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EXTENDED ABSTRACT
The study highlights an emerging market – the life history 

business – which enables people to preserve individual and family 
memory. These services are developing as their target clientele – the 
elderly and the baby boomers – are becoming aware of their own 
death and that of their close friends and family. It must be noted that 
there are two different types of biographic services: guidance ser-
vices relating to learning methods and know-how, and co-production 
services involving the services of a personal historian who constructs 
the biography based on discussions with the consumer. The aim of 
this research is to test the influence that legacy motivations and their 
antecedents have on writing behavior and consumer intention to par-
take in these biographical services.

Our reflection and past research led us to specify the motiva-
tions and antecedents to the writing of an autobiography. Six motiva-
tions are specified and measured: Flattering the ego (the willingness 
of the individual to make known certain aspects of his/her person 
and life course) ; Mending the ego (the individual feels the need to 
go over a period of his/her past in order to unburden him/herself) 
; Sharing (willingness to exchange and the search for interaction); 
Being remembered (the issue of being remembered by family and 
friends after death); Transmitting (transmission, often to the young-
est members of the family, of elements or facts the individual deems 
important), and  Bearing witness (desire to preserve some elements 
from generation to generation, the life story heritage). The two ante-
cedents for legacy writing refer to the concepts of reminiscence that 
contribute to identity construction (reminder of the autobiographical 

memory, the pleasure of looking back over ones past) and of gen-
erativity that contributes to identity preservation (the desire to sym-
bolically extend existence beyond death, and worries about future 
generations). 

The models to be tested take into account all of the hypotheses 
that cover antecedents, legacy writing motivations and behavioral 
intentions (table 1). We used measuring instruments that had been 
tested previously and validated in the literature: the Life-Story Writ-
ing Motivations Scale (Guillemot and Urien 2010), the Reminiscence 
Functions Scale (RFS – Webster 1997) and the Loyola Generative 
Scale (LGS – McAdams and de StAubin 1992, adapted by Urien and 
Kilbourne 2011). We measure intent to consume biographic services 
by using concrete and unique mono-item measurements representing 
guidance and co-production services. Data were collected in France 
on a sample of 392 people aged between 60 and 92 years and pro-
cessed with Structural Equation Modeling.

Our study empirically confirms: 
(a) Firstly that these motivations are based on the capacity for 

structured reminiscence (the individual uses his/her past to crystal-
lize important dimensions of the person and to confront existential 
questions about the end of life) and a direction towards the next gen-
eration (which is based on the memory that the individual is going to 
leave and on aspects that the individual wishes to transmit). The ex-
plained variables of motivations range from 40 to 45% for flattering 
the ego, mending the ego, being remembered, sharing and only 17% 
and 24% respectively for transmitting and bearing witness. 

Table 1: Path Coefficient and Hypothesis Testing
Structural Path Coefficient Z-Value Result

H1a: Flattering the ego à guidance biographic services -.05 -.89 Not supported
H1b: Mending the ego à guidance biographic services .11 1.91 Not supported
H1c: Being remembered à guidance biographic services -.10 -1.71 Not supported
H1d: Sharing à guidance biographic services .28 3.47* Supported
H1e: Transmitting à guidance biographic services .16 2.10* Supported
H1f: Bearing witness à guidance biographic services .12 1.52 Not supported
H2a: Flattering the ego à co-production biographic services .11 1.90 Not supported
H2b: Mending the ego à co-production biographic services .20 3.14* Supported
H2c: Being remembered àco-production biographic services -.07 -1.09 Not supported
H2d: Sharing à co-production biographic services .15 2.04* Supported
H2e: Transmitting à co-production biographic services .14 2.23* Supported
H2f: Bearing witness à co-production biographic services .09 1.12 Not supported
H3a: Reminisence Identity à Flattering the ego .29 4.07* Supported
H3b: Reminiscence Identity à Mending the ego .43 6.47* Supported
H3c: Reminisence Identity à Sharing .55 7.37* Supported
H4a: Reminisence Death preparation à Being remembered .31 5.57* Supported
H4b: Reminisence Death preparation à Transmitting .25 4.12* Supported
H4c: Reminisence Death preparation à Bearing witness .29 4.57* Supported
H5a: Generativity Passing on à Sharing .24 3.20* Supported
H5b: Generativity Passing on à Transmitting .31 4.16* Supported
H5c: Generativity Passing on à Bearing witness .36 4.92* Supported
H6a: Generativity Posterity à : Flattering the ego .48 5.41* Supported
H6b: Generativity Posterity à Mending the ego .48 5.22* Supported
H6c: Generativity Posterity à Being remembered .48 6.11* Supported
Statistics significant at the 5% level are marked with *
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(b) Secondly, if the life story can be said to be a multidimen-
sional concept, then only some motivations appear to be decisive on 
biographic services consumption. An individual that wishes to write 
an autobiography who is guided by a will to flatter the ego and to 
bear witness does not seem to be very attracted by biographic ser-
vices because everything points to the fact that writing alone – with 
one’s own words – reflects a personal skill. It must also be noted 
that the influence of the transmitting motivation evokes inter-genera-
tional exchange whereas that of sharing relates to intra-generational 
exchange. The influence of the motivation mending the ego on the 
intent to consume co-production services may seem more surpris-
ing. Nevertheless, according to Rimé’s theory of the Social Sharing 
of Emotion (2005) when a person tries to communicate traumatic 
events that he/she has lived through, it is not so much to offload this 
grief, but more to find a social support for his/her emotions. Hence 
the motivations sharing and mending the ego would have the same 
functions: the former enables the strengthening of relationships by 
mobilizing positive emotions and the latter by negative emotions.

The results of this study will enable service providers to improve 
their offers and will lead to a more in-depth understanding of con-
sumption behavior linked to the transmission and preservation of the 
self in end of life. This study contributes indeed to studies on the pres-
ervation of the self and intergenerational transmission (Belk 1988; 
Curasi, 2006; Price et al. 2000; Wallendorf and Arnould 1988). To 
date, research has studied the symbolic preservation and transmission 
of the self through “special” objects in which individuals invest a part 
of their identity. It is striking to consider that the symbolic functions 
these special objects possess at the end of life have certain elements 
in common with legacy writing motivations that have been identi-
fied in this study. The special, valuable object of recognition (for ex-
ample, a trophy would be the sign of a reasonably successful sporting 
“career”), enables the recollection of life moments, the witnessing of 
particular events (for example a ring or a piece of jewellery that sym-
bolizes a particular interpersonal relationship). When this object is 
offered as a present or as a legacy to someone who will know how to 
preserve its meaning, for the giving individual, it is a means of being 
remembered. It also has a therapeutic value and serves, in particular, 
as a point of anchorage and stability. Finally, it enables the transmis-
sion of individual and family values and it is a vehicle for intergen-
erational sharing and transmitting. The main difference between the 
special object and the life story is that for the former, these significant 

differences are symbolic, whilst for the latter, they explicitly express 
the very heart of the life story, whether it be filmed, recorded or writ-
ten. Hence the importance of biographic services which provide the 
necessary tools for storing the “meaningful”.
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