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1 | INTRODUCTION

Nostalgia, an affective connection with the past, significantly impacts
consumer responses in the present (Huang et al., 2016; Kessous
et al., 2015; Muehling & Pascal, 2011; Park et al., 2010; Routledge
et al., 2011). In recent years, there has been a notable surge in
nostalgia research within the field of marketing (e.g., Fan et al., 2020;
Gong et al., 2023; Spielmann et al., 2018). These studies underscore
the significant impact of nostalgia on consumer outcomes and its
strategic utility in informing managerial decisions (e.g. Lasaleta et al.,
2014; Muehling et al., 2014; Sierra & McQuitty, 2007). With nostalgia
representing a US$7.6 trillion market in the United States (Euro-
monitor, 2017), businesses continue to leverage it as a strategic tool
to drive sales, increase revenue, and strengthen branding, as
demonstrated by Nike's nostalgic advertising for its 50th anniversary
(Nike, 2022).

Despite the undeniable theoretical and practical significance of
nostalgia, the current body of knowledge presents inconsistent
results concerning its consequences on consumer behavior. While
many studies report positive effects (e.g., Gong et al., 2023), others
indicate neutral (e.g., Lasaleta & Loveland, 2019) or even negative
effects (e.g., Wang & Chao, 2020). Recent research also reveals that
the broader impact of nostalgia on affect and behavior remains
largely unexplored, limiting our understanding of its unique outcomes
(Van Tilburg et al., 2019). This fragmentation and conflicting findings
challenge both researchers and practitioners (Hunter & Schmidt,
1991), calling for systematic and generalizable empirical testing
(Borenstein et al., 2009).

To address this gap, our research proposes and tests a theoretical
framework for nostalgia through a meta-analysis of 90 effect sizes
and 9757 cumulative samples across Asia, Europe, and North
America. Specifically, we aim to (1) systematize the body of
knowledge of nostalgia and its psychological and behavioral conse-
quences (i.e., pleasantness, self-continuity, attitudes, and behavioral
intentions) and (2) examine the moderators that influence the effects
of nostalgia. Building on Van Tilburg et al.'s (2019) appraisal theory of
nostalgia, which positions nostalgia as future-oriented and fostering
approach motivation and goal pursuit, we explore various nostalgia
activators (e.g., recall, intensity, concept, priming, and type), cultures
(e.g., long-term vs. short-term cultural orientation), and individual
characteristics (e.g., sample type, gender ratio, and mean age).

By conducting a systematic meta-analytic review of nostalgia
and its consequences and moderators, we reconcile prior research
findings and contribute to the existing literature. Additionally, we
offer a meta-analytical theoretical framework for nostalgia that
addresses fragmentation in the field across nostalgia activators,
cultures, and individual characteristics. Our research thus provides
comprehensive insights into the moderators of nostalgia effects
based on studies conducted in diverse contexts, offering a breadth
and depth unattainable in primary studies (Hulland & Houston,
2020). Finally, we discuss the theoretical and practical implications
of our findings, paving the way for future research in the realm of

nostalgia.

2 | NOSTALGIA AND ITS CONSEQUENCES

Nostalgia serves as a powerful marketing tool due to its positive
impact on consumer behavior (Gong et al., 2023; Huang et al,,
2016). For example, nostalgic cues (e.g., perfume scents) can elicit
pleasant experiences (Orth & Bourrain, 2008) and cultivate mean-
ing in consumers' lives, leading to increased customer loyalty
(Hwang & Hyun, 2013). In this research, we leverage nostalgia
approach-oriented property to develop an empirical generalization
of the growing literature on nostalgia and its psychological and
behavioral consequences, including pleasantness, self-continuity,
attitudes, and behavioral intentions. Specifically, we propose a
meta-analytical theoretical framework to assess the effects of
experimentally manipulated nostalgia appraisals and their conse-
quences (Figure 1), addressing inconsistencies in previous research
findings. We also examine theoretical and contextual moderators of
nostalgia, such as nostalgia activators, culture, and individual

characteristics.

2.1 | Nostalgia and pleasantness

Nostalgia represents a sentimental longing for past experiences,
evoking reminiscences of positive events (Huang et al., 2016).
Nostalgic emotions facilitate connections with positive feelings
from the past, imbuing consumers' lives with meaning (Routledge
et al., 2011), as nostalgia recalls special occasions personally
experienced by the consumer (Muehling & Pascal, 2011). Consum-
ers often recall people, objects, and events more positively than
they actually occurred (Merchant et al., 2011). Prototypical
conceptions of nostalgia (Hepper et al.,, 2012) suggest that the
emotion comprises fond, self-relevant, and social recollections
primarily characterized by positive features (e.g., happiness,
warmth, and pleasantness). Most nostalgic reflections induce
positive emotions (Leunissen et al., 2021; Sedikides et al., 2016)
as consumers feel warm and content (Hepper et al., 2012).

Consequently, we propose the following hypothesis:

H1. Nostalgia positively influences consumers' sense of pleasantness.

2.2 | Nostalgia and self-continuity

Nostalgia is a self-relevant emotion frequently originating from
consumers' involvement in past social events (Sedikides &
Wildschut, 2019; Wildschut et al., 2006), influencing their
experiences by transforming lived experiences into an idealized
past (Holbrook & Schindler, 1994). As a result, nostalgia affects
how consumers regulate and bolster their current and future self-
esteem (Wildschut et al., 2006) and increases the accessibility of
their intrinsic self-concept (Baldwin et al., 2015) and sense of
meaning in life (Routledge et al., 2011; Sedikides & Wildschut,
2018). This assumption is grounded in existing literature that
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FIGURE 1 A meta-analytical theoretical framework of nostalgia.

found positive effects of nostalgia in promoting self-indulgence
and fostering self-continuity (Wang et al., 2018). Special occasions
and events (e.g., a child's birthday, family gathering, or holidays)
can trigger nostalgic feelings that shape consumers' self-
conception and emotions (Holbrook, 1993; Lasaleta et al., 2014)
and inform their appraisal of life experiences (Holak & Havlena,
1998). Therefore, we posit that:

H2. Nostalgia positively influences consumers' sense of self-continuity.

2.3 | Nostalgia, attitudes, and behavioral intentions

Although prior research presents mixed findings regarding the
consequences of nostalgia, the majority of findings report
positive and significant effects (e.g., Chung, 2019; Gong et al,,
2023). As such, we posit that nostalgia will enhance consumer
attitudes and behavioral intentions. These positive effects can be
attributed to the tendency for nostalgia to evoke sweeter feelings
(e.g., happiness or warmth) rather than bitter ones (e.g., loss or
sadness) (Zhou et al., 2008), leading to positive outcomes arising
from nostalgic emotions (Wildschut et al., 2006). Given that
nostalgia approach-oriented potential is likely to extend to
attitudes and behavioral intentions, we propose the following
hypotheses:

H3. Nostalgia positively influences consumers' attitudes.

H4. Nostalgia positively influences consumers' behavioral intentions.

2.4 | Moderators shaping the effects of nostalgia

Various manipulation strategies have been employed in marketing
studies to evoke nostalgia, including brands (e.g., Nam et al., 2016)
and products (e.g., Gong et al., 2023; Langaro et al., 2020), such as
food (e.g., Quach et al., 2022; Wang & Chao, 2020; Zhou et al., 2019),
events (e.g., Hallegatte et al., 2018), places (e.g., Ma et al., 2021),
photos (e.g., Chang & Feng, 2016), and songs (e.g., Hallegatte et al.,
2018). Nostalgia can also be activated by objects (e.g., incidentally
through tastes or songs) or people (e.g., conversations with close
friends or family) (Wildschut et al., 2006). We examine the following
theoretical and contextual moderators related to nostalgia appraisals:
(1) theoretical moderators—nostalgia activators (e.g., nostalgia recall,
nostalgia intensity, nostalgia concept, nostalgia priming, and nostalgia
type) and (2) contextual moderators—culture (long-term vs. short-
term cultural orientation) and individual characteristics (e.g., sample
type, gender ratio, and mean age).

2.4.1 | Nostalgia activators

We evaluate the five following nostalgia manipulation methods:
nostalgia recall (events vs. objects), nostalgia intensity (realistic vs.
nonrealistic), nostalgia concept (people vs. no people involved),
nostalgia priming (visual vs. textual), and nostalgia type (personal vs.
collective).

Regarding nostalgia recall, we investigate whether nostalgia
manipulation using events (compared to objects) would enhance

the strength of the direct effect of nostalgia on consumers' behavioral
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intentions. Nostalgia studies often employ this strategy to evoke
memories and elicit nostalgic feelings (e.g., event reflection task)
(Wildschut et al., 2006). Other nostalgia research opts to use objects
to evoke nostalgia (e.g., vintage products) (Schibik et al., 2022). We
hypothesize that events (compared to objects) will exert a stronger
effect on the main direct effects because they are more personal and,
therefore, more connected to the individual. More formally, we

propose that:

H5. The effects of nostalgia are stronger when recalled through

events than objects.

Regarding nostalgia intensity, we examine whether the manipula-
tion evoked by realistic situations (e.g., listing five common food
items most likely to make you feel nostalgic) (Gong et al., 2023)
differed from nonrealistic ones (e.g., cartoon characters) (Zhou et al.,
2019). We posited that nostalgia consequences would be stronger in
realistic situations than nonrealistic ones, based on the notion that
realistic situations are more tangible than nonrealistic ones and
nostalgia is more present during experiments. Therefore, we

hypothesize that:

Hé6. The effects of nostalgia are more intense in realistic than

nonrealistic scenarios.

Regarding nostalgia concept, we investigate the possible differ-
ence between studies using people (e.g., friends and families exposed
to ads) (Chang & Feng, 2016) versus those that did not (e.g., a Led
Zeppelin song) (Hallegatte et al., 2018). Studies employing people
(e.g., Chang & Feng, 2016; Lasaleta et al., 2014) project nostalgia
through a third party, as it is not directly linked to the individual. As a
result, this type of manipulation is more indirect. We suspect that
nostalgia outcomes will be stronger when the activation does not

involve people. Therefore, we propose the following hypothesis:

H7. The effects of nostalgia are stronger when evoked with people
than without them.

Regarding nostalgia priming, we examine the possible difference
between visual (e.g., Starbucks brand) (Nam et al., 2016) and textual
(e.g., listing five common food items most likely to make you feel
nostalgic) (Zhou et al., 2019) manipulations. Visual manipulation may
be more tangible and capable of evoking more than just a nostalgic
feeling. Consequently, we expect that visual nostalgia priming will
have a stronger effect on nostalgia consequences. Thus, we posit the

following hypothesis:

H8. The effects of nostalgia are stronger with visual than textual

priming.

Regarding nostalgia type, we analyze the possible influence of the
nature of the nostalgic experience, which can be personal (directly

experienced by the person) or collective (an experience shared by a

group of people) (Holak & Havlena, 1998). Since personal nostalgia
stems from memories directly experienced by the consumer, we
assume that personal nostalgia will have stronger consequences than

collective nostalgia. Thus, we propose that:

H9. The effects of nostalgia are stronger when evoked by personal

than collective experience.

2.4.2 | Individual characteristics

Consistent with the meta-analytical tradition, we investigated the
three following individual characteristics that could attenuate or
enhance nostalgia consequences: sample type (student vs. nonstu-
dent), gender ratio (female vs. male), and mean age.

Regarding sample type, we anticipate that studies using student
samples would tend to evoke stronger relationships than nonstudent
studies since student samples are more homogeneous (Fern &

Monroe, 1996). Thus, the following hypothesis is presented:

H10. The effects of nostalgia are more prominent among students

than nonstudents.

Regarding gender ratio, we propose that samples with a
predominance of women (vs. men) would be more effective in
responding to nostalgic feelings through intentions. According to the
literature, nostalgia is an ambivalent emotion, and women report a
higher intensity of ambivalent emotions (Leunissen et al., 2021).
Thus, we hypothesize the following:

H11. The effects of nostalgia are more prominent among females

than males.

Regarding mean age, we expect that older (vs. younger) samples
will tend to evoke a stronger association with nostalgia and
subsequently influence consumer outcomes. This is in line with the
literature positing that older (vs. younger) adults have more extensive
memory storage (Leunissen et al., 2021; Schulkind et al., 1999).

Therefore, we propose that:

H12. The effects of nostalgia are more prominent among older than
younger adults.

2.4.3 | Culture

In this meta-analysis, we utilized the long-term cultural orientation
framework proposed by Hofstede (2010) to assess the potential
implications of nostalgia effects. Prior research has demonstrated
that nostalgia is a cross-cultural experience (Hepper et al., 2014). We
selected this particular dimension of culture due to its inherent
connection with life's temporal progression, encapsulating the past,
present, and future (Hofstede, 2011). Within this framework,
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societies characterized by long-term cultural orientation typically
exhibit greater receptivity toward future rewards, whereas those
with a short-term cultural orientation display a stronger propensity
towards rewards linked with the past and present (Hofstede, 2010).
Given that nostalgia inherently evokes past memories, it logically
follows that its effects may be more pronounced in societies with a
short-term cultural orientation compared to those with a long-term
cultural orientation. In light of this, we put forth the final hypothesis

of our theoretical framework:

H13. The effects of nostalgia are more prominent in short-term
than long-term orientated cultures.

3 | METHODOLOGY
3.1 | Data collection and inclusion criteria
3.1.1 | Data collection

Meta-analysis is an established statistical method used to combine
results from multiple independent studies to derive a comprehensive
and robust conclusion. The method is widely used in business (Liao
et al., 2023), psychology (Moldes & Ku, 2020), and marketing (Ladeira
et al., 2023). Our meta-analysis endeavored to examine the role of
nostalgia in marketing by focusing on experimental studies. We
conducted an exhaustive search of relevant literature through
multiple electronic databases, including Scopus and Web of Science,
to ensure a comprehensive and inclusive compilation in line with
review guides (Donthu et al., 2021; Paul et al., 2021). We used a

o«

market-

diverse set of keywords, such as “nostalgi*.*,” “

"o«

ing,” “customer,

experiment,
" “consumer,” and “psychology,” based on our
extensive review of related literature. To ensure a thorough search,
we also applied the same keywords on Google Scholar and expanded
our search by reviewing references in relevant literature reviews and
empirical studies. When we could not access full-text versions of
articles, we contacted the corresponding authors for the articles. Our

initial search yielded 132 articles.

3.1.2 | Inclusion criteria

We established inclusion criteria based on an in-depth review of
existing literature on nostalgia in marketing. Studies were eligible for
inclusion if they were experimental with nostalgia manipulation and
tested consumers' behavioral intentions (behavioral intention, pur-
chase intention, and willingness to buy) as dependent variables. The
studies also needed to provide the mean and standard deviation for
both experimental and control groups. We limited our search to
articles published in English and on or before January 31, 2023,
following previous review-based research (Lim & Rasul, 2022; Lim,
Rasul, et al., 2022). This approach allowed us to build on existing

B - WILEY—L %

knowledge and provide valuable insights into the role of nostalgia in
marketing. We narrowed down the articles to 22 using established
review protocols like PRISMA (Moher & PRISMA Group, 2009;
Santini et al., 2020) (Web Appendix A), ensuring a rigorous and
unbiased selection process (Kraus et al., 2022; Lim, Kumar, et al,,
2022). Table 1 presents the articles and the specific studies within

those articles that have been included in this meta-analysis.

3.1.3 | Coding of experiments

In line with established practices (Rust & Cooil, 1994), two
independent coders coded the experiments based on direct relation-
ships, moderators, and meta-analytic statistics (mean and standard
deviation of nostalgia and control conditions). The coders achieved a
high agreement level (97%) and resolved disagreements through
discussion, following established practices (de Oliveira Santini et al.,
2020; Palmatier et al., 2006). Table 2 presents the coding scheme for
all variables used in this research.

3.2 | Calculation of effect size and regression
estimates
3.2.1 | Effect size calculation

We used Cohen's d (Cohen, 1998) to calculate effect sizes, a
commonly employed statistic in meta-analyses. This measure repre-
sents the difference between two means (i.e., experimental condition
vs. control condition) divided by the combined standard deviation
(Chernev et al., 2015). We employed random effects models for all
analyses (Hunter & Schmidt, 2004).

3.2.2 | Publication bias assessment

We evaluated potential publication bias using Egger's test and funnel
plot (Egger et al., 1997; Sterne & Egger, 2005; Thornton & Lee, 2000)
to determine if our data distribution was a representative sample of
nostalgia experiments rather than being asymmetric. The Egger
regression measures the degree of funnel plot asymmetry using the
intercept from the regression of standard normal deviations against
precision (Egger et al., 1997). Publication bias did not affect our
results. The Egger's test was not significant for pleasantness (t = 1.21;
p =0.270), self-continuity (t = -0.499; p = 0.628), attitudes (t =0.177;
p =0.861), or behavioral intentions (t = 1.51; p = 0.139).

3.2.3 | Regression estimate calculation
We employed hierarchical linear meta-analysis (HILMA), a multi-

variate regression-based approach (e.g., de Oliveira Santini et al.,
2020; Geyskens et al., 2009; Van Berlo et al., 2023). Raw effect sizes
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TABLE 2
Variable
Article identification
Author(s)

Journal

Publication year
Study information

Context of study

Country of study

Description of
manipulation

Study number

Sample of control
group

Sample of
manipulated group

Mean of control group

Mean of manipulated
group

Standard deviation of
control group

Standard deviation of
manipulated group

Dependent variable

SANTINI ET AL.

Coding schema.

Code

Name of article author(s)

Journal name and acronym (e.g., Journal of
Business Research = JBR)

Year of article publication

Context where study was conducted (e.g.,
hospitality, retail)

Country where study was conducted

Summary about nostalgia manipulation (e.g.,
photos with people, self-reflections, song)

Study # in the article (e.g., Study 1, Study 2,
Study 3, Study 4, Study 5)

Number of participants in the experiment's
control group

Number of participants in the experiment's
manipulated group

Mean of consumers' behavioral intentions in
the experiment's control group

Mean of consumers' behavioral intentions in
the experiment's manipulated group

Standard deviation of consumers' behavioral
intentions in the experiment's control
group

Standard deviation of consumers' behavioral
intentions in the experiment's manipulated
group

Nostalgia dependent variable (e.g.,

pleasantness, self-continuity, attitudes,
behavioral intentions)

Nostalgia activators (manipulation characteristics)

Nostalgia recall

Nostalgia intensity

Nostalgia concept

Nostalgia priming

Nostalgia type

Dummy: 1 =events (e.g., event reflection
task), O = objects (e.g., vintage products)

Dummy: 1 = nonrealistic situation (e.g.,
cartoon characters), O = realistic situation
(e.g., list of products)

Dummy: 1 = people-related nostalgia (e.g.,
friends and families exposed to ads),
0 = other manipulation (e.g., photos
without individuals)

Dummy: 1 = visual (e.g., photos of products),
0 =text (e.g., list of products)

Dummy: 1 = collective, O = personal

Culture (short-term vs. long-term orientation)

Cultural orientation

Continuum variable (short-term to long-term)
according to sample country origin and
Hofstede's index (available on: https://
www.hofstede-insights.com/country-
comparison/)

TABLE 2 (Continued)

Variable Code
Individual characteristics (sample characteristics)

Dummy: 1 = sample consists of students,
0 =sample does not solely consist of
students

Sample type

Gender ratio Percentage of sample that was female,

NI = not informed

Mean age Mean age of sample, NI = not informed

from primary studies were used as dependent variables in the
multivariate regression analysis, with all moderators included in the
same analysis. We conducted all analyses using the metafor package
in R (Viechtbauer, 2010).

4 | RESULTS

In this study, we aimed to expand upon the existing literature on
nostalgia by investigating its psychological and behavioral conse-
quences, specifically pleasantness, self-continuity, attitudes, and
behavioral intentions. We developed a meta-analytical theoretical
framework (Figure 1) to examine the effects of experimentally
manipulated nostalgia appraisals and their consequences while
systematically addressing inconsistencies in previous research.
Furthermore, we explored the moderators of nostalgia effects, such

as nostalgia activators, culture, and individual characteristics.

41 | Nostalgia and its consequences

To evaluate our proposed framework, we investigated the following
psychological and behavioral consequences of nostalgia: pleasant-
ness, self-continuity, attitudes, and behavioral intention. Consistent
with our expectations, nostalgia (vs. control) was perceived as more
pleasant (d = 0.54, 95% Cl = [0.41, 0.67], Z=8.16, p < 0.001), support-
ing H1, and promoted greater self-continuity (d=0.84, 95% Cl=
[0.75,0.94], Z=17.45, p < 0.001), supporting H2. These relationships
were confirmed by 8 and 9 effect sizes, respectively. Moreover, in
line with our framework, nostalgia (vs. control) led to stronger
attitudes (d=0.47, 95% Cl=[0.41, 0.54], Z=6.96, p<0.001),
supporting H3, and improved behavioral intentions (d=1.31, 95%
Cl=[0.94, 1.68], Z=6.96, p < 0.001), supporting H4, with 20 and 53
effect sizes, respectively.

Overall, our findings offer robust, generalizable support for our
theoretical framework based on the appraisal theory of nostalgia (Van
Tilburg et al., 2019) and demonstrate that nostalgia significantly
influence consumers' psychological and behavioral consequences.
However, the results exhibited high heterogeneity (I? values ranging

from 69% to 99%), which necessitates a moderation analysis to
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Psychological and behavioral consequences

54 [.41;.67]

Nostalgia

Pleasantness
.84 [.75;.94]
> Self-continuity
47 [41;.54]
+— Attitudes
1.31[.94; 1.68]
> Behavioral intentions

FIGURE 2 The direct effects of nostalgia on psychological and behavioral consequences. d values are presented outside the brackets while

confidence intervals are enclosed inside the brackets.

elucidate specific circumstances that shape nostalgia appraisal

outcomes. Figure 2 summarizes the direct effects of nostalgia.

4.2 | Moderators and their influence on nostalgia
effects

We examined potential moderators affecting nostalgia effects,
including nostalgia activators, culture, and individual characteristics.
We focused our analysis solely on the relationship between
consumers' nostalgia and behavioral intentions, as this relationship
encompassed more than 30 effect sizes (Geyskens et al., 2009).

Table 3 presents the moderation analysis.

421 | Nostalgia activators

We investigated how various nostalgia activators could influence
consumer behavioral intentions by examining nostalgia recall (events
vs. objects), nostalgia intensity (nonrealistic vs. realistic situations),
nostalgia concept (people-related vs. non-people-related), nostalgia
priming (visual vs. textual), and nostalgia type (personal vs. collective).
As anticipated, nostalgia recall moderated behavioral intentions, with
events generating stronger intentions than objects (B=5.29;
p < 0.001), supporting H5. Nostalgia intensity also produced stronger
behavioral intentions when activated by realistic rather than
nonrealistic situations (8=-2.91; p=0.003), supporting Hé. As
expected, nostalgia concept had weaker effects on behavioral
intentions when people were involved in the manipulation
(B=-2.58; p<0.001), supporting H7. Nostalgia priming was more
effective on behavioral intentions with visual compared to textual
manipulation (8=7.59; p<0.001), supporting H8. Lastly, nostalgia
effects on behavioral intentions were not influenced by nostalgia

type (personal vs. collective) (8=-0.07; p=0.962), rendering no
support for H9.

4.2.2 | Individual characteristics

In line with meta-analytical tradition (Fern & Monroe, 1996), we
assessed three potential moderators related to individual character-
istics: sample type (student vs. nonstudent sample), gender ratio
(percentage of women vs. men), and mean age (average age of each
study's sample). As anticipated, nostalgia effects yielded stronger
behavioral intentions in samples with a higher percentage of female
participants (8 = 0.05; p = 0.028), lending support for H11. However,
neither sample type (8=0.09; p=0.729) nor mean age (B =-0.06;
p=0.792) significantly affected nostalgia's influence on behavioral
intentions, providing no support for H10 and H12, respectively.

423 | Culture (long-term vs. short-term cultural
orientation)

We explored the potential impact of cultural orientation—as a proxy
for culture—on nostalgia effects. As per our assumptions, our findings
revealed that nostalgia effects were stronger in short-term compared
to long-term oriented culture (8 = -0.06; p < 0.001), thereby support-
ing H13.

424 | Post hoc analysis
As an additional measure of robustness in response to peer review

scrutiny, we conducted a post hoc analysis that explores the potential
influence of product type (service vs. good) and product value
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TABLE 3 Moderation effects.
Standard
Effect Estimate error
Intercept -9.50 -3.60

Nostalgia activators (manipulation characteristics) as a moderator

Nostalgia recall (events vs. objects) 5.29 0.60

Nostalgia intensity (nonrealistic vs. realistic) -2.91 1.00

Nostalgia concept (people vs. no people -2.57 1.46
involved)

Nostalgia priming (visual vs. textual) 7.59 1.83

Nostalgia type (personal vs. collective) -0.07 1.43

Individual characteristics (sample characteristics) as a moderator

Sample type (student vs. nonstudent) 0.09 0.29
Gender ratio (female vs. male) 0.05 0.01
Mean age (older vs. younger) -0.06 0.23

Culture as a moderator

Cultural orientation (long-term vs. short-term) -0.06 0.01

(utilitarian vs. hedonic). As indicated in Supporting Informa-
tion: Appendix B, no significant moderation effects were observed
among these variables, indicating that nostalgia effects transcend
product type (8=-0.81; p=0.124) and product value (8=-0.05;
p=0.790).

5 | DISCUSSION

In recent decades, the literature on nostalgia in marketing has
expanded significantly, incorporating insights from various social
sciences, including psychology and sociology. Academic scholars and
marketing professionals have explored this phenomenon using
diverse research techniques (Marchegiani & Phau, 2011). Overall,
research has demonstrated that nostalgia is associated with
consumer outcomes and can influence consumers' behavioral inten-
tions (Holak & Havlena, 1992; Schindler & Holbrook, 2003).
Numerous studies have been conducted to enhance our under-
standing of this phenomenon. Consequently, a vast amount of data
has been collected, leading to inconsistencies and fragmentation

within the literature. To organize and generalize our understanding of

Z Value p Value Key takeaway

-14.66  0.000
8.73 0.000 Recall of nostalgic events generates stronger behavioral
intentions than recall of nostalgic objects
-2.90 0.003 Nostalgic intensity of realistic situations generates
stronger behavioral intentions than nostalgic
intensity of nonrealistic situations
-1.75 0.000 Nostalgia with people generates weaker behavioral
intentions than nostalgia without people
432 0.000 Visual activation of nostalgia generates stronger
behavioral intentions than textual activation of
nostalgia
-0.05 0.962 No significant difference in behavioral intentions
regardless of nostalgia activation through personal or
collective experiences
0.34 0.729 No significant differences in behavioral intentions
regardless of nostalgia activation using student or
nonstudent samples
211 0.028 Nostalgia effects were stronger for women than men
-0.26 0.792 No significant differences in behavioral intentions
regardless of nostalgia activation among older and
younger adults
-6.05 0.001 Nostalgia effects were stronger in short-term- rather

than long-term oriented culture

nostalgia's influence on consumer behavioral intention, we per-
formed a meta-analysis that integrated 90 effect sizes across 9757
cumulative samples. Our study contributes four major implications.

First, previous experiments revealed conflicting results regarding
the actual effect of nostalgia on consumer outcomes. While some
studies reported positive relationships (e.g., Gong et al., 2023), others
showed neutral (e.g., Lasaleta & Loveland, 2019) or negative (e.g.,
Wang & Chao, 2020) effects. Our meta-analysis resolves these
discrepancies (Fern & Monroe, 1996) by consolidating the main
effects of nostalgia on consumers' sense of pleasantness, self-
continuity, attitudes, and behavioral intentions.

Second, substantial heterogeneity was expected in the experi-
ments, with the main direct relationship with behavioral intentions
exhibiting up to 99% heterogeneity (). Thus, our meta-analysis
accounted for several moderators, which constitute our second
contribution. As observed, the relationship between nostalgia and
consumers' behavioral intentions was stronger in female-
predominant samples, corroborating previous assumptions that
gender plays a crucial role in explaining human emotions. Specifically,
within the context of nostalgia, females are thought to exhibit more

ambivalent emotions (Leunissen et al., 2021). These findings could
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stimulate further experimental research examining this influence or
considering it as a covariate.

Third, we examined five nostalgia manipulation choices, which
provided valuable insights by simultaneously assessing a broad range
of manipulation types that would be unattainable in primary studies
(Hulland & Houston, 2020). We discovered that nostalgia manipula-
tions evoking events (vs. objects), realistic (vs. nonrealistic) situations,
non-people-involved (vs. people), and visual (vs. textual) cues were
more effective in generating consumers' behavioral intentions. Future
studies can benefit from this information when selecting more
effective manipulation techniques.

Lastly, we investigated the impact of cultural orientation on the
direct or main effects of nostalgia. As noted in a recently published
article, culture warrants further exploration in the context of
nostalgia (Sedikides & Wildschut, 2022). Our meta-analysis encom-
passed a diverse sample of countries, allowing for simultaneous
investigation of nostalgia relationship with consumer behavioral
intentions in short-term (e.g., Australia, United Kingdom, and United
States) and long-term (e.g., China, France, and South Korea) oriented
cultures. The results revealed stronger relationships in short-term
oriented cultures, supporting the notion that these cultures are more
inclined to reflect on the past (Hofstede, 2010).

6 | CONCLUSION

The present research offers valuable insights into nostalgia effects by
resolving discrepancies in previous research and highlighting the role
of moderators. Noteworthily, the findings of this research indicate
that nostalgia positively affects consumers' sense of pleasantness,
self-continuity, attitudes, and behavioral intentions. Furthermore, the
findings reveal that the relationship between nostalgia and behavioral
intentions is stronger in female-predominant samples and short-term
oriented cultures. More importantly, the findings suggest that future
research and strategies can benefit from adopting more effective
nostalgia manipulation techniques, such as evoking events, realistic
situations, non-people-involved scenarios, and visual cues.
Notwithstanding its contributions, this research has two major
limitations, paving the way for further research. First, this research
reconciles previous research findings by synthesizing nostalgia
effects, with the goal of reducing heterogeneity in primary and
single-sampled studies. However, its meta-analysis is constrained by
the variables available in a sufficient but limited number of studies
and, thus, should be considered a summary of the most commonly
investigated characteristics pertaining to nostalgia effects. Conse-
quently, further research on nostalgia effects should consider the
context in which the nostalgic phenomenon transpires to extend
available evidence and insights in the literature. Second, our analysis
of variables related to nostalgia was limited to examining direct and
moderation effects due to the scarcity of information in existing
studies. We encourage future research to explore additional
nostalgia-related variables such as antecedents, correlates, and

mediators to gain a more comprehensive understanding of nostalgia.

e -WILEY—L"%

Lastly, we advise both researchers and practitioners to employ
tailored strategies for nostalgic appeals based on the specific
characteristics of the nostalgic phenomenon, products, and cultural
contexts in which these strategies will be implemented, which, in
turn, should enable them to more effectively capitalize on the
powerful influence of nostalgia.
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