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Abstract

This dialogue explores the evolving field of emotion research in media use, with Dr.
Karolien Poels sharing her research journey and a recent project focusing on boredom as
a key emotion driving smartphone use. Drawing on Dr. Lisa Feldman Barrett’s theory of
constructed emotion, Dr. Poels reflects on the complex relationship between emotions and

media behavior. As media technology rapidly advances, the conversation also discusses the

1. Yi-Lun Jheng is a researcher in the Department of Training and Education Sciences at the
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impact of Al-driven media on emotional responses and engagement. More importantly, Dr.
Poels highlights key advancements in emotion measurement, including wearable devices
and experience sampling methods, which allow for more ambulatory and ecological emotion
tracking, particularly in the context of social media. These innovations are shaping the future
of emotion research in media psychology. Finally, Dr. Poels offers valuable advice to early-
career scholars, encouraging them to seek out supportive research environments that foster

growth and exploration in this rapidly developing field.

Introduction to Dr. Karolien Poels

Karolien Poels (1978) is a full professor of Strategic Communication and Persuasive
Technologies at the Department of Communication Studies, University of Antwerp, Belgium
and member of the research group MIOS (Media & ICT in Organizations & Society).
Karolien Poels is one of the founders and directors of the Antwerp Social Lab which
focuses on psychophysiological and behavioral methods that capture human interactions in
interpersonal and mediated contexts.

Karolien’s research focuses on the strategic communication of complex societal
challenges that are (partly) shaped within social media and other technology mediated
environments. The role of emotions and how they interact with cognitive processes and
behavior is central to her research, both at the theoretical and methodological level.
Throughout the years Karolien published in top journals in her core research domains:
persuasive communication (Journal of Advertising, International Journal of Advertising,
Journal of Advertising Research), media psychology (Media Psychology, Journal of Media
Psychology), new media and technology (New Media & Society, Cyberpsychology, Behavior
and Social Networking, Computers in Human Behavior, Telematics & Informatics) and health
communication (Journal of Health Communication, Health Communication), as well as more
generic social science/psychology top-journals (Scientific Reports, Personality and Social

Psychology Review) and medical journals (Vaccine, PloS Neglected Tropical Diseases).
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Throughout her career Karolien invested a lot in external service to the broader scientific
field. From 2013-2018 Karolien Poels was selected as a member of the Young Academy of
Flanders, where she volunteered to be a board member, responsible for the area of science
communication. From 2020-2023, Karolien Poels served as the president of NeFCA (the
Netherlands-Flanders Communication Association): https://nefca.eu, the leading academic
organization of communication scholars in the Netherlands and Flanders with 500 members.
From June 2024 onwards, Karolien was elected to take up the role as international liaison
for the Communication Science and Biology division of the International Communication

Association.

KP: Karolien Poels
YLIJ: Yi-Lun Jheng
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YLJ . What initially sparked your interest in studying emotions in the context of media
use? Was there a particular moment or experience that drew you into this line of
research?

KP . Tt actually goes back quite a long way, to when I was still a master’s student. One of
the first courses we took was on persuasive communication, focusing on the basic
models, like dual-process models and similar frameworks. That’s when I was first
introduced to the idea that human behavior isn’t always rational and that people can
be influenced by very subtle cues. I learned that how people feel about something can
significantly shape their behavior and how they can be persuaded. It was during that
time that I became really interested in the role of emotions. Although my master’s
thesis wasn’t specifically about emotions, after graduating and starting work as a
research and teaching assistant, I began reading more deeply into the topic. The more
I read, the more intrigued I became, and that’s ultimately how my PhD research
started to take shape. I was starting my PhD research on emotions in advertising. At
that time, there were groundbreaking studies from neuroscientists working on the
topic of emotions, such as Antonio Damasio” and Joseph LeDoux’ . They discovered
that people actually cannot live or act what we would label as “rational” without
emotions, showing that emotions are deeply intertwined with behavior, especially
when acting for one’s well-being or the greater good. Their work was fascinating, and
I tried to integrate those insights into my research on advertising during my PhD in
the early 2000s. Advertising was my focus because my promoter specialized in that
area, and I was really captivated by the world of advertising and trying to persuade
people. I wanted to inject a solid view on emotions in that domain.

Later, as I was looking for a postdoctoral position, I came across a vacancy

at Eindhoven University of Technology that focused on emotions experienced by

2. Antonio Damasio (1994) Descartes’ Error: Emotion, Reason and the Human Brain. https://www.
goodreads.com/book/show/103867.Descartes_Error

3. Joseph E. LeDoux (1996) The Emotional Brain: The Mysterious Underpinnings of Emotional
Life: https://www.goodreads.com/book/show/780672.The Emotional Brain
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players of video games. It immediately caught my attention because I had been
studying emotions, and games were becoming an emerging research topic in
communication science. What excited me even more was the opportunity to move
from using only questionnaires and surveys to measure emotions, which I had
relied on during my PhD in a traditional social sciences faculty, to working in a real
lab setting. At the game experience lab at Eindhoven University of Technology,
they had a fully equipped lab with tools to measure EDA, heart rate monitors, and
facial EMG, and I had the chance to work with psychologists and engineers who
were experienced in using these more direct methods of measuring emotions. I had
published an overview piece on different ways of measuring emotions in the Journal
of Advertising Research (Poels & Dewitte, 2006), so it felt like a perfect fit. After
spending over two years there, a vacancy focused on strategic communication opened
at the University of Antwerp in a group, and I was lucky to be selected as an assistant
professor. MIOS, the research group I joined was working on important societal
issues like cyberbullying, and I was able to combine my background in persuasive
communication and emotions with this expertise. Together, we started new projects,
integrating our different strengths. Over time, my focus shifted more towards
strategic communication on complex societal issues, still applying my knowledge
of emotions and persuasion. Over time, I also worked on building a lab space at the
University of Antwerp. I began collaborating with colleagues from educational and
training sciences, who shared similar interests, although they focused more on eye-
tracking research. This ongoing collaboration reflects how my research evolves
constantly.

YLJ ! Thank you for sharing your research trajectory. You have had a fascinating
career path, starting in advertising, moving into digital games and emotions,
and then into strategic communication around complex societal issues. In one
of your more recent projects, you have focused on boredom and smartphone

use. Could you tell us more about this project? What drew you to boredom as a
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research topic? Boredom is often perceived as a “low-stakes” emotion compared
to emotions like anger. What made you see it as important and worth exploring?
The boredom project has been a very interesting process. Heidi Vandebosch and |
were asked to write a chapter for the Oxford Handbook of Entertainment Theory”
(edited by Peter Vorderer and Christoph Klimmt), focusing on two negative
emotions, anger and boredom, and how they relate to media use for emotion
regulation (Vandebosch & Poels, 2021). We wanted to explore what happens when
people experience anger or boredom: how they turn to media to change those
emotional states, and what types of media they use. As I started reading about
boredom, I became fascinated by how central it is to daily life and media use. Many
people intuitively link their phone use, streaming habits, or social media scrolling
to moments of boredom—when waiting for a bus or train, sitting in a classroom, or
even at work. Despite its prevalence, there was surprisingly little research directly
connecting boredom to media use.

Earlier studies from the 1980s, especially those based on Zillmann’s mood
management theory, had touched on boredom, mostly comparing it to stress and
looking at media choices like TV programs after work (Bryant & Zillmann, 1984;
Knobloch & Zillmann, 2002). Back then, people had limited access to media during
the day, unlike today’s constant, mobile access. In the current media landscape, it’s
less about managing a long-term mood and more about instantly regulating immediate
emotions like boredom. Very little had been written about this newer context. That’s
why we wrote a conceptual paper, published in the Journal of Media Psychology,
to sketch how we now see boredom in the present day and what this means for
studying it in the context of emotion regulation through media, both theoretically

and methodologically (Poels, et al., 2022). This led us to develop a project proposal,

4.

The Oxford Handbook of Entertainment Theory: https://global.oup.com/academic/product/the-
oxford-handbook-of-entertainment-theory-9780190072216?cc=be&lang=en&#
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and it was funded by the FWO (Research Foundation Flanders), which is a Flemish
scientific grant institution. We are measuring different types of boredom and
observing what kind of media content people choose to regulate their emotional state.
We also conducted an innovative field study, where participants wore an Empatica
wristband that captured EDA signals, and received pop-up messages every time they
picked up their phone asking how they were feeling, including if they were bored.
We followed participants for three full days and, using the Screenomics app, captured
screenshots of their phone activity. This allowed us to link physiological data, self-
reported emotions, and actual media use to better understand how boredom drives
media behaviors, what content they choose, and how it affects their emotional state
over time. We just analyzed the data and I can already reveal that 30% of phone
pickups were related to boredom, which is a significant proportion.

YLJ | Thank you for sharing this fascinating project. In terms of emotions and
behavioral outcomes, some research in the educational domain suggests
that negative emotions, like anxiety, can impair learning (e.g., lower math
performance), while other studies propose that negative emotions may actually
facilitate learning. In the context of media use, how do affect influence how
users engage with media, select content, or process information, based on your
research or others in this field?

KP : That’s a good question, and also a difficult one because it’s quite complicated. You
have valence and arousal levels that vary throughout the day depending on people’s
emotional state. For example, boredom is typically low in arousal and mildly
negative in valence, but it can also present as high arousal—for instance, when you’re
overwhelmed by an activity, you can become bored with it too. It really depends on
the context. I think it’s mostly about trying to restore an optimal level of both valence
and arousal. This is where emotion regulation through media comes in, like watching
humorous videos to feel happier or more relaxed after a busy, overwhelming day.

But it also depends on your available mental resources: when you’re mentally
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fatigued, you might gravitate towards different kinds of media compared to when
you’re fully replenished. For example, if you’re tired, you might prefer lighter
entertainment, whereas if you feel energized, you might engage with something
more cognitively demanding like an interesting documentary or a learning activity.
People’s needs also shift throughout the day; if you have a high social need at a
certain moment, you might start chatting with friends or messaging others to fulfill
that sense of connection. In that way, media use also ties into intrinsic motivations
like competence, autonomy, and relatedness, following ideas from self-determination
theory.

Although I’'m still very interested in finding the link between specific emotions
and specific behaviors—Ilike anger leading to expressive behavior, or fear leading to
seeking safety and group affiliation—I’m increasingly influenced by Lisa Feldman
Barrett’s theory of constructed emotion (Barrett, 2017). Her work suggests there
isn’t a universal way people experience emotions; instead, emotions are constructed
based on prior experiences, context, and culture. So what we call “anger” or
“fear” might vary significantly between individuals. This would explain why, as
communication scientists, we often struggle to find direct, consistent links between
specific emotions and specific media behaviors or outcomes. According to Barrett’s
theory, physiological states are interpreted and labeled based on prior experiences
and cultural background, and although on average they form prototypical emotions
like fear, anger, joy, or hope, there is a huge amount of individual variability. Because
of that, it’s hard to establish one-to-one causal relationships between an emotion and
a behavior. I believe there’s a lot of potential for additional research applying the
theory of constructed emotion to communication science, especially in understanding
how prior experience and cultural factors shape emotional responses to media,
persuasive messages, health communications, or political messages. To bring it back
to core affect—focusing on dimensions like arousal and valence—we can continue

exploring how these physiological elements translate into different outcomes, even
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if the emotional labels and behaviors vary across individuals. So, it might be not a
perfect or simple answer, but it reflects the complexity of the topic.

Back in 2006, you published a comprehensive review of two decades of emotion
measurement in advertising. Since then, we’ve seen rapid technological
advances. How has emotion measurement evolved over the years, and what
trends do you see shaping its future across fields like advertising, media use, and
communication?

That’s a really interesting question because I think right now we are at a stage where
we recognize the need to optimize how we measure emotions, meaning capturing
emotions at the exact moment they occur. Ideally, this would happen continuously
throughout the day across a large, diverse group of participants, because there is so
much individual variation. If you have a specific research question, it is best to track
more than one measurement point per individual, following them over longer periods
and gathering multiple instances of both the emotional state as the independent
variable and the outcome behaviors. With the technological advancements we
have today, such as wearable devices that are becoming increasingly accessible
and affordable, this is more feasible than ever. While we’re not completely there
yet, we’re closer than ever before, especially with technological progress in data
collection and processing. This shift aligns well with new insights in emotion
theory, such as the theory of constructed emotions. To fully test this theory, these
types of measurements are essential. I think this convergence of theoretical and
methodological advances could lead to fascinating new insights into emotions in the
coming years.

There is a lot of potential in studying emotions through social media. On one
hand, we have the opportunity for more ambulatory measurement of emotions using
ecological momentary assessments or experience sampling methods. On the other
hand, the use of social media data, like sentiment analysis, offers an exciting avenue

of exploration. For example, if you want to investigate whether a person’s prior

& 9
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experiences influence how they react to specific stimuli on social media—whether
it’s a regular post or a campaign—you can trace what type of content they’ve been
exposed to before or what they’ve posted themselves. You can assess whether that
content is more positive or negative, as well as its emotional valence and arousal.
Understanding the context in which a person has been operating could help determine
how that affects their emotional reactions to specific media contents. Thanks to new
technologies, we can now, at least theoretically, better take these factors into account
than ever before.

The media landscape has evolved significantly, with Al now playing a central
role in how we interact with content. As Al-generated media becomes
increasingly sophisticated, how do you think the design of artificial agents (e.g.,
chatbots, Al-driven advertisements) could influence our emotional responses
and engagement with media?

There are frameworks that have been around for quite some time to study how
people interact with computers. This started in the 1980s when people first began
using personal computers. One key piece of work from that era is the book The
Media Equation by Reeves and Nass’. They showed that, on an emotional level,
people often react to computers and systems the same way they would toward real
humans. For instance, back in the *80s, if people were told they were interacting with
a “male” computer, they would display more stereotypical behavior toward it as if
it were a male person. The same applies for a “female” computer. Over time, this
line of research expanded to more sophisticated technologies like agents, avatars,
and chatbots, and the same principle still holds: when people are interacting with a
machine, their emotional reactions can mirror those they would have toward a human.

This applies to both verbal and nonverbal behavior, as well as social interactions.

5. Byron Reeves and Clifford Nass (1996). The media equation: How people treat

computers, television, and new media like real people and places. https://www.
goodreads.com/book/show/615301.The Media Equation?from_search=true&from__
srp=true&qid=RTtpQ3g279&rank=1
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But the dynamic changes when people consciously consider they are interacting
with a system. If they suddenly become aware that it’s just a machine, it can “break
the spell”. So if you have a very good conversation, an intimate conversation with
a chatbot, and then you noticed, ah, this is just a computer, it can become very
frustrating, or it can leave people confused. The same can happen if people already
know that they are interacting with a machine from the start. This prior knowledge
can influence the conversation, making them more skeptical and causing them to
behave differently. They’ll likely experience different emotions because they’re
aware the interaction isn’t with a real person. So yes, Al-based systems can definitely
create emotional experiences that are just as intense and authentic as those with real
human-to-human interactions. However, the complexity arises because people’s
prior experiences, knowledge, the context and individual differences all play a role.
Someone who is skeptical of these systems, or who has had a bad experience with
one, will likely react differently than someone who is open to such interactions and
has had positive experiences.

YLJ . Looking ahead, what do you see as the most exciting or critical directions for
future research on emotion in media studies?

KP : It actually ties back to what I was mentioning earlier. I think one of the most exciting
directions for future research is the ongoing methodological advancements. Right
now, the field is evolving towards much more complex designs where we follow
individuals over longer periods, capturing more fine-grained insights into both their
media use and their emotional states. This involves combining direct physiological
measurements with experience sampling methods, asking people about their feelings
at multiple moments. I believe this richer data collection will allow us to paint a
fuller, more nuanced picture of emotional experiences and media interactions. At the
same time, these methods are not only useful for observational studies but can also
be applied to evaluate the effectiveness of persuasive communication strategies and

interventions, particularly in health communication. This could lead to more targeted
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and meaningful insights that were harder to achieve with older methods.

Through working on the TOP project’ , which you were also involved in, I also
became very interested in epistemic emotions, such as curiosity and interest, and how
these emotions contribute to meaning-making processes. These deeper emotional
responses can be crucial for helping people reach new insights on their own, which
may feel much more meaningful and lasting compared to traditional persuasion
techniques. For example, in your recent study on debunking misinformation (Jheng
et al., 2025), we saw that narratives intended to correct vaccine skepticism could
sometimes backfire. People who already held strong beliefs tended to perceive the
messaging as too obvious or manipulative, resisting its intent. This illustrates that
simply applying strategic communication techniques that work in one context may
not be enough. People’s beliefs are often deeply rooted, and they can recognize
and resist strategies they perceive as manipulative. This is why I believe that
fostering epistemic emotions, by creating experiences where individuals genuinely
discover new, meaningful insights for themselves, could be key to having a more
enduring impact. It could change how people view the world, how they interact with
information, and ultimately, how they behave.

What advice would you give to early-career researchers exploring emotions in
media environments, especially given the rapid changes in technology?

I think it’s really important to find a good team or an established research group to
work in. There is so much happening in the field, with so many fascinating topics,
that it can be very easy to get lost without the right environment. A good research
group gives you a space where you can have stimulating discussions, follow exciting

work, and stay connected to new developments.

A Tale of Two Processes: the dynamic interplay between emotion and cognition when

learning from texts: https://books.google.co.uk/books/about/A_Tale of Two Processes.%20
html?1d=KCaj0QEACAAJ&redir_esc=y
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At the same time, especially if you’re writing a PhD, you also need to limit
yourself to a specific topic. A supportive environment can help you find that balance
—Iletting you develop your own focused line of research while still giving you the
freedom to explore related interests that will be valuable later in your career. You get
a lot of input and inspiration, but you also have the support to keep your feet on the
ground and work steadily on your own studies.

So, I would say a good research environment is key. Not as an end goal in itself,
but as a means to enrich your thinking, broaden your horizons, and still help you

maintain a clear direction for your personal research journey.

Bt AL 50 (2026) 1-26



14 | SIS
References

Barrett, L. F. (2017). How emotions are made: The secret life of the brain. New York:
Houghton Mifflin Harcourt.

Bryant, J., & Zillmann, D. (1984). Using television to alleviate boredom and stress:
Selective exposure as a function of induced excitational states. Journal of
Broadcasting, 28(1), 1-20. https://doi.org/10.1080/08838158409386511

Jheng, Y. L., Van de Cruys, S., De Brabandere, L., Maertens, K., & Poels, K. (2025).
Strategies to correct vaccine misinformation on social media for pregnant women
and the impact of vaccine skepticism. Scientific Reports, 15(1), 15216. https://doi.
org/10.1038/s41598-025-98709-2

Knobloch, S., & Zillmann, D. (2002). Mood management via the digital jukebox. Journal of
Communication, 52(2), 351-366. https://doi.org/10.1111/j.1460-2466.2002.tb02549.x

Poels, K., & Dewitte, S. (2006). How to capture the heart? Reviewing 20 years of emotion
measurement in advertising. Journal of Advertising Research, 46(1), 18-37. https://
doi.org/10.2501/S0021849906060041

Poels, K., Rudnicki, K., & Vandebosch, H. (2022). The media psychology of boredom
and mobile media use: Theoretical and methodological innovations. Journal of
Media Psychology: Theories, Methods, and Applications, 34(2), 113—125. https://doi.
org/10.1027/1864-1105/a000340

Vandebosch, H., & Poels, K. (2021). Cooling down or charging up?: Engagement with
aggressive entertainment contents as an emotion regulation strategy of boredom and
anger. In P. Vorderer & C. Klimmt (Eds.), The Oxford handbook of entertainment
theory (pp. 479-497). Oxford University Press.

BEtL AL 50 (2026) 1-26


https://doi.org/10.1038/s41598-025-98709-2
https://doi.org/10.1038/s41598-025-98709-2
https://doi.org/10.1027/1864-1105/a000340
https://doi.org/10.1027/1864-1105/a000340

HEEtRIAREE
Bk S TR
WA E HIARES R RIS BT ST © AT AR 7T TR IR 1A 48 S i

The role of emotions in media use: Innovative methods for
capturing emotional responses

Discussants: Dr. Karolien Poels ~ ER{&fm 1
Editor: Bi1Af 8L
Time: April 22, 2025

Dr. Karolien Poels  Dr. Yi-Lun Jheng

R

AR TR FR IR A8 0 S8 1 P R4 Hh R T 24 B3 g » Karolien Poels 1857
TR FURERR o MR BAR) —IEBF SR A 0 axat ST TRt — RS
# o DRaT H A BEEh B Z B TR AYRE A o Poels 19152 %] Lisa Feldman Barrett {81 fifT42
e TSR RS B RRIB A BRI AT 2 2 SRR R RE AT BRI % o
P RS AT ) R AR T - SRR A 2 N TR R BB A 0 ] 1 A o e AL A
S BT Ry o IEAL 0 Poels 17N REA R I E T AN E KR - fiEr oA EEE

7. ERtamIE L A LERIR 2 RS R BE R 2B A TFE A o Email: Yi-Lun

Jheng@uantwerpen.be

Bt AL 50 (2026) 1-26

15



16

Lk e

REBRMERTRSF B EAT 1% - fEWPFEE 1S LUE RS SR A MAE H & 2L T IS 5 R O R
st JUHRAEARHE A @R - ‘E T iRS: LIVART » BRI A OB AR
RIS TRV EE R © B f% > Poels 1AW A G% FIRAUATZEE - 1R ALE B A=
a0 GBI =R B ST AR B R AU SR IR FL R BT » DAIKI B AL 2k 328 Fre T
FLIAI, o

Dr. Karolien Poels {14143

Karolien Poels J2 LRI 22 R 72K 22 R 52 2 A (R SRR IR K2 2 TE 240 » 7
7y VRSB A AN R A A A & ) AFFEEIK (Media & ICT in Organizations &
Society, MIOS) &8 o it 224+t G EBE= (Antwerp Social Lab) 3 [F &l 5
NEEREEHE A ZEREZ8 0BT TR ARG BE A
T4 o

Karolien Poels AHFFE & G850 A1 BEGE RS S HA BB BB b o S & Bk
B A (SRR SR il LA I B A A B RR R AR ~ 1T 2 AH B F 2 Bl L7 TR
HIRR o ZHK > WM ZOBERNTHRFEREZEXE  WEHRR
E8% (40 (Journal of Advertising) - (International Journal of Advertising) -
{Journal of Advertising Research) ) ~ #{AE.0HHE (40 © (Media Psychology) »
{Journal of Media Psychology) ) ~ ¥rifEagEiRlsE (41 : (New Media & Society) -
{Cyberpsychology, Behavior and Social Networking) -~ {Computers in Human
Behavior) ~ (Telematics & Informatics) ) AR {#FEERE (41 : (Journal of Health
Communication) °® ¢{Health Communication) )  [t4b @ @i th 8 it &2 [0
ML AEREAT] (40 ¢ (Scientific Reports) ~ {Personality and Social Psychology
Review) ) MEEEHAT] (40 : (Vaccine) - {PloS Neglected Tropical Diseases) ) 3%
RAFFLRR ©

Karolien Poels 7R et ELRHE2 AL BERUARES LA o 4% 2013 4228 2018 AR » 4
BRI H 22 E (Young Academy of Flanders) Ji(E - ilfi H FE{E (TS
B EEEAL 2 ERRAHR TS o 1R 2020 £ 2023 4F 0 WG (T B0 B AT R A2

BEtL AL 50 (2026) 1-26



HEERIEREE 17

(NeFCA, Netherlands-Flanders Communication Association. https://nefca.eu) & > #%
S G Z 17 T Lo AT PR T 1t B ) (R B Sl A 0 WA 500 A o B 2024
4 6 Hitt b Karolien E{F R [Z{EHEE & (International Communication Association) {8
TR EEY) S G R FRERAS A o

KP: Karolien Poels
YLJ: Yi-Lun Jheng

Bt AL 50 (2026) 1-26



18

BT S

YLJ o SRS PR A G O P AR A5 v 5 A i e 2 BLRD 2 J2 15 A B R (e (e

KP :

RDE £ A i FE sy 1) ?

VIR DUB R B B E AR o B RIERME T — P50 AR % 1 3R
2o REANEFEN A AR AT filan - BERRER (dual-process
models) 5§ o ARZIREE— TR T NBAT 2 A2 IR E—8E 0 th
FRYGER MR N\ AT BE & 32 2| — Lopfi HANTU ISR R 2 - IREGE > 1A RK3ZRE
AT RREL > W A — AR S AR IRA R E w2 IEREARBR A
TEHBAEE N EAT 2P I EAY A 0 EATREREER o BEIRTRAVRE L5 Sl
ARDUESE 2 0 (7R BRERIE AT TT B R B BIR - FRBHAG B PR A B
FHBASCRR » BEFHAR R B S BLE % - IRAE(ERE AR E R - AL T
A S TRl ——DUB S RIS S 2 TR0 o BN o AR EIEI B T —
LERABIMERIRIFFE © 52 Antonio Damasio® {1 Joseph LeDoux’ Y T » fh{f s
NMEB IR Z B EEN N IE TSRS T Pk - #8n
TERE BT R B AR R JUH R AR S B E ARG HE A H R 2 A DR IR ©
BT AR RS2 RS o R E RALE 2000 FARYHMGE IR - iE Lt
] LR A TR B S A FE T o 2 PR DABEIR B S (E At oE Tl > — 77 2 R AT
FRE B ERFRULEE > 55— A2 E CHESEHRRRKE R  THEE
AR AR AL » A EREAE S E I 5 | A —ERERGE B -

WEZ - FIE T R 5 B RS R IR - T R IR IR AL
SRR RN AU G o S8 RN RIS BEIRAIRBATE: - NI —EBUTR BT
Fe 0 T VRN ERRFIERRIEEE o B SRR R —EERT R TT T 1A 2
TELEH)Z o 78 G I s A B & S h 91 A Rl 3= ST R A o 2 AR 1 4
AR A 7715 B A B IR o BT R IRAIR o 1R 25 AR
s EREEM  RANEEEED - OREENZSE L E R F S 0 WA
GELOMBREL TR &1F - MM e S E IR 7E EC R TEENL

8.
9.

Anténio Damasio (1994) (FH-REIVEEER @ IH4AE ~ BRIEEL ) EARHS)
Joseph E. LeDoux (1996) {A§H A 15—RLO R BRI

BEtL AL 50 (2026) 1-26



YLJ :

KP :

HEEt RIRREE

B o BREFA LY (Journal of Advertising Research) HAT| F¥3R T —&Hat
BRI RETTIEER I SCE (Poels & Dewitte, 2006) » [KlHtEf7 TAFEATRAY
R R R IEH AN o TR TE 1R o AR 2R KRR A — (A
B A (R R TR A e~ FRAR 52 8t A sk B 2 B FR B RFTINAK) MIOS Bif5E
FEIRKRBA T — Lo AU a0 4 HERR AR o TR R IR SR LS A I FT 7T
) E S EE > BEKHAMBERMAS - L FEGRBHITTEEE o BER R -
FRAVRIFFE FRRG 2 W ) (SR RN - R A APk 0 & - (R RR A P 3R
TENE A B IR 7T T AT 218 » BALLIFHRTE RSB 7 — W& =22
i FAYAR B A BRI RH2EIR [RI R S0 - BRI B R IR B HERT T -
BIRFERTFEIGER FAFFZ A - EBRFFEN G LRI IRV RERR 2
e 3 Ry ] A e 2 B e 11 o
e A o7 AR IR EAIBIE B R IERERA RS » TR B2 2 B e SR L
MBETE o R AP RN SR P R RI o ) A —IANEIERT R
TR TR H5aR BV SR TR - REA R E AT TERTE ? RAHER
SUERE TR FEZEE 1 2 R 2% B A S AN LE - TR0 f00a
BiR—R TEmEBE) AN o R A BRI ATR TR R R 2
EIHRAR TR MR ER —HIEE ABERE o ERIRE Heidi
Vandebosch 181523 % (A-EALEH T M) ' (H Peter Vorderer 1 Christoph
Klimmt F47) #E5—5a - BRI & 5 A —— e B DU B
S e BEL Y HEL{SE P P 175 S o B E AR B G o FRAM AR SAREE N R E B A B R
IF o IS A A EEIE DL o AAPTAn] 225 28 R R SO A Sl i st 7 S A A R RE > DUR A
AR (EFVELELEAE (Vandebosch & Poels, 2021) o & TR 4R Bl all B X SR I L
RRIRE » FRBFETE HH S R AR O aREIFE - F2 NGgERME
R B O R T~ BB R e B AL R A AT A o BRI 5 R
B Bl - FAHEBOKE ~ REAEM - EERE TFRED o S SEEE
(HEIDN) A aE o A P EOREE A /) B AF 5T B R e I B L (5 FH g S
K o

10.

(A ERYRA LA G T - https:/global.oup.com/academic/product/the-oxford-handbook-of-

entertainment-theory-9780190072216?cc=be&lang=en&#
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FHARIIIZE > R 1980 4RI Zillmann B1F 4855 PRI 56 & JL ARV BT 9T
(Bryant & Zillmann, 1984; Knobloch & Zillmann, 2002) > S ¥Eataa [H#HI >
B2 2R TER ) ATERE: - W A MR T OE A LRSI - 40 1 Ik
EERMEH o Hiki NPt n g8 AR o B R R RS AR RE 8 ARy
TBEIBOAARE > 415 SRR 2% TR RIMESE » 2 RIIRHE 6 R
ThgE (o fEI) o AT > AEUERT RIS ST N o AHBRABTIE A EH AR D o [RIE
RIMEE BN CE (Poels, et al., 2022) » R (G OBELITI)
(Journal of Media Psychology) @ STEZJ#IFME TN EERE g
fige o W PRRT AR GRS CE A o IR SRR ET RV BEER BL 7T TR RN o TEE R S ER A
PR L FRAMEEN T —IEFIEEE 0 MRV ER LA R B2 TS
(Research Foundation—Flanders, FWO) HJE&B) o fEEFZEEFE » FRIMBEIEA
(RS ) S it B 2 A AP & B 1R IR LL A N A SRR B B LRI & - SR T
T —IEBHTHY HEF A ST 0 RS2 B AL EL Empatica TR 0 FEILINEE KB BB TS
# (EDA) #5% > HEMMEZEFER  Rmgpk —REUE » SRE THIE
MERRE - RG2S RKEN D - FRAMZEIT 2 = RAVEHE > WifEA Screenomics
JERARABHC R A EE o HEREtRER B E R - BIREWMAIIEAEREE - Bl
BIRGAE R T RS o Em TR TR AT SREN R E AT 2 ~ BN
DOEE o DURE S F AT A A0 (T B IRE RS SO M RO 15 45 AR RE o B AT o A R
SERE R AT > FROTLUE R —(E0)20 385 W2 30% MFMERTAM TE

W AR SR EIER REE R LRSI o

RS o A IR A BRI TR o SREIDGAE BT 245 » E80s k-

—Septsesa o BRAE S BRI A ] RE G RS ERBL (B - B AR

i) 5 2 AW > ANEAE A DR Te A £ o TR L E H IR 4%

W IRPBIEA B s A B2 AIBIETE > BE Al 2 A B L B 7 5K

AR &R PR RN 2

A —ERFHRE B ARKRE S EE - KB E RN o BEREE

BEE — R EI R R R A R o e BB EAEMYE (valence) BLMEFE
(arousal) > LA THEHNY Zf] > E%H G0R 2 EMGE « S A Mg - HA
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IRF 17, FT Ak 2 B s MAREARRE——LE 778 > B RO TS B B S I A 28 R > AT
RER RS B e B E - S H A BAE SR o Bal A BB M Erad
ERIE—FE TSRS - TE(E M & MEE R B IS A - s (2
HEAE B AR BT TR AT A EE S A o BROIARER » TEAR R BT HLA R ST — K
% A \GEBBIEMME R RGO » AN S8 E FOMER
LR BIRME AR o ATRE S BB NHGRR I REENE | TiE
TRAE I FEiiiig o SEF e R o B - FEE LA AN 2k
I ARG HIACER 7 B2 B RS E) o thAh - NMFE SR & e R ERL - B AR
i85 ZIVRIE KA AZFE 3K > AT AR & F BB AR I R B EEUR, » 8 (i 2 Bl N 2
MRS WEMmAERE SRS EhENTEEAR W 5B B
TG B2 B RPVEME (Self-Determination Theory) HZLELER o
B R FAT SR BT E I 4 LR B AT A 2 [ ) LA TR R LB » g 1B AT
REZLEQAMIAT 2 ~ RUERTRERE RS N Mok 2 2 B RS IR - (HRth sz 2|
Lisa Feldman Barrett fY) ME&EEMEMG ) (Barrett, 2017) FYRSZE > @AIHTSE
FaH o ANMBEERIS 48 i 77 2N Rt — B MR - 15 4 R AR TR I A A 1R A
B~ DB ELSR AT R R o (R o FRIMARARRR) TERL =k TRUE) o 7
AFEAE 2 R RE AR KN Z R » S hAE MR A (T B /E AR 22 » TRIKS
B DU B R R I A B RS O AT A SUR 0 B H— B S o iR
1% Barrett (9GR » ARYAEBHR AR 2 M8 KB UL B RO Bl i 4
) > BESRERBETN S 0 a SIS A G A — e B R K o il o TRMES -
MERy ~ TER) B TR FRAESE  EEEHER LEEEEE
o FERIL o alERRE I 4 R T A — W — R SRR % B R
MHE RIEERY o TRaBy > TIEAEMEER) AR 2R At —(EMR B ) B ER
WA o A B BRI RS A AR AR B T = R R R N~ A
ARERE ~ R EE ) R BOATHE A S R IS 4 R IE o B REREIRLESE (core
affect) FUMER: > 7RENR AR MGG AR FE BB MR S W (B 4R - B ml R R a
S A i BT L A R FI AT 245 51 B S e B A iR B T AR R
M2 o fE BT A2 — M B AR A 28 - (A FREE 2 o BB S il 22 (e
AR MENE
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FENGAE 2006 AEPER R AR RIS o [w]RE v S2 vh AR A B A T R
Tt o ML 2 BRI A - B R  aa S A AR A A BT TR i 2 LA
WIRLL: 3t BRI A I EAE RS B AR Y ~ LA PR RMER S5 SR AR AR 3 e 2
A EIEE A FERE > FRE3 AT H AT E R —ERE SRS B > BRI
A B R BAE IR AR A 7T X 2 AR TG A 3 A AU E T RIIFHMIE &
i HAEBARIR LS » SR EZ 2R AR - HIRERE ~ BSHRMERRAR
#F 0 RS 2 M REMERKT o BRARENMIIRE » RIHERNER
BRI Z i T2 BHIE > REFRZEMM - 36U 2 RIVIE 4R AR

(MEA BE2IH) BABEITR - BEEBLS RIS » Bl @ sra(SE B e E
BHREUGT ~ ErtERR > SRR DUEERAT - sERTRMR R e 22
FIFAEAREE - (HAHELIB L > MO HAR 7 0 JUHZ R E R R Bl i
BT 77 Y 28R o SRR 3SR AL BB A BRam AURT A /R (B4 © 1548 R B )
FH LI » 7 22 E I B s S e > s 2B RE S AR RIS ~ RIS 77 5K o

Ay 0 e R P G B S TR S REE o A AE A IR AT FE A R RTA B ©

UEA - B FE AL B A A B A AR L A IR R > — 5 > 3R

] LU A= REB#IRE 5T (ecological momentary assessments) BRASER AR S

(experience sampling methods) ZEAT B R H & AETERIEAEEHE ; 55—
AT REERE P RUER o 4l L IBRKEE S 0 #T (sentiment analysis) > 72—
JEE L NBELERERRTT A BHIRES  FRER—EANBEERRE S g E
fthFsn ey (B AL AR AR ERVRFE NS > ke — MRS E S SN - Al DUEHE
M SE AT R E IR LE N ST EE G T IIRLERG S o I E— P i iE L A Y
ThsER > HASRENE (Emsiam) BBGHEER - EiRE%E RS > A8
TR P B T A B AL AP S T S A P R ) I 4 B B 2 AMRT T R © A RE T o L
Beflery 3 g > 5| DEMHGREE o s A S LR RWAEL & o
HARAR > PLRIBRBEACIE ¥ EORESE - N R SEIRM B BB 755
PHER R S At o BEE N TR SRS N A H AR - BB 2T
N LSBT o (B - WEREEER A ~ N LR SREEEY) o wREd
S R BRAMIRIG 4 R PRS2 BT 2 2
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KP AP 2 FAERA LT CHER - ARETFE A MM EL RS B8 » %2
Htrei B LE MR 1980 F48 0 thmt 2 A B 45 6 HI 18 N RS AR o
Horh— R4S i/ 5 0 2 Reeves fil Nass ilT# ) (A% REH) (The Media
Equation) "' —3 - MMEEB] 0 ENEREE L NP EEAGNKE 13
ERBIFE NS - 1 80 FRIERF > HETzalEMmMEERE 8 15
M) EASEE) > MRt E R BN ZIRENRAT 2 E | B ER T4
P BAS O AIERITHAFERT R o BEERHINTED > ETFTARASIE =
SEIRHERIRIE o BN SRR A GBI REES A 0 AT H A O R BT
A E MBS BB - FEAE S RS R B i 6 E N A AR L - 25 AR
KAMERBUNGE S B8 FEEIEE ST A ) - 28 — B A=
FHCHERER AR BN S OB EeELRLE  AREEE

TBRIREDURRIBETR ) BBBIGER  E IREIR A NEEAT —BARIRA - &
EHERNEARGE > AIRAER T SHEHR B RS - AREEE A
REFE N RKE T > EEREARR > FERH - A RAM — Bl st E B S0
etds o MRT 2R A FANE > ATREE B A ~ OREE > BRI ZARBIE
MEIE o R MR E A2 — R E AR EE) It - 8E2A N TR S MERE
Al i BE N B EhRIAR RSN A8 B RIS A REER - (HH AR AVEEMEE R @ A M
TERVAEEE ~ MIFET R IRRARAS AR 5 - B GBS L BNEA S E
BEHEH AN AR sl A QMBI - BRI E B
FRFHATAEE ~ HAEMARE - HREEEEIAARE -

YLJ @ JRERA > BERE AR I o BRSNS A TR & N\ Y14 el 5
HIFEIR T 1 2

KP | EHEBICAHENNINEAR o Tz RAEWHFH RS ABER A — 0 6l
SR TTTARIRHE D o HAT > 25 (8 s w1 8 B 2 MR T it 8 e
AR R R A A S - AR ARkt LA 5 At (P O S A8 o PR AT 2% BB SRR > 7
AHAS 7 EE R AR DU AR RS o 75 28Ry [ Rl st 5 52 AR

11, |B&EEERAIERR | SO H hfy &5 3 & HUH #f) o Byron Reeves and Clifford Nass
(1996) (HEHGZER] @ MMz AHEARF B NE R — BB RS ~ BAMHTEE) https:/
www.goodreads.com/book/show/615301.The Media Equation?from_search=true&from

srp=true&qid=RTtpQ3g279&rank=1
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52 o TS - i E EE BRI T SRE R BRI E 5248 ~ th s AR
H N FIRTB A8 RS R s (RS BB REK o 25 LE 77 IR AVE B N2 e T > tha] 1
AP P AR VAV A R P78 2 RS B/ AR R RCR - A5 112 A M R (R R ) QR
A B R H B BB R TR P BT 72T B > T S R DU e T 15
DIEHIH] -

AR 2 BB TOP 5H3E"” > Y THIMES)  (epistemic
emotions) tAEAMARRYEER - BZLFADERIER > EMEAMEBERE
AR E YRR o EE R RERE  BIRE IR B 17 E AR R AR SR E
o TE R EEL AR IRE R - RERME DA  fEIRE
SRR RS i PR A T RSB RITER (Jheng et al., 2025) - FRF3EHR
Bl DARCEE TR IR B BAH B R SRR LN - AR A REE S H A 0 R RIE
BIRBRERER A RS TR SR E R @ NE A B0 A R
I EEZEPUE - 8 BN B A T R S A AR I 052 PP A R SR M (AR
il > RADAEZR o NMFRESEAARGEHE > HRE R R eS8 BA
PIERERIGUR o IR > BER A E R A B AIRRIE R - RAMTH E A
BT ANBLE SRAVERE - R ACER BN E - B AMERESE AR TS
HRlUEEE - RAERESEMMIEIATS o
A BN PR TR PR 3R - BHRRIB G IR R O DS Sarh R 2
WL TERNBIETEE - e TRk 2
BB Z B — A @ FHHIEEX - s A —E AR W TR R AR RS SN EE 2 o Z5 fIA RIS
A - TEZIT > WS ANHEBNBEE > FEERIER T HRA
BHERREESIEHESE  REZENRKTTE o — L FIFTFEEK - AR
TElEm A o EAEMER DS o SRIRE AT R N IREE RO TELAE -
[l R AR BT 2l 3

PAM > AR AR I Lam S e - EREEGEER A R A
AR o FARRIIT 7R BRI RE R B R AE IR R LR SR R B P ——— 77

I 48 BRI RS © SCANER T ) &8 B 3 25 iy U H 8 o https://books.google.co.uk/books/

about/A_Tale of Two_ Processes. html?id=KCaj0QEACAAJ&redir_esc=y
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