). 

 

H9: Wishful identification for younger people (aged 18-29) increases with a) 

personality recognisability, b) attitudinal recognisability, and c) situational 

recognisability. 

 

H10: Parasocial relationship for younger people (aged 18-29) increases with a) 

wishful identification, b) personality recognisability, c) attitudinal recognisability, and 

d) situational recognisability. 

 

H11: Wishful identification for older people (aged 30 and above) increases with a) 

personality recognisability, b) attitudinal recognisability, and c) situational 

recognisability. 

 

H12: Parasocial relationship for older people (aged 30 and above) increases with a) 

wishful identification, b) personality recognisability, c) attitudinal recognisability, and 

d) situational recognisability. 

 

Then, Oliver and Raney (2011, p. 985) introduce two different concepts to describe the 

entertainment experience: hedonic and eudaimonic. According to their study, a hedonic 

experience involves the consumption of media entertainment for either pleasure or 

amusement. According to this perspective, the feeling of enjoyment, which is connected to the 

presence of positive and the absence of a negative affect, is the most important factor, as it 

satisfies the viewer’s needs short-term (Wirth et al., 2012, p. 408). Instead, eudaimonic 
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motivations refer to the idea that media entertainment can also help in exploring the meaning 

of life or in seeking a sense of purpose (Oliver & Raney, 2011, p. 985). Thus, the enjoyment 

of a movie is to be understood as something that not only involves amusement but that also 

provides deeper insights into human existence (Wirth et al., 2012, p. 409). Therefore, the 

following hypotheses are stated. 

H13: Eudaimonic entertainment  of a woman-centric movie increases with a) 

parasocial relationship,  b) wishful identification, c) personality recognisability, d) 

attitudinal recognisability, e) situational recognisability, f) people identifying as 

women, g) people aged 18-29, and decreases with h) people identifying as men, i) 

people aged 30 and above. 

 

H14: Hedonic entertainment of a woman-centric movie increases with a) parasocial 

relationship,  b) wishful identification, c) personality recognisability, d) attitudinal 

recognisability, e) situational recognisability, f) people identifying as women, g) 

people aged 18-29, and decreases with h) people identifying as men, i) people aged 30 

and above. 
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3. Method 

      3.1 Justification 

 The aim of this research was to determine the extent to which elements such as age 

group, gender identification, and character engagement factors impact the enjoyment of a 

woman-centric movie. Therefore, since the focus of this study was on testing hypotheses and 

verifying the existence of a relationship between various factors and the enjoyment of a 

woman-centric movie, the best option possible was a quantitative approach (Sukamolson, 

2007, p. 9). With quantitative research, in fact, there is the possibility of studying a 

phenomenon through the use of a sample (i.e. viewers of Barbie), in order to make inferences 

about a population (Sukamolson, 2007, p. 8). Moreover, these inferences are done by making 

use of statistical data (Babbie, 2015, p. 26). For this quasi-experimental study, a survey was 

utilised, as most of the variables under study (i.e., recognisability, wishful identification, 

parasocial relationship, and enjoyment) were not numerical in nature. Furthermore, a study by 

Marshall (2005, p. 132) states that the use of surveys in quantitative research is extremely 

useful as it allows for the production of high-quality usable data, as well as more honest 

answers by the participants.   

 To create and publish the questionnaire, as well as to process the data gathered, the 

software Qualtrics was chosen. Moreover, it was important to conduct significant preparation 

in order to ensure the reliability and validity of the survey (Marshall, 2005, p. 135). Therefore, 

the questionnaire was tested among some students prior to being made available to everyone 

to assess its clarity and the structure of the questions. As a result, some adjustments were 

made to the wording of the concepts related to character engagement factors to make it more 

understandable for the participants, while maintaining fidelity to the original content. Finally, 

as the questionnaire was developed by incorporating several established scales from the 

literature which measured the key concepts of this research, confirmatory factor analysis 

(CFA) was conducted on the data to further prepare it and to examine its internal consistency 

reliability.  

 This study, as previously stated, aimed to test whether factors such as recognisability, 

wishful identification, and parasocial relationship, combined with different gender 

identifications and age groups could impact the enjoyment of a movie primarily focused on 

women and feminism, and with a female protagonist. Therefore, the first test that was 

conducted was a two-way Analysis of Variance (ANOVA). This statistical test, in fact, allows 

the researcher to detect differences between more than two group means (Sawyer, 2009, p. 

E27). In this case, as the two independent variables (gender and age group) that consisted of 
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two groups each were tested against one dependent variable in order to check whether an 

interaction effect occurred, a 2x2 ANOVA was used (Sawyer, 2009, p. E32). Subsequently, 

since the only interaction effect that occurred between age group and gender identification 

was with the variable hedonic entertainment, an independent-samples t-test was conducted. 

An independent-samples t-test, as stated by Sawyer (2009, p. E29) is a statistical method used 

to compare the means of two independent groups to determine whether there is a statistically 

significant difference between them. Lastly, a hierarchical regression analysis was used to 

explore potential correlations between the variables. Therefore, as theory expects variables 

such as recognisability, wishful identification, parasocial relationships, and enjoyment to be 

correlated, hierarchical regression can be useful for the researcher to test the significance of 

variables in a particular order on a dependent variable after considering the influence of other 

variables (Lewis, 2007, p. 9). The same analysis was then conducted by using the option of 

split files for gender identification and age group. 

 

3.2 Sampling strategy 

For this study, the movie Barbie was used as stimulus as it was one of the most well-

known woman-centric movies of 2023. Therefore, the research only focused on people who 

watched the film. As two of the main factors to analyse were age and gender identification, 

the audience of interest was divided into 4 groups: younger females (18 to 29 years old), older 

females (30 and above), younger males (18 to 29 years old), and older males (30 and above). 

As younger and older non-binary people or people who identify with another gender identity 

would have been hard to reach, the target population of this study only included responses of 

people who identified as female or male. Moreover, since the popularity of the movie was 

international, the sample aimed to reach and possibly include international viewers. In order 

to make inferences about this population, the researcher made use of non-probability 

sampling, namely purposive sampling, to find participants who fit the criteria (i.e. younger 

females, older females, younger males or older males who had seen the movie Barbie) and 

obtain a representative sample.  

To reach viewers of the movie, the researcher decided to use firstly social media 

platforms. Consequently, the survey was shared on platforms such as X (formerly Twitter), 

Facebook, Instagram, Reddit, and TikTok. Moreover, film pages and fan pages on Facebook 

were contacted in order to ask them to share it as well. Eventually, because of an initial low 

response rate, the researcher also made use of platforms built specifically to share surveys, 

such as SurveySwap or SurveyCircle, and Facebook pages devoted to the same cause to 
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improve the response rate. However, this method was not effective, and was therefore 

cancelled. Lastly, the researcher repeated the first method which involved social media 

platforms such as Reddit several times. Snowball sampling was also used, by inserting a 

message at the end of the survey kindly requesting the people who filled out the questionnaire 

to share it with other people who had seen the film Barbie. Eventually, these methods proved 

to be extremely effective.  

 

      3.3 Sample 

Initially, the study recorded a total of 320 participants. However, following a process 

of data cleaning, 170 respondents were determined valid for the purpose of the analysis. The 

final sample (N = 170) consisted of n = 65 respondents who identified as females and 

belonged to the age group 18 to 29, n = 35 participants who identified as females and were 

aged 30 and above, n = 39 who identified as males and were in the age group 18 to 29, and, 

lastly, n = 31 participants who identified as males and were aged 30 and above. The average 

age of the respondents was 32.07 (SD = 13.76; range = 18-70). Moreover, most of the 

respondents identified as White (85.3%), followed by Asian (7.6%) and people of Latino or 

Spanish origin (2.4%), or some other ethnicity (2.4%%). When it comes to the country of 

origin, the most common was Italy (39.4%), followed by the United States of America 

(19.4%) and the United Kingdom of Great Britain and Northern Ireland (10.0%). Lastly, in 

terms of education level, most of the respondents obtained a highschool diploma (40.0%), 

followed by a bachelor’s degree (35.3%), and a graduate or professional degree (22.4%). 

 

      3.4 Procedure 

 The participants were invited to fill in an online survey, which required approximately 

8 minutes to complete. They were initially presented with a brief description of the topic of 

the study, followed by the informed consent, which was used to clarify how the research data 

would be collected and analysed and to confirm whether the respondents were at least 18 

years old and understood the terms of the study. Consequently, those who consented were 

presented with a filter question which asked them whether they had watched the Barbie movie 

(2023). Those who had not watched it were directed to the end of the questionnaire, whereas 

the others could proceed with the following section. 

 Then, the participants were presented with Likert-scale based questions regarding 

character engagement factors. Firstly, they were asked to provide an answer to 20 questions 

regarding recognisability and the extent to which they recognised themselves in the character 
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of Barbie. Then, they were presented with 3 questions related to wishful identification and 6 

concerning parasocial relationships. Finally, they were asked their level of agreement with 12 

statements regarding their enjoyment of the movie Barbie, which included question on both 

hedonic and eudaimonic entertainment. 

 Once the participants had completed the Likert-scale based questions, they were 

presented with questions regarding demographics, such as their gender identity and an open-

question about their age, which were crucial for the analysis of the data. Moreover, to know 

more about their cultural background, the respondents were asked to pick their ethnicity from 

a list of categories and their country of origin from a list that included 195 countries. Lastly, 

they were presented with a question concerning their level of education. After completing the 

questionnaire, participants received a message from the researcher, thanking them for their 

time and effort. 

 

     3.5 Measurements  

As a step in the questionnaire preparation process, the main concepts of this study 

were operationalised by using previously established scales. However, the Minority Character 

Recognisability Scale (Żerebecki et al., 2023) was considered a novel scale, as it was recently 

developed. 

Recognisability. Recognisability was measured using the Minority Character 

Recognisability Scale (MRS), which was recently developed by Żerebecki et al. (2023). The 

scale comprised of 20 items, including statements such as ‘I recognise the problems that 

[character] has as problems that I could have’ or ‘I recognise the topics that [character] 

discusses with others as topics I could discuss with other people in my life’. The participants 

were asked to indicate their level of agreement with each of these statements through a 7-

point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree). 

Wishful identification. The concept of wishful identification was measured using the 

Wishful Identification Scale, which was ideated by Hoffner (1996, p. 400). The scale included 

3 items, with statements such as ‘[Character] is the sort of person I want to be like myself’, ‘I 

wish I could be more like [character]’, and ‘I’d like to do the kinds of things [character] does 

in the movie’. Participants were then asked to express their level of agreement through a 5-

point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). 

Parasocial relationships. In this research, parasocial relationships were measured by 

referring to the Multiple-PRS scale created by Tukachinsky (2011, p. 80), which included the 

6 items from the friendship communication sub-scale. The scale comprised of statements such 
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as ‘If [character] was a real person, I could have disclosed positive things about myself 

honestly and fully (deeply) to him/her’ or ‘I think [character] could be a friend of mine’. Here 

the participants were asked to indicate their level of agreement through a 7-point Likert scale 

ranging from 1 (strongly disagree) to 7 (strongly agree). 

 Enjoyment. For this study, the viewer’s enjoyment of the movie was divided into 

hedonic and eudaimonic entertainment experience. The scale used was Oliver and Bartsch’s 

(2010, p. 63) which included 12 items, such as ‘I had a good time watching this movie’ or ‘I 

know I will never forget this movie’. In this case, the participants were asked to state their 

level of agreement through a 5-point Likert scale ranging from 1 (strongly disagree) to 5 

(strongly agree).  

 Moreover, Age group was measured by asking the participants to state whether their 

age is comprised between 18 and 30 years old, or if they are older than 30. Gender 

identification was also one of the measures of this study.  

 Before including recognisability, wishful identification, parasocial relationships, and 

entertainment experience in further analyses, the scales that contained a wide range of single 

items were evaluated in terms of validity and reliability through a factor analysis.  

 Firstly, for recognisability, the 20 items which were Likert-scale based were entered 

into a confirmatory factor analysis using Principal Components extraction with Varimax 

rotation and fixed number of factors set on 3, KMO = .94, X2 (N = 170, 190) = 2377.35, p = 

.000. The resultant model explained 66.5% of the variance in ‘Recognisability’. Factor 

loadings of individual items onto the three factors are presented in Table 1. The following 

factors were found.  

 Personality recognisability. The first factor (M = 4.21, SD = 1.40) included 6 items 

about personality recognisability such as recognising oneself in the character’s approach to 

life, strengths and thought processes.  

 Attitudinal recognisability. The second factor (M = 4.47, SD = 1.17) included 3 items 

such as recognising oneself in the character’s opinions about moral or social issues, or what is 

good or bad.  

 Situational recognisability. The third factor (M = 4.16, SD = 1.41) included 11 items 

about situational recognisability such as recognising oneself in the character’s life and 

recognising similar past experiences or situations. 
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Table 1. Factor loadings, explained variance and reliability of the three factors found for the 
scale ‘Recognisability’. (N = 170)  
I recognise… Personality 

recognisability 
Attitudinal 
recognisability 

Situational 
recognisability 

… Barbie’s approach to life as an 
approach to life that I have. 

.74   

... Barbie’s opinions about other people 
as opinions I have. 

.72   

… the solutions to problems of Barbie 
as solutions I could follow. 

.71   

… the decisions of Barbie as decisions 
that I could make. 

.66   

… the strengths of Barbie as strengths 
that I have. 

.63   

… the thought processes of Barbie as 
thought processes I have. 

.53   

… the topics that Barbie discusses with 
others as topics I could discuss with 
other people in my life. 

 .77  

… Barbie’s opinions about social 
problems as opinions I have. 

 .64  

… Barbie’s opinions about what is 
good and bad as opinions I have. 

 .60  

… my life in the life of Barbie.   .78 
… the situations that Barbie encounters 
as situations that could also happen to 
me. 

  .78 

… the past experiences of Barbie as 
similar to my past experiences. 

  .76 

… the problems that Barbie has as 
problems that I could have. 

  .73 

… the life changes Barbie experiences 
as life changes that could happen to me. 

  .72 

… myself in Barbie.   .71 
… the places in which I see Barbie as 
places I could be in. 

  .70 

… the personality traits of Barbie as 
traits that I have. 

  .63 

… the weaknesses of Barbie as 
weaknesses I have. 

  .61 

… the behaviours of Barbie as 
behaviours that I could show. 

  .52 

… the reactions to stressful situations of 
Barbie as reactions that I could have. 

  .50 

R2 .08 .05 .54 
Cronbach’s ɑ .89 .80 .94 
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 Then, the 3 Likert-scale based items describing wishful identification were entered 

into a confirmatory factor analysis using Principal Components extraction with Varimax 

rotation and fixed number of factors set on 1, KMO = .71 X2 (N = 170, 3) = 329.83, p < .001. 

The resultant model explained 82.8% of the variance in ‘Wishful identification’. Factor 

loadings of individual items onto the one factor are presented in Table 2. The following factor 

was identified. 

 Wishful identification. This factor (M = 3.10, SD = 1.12) included 3 items regarding 

wanting to be like the main character and wishing to do the same things that the main 

character does in the movie. 

Table 2. Factor loadings, explained variance and reliability of the one factor found for the 
scale ‘Wishful identification’. (N = 170)  
 Wishful identification 
I wish I could be more like Barbie. .94 

Barbie is the sort of person I want to be like myself. .93 

I’d like to do the things Barbie does in the movie. .86 
R2 .83 
Cronbach’s ɑ .90 

 

 Next, the 6 Likert-scale based items belonging to the scale regarding parasocial 

relationships were entered into a confirmatory factor analysis using Principal Components 

extraction with Varimax rotation and fixed number of factors set on 1, KMO = .83 X2 (N = 

170, 15) = 781.08, p < .001. The resultant model explained 69.3% of the variance in 

‘Parasocial relationship’. Factor loadings of individual items onto the one factor are presented 

in Table 3. The following factor was identified. 

 Parasocial relationship. This factor (M = 4.28, SD = 1.48)  included 6 items about 

wanting to know what the character would do in their position and being able to disclose 

positive and negative things about oneself to the character. 
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Table 3. Factor loadings, explained variance and reliability of the one factor found for the 
scale ‘Parasocial relationship’. (N = 170)  
 Parasocial relationship 
If Barbie was a real person, I could have disclosed a great deal of 
things about myself to her. 

.90 

If Barbie was a real person, I could have disclosed negative things 
about myself honestly and fully (deeply) to her. 

.86 

Sometimes, I wish I could ask Barbie for advice. .83 
If Barbie was a real person, I could have disclosed positive things 
about myself honestly and fully (deeply) to her. 

.82 

I think Barbie could be a friend of mine. .79 

Sometimes, I wish I knew what Barbie would do in my situation. .79 
R2 .69 
Cronbach’s ɑ .91 

  

 Lastly, the 12 items regarding the enjoyment or entertainment experience which were 

Likert-scale based were entered into a confirmatory factor analysis using Principal 

Components extraction with Varimax rotation and fixed number of factors set on 2, KMO 

=.89 X2 (N = 170, 66) = 1683.41, p < .001. The resultant model explained 71.1% of the 

variance in ‘Enjoyment’. Factor loadings of individual items onto the two factors are 

presented in Table 4. The following factors were found.  

 Eudaimonic entertainment. The first factor (M = 3.24, SD = .94) included 9 items in 

regard to having a meaningful experience while watching the movie, such as being moved by 

the film or it leaving a lasting impression on the viewer.  

 Hedonic entertainment. The second factor (M = 4.43, SD = .79) included 3 items about 

experiencing fun while watching the movie, such as finding the movie entertaining or having 

a good time while watching it. 
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Table 4. Factor loadings, explained variance and reliability of the two factors found for the 

scale ‘Enjoyment’. (N = 170)  

 Eudaimonic 
entertainment 

Hedonic 
entertainment 

I was on the edge of my seat while watching this movie. .82  

The movie was suspenseful. .76  
I know I will never forget this movie. .75  

This movie left me with a lasting impression. .75  

This was a heart-pounding kind of movie. .75  

This movie will stick with me for a long time. .72  
I was moved by this movie. .67  

This movie was thought provoking. .59  

I found this movie to be very meaningful. .53  
It was fun for me to watch this movie.  .92 

I had a good time watching this movie.  .92 

The movie was entertaining.  .87 
R2 .55 .15 
Cronbach’s ɑ .92 .93 

 

      3.6 Ethics 

When conducting survey research, it is also important to consider ethical aspects. 

According to a study by Kelley et al. (2003, p. 266) some of the most important issues 

regarding ethics which need to be taken into account when conducting a survey are 

confidentiality and informed consent. Therefore, the right to confidentiality of the participants 

should always be respected (Kelley et al., 2003, p. 266). Moreover, the respondents should be 

informed about the content of the study and the aims of the survey, and should, therefore, give 

their consent to take part in it (Kelley et al., 2003, p. 266). For this research, the participants 

were thoroughly informed of the aims of the study and, before starting the questionnaire, they 

were asked for their informed consent, in order not to do harm. Moreover, in order to prevent 

other ethical issues, this study included only participants who were over 18 years old, and the 

outcomes of the research were expected to be positive. 
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4. Results 

 This study’s aim was to examine to what extent media engagement factors, gender 

identification, and age group affect the viewers’ enjoyment of a woman-centric movie. 

Therefore, multiple hypotheses were formulated to test differences between age groups and 

gender identities in terms of recognisability, wishful identification, parasocial relationships, 

and enjoyment. Then, other hypotheses tested whether there were correlations between the 

concepts that were previously discussed. 

 

     4.1 Comparisons between age and gender concerning recognisability 

 A two-way ANOVA was conducted with age groups, and gender identities as 

independent variables and personality recognisability as dependent variable. ANOVA revealed 

a significant main effect for age groups on personality recognisability, F (1, 166) = 12.00, p < 

.001, partial η2 = .07. People aged between 18 and 29 (M = 4.51, SD = 1.23) scored higher on 

personality recognisability than people aged 30 and older (M = 3.74, SD = 1.53). Also, gender 

identity revealed a significant main effect on personality recognisability, F (1, 166) = 65.75, p 

< .001, partial η2 = .28. Females (M = 4.84, SD = 1.00) scored higher on personality 

recognisability than males (M = 3.31, SD = 1.40).  No significant interaction effect between 

age groups and gender identity was shown, F (1, 166) = 0.88, p = .350, partial η2 = .01 (= 

H3a, H8a). 

 Then, a two-way ANOVA was conducted with age groups, and gender identity as 

independent variables and attitudinal recognisability as dependent variable. ANOVA revealed 

a significant main effect for age groups on attitudinal recognisability, F (1, 166) = 7.88, p = 

.006, partial η2 = .05. People aged between 18 and 29 (M = 4.68, SD = 1.00) scored higher on 

attitudinal recognisability than people aged 30 and older (M = 4.15, SD = 1.39). Also, gender 

identity revealed a significant main effect on attitudinal recognisability, F (1, 166) = 20.26, p 

< .001, partial η2 = .11. Females (M = 4.80, SD = .88) scored higher on attitudinal 

recognisability than males (M = 4.01, SD = 1.37). No significant interaction effect between 

age groups and gender identity was shown, F (1, 166) = 1.36, p = .245, partial η2= .01 (= H3b, 

H8b). 

 Lastly, a two-way ANOVA was conducted with age groups, and gender identity as 

independent variables and situational recognisability as dependent variable. ANOVA revealed 

a significant main effect for age groups on situational recognisability, F (1, 165) = 10.46, p = 

.001, partial η2 = .06. People aged between 18 and 29 (M = 4.44, SD = 1.23) scored higher on 

situational recognisability than people aged 30 and older (M = 3.72, SD = 1.57). Also, gender 
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identity revealed a significant main effect on situational recognisability, F (1, 165) = 78.66, p 

< .001, partial η2 = .32. Females (M = 4.84, SD = 1.11) scored higher on situational 

recognisability than males (M = 3.19, SD = 1.22).  No significant interaction effect between 

age groups and gender identity was shown, F (1, 165) = 0.04, p = .841, partial η2= .00 (= H3c, 

H8c). 

 

      4.2 Comparisons between age and gender concerning wishful identification 

 A two-way ANOVA was conducted with age groups, and gender identities as 

independent variables and wishful identification as dependent variable. ANOVA revealed 

there was not a significant main effect for age groups on wishful identification, F (1, 165) = 

2.46, p = .119, partial η2 = .02. Also, gender identity revealed a significant main effect on 

wishful identification, F (1, 165) = 36.64, p < .001, partial η2 = .18. Females (M = 3.50, SD = 

.95) scored higher on wishful identification than males (M = 2.53, SD = 1.12).  No significant 

interaction effect between age groups and gender identity was shown, F (1, 165) = 1.42, p = 

.235, partial η2 = .01 (= H3d, ≠ H8d). 

 

     4.3 Comparisons between age and gender concerning parasocial relationship 

 Then, a two-way ANOVA was conducted with age groups, and gender identities as 

independent variables and parasocial relationship as dependent variable. ANOVA revealed a 

significant main effect for age groups on parasocial relationship, F (1, 166) = 8.42, p = .004, 

partial η2 = .05. People aged between 18 and 29 (M = 4.57, SD = 1.35) scored higher on 

parasocial relationship than people aged 30 and older (M = 3.83, SD = 1.39). Also, gender 

identity revealed a significant main effect on parasocial relationship, F (1, 166) = 24.98, p < 

.001, partial η2 = .13. Females (M = 4.75, SD = 1.32) scored higher on parasocial relationship 

than males (M = 3.61, SD = 1.45).  No significant interaction effect between age groups and 

gender identity was shown, F (1, 166) = 0.09, p = .765, partial η2 = .00 (= H3e, H8e). 

  

      4.4 Comparisons between age and gender concerning enjoyment 

 A two-way ANOVA was conducted with age groups, and gender identities as 

independent variables and eudaimonic entertainment as dependent variable. ANOVA revealed 

a significant main effect for age groups on eudaimonic entertainment, F (1, 166) = 10.10, p = 

.002, partial η2 = .06. People aged between 18 and 29 (M = 3.43, SD = .78) scored higher on 

eudaimonic entertainment than people aged 30 and older (M = 2.95, SD = 1.09). Also, gender 

identity revealed a significant main effect on eudaimonic entertainment, F (1, 166) = 23.99, p 
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< .001, partial η2 = .13. Females (M = 3.53, SD = .80) scored higher on eudaimonic 

entertainment than males (M = 2.84, SD = .99).  No significant interaction effect between age 

groups and gender identity was shown, F (1, 166) = 0.05, p = .827, partial η2 = .00 (= H13f, 

H13g, H13h, H13i). 

 Then, a two-way ANOVA was conducted with age groups, and gender identity as 

independent variables and hedonic entertainment as dependent variable. ANOVA revealed 

there was not a significant main effect for age groups on hedonic entertainment, F (1, 166) = 

3.54, p = .062, partial η2 = .02. However, gender identity revealed a significant main effect on 

hedonic entertainment, F (1, 166) = 23.89, p < .001, partial η2 = .13. Females (M = 4.65, SD = 

.57) scored higher on hedonic entertainment than males (M = 4.11, SD = .94). A significant 

interaction effect between age groups and gender identity was shown, F (1, 166) = 4.77, p = 

.030, partial η2= .03 (= H14f, H14h, ≠ H14g, H14i). 

 Lastly, since a significant interaction effect was found, an independent samples t-test 

was conducted to investigate the differences between specific subgroups. Looking first at the 

comparisons within males, post hoc t-test revealed that participants aged between 18 and 29 

(M = 4.32, SD = .82) experienced more hedonic entertainment than participants aged 30 and 

above (M = 3.85, SD = 1.02), t(68) = 2.16, p = .017. No significant difference in hedonic 

entertainment was found between younger females (M = 4.64, SD = .62) and older females (M 

= 4.67, SD = .46), t(88,5) = -0.32, p = .750. Further comparing hedonic entertainment 

specifically for participants aged between 18 and 29, a post-hoc t-test revealed that young 

females (M = 4.64, SD = .62) experienced more hedonic entertainment than young males (M = 

4.32, SD = .82), t(102) = 2.21, p = .014. Moreover, when making a comparison between 

participants aged 30 and older, the t-test revealed that older females (M = 4.67, SD = .46) 

scored higher on hedonic entertainment than older males (M = 3.85, SD = 1.02), t(64) = 4.32, 

p < .001.  

 

     4.5 Character engagement variables as predictors for wishful identification 

 A multiple regression analysis was conducted with wishful identification as dependent 

variable and personality recognisability, attitudinal recognisability, and situational 

recognisability as predictors. The model was found to be significant, F(3, 164) = 65.15, p < 

.001, R2 = .54. Personality recognisability was found to be a significant positive predictor of 

wishful identification (β = .26, p = .007), thereby offering support for H1a. Attitudinal 

recognisability was also found to be a significant positive predictor of wishful identification 
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(β = .38, p < .001), offering support for H1b. However, the effect of situational recognisability 

(β = .16, p= .067) was not significant. H1c was therefore rejected. 

 Another multiple regression analysis was then conducted by splitting files into two 

separate gender identities. Firstly, when considering only female participants, the multiple 

regression analysis was conducted with wishful identification as dependent variable and 

personality recognisability, attitudinal recognisability, and situational recognisability as 

predictors. The model was found to be significant, F(3, 95) = 11.52, p < .001, R2 = .27. 

Attitudinal recognisability was found to be a significant positive predictor of wishful 

identification (β = .41, p = .001), thereby offering support for H4b. However, the effect of 

personality recognisability (β = .04, p = .736) and situational recognisability (β = .12, p= 

.374) was not significant. H4a and H4c were therefore rejected. 

 Then, a multiple regression analysis was conducted by taking into consideration only 

male participants. Wishful identification was used as dependent variable and personality 

recognisability, attitudinal recognisability, and situational recognisability as predictors. The 

model was found to be significant, F(3, 65) = 45.19, p < .001, R2 = .68. Personality 

recognisability was found to be a significant positive predictor of wishful identification (β = 

.43, p = .002), thereby offering support for H6a. Moreover, attitudinal recognisability was 

found to be a significant positive predictor of wishful identification (β = .36, p = .006), 

thereby offering support for H6b. However, the effect of situational recognisability (β = .08, 

p= .469) was not significant. H6c was therefore rejected. 

 Another multiple regression analysis was then conducted by splitting files into two 

separate age groups. Firstly, when considering only participants aged between 18 and 29, the 

multiple regression analysis was conducted with wishful identification as dependent variable 

and personality recognisability, attitudinal recognisability, and situational recognisability as 

predictors. The model was found to be significant, F(3, 98) = 30.36, p < .001, R2 = .48. 

Attitudinal recognisability was found to be a significant positive predictor of wishful 

identification (β = .48, p < .001), thereby offering support for H9b. However, the effect of 

personality recognisability (β = .15, p = .137) and situational recognisability (β = .15, p= 

.137) was not significant. H9a and H9c were therefore rejected. 

 Lastly, a multiple regression analysis was conducted by taking into consideration only 

participants aged 30 and above. Wishful identification was used as dependent variable and 

personality recognisability, attitudinal recognisability, and situational recognisability as 

predictors. The model was found to be significant, F(3, 62) = 24.18, p < .001, R2 = .62. 

Personality recognisability was found to be a significant positive predictor of wishful 
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identification (β = .64, p = .003), thereby offering support for H11a. However, the effect of 

attitudinal recognisability (β = .10, p= .522)  and situational recognisability (β = .07, p= .698) 

was not significant. H11b and H11c were therefore rejected. 

 

     4.6 Character engagement variables as predictors for parasocial relationship 

 A hierarchical regression analysis was conducted with parasocial relationship as 

dependent variable. Personality recognisability, attitudinal recognisability, and situational 

recognisability were included in the first block as control variables, whereas wishful 

identification was added in the second block. When personality recognisability, attitudinal 

recognisability, and situational recognisability were used as predictors, the model reached 

significance, R2 = .61, F (3, 164) = 85.08, p < .001. When wishful identification was added 

into the second block, the predictive value of the model improved, ΔR2 = .67, ΔF(1, 163) = 

28.34, p < .001, with wishful identification being a significant predictor and with personality 

recognisability, attitudinal recognisability, and situational recognisability being significant as 

well (see Table 5). Thus, H2a, H2b, H2c, and H2d were accepted.  

 
Table 5. Hierarchical regression analysis for parasocial relationship 
 Model 1 Model 2 
Personality recognisability .27** .18* 

Attitudinal recognisability .34*** .21** 
Situational recognisability .24** .19* 

Wishful identification  .36*** 
 R2 = .61 ΔR2 = .67 
 p < .001 p < .001 

Note. * p < .050, ** p < .010, *** p < .001 

 

 Then, another hierarchical regression analysis was conducted with parasocial 

relationship as dependent variable by taking into consideration only female participants. 

Personality recognisability, attitudinal recognisability, and situational recognisability were 

included in the first block as control variables, whereas wishful identification was added in 

the second block. When personality recognisability, attitudinal recognisability, and situational 

recognisability were used as predictors, the model reached significance, R2 = .47, F (3, 95) = 

27.65, p < .001. When wishful identification was added into the second block, the predictive 

value of the model significantly improved, ΔR2 = .53, ΔF(1, 94) = 22.70, p < .001, with 

wishful identification being a significant predictor and with situational recognisability being 
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significant as well, while attitudinal recognisability was no longer significant (see Table 6). 

Thus, H5a and H5d were accepted, while H5b and H5c were rejected. 

 

Table 6. Hierarchical regression analysis for parasocial relationship with female participants 
 Model 1 Model 2 
Personality recognisability .17 .16 
Attitudinal recognisability .29** .17 

Situational recognisability .33** .29** 

Wishful identification  .28*** 
 R2 = .47 ΔR2 = .53 
 p < .001 p < .001 

Note. * p < .050, ** p < .010, *** p < .001 

 

 Moreover, another hierarchical regression analysis was conducted with parasocial 

relationship as dependent variable by taking into consideration only male participants. 

Personality recognisability, attitudinal recognisability, and situational recognisability were 

included in the first block as control variables, whereas wishful identification was added in 

the second block. When personality recognisability, attitudinal recognisability, and situational 

recognisability were used as predictors, the model reached significance, R2 = .66, F (3, 65) = 

41.33, p < .001. When wishful identification was added into the second block, the predictive 

value of the model significantly improved, ΔR2 = .75, ΔF(1, 64) = 25.64, p < .001, with 

wishful identification being a significant predictor, while personality recognisability and 

attitudinal recognisability were no longer significant (see Table 7). Thus, H7a was accepted, 

while H7b, H7c, and H7d were rejected. 

 

Table 7. Hierarchical regression analysis for parasocial relationship with male participants 
 Model 1 Model 2 
Personality recognisability .44** .20 

Attitudinal recognisability .38** .18 
Situational recognisability .04 -.00 

Wishful identification  .55*** 
 R2 = .66 ΔR2 = .75 
 p < .001 p < .001 

Note. * p < .050, ** p < .010, *** p < .001 
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 Another hierarchical regression analysis was conducted with parasocial relationship as 

dependent variable by taking into consideration only participants aged between 18 and 29. 

Personality recognisability, attitudinal recognisability, and situational recognisability were 

included in the first block as control variables, whereas wishful identification was added in 

the second block. When personality recognisability, attitudinal recognisability, and situational 

recognisability were used as predictors, the model reached significance, R2 = .51, F (3, 98) = 

33.81, p < .001. When wishful identification was added into the second block, the predictive 

value of the model significantly improved, ΔR2 = .61, ΔF (4, 97) = 38.21, p < .001, with 

wishful identification being a significant predictor and with situational recognisability being 

significant as well, while personality and attitudinal recognisability were no longer significant 

(see Table 8). Thus, H10a and H10d were accepted, while H10b and H10c were rejected. 

 

Table 8. Hierarchical regression analysis for parasocial relationship with participants 18-29 
 Model 1 Model 2 
Personality recognisability .22* .15 

Attitudinal recognisability .30** .08 
Situational recognisability .31** .24** 

Wishful identification  .45*** 
 R2 = .51 ΔR2 = .61 
 p < .001 p < .001 

Note. * p < .050, ** p < .010, *** p < .001 
 

 Lastly, another hierarchical regression analysis was conducted with parasocial 

relationship as dependent variable by taking into consideration only participants aged 30 and 

above. Personality recognisability, attitudinal recognisability, and situational recognisability 

were included in the first block as control variables, whereas wishful identification was added 

in the second block. When personality recognisability, attitudinal recognisability, and 

situational recognisability were used as predictors, the model reached significance, R2 = .69, F 

(3, 62) = 45.53, p < .001. When wishful identification was added into the second block, the 

predictive value of the model slightly improved, ΔR2 = .72, ΔF (4, 61) = 39.07, p < .001, with 

wishful identification being a significant predictor and with attitudinal recognisability being 

significant as well, while personality recognisability was no longer significant (see Table 9). 

Thus, H12a and H12c were accepted, while H12b and H12d were rejected. 
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Table 9. Hierarchical regression analysis for parasocial relationship with participants 30+ 
 Model 1 Model 2 
Personality recognisability .43* .24 

Attitudinal recognisability .38* .35* 
Situational recognisability .06 .04 

Wishful identification  .29* 
 R2 = .69 ΔR2 = .72 
 p < .001 p < .001 

Note. * p < .050, ** p < .010, *** p < .001 
 

     4.7 Character engagement variables as predictors for eudaimonic entertainment 

 Firstly, a hierarchical regression analysis was conducted with eudaimonic 

entertainment as dependent variable. Personality recognisability, attitudinal recognisability, 

situational recognisability, were included in the first block as control variables, whereas 

wishful identification was added in the second block, and parasocial relationship in the third 

one. When personality recognisability, attitudinal recognisability, and situational 

recognisability were used as predictors, the model reached significance, R2 = .50, F (3, 164) = 

55.01, p < .001. When wishful identification was added into the second block, the predictive 

value of the model significantly improved, ΔR2 = .56, ΔF(1, 163) = 23.29, p < .001. Lastly, 

when parasocial relationship was added into the third block, the value of the model slightly 

improved, ΔR2 = .58, ΔF(1, 162) = 4.64, p = .033,with wishful identification and parasocial 

relationship being significant predictors, and with personality recognisability no longer being 

significant (see Table 10). Thus, H13a and H13b were accepted. H13c, H13d, and H13e were 

rejected. 

 

Table 10. Hierarchical regression analysis for eudaimonic entertainment 
 Model 1 Model 2 Model 3 
Personality recognisability .25* .16 .12 

Attitudinal recognisability .36*** .22* .18 

Situational recognisability .16 .10 .07 
Wishful identification  .37*** .30*** 

Parasocial relationship   .19* 
 R2 = .50 ΔR2 = .56 ΔR2 = .58 
 p < .001 p < .001 p = .033 

Note. * p < .050, ** p < .010, *** p < .001 
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 Then, a hierarchical regression analysis was conducted with eudaimonic entertainment 

as dependent variable by taking into consideration only female participants. Personality 

recognisability, attitudinal recognisability, situational recognisability, were included in the 

first block as control variables, whereas wishful identification was added in the second block, 

and parasocial relationship in the third one. When personality recognisability, attitudinal 

recognisability, and situational recognisability were used as predictors, the model reached 

significance, R2 = .26, F (3, 95) = 10.91, p < .001. When wishful identification was added into 

the second block, the predictive value of the model significantly improved, ΔR2 = .38, ΔF(1, 

94) = 18.91, p < .001. Lastly, when parasocial relationship was added into the third block, the 

model was no longer significant, ΔR2 = .40, ΔF(1, 93) = 3.35, p = .070,with only wishful 

identification being a significant predictor (see Table 11).  

 
Table 11. Hierarchical regression analysis for eudaimonic entertainment with females 
 Model 1 Model 2 Model 3 
Personality recognisability .23 .21 .18 
Attitudinal recognisability .28* .12 .08 

Situational recognisability .07 .02 -.04 

Wishful identification  .41*** .35*** 

Parasocial relationship   .21 
 R2 = .26 ΔR2 = .38 ΔR2 = .40 
 p < .001 p < .001 p = .070 

Note. * p < .050, ** p < .010, *** p < .001 

 

 Lastly, a hierarchical regression analysis was conducted with eudaimonic 

entertainment as dependent variable by taking into consideration only male participants. 

Personality recognisability, attitudinal recognisability, situational recognisability, were 

included in the first block as control variables, whereas wishful identification was added in 

the second block, and parasocial relationship in the third one. When personality 

recognisability, attitudinal recognisability, and situational recognisability were used as 

predictors, the model reached significance, R2 = .61, F (3, 65) = 33.93, p < .001. When 

wishful identification was added into the second block, the predictive value of the model 

slightly improved, ΔR2 = .64, ΔF(1, 64) = 4.60, p = .036. Lastly, when parasocial relationship 

was added into the third block, the model was no longer significant, ΔR2 = .66, ΔF(1, 63) = 

3.34, p = .072,with only situational recognisability being a significant predictor (see Table 

12). 
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Table 12. Hierarchical regression analysis for eudaimonic entertainment with males 
 Model 1 Model 2 Model 3 
Personality recognisability .14 .02 -.04 

Attitudinal recognisability .43** .33* .28 

Situational recognisability .27* .25* .25* 
Wishful identification  .28* .13 

Parasocial relationship   .27 
 R2 = .61 ΔR2 = .64 ΔR2 = .66 
 p < .001 p = .036 p = .072 

Note. * p < .050, ** p < .010, *** p < .001 

 

 Then, a hierarchical regression analysis was conducted with eudaimonic entertainment 

as dependent variable by taking into consideration only participants aged between 18 and 29. 

Personality recognisability, attitudinal recognisability, situational recognisability, were 

included in the first block as control variables, whereas wishful identification was added in 

the second block, and parasocial relationship in the third one. When personality 

recognisability, attitudinal recognisability, and situational recognisability were used as 

predictors, the model reached significance, R2 = .33, F (3, 98) = 16.18, p < .001. When 

wishful identification was added into the second block, the predictive value of the model 

improved, ΔR2 = .36, ΔF(4, 97) = 13.32, p < .001. Lastly, when parasocial relationship was 

added into the third block, the predictive value of the model slightly improved, ΔR2 = .37, 

ΔF(5, 96) = 11.39, p < .001, with no value being a significant predictor (see Table 13).  

 

Table 13. Hierarchical regression analysis for eudaimonic entertainment with 18-29 
 Model 1 Model 2 Model 3 
Personality recognisability .16 .13 .10 

Attitudinal recognisability .33** .23 .21 

Situational recognisability .17 .13 .08 
Wishful identification  .21 .12 

Parasocial relationship   .21 
 R2 = .33 ΔR2 = .36 ΔR2 = .37 
 p < .001 p < .001 p < .001 

Note. * p < .050, ** p < .010, *** p < .001 
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 Lastly, a hierarchical regression analysis was conducted with eudaimonic 

entertainment as dependent variable by taking into consideration only participants aged 30 

and above. Personality recognisability, attitudinal recognisability, situational recognisability, 

were included in the first block as control variables, whereas wishful identification was added 

in the second block, and parasocial relationship in the third one. When personality 

recognisability, attitudinal recognisability, and situational recognisability were used as 

predictors, the model reached significance, R2 = .61, F (3, 62) = 32.18, p < .001. When 

wishful identification was added into the second block, the predictive value of the model 

significantly improved, ΔR2 = .74, ΔF(4, 61) = 42.66, p < .001. Lastly, when parasocial 

relationship was added into the third block, the predictive value of the model slightly 

improved, ΔR2 = .75, ΔF(5, 60) = 36.12, p < .001, with only wishful identification being a 

strong predictor (see Table 14).  

 

Table 14. Hierarchical regression analysis for eudaimonic entertainment with participants 30+ 
 Model 1 Model 2 Model 3 
Personality recognisability .47* .10 .05 

Attitudinal recognisability .29 .23 .15 
Situational recognisability .05 .01 .00 

Wishful identification  .58*** .52*** 

Parasocial relationship   .22 
 R2 = .61 ΔR2 = .74 ΔR2 = .75 
 p < .001 p < .001 p < .001 

Note. * p < .050, ** p < .010, *** p < .001 
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     4.8 Character engagement variables as predictors for hedonic entertainment 

 A hierarchical regression analysis was conducted with hedonic entertainment as 

dependent variable. Personality recognisability, attitudinal recognisability, situational 

recognisability, were included in the first block as control variables, whereas wishful 

identification was added in the second block, and parasocial relationship in the third one. 

When personality recognisability, attitudinal recognisability, and situational recognisability 

were used as predictors, the model reached significance, R2 = .31, F (3, 164) = 24.23, p < 

.001. When wishful identification was added into the second block, the predictive value of the 

model significantly improved, ΔR2 = .35, ΔF(1, 163) = 11.16, p = .001. Lastly, when 

parasocial relationship was added into the third block, the value of the model did not improve 

significantly, ΔR2 = .35, ΔF(1, 162) = .01, p = .908 ,with wishful identification and 

personality recognisability being significant predictors (see Table 15). Thus, H14b and H14c 

were accepted. H14a, H14d, and H14e were rejected. 

 

Table 15. Hierarchical regression analysis for hedonic entertainment 
 Model 1 Model 2 Model 3 
Personality recognisability .45*** .37**  .36** 

Attitudinal recognisability .24* .12 .12 

Situational recognisability -.12 -.17 -.18 
Wishful identification  .31** .31** 

Parasocial relationship   .01 
 R2 = .31 ΔR2 = .35 ΔR2 = .35 
 p < .001 p = .001 p = .908 

Note. * p < .050, ** p < .010, *** p < .001 

 

 A hierarchical regression analysis was conducted with hedonic entertainment as 

dependent variable by taking into consideration only female participants. Personality 

recognisability, attitudinal recognisability, situational recognisability, were included in the 

first block as control variables, whereas wishful identification was added in the second block, 

and parasocial relationship in the third one. When personality recognisability, attitudinal 

recognisability, and situational recognisability were used as predictors, the model reached 

significance, R2 = .08, F (3, 95) = 2.8, p = .044. When wishful identification was added into 

the second block, the predictive value of the model significantly improved, ΔR2 = .17, ΔF(1, 

94) = 10.27, p = .002. Lastly, when parasocial relationship was added into the third block, the 

model was no longer significant, ΔR2 = .18, ΔF(1, 93) = .93, p = .338,with personality 
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recognisability, situational recognisability, and wishful identification being significant 

predictors (see Table 16).  

 

Table 16. Hierarchical regression analysis for hedonic entertainment with female participants 
 Model 1 Model 2 Model 3 
Personality recognisability .33* .32* .30* 
Attitudinal recognisability .06 -.09 -.11 

Situational recognisability -.21 -.25 -.29* 

Wishful identification  .35** .31** 
Parasocial relationship   .13 
 R2 = .08 ΔR2 = .17 ΔR2 = .18 
 p = .044 p = .002 p = .338 

Note. * p < .050, ** p < .010, *** p < .001 

 

 Furthermore, a hierarchical regression analysis was conducted with hedonic 

entertainment as dependent variable by taking into consideration only male participants. 

Personality recognisability, attitudinal recognisability, situational recognisability, were 

included in the first block as control variables, whereas wishful identification was added in 

the second block, and parasocial relationship in the third one. When personality 

recognisability, attitudinal recognisability, and situational recognisability were used as 

predictors, the model reached significance, R2 = .38, F (3, 65) = 13.40, p < .001. When 

wishful identification was added into the second block, the model was no longer significant, 

ΔR2 = .40, ΔF (1, 64) = 1.56, p = .217. the same happened  when parasocial relationship was 

added into the third block, ΔR2 = .40, ΔF (1, 63) = .01, p = .917,with no value being a 

significant predictor (see Table 17).  

 

Table 17. Hierarchical regression analysis for hedonic entertainment with male participants 
 Model 1 Model 2 Model 3 
Personality recognisability .26 .17 .17 
Attitudinal recognisability .41* .34 .34 

Situational recognisability -.03 -.05 -.05 

Wishful identification  .21 .22 

Parasocial relationship   -.02 
 R2 = .38 ΔR2 = .40 ΔR2 = .40 
 p < .001 p = .217 p = .917 

Note. * p < .050, ** p < .010, *** p < .001 
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 A hierarchical regression analysis was conducted with hedonic entertainment as 

dependent variable by taking into consideration only participants aged between 18 and 29. 

Personality recognisability, attitudinal recognisability, situational recognisability, were 

included in the first block as control variables, whereas wishful identification was added in 

the second block, and parasocial relationship in the third one. When personality 

recognisability, attitudinal recognisability, and situational recognisability were used as 

predictors, the model reached significance, R2 = .18, F (3, 98) = 6.9, p < .001. When wishful 

identification was added into the second block, the predictive value of the model improved, 

ΔR2 = .20, ΔF(4, 97) = 6.03, p < .001. Lastly, when parasocial relationship was added into the 

third block, the predictive value of the model slightly improved, ΔR2 = .20, ΔF (5, 96) = 4.86, 

p < .001,with personality recognisability being the only significant predictor (see Table 18).  

 

Table 18. Hierarchical regression analysis for hedonic entertainment with participants 18-29 
 Model 1 Model 2 Model 3 
Personality recognisability .34* .31* .29* 

Attitudinal recognisability .20 .10 .09 
Situational recognisability -.11 -.14 -.16 

Wishful identification  .22 .18 

Parasocial relationship   .09 
 R2 = .18 ΔR2 = .20 ΔR2 = .20 
 p < .001 p < .001 p < .001 

Note. * p < .050, ** p < .010, *** p < .001 

 

 Lastly, a hierarchical regression analysis was conducted with hedonic entertainment as 

dependent variable by taking into consideration only participants aged 30 and above. 

Personality recognisability, attitudinal recognisability, situational recognisability, were 

included in the first block as control variables, whereas wishful identification was added in 

the second block, and parasocial relationship in the third one. When personality 

recognisability, attitudinal recognisability, and situational recognisability were used as 

predictors, the model reached significance, R2 = .44, F (3, 62) = 16.33, p < .001. When 

wishful identification was added into the second block, the predictive value of the model 

significantly improved, ΔR2 = .51, ΔF(4, 61) = 15-65, p < .001. Lastly, when parasocial 

relationship was added into the third block, the predictive value of the model slightly 

improved, ΔR2 = .51, ΔF (5, 60) = 12.38, p < .001,with wishful identification being the only 

significant predictor (see Table 19).  
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Table 19. Hierarchical regression analysis for hedonic entertainment with participants 30+ 
 Model 1 Model 2 Model 3 
Personality recognisability .72** .45 .47 

Attitudinal recognisability .16 .12 .15 
Situational recognisability -.23 -.26 -.26 

Wishful identification  .42** .44** 

Parasocial relationship   -.07 
 R2 = .44 ΔR2 = .51 ΔR2 = .51 
 p < .001 p < .001 p < .001 

Note. * p < .050, ** p < .010, *** p < .001 

 

 This study tested a considerable number of hypotheses. Therefore, the results of all the 

analyses are presented in Table 20. 

 

Table 20. Hypotheses and results 
Hypothesis Difference/Relationship Result 
H1 Wishful identification increases with a) personality 

recognisability, b) attitudinal recognisability, and c) situational 
recognisability. 

a) v, b) v, 
c) x 

H2 Parasocial relationship increases with a) wishful identification, 
b) personality recognisability, c) attitudinal recognisability, and 
d) situational recognisability. 

a) v, b) v, 
c) v, d) v 

H3 Females show higher a) personality recognisability, b) attitudinal 
recognisability, c) situational recognisability, d) wishful 
identification, and e) parasocial relationship than men 

a) v, b) v, 
c) v, d) v, 
e) v 

H4 Wishful identification for females increases with a) personality 
recognisability, b) attitudinal recognisability, and c) situational 
recognisability. 
 

a) x, b) v, 
c) x 

H5 Parasocial relationship for females increases with a) wishful 
identification, b) personality recognisability, c) attitudinal 
recognisability, and d) situational recognisability. 

a) v, b) x, 
c) x, d) v 

H6 Wishful identification for males increases with a) personality 
recognisability, b) attitudinal recognisability, and c) situational 
recognisability. 

a) v, b) v, 
c) x 

H7 Parasocial relationship for males increases with a) wishful 
identification, b) personality recognisability, c) attitudinal 
recognisability, and d) situational recognisability. 

a) v, b) x, 
c) x, d) x 
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Table 20. Continued 
Hypothesis Difference/Relationship Result 
H8 Younger people (aged 18-29) show a) personality recognisability, 

b) attitudinal recognisability, c) situational recognisability, d) 
wishful identification, and e) parasocial relationship than older 
people (aged 30 and above). 
 

a) v, b) v, 
c) v, d) x, 
e) v 

H9 Wishful identification for younger people (aged 18-29) increases 
with a) personality recognisability, b) attitudinal recognisability, 
and c) situational recognisability. 

a) x, b) v, 
c) x  

H10 Parasocial relationship for younger people (aged 18-29) 
increases with a) wishful identification, b) personality 
recognisability, c) attitudinal recognisability, and d) situational 
recognisability. 
 

a) v, b) x, 
c) x, d) v 

H11 Wishful identification for older people (aged 30 and above) 
increases with a) personality recognisability, b) attitudinal 
recognisability, and c) situational recognisability. 

a) v, b) x, 
c) x 

H12 Parasocial relationship for older people (aged 30 and above) 
increases with a) wishful identification, b) personality 
recognisability, c) attitudinal recognisability, and d) situational 
recognisability. 
 

a) v, b) x, 
c) v, d) x 

H13 Eudaimonic entertainment  of a woman-centric movie increases 
with a) parasocial relationship,  b) wishful identification, c) 
personality recognisability, d) attitudinal recognisability, e) 
situational recognisability, f) people identifying as women, g) 
people aged 18-29, and decreases with h) people identifying as 
men, i) people aged 30 and above. 
 

a) v, b) v, 
c) x, d) x, 
e) x, f) v, 
g) v, h) v, 
i) v 

H14 Hedonic entertainment of a woman-centric movie increases with 
a) parasocial relationship,  b) wishful identification, c) 
personality recognisability, d) attitudinal recognisability, e) 
situational recognisability, f) people identifying as women, g) 
people aged 18-29, and decreases with h) people identifying as 
men, i) people aged 30 and above. 
 

a) x, b) v, 
c) v, d) x, 
e) x, f) v, 
g) x, h) v, 
i) x 

Note. Rejected = x, accepted = v 
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5. Discussion 

 Previous studies have shown how, despite the rising popularity of women-centric 

movies and the growing fame of female directors, individuals might still have hesitations or 

difficulties in connecting with those stories and characters. In fact, several factors might play 

a role in the enjoyment of a woman-centric movie. For this reason, this study proposed to 

investigate to what extent factors such as age and gender identification, as well as the viewers’ 

engagement with the fictional characters, could impact the audience’s enjoyment of a movie 

centred around a female character and women’s stories. The movie Barbie, directed by Greta 

Gerwig, was used as a case example as it represented one of the most popular women-centric 

movies released in 2023. The analyses conducted in this study shown that, in most cases, 

females and people aged between 18 and 29 score higher than males and people aged 30 and 

above when it comes to character engagement factors (H3, H8, H13, H14). This is in line with 

previous studies; in fact, according to Bond (2021, p. 576), women are much more likely than 

men to build stronger relationships with fictional characters and develop, for instance, 

parasocial relationships. In relation to age, Klimmt and Rieger (2021, p. 387) mention that the 

connection with a fictional character is often based on similarities that are easily detectable by 

the audience, such as shared demographics. Therefore, as the character that was analysed in 

this study is Stereotypical Barbie, a young woman, it appears normal that other young women 

would find her more relatable. Moreover, the experiences that Stereotypical Barbie faces in 

the movie are definitely familiar to the majority of women, making it easier for them to 

connect on a deeper level with the character. Interestingly, no interaction effect between age 

and gender was identified, except when hedonic entertainment was taken into consideration. 

This could mean that, when it comes to the enjoyment of a woman-centric movie from a 

hedonic perspective, the impact of age on it strongly depends on the gender of the participant 

and vice versa (Bond, 2021, p. 576; Klimmt & Rieger, 2021, p. 387). In the context of the 

movie Barbie, as it is categorised as a comedy movie, it appears reasonable that gender and 

age present an interaction effect in relation to hedonic entertainment, because hedonic 

motivations are described by Oliver and Raney (2011, p. 985) as the consumption of a media 

piece with the simple aim of being amused. 

 Then, as part of examining how character engagement factors could affect the 

enjoyment of a film, hierarchical regression analyses were conducted. The analyses showed 

that both personality recognisability and attitudinal recognisability can be considered positive 

predictors of wishful identification (H1a, H1b). According to Żerebecki et al. (2022, p. 365), 

wishful identification is strongly dependent on how similar to oneself the viewer perceives the 
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fictional character to be. Therefore, being able to see oneself in the personality or the attitude 

of a character increases the chance of wanting to emulate that character. The first regression 

analysis also showed that situational recognisability is not a predictor for wishful 

identification (H1c). This is also in line with previous findings by Żerebecki at al. (2022, p. 

365). In fact, it is pointed out that attitudinal similarity, as well as similarities in terms of 

personality, can be considered the most important predictors of wishful identification. When 

testing the predictors for parasocial relationship, personality similarity, attitudinal similarity, 

situational similarity, and wishful identification showed significant positive influence on the 

development of parasocial relationships (H2a, H2b, H2c, H2d). Recent studies (Lim et al., 

2020, p. 4; Żerebecki et al., 2022, p. 366) already theorised that wishful identification can 

have a positive effect on PSR, as viewers who engage in imitative behaviour with a fictional 

character will tend to develop a stronger PSR with them. Similarly, parasocial relationships 

will be stronger with characters who the viewers perceive as similar to themselves. However, 

when it comes to enjoyment, both regression analysis showed different results. The first 

analysis, which explored eudaimonic entertainment, showed that only PSR and wishful 

identification are positive predictors for it (H13a, H13b). In the case of hedonic entertainment, 

only wishful identification was identified as a positive predictor (H14b). With the only 

element in common between the two being wishful identification, this could entail that, when 

it comes to the enjoyment of a movie, whether the reason the audience enjoys it is because it 

is amusing or because it is meaningful, the extent to which the viewers recognise themselves 

in the fictional character is not important. On the other hand, liking the characters to the point 

of wanting to emulate them plays a crucial role in the enjoyment of a movie by the general 

audience. 

 Additional analyses were then carried out for both gender identification and age 

groups, in order to have a thorough examination of how character engagement factors impact 

enjoyment when taking specifically into consideration women, men, younger people, or older 

people. Therefore, when looking at the predictors for wishful identification with split files for 

gender, personality recognisability and attitudinal recognisability were both significant 

predictors when it comes to male participants (H6a, H6b), supporting what Żerebecki et al. 

(2022, p. 365) state in their study. However, when analysing female participants, only 

attitudinal recognisability was found to be a significant predictor for wishful identification 

(H4b). These findings suggest that, for females especially, the need to imitate a character is 

strongly correlated to how similar this character is perceived to be to the viewer in terms of 

attitude and way of behaving. A similar situation was found with split files for age group. In 
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fact, in every single case, situational recognisability was not found to be a significant 

predictor for wishful identification (H9c, H11c). Therefore, this suggests that no matter how 

similar the situations lived by Barbie appear to those lived by the viewers of the movie, this 

factor will not be crucial in the development of wishful identification. Thus, viewers’ 

tendency to wanting to be like Barbie is not influenced by how easily they recognise the 

situations in which she finds herself as situations that they have gone through as well. Instead, 

when analysing parasocial relationship, the only predictor that was found to be significant for 

both gender identities and age groups was wishful identification, backing Lim et al.’s idea 

(2020) that “wishful identification is a precursor to fostering PSR” (p. 4), in this case with 

fictional characters (H5a, H7a, H10a, H12a). Although in some analyses either attitudinal 

recognisability or situational recognisability were identified as positive predictors for the 

development of PSR, the impact of recognisability was not consistent. This shows that 

wishful identification seems to mediate the relationship between recognisability and 

parasocial relationship. Therefore, considering that wishful identification is affecting PSR and 

recognisability is influencing WI, recognisability needs to be implemented in order to have 

higher levels of parasocial relationship with the fictional character. Lastly, when considering 

eudaimonic and hedonic entertainment, there were no clear predictors. In fact, for some 

groups (i.e. females and participants aged 30 and above), the only significant predictor of both 

eudaimonic and hedonic entertainment appeared to be wishful identification, proving that the 

enjoyment of a film is mostly based on how much the viewer likes the individual character, 

and how willing they are to imitate said character. However, for the other groups, the 

predictors varied, or there were no significant predictors. These findings suggest that, 

although the impact of age and gender identification on the audience’s engagement with the 

character Stereotypical Barbie and on the enjoyment of the film is clear, making comparisons 

between groups easily understandable, the same does not happen when analysing specifically 

each group with regression analyses. 

 When it comes to the limitations, this study encountered four crucial ones. Firstly, this 

study relied on a relatively small sample (N = 170). This might be due to the length and 

duration of the survey. Moreover, a lot of incomplete responses were registered, which led to 

the reduction of the sample size from N = 320 to N = 170. The low response rate could also be 

attributed to the specific sample criteria that were used to recruit participants. In fact, the 

audience of the movie Barbie mainly consisted of younger females, with 74.6% of the viewers 

being females under the age of 29 (Van Der Meer, 2023, para. 3). However, this study wanted 

to look at the opinion of both females and males who had seen the movie, as well as older 
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people, which made the data collection process significantly more difficult. A second 

limitation, related to the first one, was a difficulty associated to the comparability of the 

different groups of interest. The sample included n = 65 younger females (between 18 and 

29), n = 35 older females (30 and older), n = 39 younger males (between 18 and 29), and n = 

31 older males (30 and older), which unquestionably made it harder to generalise the test 

outcomes. The third limitation pertained to the representativeness of the sample. This could be 

explained by the fact that the movie Barbie was banned in several countries prior to the 

release because of its themes of gender and sexuality (Faguy, 2023, para. 1), which made it 

difficult to obtain a diverse sample and one representative of the population, as people from 

different countries could not participate in the study. Lastly, this study focused specifically on 

one character, stereotypical Barbie, a woman, making it easier for certain participants to relate 

to her. Therefore, this could have played a part in the determination of what factors can 

impact the enjoyment of a woman-centric film. Moreover, the movie Barbie is a western 

product, which could mean that it essentially reflects western notions of femininity and 

feminism, once again making it more difficult for people belonging to different cultural 

backgrounds to relate to the character and, thus, the film. In fact, previous research has shown 

that cultural background significantly influences how people consume media or how they 

interpret it (Croteau & Hoynes, 2018, p. 391). 

 In sum, the results answer the RQ, which was To what extent do character engagement 

factors, gender identification and age group impact people’s enjoyment of a woman-centric 

movie?. The most important takeaways can be summarised in the following three points: 

1) Females, compared to males, score higher when it comes to character engagement 

factors. Therefore, this confirms that females tend to develop stronger relationships 

with fictional characters, especially when the fictional character in examination is 

another woman, as they often see themselves as similar, or because they aspire to be 

like them. 

2) Similarly, younger people (aged 18 to 29) score higher on character engagement 

factors than older people (aged 30 and above). This could, once again, be connected to 

the fact that they see Stereotypical Barbie as more relatable, due to the shared 

demographics. 

3) When it comes to character engagement factors, the main takeaway is that wishful 

identification, or the desire to emulate a character, is a crucial factor for both hedonic 

and eudaimonic entertainment. This suggests that the extent to which viewers see 



 

 45 

themselves in a fictional character is less important than how much they want to 

emulate the character. 

 Therefore, this study showed both societal and scientific relevance. Firstly, when 

considering scientific relevance, it proposed a contribution to fill the research gap on women 

and female fictional characters, as it analysed specifically how female characters in a film 

focused on women’s stories are perceived by the audience. Moreover, it provided more insight 

into how different factors can influence the enjoyment of a film, specifically a woman-centric 

movie, by examining if and how both gender identification and age have an impact on it. 

From a societal point of view, the exploration of different demographic groups and their 

perception of women-centric movies could potentially help writers and producers in 

understanding how to create a more inclusive film industry by assessing what has worked 

with Barbie. Furthermore, the response to this movie could be interesting to see if, in the 

future, it helps in the redefinition of gender roles, and how women are perceived in society. 

 Future research on the topic could include the examination of more characters from 

the film in order to have a deeper understanding of the extent to what character engagement 

factors can impact the enjoyment of a woman-centric movie. Moreover, it would also be 

interesting to focus on other movies, maybe pertaining to a different genre, as Barbie is a 

comedy, because the genre could have affected the way participants feel about the film. 

Therefore, future research could definitely investigate different genres and how the audience 

feels about the stories revolving around women and themes such as feminism. Furthermore, 

even though the study included data regarding the ethnicity and nationality of the respondents, 

it was not used for any analysis. Thus, in the future, it could be interesting to implement 

another perspective, which would include ethnicity or sexual orientation, and how these 

factors intersect with gender when it comes to the enjoyment of a film starring a woman 

protagonist and focusing on the stories of women. 

 In conclusion, the rise of films that features female protagonists and that address 

important topics such as feminism, as seen in Greta Gerwig's trilogy (i.e. Lady Bird, Little 

Women, and Barbie), marks a significant shift in the film industry. In fact, as suggested by the 

Cultivation Theory, these portrayals are crucial for women, as they provide relatable 

characters and situations, allowing them to see themselves represented on screen, but also 

positively influence people’s ideas regarding women in real life. However, it is important that 

these themes become more prevalent in the film industry, as the findings of this study suggest 

that men and older audiences are less familiar with these topics and, therefore, tend to enjoy a 

film like Barbie less. In the future, marketers could try to appeal to different audiences by 
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playing with the hedonic entertainment factor, as the findings also revealed that there was no 

significant main effect for age groups on hedonic entertainment. By producing more movies 

that tackle these issues, there is a potential for a substantial impact on women's roles in 

society, which would help creating a greater understanding and acceptance across all 

demographics. 
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Appendix A – Questionnaire 

 

Dear respondent, Thank you for your interest in this research. I am inviting you to fill in a 

questionnaire for my master’s thesis study at Erasmus University Rotterdam. The purpose of 

this study is to gather insights into what factors might impact the enjoyment of a woman-

centric film, by using the Barbie Movie as a case example. 

 This questionnaire will take approximately 8 minutes to fill in. Please answer each question 

carefully and honestly, I am sincerely interested in your personal opinions. There are no right 

or wrong answers.  

CONFIDENTIALITY OF DATA  

All research data remain completely confidential and are collected in anonymous form. We 

will not be able to identify you. There are no foreseeable risks or discomforts associated with 

participating in this research.  

VOLUNTARY  

If you now decide not to participate in this research, this will not affect you. If you decide to 

cease your cooperation while filling in the questionnaire, this will in no way affect you either. 

You can cease your cooperation without giving reasons. 

 FURTHER INFORMATION 

 If you have any questions or concerns regarding the research, please feel free to send an 

email to barbieaudienceresearch@gmail.com. 

By clicking on ‘I consent’ below, you understand these terms, you freely consent to 

participate, and you state that you are at least 18 years old. 

☐ I consent 

☐ I do not consent 
*Respondents will be sent to the end of the survey if ‘I do not consent’ is selected. 
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Did you watch the movie ‘Barbie’ (2023)? 
 
☐ Yes 
 
☐ No 
 *Respondents will be sent to the end of the survey if ‘No’ is selected. 
 
 
The following questions ask their respondents about media engagement factors. 
 
To what extent do you recognise similarities between you and the character of Barbie? 

Please indicate the extent of your agreement or disagreement with the statements below.  

 
                                  Strongly 

disagree 

Disagree Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Agree Strongly 

agree 

 

I recognise the 

personality traits 

of Barbie as 

traits that I have.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise the 

weaknesses of 

Barbie as 

weaknesses that I 

have.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise 

myself in Barbie.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise the 

strengths of 

Barbie as 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 
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strengths that I 

have.  

 

I recognise the 

behaviours of 

Barbie as 

behaviours that I 

could show. 

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise the 

situations that 

Barbie 

encounters as 

situations that 

could also 

happen to me. 

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise the 

past experiences 

of Barbie as 

similar to my 

past experiences.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise the 

problems that 

Barbie has as the 

problems that I 

could have.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 
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I recognise the 

places, in which I 

see Barbie as the 

places I could be 

in.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise my 

life in the life of 

Barbie. 

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise the 

topics that Barbie 

discusses with 

others as the 

topics I could 

discuss with 

other people in 

my life.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise the 

life changes 

Barbie 

experiences as 

life changes that 

could happen to 

me.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise 

Barbie’s 

approach to life 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 
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as an approach to 

life that I have. 

  

I recognise 

Barbie’s 

opinions about 

what is good and 

bad as opinions I 

have.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise the 

solutions to 

problems of 

Barbie as 

solutions I could 

follow.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise 

Barbie’s 

opinions about 

other people as 

opinions I have.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise the 

thought 

processes before 

decisions of 

Barbie as thought 

processes I have.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 



 

 57 

I recognise 

Barbie’s 

opinions about 

social problems 

as opinions I 

have.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise the 

decisions of 

Barbie as 

decisions that I 

could make.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I recognise the 

reactions to 

stressful 

situations of 

Barbie as 

reactions that I 

could have.  

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

 
 
 
 

To what extent do you wish you could be like the character Barbie? Please indicate the 

extent of your agreement or disagreement with the statements below.  

 Strongly 

disagree 

Somewhat 

disagree 

Neither agree 

nor disagree 

Somewhat 

agree 

Strongly agree 

Barbie is the sort 

of person I want 

to be like myself. 

☐ ☐ ☐ ☐ ☐ 
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I wish I could be 

more like Barbie. 

 

☐ ☐ ☐ ☐ ☐ 

I’d like to do the 

kinds of things 

Barbie does in the 

movie. 

☐ ☐ ☐ ☐ ☐ 

 

How would you describe your relationship with the character Barbie? Please indicate 

the extent of your agreement or disagreement with the statements below.  

 Strongly 

disagree 

Disagree Somewhat 

disagree 

Neither 

agree nor 

disagree 

Somewhat 

agree 

Agree Strongly 

agree 

If Barbie was a 

real person, I 

could have 

disclosed 

negative things 

about myself 

honestly and fully 

(deeply) to her.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

If Barbie was a 

real person, I 

could have 

disclosed a great 

deal of things 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 
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about myself to 

her.  

 

Sometimes, I 

wish I knew what 

Barbie would do 

in my situation.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

If Barbie was a 

real person, I 

could have 

disclosed positive 

things about 

myself honestly 

and fully (deeply) 

to her.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

Sometimes, I 

wish I could ask 

Barbie for advice.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 

I think Barbie 

could be a friend 

of mine.  

 

☐ ☐ ☐ ☐ ☐ ☐ ☐ 
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To what extent did you enjoy the movie ‘Barbie’? Please indicate the extent of your 

agreement or disagreement with the statements below.  

 Strongly 

disagree 

Somewhat 

disagree 

Neither agree 

nor disagree 

Somewhat 

agree 

Strongly 

agree 

It was fun for me to 

watch this movie.  

 

☐ ☐ ☐ ☐ ☐ 

I had a good time 

watching this 

movie.  

 

☐ ☐ ☐ ☐ ☐ 

The movie was 

entertaining.  

 

☐ ☐ ☐ ☐ ☐ 

I found this movie 

to be very 

meaningful.  

 

☐ ☐ ☐ ☐ ☐ 

I was moved by this 

movie.  

 

☐ ☐ ☐ ☐ ☐ 

This movie was 

thought provoking.  

 

☐ ☐ ☐ ☐ ☐ 

This movie will 

stick with me for a 

long time.  

 

☐ ☐ ☐ ☐ ☐ 
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I know I will never 

forget this movie.  

 

☐ ☐ ☐ ☐ ☐ 

This movie left me 

with a lasting 

impression.  

 

☐ ☐ ☐ ☐ ☐ 

I was at the edge of 

my seat while 

watching this 

movie. 

 

☐ ☐ ☐ ☐ ☐ 

This was a heart-

pounding kind of 

movie. 

 

☐ ☐ ☐ ☐ ☐ 

The movie was 

suspenseful. 
☐ ☐ ☐ ☐ ☐ 
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Demographics 

You are almost done! Before completing this questionnaire, we would like to ask you some 

questions about your personal background. 

 

 
To which gender identity do you most identify?  
 
☐ Female 
 
☐ Male 
 
☐ Non-binary 
 
☐ Other 
 

What is your age? (in number) 

 

 

What is your ethnicity? 

☐ White (e.g. German, Irish, English, Italian, Polish, French, etc) 

☐ Latino or Spanish origin (e.g. Mexican or Mexican American, Puerto Rican, Cuban, 

Salvadoran, Dominican, Colombian, etc) 

☐ African American or Black (American) 

☐ African (e.g. South-African, Nigerian, etc.) 

☐ Asian (e.g. Chinese, Filipino, Asian Indian, Vietnamese, Korean, Japanese, etc)  

☐ American Indian or Alaska Native (e.g. Navajo nation, Blackfeet tribe, Mayan, Aztec, 

Native Village or Barrow Inupiat Traditional Government, Nome Eskimo Community, etc) 

☐ Middle Eastern  

☐ Native Hawaiian or Other Pacific Islander (e.g. Native Hawaiian, Samoan, Chamorro, 

Tongan, Fijian, etc) 
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☐ Caribbean 

☐ Some other race, ethnicity or origin  

What is your country of origin? 

Respondents are presented with a list consisting of 195 countries to select from.  

 

What is the highest level of education you have completed? 

☐ Less than highscool 

☐ Highschool diploma 

☐ Bachelor’s degree 

☐ Graduate or professional degree (MA, MS, MBA, PhD, JD, MD, DDS, etc.) 

 

End of survey 

Thank you very much for your participation! Your answers have been saved.  

If you know other people who have seen the film Barbie, please share this survey with them! 

Here's the link: https://erasmusuniversity.eu.qualtrics.com/jfe/form/SV_b0WOPF0BojPhsh0 
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Appendix B – SPSS output 

Two-Way ANOVA 
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Independent Samples T-test 
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Hierarchical regression analysis 
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Hierarchical regression analysis (split files for gender) 
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Hierarchical regression analysis (split files for age) 
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