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Abstract

Title: Children Toy’s Brands: The effects of nostalgia appeals on purchase preference and gift
giving.

Author: Francisca Pereira Martins
Keywords: nostalgia; social distance; toys; children; preference; consumer behaviour.

Nostalgia is defined as an intense affective emotion based on a deep feeling of discontinuity
regarding a specific period of one’s past. In marketing context, the evocation of such emotion
was proven by several authors to increase purchase intensions, loyalty and shape brand
preference when people are choosing a product for their own. The present dissertation aims to
assess if the same favourable pattern of attitudes towards brands arise when the nostalgia
appeals regard children toys’ brands. Considering that in this market there are, often, two
decision making agents (as the buyers are not the actual users of the toys) we further propose
that the nostalgia marketing research and its effects on consumers can be extended to gift-
giving, mediated by a lower social distance regarding the toy’s receiver.

The findings made through this study’s results support the proposed theoretical framework. We
can observe a reinforcement in the attitudes, loyalty, purchase likelihood and choice towards
nostalgic toys, when the individuals are, both, stimulated by nostalgia appeals and assigned the
mission to purchase a gift to their offspring. Contrarily, when participants are encouraged to
focus their thoughts on the present and should offer a toy to their co-workers’ child our results
indicate a slope of the previous variables to the most recent toy.
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Sumario

Titulo: Marcas de brinquedos infantis: Os efeitos dos apelos a nostalgia na probabilidade de
compra ¢ na oferta de presentes.

Autor: Francisca Pereira Martins

Palavras-Chave: nostalgia; distancia social; brinquedos; criancas; preferéncia;
comportamento do consumidor

A nostalgia ¢ definida como uma emocao intensa de caracter afetivo baseada num sentimento
de descontinuidade relativamente a um periodo passado. No contexto do marketing, varios
autores t€m provado que a evocagdo de tal emog¢do modela preferéncias, aumenta as intengdes
de compra ¢ a fidelidade quando os individuos tencionam escolher um produto para si mesmos.
A presente dissertacdo propde-se a verificar se o mesmo padrao favoravel de atitudes acontece
quando sdo feitos apelos a nostalgia em marcas de brinquedos infantis. Considerando que neste
mercado existem, muitas vezes, dois agentes de tomada de decisdo (pois os compradores nao
sdo os utilizadores finais do brinquedo) propomos, ainda, que os efeitos da nostalgia no
marketing podem ser observados no caso da oferta de presentes, quando mediados por uma
menor distancia social em relagdo ao recetor do brinquedo.

As conclusoes retiradas da analise dos resultados suportam a estrutura tedrica proposta.
Podemos observar um refor¢co nas atitudes, fidelidade, probabilidade de compra e escolha
relativamente a brinquedos nostélgicos, quando os individuos sdo estimulados a sentirem-se
nostalgicos e devem oferecer um presente aos seus filhos. Pelo contrario, quando os
participantes sdo incentivados a focarem os seus pensamentos no presente e devem oferecer um
brinquedo ao filho de um colega de trabalho, os resultados indicam uma inclinag@o das variaveis
anteriores para o brinquedo recente.
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1.Introduction

Do you know that bittersweet feeling of nostalgia? Don’t you find yourself sometimes missing
those special moments of your childhood and adolescence? Remembering the aroma of a loved
one’s meal? Or even feeling the smell of that perfume which instantly makes you travel back
to an era that has passed? The following dissertation addresses nostalgic stimulus to marketing

appeals in a specific market.

Marketing has been progressively evolving over the past years to focus on the consumers and
the satisfaction of their needs. If once it was only centred on the main activity of selling products
—mass marketing — this prospect quickly became insufficient in an evolving world (Petruzzellis,
2010). Consequently, we have witnessed an evolution on the consumers’ behaviours and
attitudes towards products and services, which aroused an urge to adapt markets to meet the
customers’ demands and expectations. Moreover, researchers enlightened that consumers often
feel the motivation to seek for brands that incite and fulfil them through their senses and
emotions (Holbrook & Hirschman, 1982). However, consumers’ perceptions are not always
straightforward. Why do we choose a specific brand? Why do we feel more attached to some
products? There are many psychological effects and heuristics that influence customers’
judgement about brands and can modify (in the buyers’ minds) the actual preference for one

product over another (Gigerenzer and Gaissmaier, 2011).

Nostalgia is a psychological condition defined as an intense affective emotion based on a deep
yearning for the past (Holbrook and Schindler, 1991). In all respects, many researchers proved
that it can shape enduring brand preferences, change purchasing behaviours and increase loyalty
for the most diverse product categories- as sunscreen, fragrances, toothbrush, pop music and
movies (Ju et al., 2016; Muehling et al., 2014; Holbrook and Schindler, 1989; 1996). Individuals
consume in a way that is consistent with their perceived self-identity which is connected to their
sense of self-continuity regarding the past through the present time (Sedikides et al., 2015). In
fact, nostalgia has been used by several brands in their strategies to awaken the consumers’
desire to appease the crave for the past through the purchase of past themed products (Schultz,
2012). But does it work for all product categories? Will it work, for instance, in children toys’
brands? More specifically, is the nostalgia stimuli successful when we are not choosing a

product for ourselves but for others?
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The truth is that the market of children toys has the peculiarity of, in most of the times, the
products’ buyer is not the actual user. Accordingly, it can be considered as extremely
challenging and hard to thrive in two key aspects (Guber e Berry, 1993). First, products need
to please both parents and children. A product that is extremely appealing to children but does
not meet parents’ criteria will not succeed, as the adult is the one with the purchasing power.
On the other hand, even if the product meets the desires of the two parties, for a child a product
that today is a great success, tomorrow may no longer be and simply vanish (Ji, 2002). As an
extremely volatile market, it is difficult to create the long-lasting loyalty that guarantees
dedicated consumers. If some brands have done an outstanding job in this regard, others
miserably failed (Guber e Berry, 1993). Therefore, we propose nostalgia marketing as a

strategy to strengthen parents’ attitudes and loyalty behaviours towards toy brands.

The meanings people attribute to their fondest possessions have been considered by researchers
as a consequence of the inclusion of the object into one’s identity, by a process of self-extension.
The way individuals act regarding what they perceive to be theirs is very similar to how they
act about their selves (Belk, 1988). However, the concept of possessions is not limited to
physical objects but can regard, for instance, places or other people. In fact, our children are
often seen as extensions of ourselves, with whom we often blend our identity and preferences
(Aron, Mashek and Aron’s, 2004; Aron et al., 1991). In the present study it is proposed that
under a nostalgic condition, adults buying a toy to their children will have a purchase behaviour
(towards nostalgic toys) which is very similar to the one they have when buying for themselves.
We support that the actual social distance to the children is fundamental to the nostalgic
purchase of a toy as this notion has been proven to be a key component in gift giving (Goodman
and Lim, 2018). When choosing a gift to someone, people tend to be afraid of the social
consequence of poorly matching the receivers’ preferences (Hoyer, Maclnnis, and Pieters
2012). As people do not feel confident in predicting the preferences of individuals who are
more socially distant, they often prefer to purchase the most secure option (for instance, material
gifts). Contrarily, when offering to close others (that is, lower social distant people), as
individuals perceive to have a greater knowledge of their tastes (even though most of the times
blending the receiver’s preferences with their personal preferences), they’ll purchase gifts that

are felt as more unique (Goodman and Lim, 2018).
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Therefore, it is hypothesized that these stimuli of nostalgia will increase the purchase preference
of nostalgic brands (such as Pokémon, Polly Pocket and Where’s Waldo), when the toys’
receiver is a child with whom the adult has a smaller social distance, such as their offspring. On
the other hand, when the child is more socially distant, the adult will prefer to purchase a safe

option, as the most recent or popular toy.
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2.Literature Review

In the literature review, it was conducted an analysis of the available up to date literature and
academical articles that we considered relevant to address the topic we proposed to study. In
order to present the theoretical framework in a structured way, we divided the analysis into four
main sub topics: hedonic consumption; nostalgia and memory; gift giving and social distance;

brand preference and loyalty.

2.1 Hedonic Consumption

Throughout the years, managers and researchers focused one-dimensionally in the attitudes
towards products and brands by taking an information processing approach to the matter. This
premise defined consumers as logical thinkers when making a purchase decision (Ross &
Bettman, 1979; Voss, Spangenberg, & Grohmann, 2003). However, the predominance of such
perspective led the marketing researchers to neglect some important consumption phenomena
as human attitudes cannot be considered static but multidimensional and complex (Holbrook &
Hirschman, 1982; Voss, Spangenberg, & Grohmann, 2003). Also, due to the similarities across
products, resultant of the technological advances, consumers found it increasingly hard to
discriminate between brands only by its functional attributes (Petruzzellis, 2010).
Proportionally, consumers felt the motivation to rather seek for brands that either arouse and
fulfil them emotionally or in a sensorial manner (Holbrook & Hirschman, 1982; Ebrahim et al.,

2016)

This change in the paradigm of attitudes towards goods required the incorporation of an
experiential view of consumption, which involves the most diverse intangible symbolic
meanings and subjective aspects, into the traditional functional approach (Holbrook &
Hirschman, 1982; Voss, Spangenberg, & Grohmann, 2003). As a result, two distinct
dimensions regarding consumption emerged. The first one, a conventional utilitarian
dimension, is mainly focused in the actual functionality of the product as an instrumental way
to accomplish a practical task (Strahilevitz & Myers, 1998; Voss, Spangenberg, & Grohmann,
2003). The second one, characterized as hedonic, defines the product’s usage as a result of a
sensory and affective experience, that involves feelings, fun and fantasies. (Holbrook &

Hirschman, 1982)
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In the panorama of hedonic consumption, consumers do not consider products as merely objects
but rather as symbols that trigger an emotive response in behalf of the meaning that either can
be rooted in product itself or deep inside customer’s consciousness (Osgood, 1952). Hedonic
products are usually perceived as more enjoyable and pleasant, contrarily utilitarian products
are perceived as functional and necessary. However, even though there is consensus in
consumer research regarding the validity of this distinction, the actual application is not always
that straightforward (Alba & Williams, 2013). While in some occasions this symbolic substance
is outstandingly evident, for instance in experiences (such as entertainment and leisure
activities) the most mundane product can carry meaningful important cues for oneself, and vice
versa (Holbrook & Hirschman, 1982). A primarily utilitarian product can also be hedonic, for
instance when a detergent is bought for its scent rather than its cleaning ability (Chaker, 2011),
and a hedonic product, such as chocolate, can be utilitarian as well if it is used for cardio-

vascular purposes (Linden, 2011).

The decision of purchasing hedonic products or experiences is considered to be profoundly
associated to the multisensory and emotive facets of the consumers’ personal experience with
a good, as well as their expectations regarding future enjoyment based on present feelings
(Holbrook & Hirschman, 1982; Alba & Williams, 2013). The multisensory facet of
consumption is related with the external stimulus experienced by the five senses that are
encoded into internal multisensory images which afterwards form consumer responses. Those
images can be either historic, when consumers recall episodes that occurred in the past (the
scent of a perfume might evoke a past episode with someone wearing that perfume), or fantasy,
when a past episode is used as a baseline to draw an imaginary scenario (Berlyne 1971;
Holbrook & Hirschman, 1982). The emotional arousal is, also, often involved in consumer’s
response when facing hedonic consumption. An emotive response will generate altered
psychological and physiological conditions that will influence the motivation of consuming and

the actual involvement with products and experiences (Holbrook & Hirschman, 1982).

However, there is a key element of the hedonic consumption that can manage to better define
the barrier between hedonic and utilitarian consumption. Every hedonic experience has its
ultimate goal on the pleasure (either expected or present) that derives from it, regardless of
serving a utilitarian purpose or not. As a universal key to decode hedonic experiences,
memorable pleasure can be divided into two separate categories: the products and services by

themselves and one’s personal judgements and involvement with them (Alba & Williams,
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2013). This conceptual distinction in pleasure is supported by the four types of pleasure
regarding goods proposed by Jordan, 2000, whose definition might provide a deeper
understanding of pleasures’ main sources. Physio-pleasures are related with the external
stimulus from the senses; the psycho-pleasures are originated in the consumers’ psychological
(either emotional or cognitive) perceptions that arise from the products’ usage; ideo-pleasures
are linked to the personal meanings and values attributed to a product; and the socio-pleasures
are related to the customers’ interpersonal relationships with groups and peers (Jordan, 2000).
These determinants influence the way people pursue and perceive pleasure, while increasing
the likelihood of certain conditions to be perceived as more pleasurable. For instance, past
hedonic meaningful experiences often serve as psychological clues that shape consumer
preferences. People take pleasure from their most affectionate memories and nostalgia in a way
that those recollections tend to inform decisions in a more affective basis and less cognitive.
This will positively reinforce the individuals' attitudes and product evaluation (Alba &

Williams, 2013).

2.2 Nostalgia and Memory
As an intense personal experience, nostalgia has been proven to produce preferences for goods
and experiences that generate nostalgic responses. As so, this concept has increasingly been

receiving much attention of researchers (Holak and Havlena 1998; Baker and Kennedy, 1994).

Nostalgia has been consistently defined as an affective state or emotion, which is strongly
infused by feelings such as joy, happiness and love, triggered by our own thoughts regarding a
meaningful past (Muehling et al., 2014). In 1991, Holbrook and Schindler introduced nostalgia
as time-dated preference which is deeply rooted in strong affective past experiences. This
definition considers nostalgia as a favourable attitude towards situations, people, places or

possessions that were common in a younger age but that nowadays are not widely accessible.

From a memory-based perspective, one’s unique personal associations to particular prior brand
experiences are stored in our long-term memory (and available for late recalling) which
facilitates a nostalgic response in the future (Braun, 1999; Holak and Havelena, 1998). The
former fond involvement with a certain product will tend to be transformed into enduring
preferences which retrieval will be manifested in the consumers’ minds as a positive nostalgic

memory of the past (Holbrook, 1993). Thus, the yearning from a past memory related to a no
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longer available intense affective experience, especially during a critical period of preference
formation, is considered among the nostalgia researchers to be essential to the development of
nostalgic consumer preferences (Holbrook & Schindler, 2003; Braun-LaTour, 2007). In fact,
inducing childhood memories has been proven to be contributory to the trigger of emotional
states which influence favourably brand attitudes and purchase intensions. (Muehling et al.,
2014; Moore and Homer, 2008). For instance, several authors have provided evidences that
nostalgic appeals in advertising result in an increase of purchasing intensions and brand
preference, as those appeals are found to be adequate in prompting nostalgic thoughts.
(Muehling et al., 2014; Muehling and Pascal 2011; Pascal, Sprott, and Muehling 2002).
Furthermore, some brands such as Coca-Cola, McDonald’s or Unilever have occasionally used
nostalgic themed marketing strategies in order to intensify consumer-brand relationship and
elicit purchase (Schultz, 2012; White, 2002). Other brands have pushed those nostalgic appeals
further by introducing new products that directly evoke consumers’ fond past memories, such
as the new Beetle, or by reintroducing, for instance, popular children’s toys as the G. 1. Joe or

the Teenage Mutant Ninja Turtles (Holbrook and Schindler, 2003; Gibney, 1999; Bhatia, 2001).

Recurrently researches adopt manipulations of nostalgia through several stimuli that evoke this
feeling. In their studies, the participants are separated into two distinctive conditions: a nostalgic
condition, in which the individuals are aroused to feel nostalgic; and a present focused
condition, which appeals the participants to focus their thoughts in the present time of their
lives. In fact, the effects of nostalgia in consumer attitudes and preferences towards brands has
been consistently evident in numerous studies regarding many product categories - as
sunscreen, fragrances, toothbrush, pop music and movies (Ju et al., 2016; Muehling et al., 2014;
Holbrook and Schindler, 1989; 1996). Therefore, we anticipate that the same phenomenon of
brand preference will occur when, under the same circumstances, the product type is children's
toys. Given that playing with toys can be considered as a hedonic consumption experience, we
propose that it can be extremely affective. Thus, the choice of this type of products can be based
on the existence of strong affective consumptions experiences in a period of preference
development.

H1: In a nostalgic condition, adult consumers will prefer brands that were popular during their
childhood.

H2: Consumers will have more favourable attitudes towards a nostalgic brand.
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Holbrook and Schindler in 2003 suggested some principles for the strength and time period of
such affective consumption. The authors defined that age and gender of consumers and the
product type in conjunction with both biological and environmental mechanisms, are
determinants for those sources of affective consumption. The biological mechanisms will
depend on the consumers’ age and gender as it will impact the emotional energy available.
Furthermore, the perspectives regarding some product types will be influenced by the
differences in one’s innate capacity to stimuli response, which in turn is deeply connect to
specific phases of development. Also, the environment in which each one of us is involved and
its respective forces of influence (such as culture, reference groups and peers) will drive
individuals of specific ages and gender to be more exposed and keener on some particular
product types or brands, rather than others. In fact, nostalgic experiences often include
significant others as a key component (Wildschut et al. 2006). The choice of the toys presented

in this study was made according to these criteria.

Even though most of the researches have been based on external evocation of nostalgia, one
should not ignore the capacity of a brand to elicit a nostalgic response by itself. Thus, a nostalgic
brand can arouse nostalgic feelings and enhance the effects of nostalgic stimulus such as

advertising (Loveland, Smeesters, and Mandel 2010).

2.2.1 Identity, Self-Continuity and Extension of the Self

Nostalgia is profoundly connected with our sense of self being. Recalling meaningful moments
of a past era often elicits uncomfortable feelings of discontinuity between our present and past
(Braun-LaTour, 2007). Nostalgia operates as a mean to counteract these negative emotions by
generating idealized reflections of past events which are translated into positive toned narratives
fulfilled with great affectivity (Wildschut et al., 2006; Muehling et al., 2014). In fact, nostalgia
has been proven to have several positive psychological effects. According to the research made
by Sedikis et al., 2015, nostalgia as a self-conscious social emotion serves our brain with three
main functions: a self-oriented function as it fosters positivity regarding one’s self and the
future; an existential function since it increases the perception of a meaningful life; and a
sociality function by rising social contractedness. Also, nostalgia showed positive effects in
reducing loneliness and existential threats while increasing self-esteem (Wildschut et al., 2006).
Hence, by putting together pieces of past experiences through the glasses of nostalgia,
individuals create a unified continuous vision of their whole life, increasing their deepest sense

of selthood (Sedikides et al., 2004, p. 206).
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In the marketing research context, self-continuity has been demonstrated to mediate nostalgia
and attitudes towards brands plus purchase intension (Ju et al., 2016). People consume products
and services as a mean to express their self in a way that is consistent with their perceived self-
identity. The eagerness to revisit certain period of the past and recreate it in the present time,
drives people to call upon symbolic representations of their former possessions. Thus, people
purchase nostalgic goods in order to preserve their past through a facilitated sense of self-
continuity with that past time. As so, consuming nostalgic products is more than an emotional
experience, it promotes self-continuity and congruency regarding the past (Ju et al., 2016;
Sedikides et al., 2015). By reliving and even reassembling a past experience, consumer
nostalgia fulfils the individual needs of self-idealization, self-affirmation and self-actualization
by extending the self. (Stern, 1992). Consequently, these nostalgic responses bolsters
individuals to create, maintain and understand their identities (Wildschut et al., 2006; Brown

and Humphreys, 2002).

Possessions have been considered instrumental in human and self-concept development. In an
early stage the childhood, children learn to distinguish their self from their closest environment
with the aid of objects — for example, the “security blanket” serves as an object that represents
the mother (Furby and Wilke, 1982). Following, infants start to clearly distinguish their selves
from others when their interactions with their peers starts to involve conflicts regarding sharing
or giving objects that they consider theirs (Furby, 1980). Later, they start to develop a sense of
personal identity, and throughout adolescence and adulthood, individuals use possessions as an
anchor to manage their identities — supporting the importance of goods in self-definition as the
perceptions of having, doing and being are all related (Snyder, 1972; Rochberg-Halton, 1984).
Into an older age, objects help individuals to feel continuity through their whole lives while
assuring that their selves will be extend beyond their deaths. Moreover, possessions often are
seen as means of storing memories and feelings of the past by making tangible certain events

that are intangible — for instance travel experience souvenirs (Belk, 1988).

In 1988, Berk pointed to several authors who have defined that the special meanings granted
by individuals to their possessions are related with an extension of the self. The concept of
extended self includes not merely what people see as “me” (the self by definition), but also
what they perceive to be “mine”. As a matter of fact, the way individuals act and feel regarding
certain things that are considered as their property (as the fondest objects, children or even work

of hands) is very similar to how people act and feel about their selves. For instance, when we

Francisca Pereira Martins 16



are faced with an unintended loss of an object (especially when we connected it with our sense
of identity), we experience anger and somehow vulnerability, just as if we have lessened
ourselves. Moreover, both Rosenblatt, Walsh, and Jackson, 1976 and McLeod, 1984 suggested
that the process of losing a good (whether stolen or as a result of natural catastrophes) follows
a feeling of mourning similar to losing someone we love or that was a part of our lives. It means
that by stating that something is “mine”, individuals automatically (aware or unaware of it)

consider their possessions as a part of their selves.

Sartre, 1943 defined three ways in which possessions can be intentionally incorporated in
individuals as extensions of the self. A first way is by appropriating or controlling an object for
personal use, just as individuals control their own legs or arms. Hence, when people exercise
power, are in control, conquer or master either a tangible or intangible possession, the more
they will feel bounded with it. Another way of including a possession into the selfis by creating
it. The concept of creating an object is not only limited to the manufacture with our “bare
hands”, but buying an object can, also, be considered a way of creating, considering that
purchasing power also supports the perception of self. Finally, a third way of extending a self
1s by knowing our possessions. This approach is supported by the notion that the extended self
1s not limited to physical external and personal objects but can also regard places and other

people.

The inclusion of the self into others’ is, indeed, a relationship-specific schema recurrent in
several families. This phenomenon was approached in Aron, Mashek and Aron’s, 2004 self-
expansion model. The model defined that people often feel an urge to expand their perceived
self by constructing and maintaining close relationships with others. Thus, individuals include
into their selves some of the relevant others’ shared worldview, resources (particularly
knowledge, materials goods and mutually owned social assets) and identities (depending on the
magnitude in which both persons consider themselves as one) (Ledbetter et al., 2010).
Individuals encode and decode information regarding close others in the same way they do
about their selves (Ledbetter & Beck, 2014). Thus, the actual social comparison processes
between subjects becomes similar to self-comparison processes, as the comparison target is
recognized as an important part of the individuals’ (who considers the other as an integral part
of their selves) identity (Aron, Mashek and Aron’s, 2004). For instance, Hirt and his colleagues’
(1992) analysis on the reactions of sports fans regarding their favourite teams supported this

notion. Since fans consider their teams as a component of their identities, the teams’ failures or
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victories are perceived essentially as personal failures or victories. Collins (1996) pointed as
well to the perceived ownership of a close target outcomes, when speaking about the rise or fall
of ones’ feelings of self-relevancy with the wins or losses of a sibling playing in a tennis
competition (McFarland et al., 2001). Agnew et al., 1998 showed that individuals who
relationship with parents presents a higher inclusion of the other in the self are more probable
to have the same religious and political believes as the parents do. Finally, Lifton in 1973
noticed that children and grandchildren are the closest to immortality that any individual can

get, being a living offspring a strongly desired extension of the self (Belk, 1988).

2.3 Gift Giving and Social Distance

Sartre (1943) considered gift giving (to others) as a mean to extend the self since it is
intrinsically a practice of control. A gift pretrains to be associated with the giver in order that
their identity is extended into the receiver. The author also suggests that gifts are frequently
regarded as favourite possessions because are generally received from loved ones which makes
this extension of the self to be often accepted as positive. Gift giving reinforces the expression

of the giver’s self-concept into the objectified form of a gift (Belk, 1979).

Choosing the right offering might seem to be complex, given the conflicting task of selecting a
good that reflects the givers’ identity while being accurate regarding the recipients’ preferences
and both subjects’ interpersonal relationship. However, the literature has proven that, most of
the times, the giver’s identity plays a dominant force in gift purchase (Ward and Broniarczyk,
2011). Thus, when selecting an offering to a close other, people usually tend to blend their
knowledge of the grantees with information regarding their selves, mixing up the others’
preferences with their own personal tastes (Aron et al., 1991). As long as the giver considers
the receiver a part of their extended self, gift giving is a strongly self-gratifying activity but,
when it is not, gift giving is just a matter of reciprocity (Belk, 1988)

As a social exchange between two parties, offering something is associated with the social risk
of not matching the recipient’s preferences. Individuals feel that poorly matching the receiver’s
preferences will have as a consequence a possible harm to one’s social standing and relationship
(Hoyer, Maclnnis, and Pieters 2012). This risk moderates the fact that people often prefer to
give material gifts to others, which are felt to be a more secure option, rather than experiential

gifts, as its uniqueness require a more specific knowledge of the receivers’ actual personal
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preferences (Goodman and Lim, 2018). Several authors have suggested that the extent to which
a person has a greater knowledge of others’ preferences is related with the social distance
between both subjects (e.g. Chan and Mogilner 2017 and Ward and Broaniarczyk, 2011).
According with previous literature regarding interpersonal relationships, social distance is
defined as a degree of interpersonal closeness that concerns the interactions between two
individuals (Goodman and Lim, 2018). These frequent, strong and diverse interactions will get
people to better know and understand each other. In this context, Goodman and Lim, 2018
suggested that social distance acts as a key component in gift exchanging. In fact, the authors
provided evidences through their research that the more socially close individuals are to the
recipients, the more confident they feel regarding their accuracy in predicting the receivers’
preferences. Therefore, the more willing the individuals will be to offer experiences rather than

material gifts.

Considering the selected literature regarding nostalgia, extended self and gift giving, we
propose that the same effect of social distance approached by Goodman and Lim (2018) will
occur when the individuals face a purchasing choice of a nostalgic gift vs a non-nostalgic gift.
In the context of the present study, individuals will face the choice of purchasing a nostalgic
toy or a currently popular toy for either their offspring (lower social distance) or a co-worker’s
children (higher social distance). As so, we formulated the following hypothesis:

H3. Individuals will feel more confident in predicting their offspring’s preferences.

H4. In a nostalgic condition, consumers’ will prefer to purchase nostalgic gifts for lower
socially distant children (their offspring).

HS. Both in a nostalgic condition and a non-nostalgic condition, individuals will prefer to buy

the currently popular toy for higher socially distant children (their co-worker’s children).

2.4 Brand Preference and Loyalty

The experiential facet of marketing has been defined as an essential key component to enhance
consumer preferences towards brands and the fomentation of future purchase decisions
(Schmitt, 2009). Brand preference as a behavioural tendency regarding the customers’ attitudes
towards a brand, can be linked to the concept of brand attachment (Ebrahim et al., 2016). When
a consumer feels emotionally attached to a brand, their attitudes towards that brand will likely

be more favourable. The interactions between a person and an object are regularly the basis of
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strong attachments (Thomson, MacInnis, and Whan Park, 2005). In this context, experiences
play an important role as a source of consumer preferences. As the memories of experiences
often contain more vivid and concrete information, the consumers rely on these inputs as trusted
sources of information to support their choices and judgments (Schwarz, 2004). Also,
memorable and meaningful experiences usually have a hedonic nature. Certainly, when an item
meets or surpasses the utilitarian criteria, the consumers encounter satisfaction, however when
an item meets or surpasses the hedonic criteria, consumers feel excitement and delight, are more
disposed to participate in positive word of mouth, keep the item for longer periods and turn out

to be more loyal (Dhar and Wertenbroch, 2000; Chitturi, Raghunathan, & Mahajan, 2008).

Brand loyalty has been defined as a general propensity of a commitment to a brand. Chaudhuri
and Holbrook in 2001 proposed that the concept of brand loyalty regards both purchase and
attitudinal loyalty, which are influenced by brand trust and brand affect. The authors defined
purchase loyalty as a willingness to repurchase a determined brand and attitudinal loyalty as an
extended commitment towards a brand that results, for instance, in a higher willingness to pay.
Therefore, we hypothesize that:

Hé6. In a nostalgic condition, consumers will be more loyal to the nostalgic brand

2.5 Overview

Nostalgia has been coherently proven to increase the preference, the perceived attributes, the
consumers’ attitudes and promote loyalty behaviours towards nostalgic products (Ju et al.,
2016; Muehling et al., 2014; Holbrook and Schindler, 1989; 1996). Therefore, we anticipate
that the same phenomena should be, also, observed for toys (H1, H2 and H6). However, as toys
are not usually bought for oneself but for others (children) it would be also important to explore

whether nostalgia affects preferences for this kind of consumer decisions for others.

Nonetheless, as nostalgia is an emotion associated to the self and one’s identity (Ju et al., 2016;
Sedikides et al., 2015; Wildschut et al., 2006; Brown and Humphreys, 2002), social distance is
hypothesized to be an important moderator of the effects of nostalgia on consumer decisions
for others. There are several ways in which individuals extend their self-identity through their
possessions which can regard their fondest objects, but also, places and people (Belk, 1988;
Satre, 1943). Therefore, the inclusion of the self into others’ is a relationship schema recurrent

specially to close others. Often, individuals care the information regarding close others in the
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same way they do about their selves. Consequently, people start to blend the other resources,
preferences and identity with theirs (Aron, Mashek and Aron’s, 2004). In fact, it was found that
individuals feel more confident in predicting close others’ preferences, even if those are mixed
up with theirs (Chan and Mogilner 2017; Ward and Broaniarczyk, 2011) (H3), such that,
reduced social distance towards the receiver of the gift should increase the preference for the
nostalgic toy (H4). On the other hand, when choosing a gift to a higher social distant person,
individuals will fear the social harm of poorly matching the receiver’s preference (Hoyer,
Maclnnis, and Pieters 2012). Thus, they will prefer to select the most secure gift option

(Goodman and Lim, 2018) as for instance the most recent and popular toy (H5).
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3. Methodology
3.1 Study Purposes

The main purpose of this data collection process was to assess if evoking nostalgic feelings
influences the preference of adults when buying toys for children. Furthermore, this study aims
to analyse if that influence is reinforced when there is a smaller social distance from the toy’s

receiver, namely when the child is the adult’s offspring.

We have chosen three nostalgic brands which, by their popularity at the time, were recurrent to
the generations of adults who are nowadays between 19 and 35 years old — Pokémon, Polly
Pocket, Where’s Waldo. All the three brands have two particularities in common. First, all
provide either toys or other means of merchandising which stimulated the senses. For instance,
Pokémon appeared as an animated cartoon (sight and sound), Polly Pocket created little
interactive scenarios for children to play with the dolls (touch, sight and sometimes smell) and
Where’s Waldo primarily sold books with colourful full-page illustrations (sight and touch) and
later animated cartoons. The individuals could have experienced the offerings of the chosen
brands either alone, with friends, siblings or parents. Both Pokémon and Polly Pocket were, at
the time, somehow gender specific. It means that most of the male sample will probably have
less affection or nostalgic memories with Polly Pocket when comparing with women and vice
versa in the case of Pokémon. Where’s Waldo was chosen in order to neutralize potential gender

effects on nostalgia.

The participants were randomly exposed to one condition of nostalgia (nostalgia vs present
focused) and one condition of social distance (offspring vs not offspring). Afterwards, we
displayed three pairs of toys — an old toy and a new one (Pokémon and Yo-Kai Watch; Polly
Pocket and Frozen; Where’s Waldo and Despicable Me) and asked the participants a set of
questions regarding their willingness to purchase, attributes, attitudes, familiarity and
attachment and loyalty for all the stated brands. It is expected the nostalgic brands’ ratings
concerning the willingness to purchase, attributes, attitudes, loyalty and desired loyalty to be
more favourable when the respondent is under a nostalgic condition. Also, we focused on the
impacts that the social distance (to the toy’s receiver) can have in choice itself between the
oldest and newest brand, but also in terms of the willingness to purchase and the desired brand

loyalty.
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When in the condition of buying for their own child, due the existence of a lower social distance,
the participants will be more confident regarding their child's preferences rather their co-
worker's son. In this way, we propose that the participants will take a more egocentric
perspective of their child’s preference by taking it in consideration as their personal preference
(based on their past experiences), especially when evoking a feeling as nostalgia, which is
deeply connect to a perception of self-extent. We postulate that the participants will extrapolate
how much fun their child will have with a toy from how much fun the respondents had in the
past. It eventually will positively affect the buying choice of a brand from the past instead of a
currently trendy brand among the children. However, such association shouldn’t be present

when buying for co-worker’s son.

A survey was found to be the best way to test our hypothesis as this type of data collection
makes it easier to collect a larger confidential sample in a short period of time, while being
more convenient for the participants themselves. Also, the survey is an extremely versatile
mean concerning the large amount of information that can be collect both within and between
subjects. It can provide deeper insights regarding not only the participants’ attitudes and

preferences, but also, the differences between individuals in particular conditions.

3.2 Participants

The survey was distributed online by e-mail and social networks, being all the participants
volunteers. There were 140 respondents being 86 females and 54 males. Regarding age, 80.7%
of the participants ranged from 19 to 35 years old which was the defined target sample of the
present study. All the participants should be native Portuguese as the survey was constructed in
Portuguese. The requirement of the nationality and participants’ native language matching
language in which the survey was designed, was purposely made to meet Keysar and his
colleagues’, 2012 findings regarding the foreign language effect on decision making. The
authors proved that decisions made in a foreign language increase psychological distance to the
matter and thus, reduce emotional reactions. As nostalgia is an intense personal emotional state,
the actual evocation of emotions is necessary to test our hypothesis and therefore, the foreign-

language psychological effect could damage the quality of our findings.
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3.3 Materials

3.3.1 Independent variables

Nostalgia

A manipulation of the independent variable nostalgia was conducted. Regarding this
manipulation, two conditions (Nostalgia vs Present) were adapted from Lasaleta et al., 2014. In
both conditions the participants were shown one of two advertisements, corresponding to the
two experimental conditions. The advertisements looked alike, containing the same
photography, the same Kodak branding element but with a different copy’s message (Appendix
I — Survey Guide). In the condition of nostalgia, the copy’s message invited the respondents to
reminisce about their past by saying “Remember special occasions with others from your
past...Take a moment to cherish your childhood memories.”. While in the present condition,
the copy intended to lead the participants to think about their present and future when stating
“A special occasion with others... Think about making new memories starting today and well
into your future.” In order to verify the effectiveness of the previous manipulation and to
confirm if the nostalgic stimuli evokes more nostalgic feelings than the present condition, the
Wildschut et al. 2006 manipulation check was used. Respecting this task, the participants
answered, in a scale of 1 (strongly disagree) to 7 (strongly agree), to three items: “Right now, I
am feeling quite nostalgic”; “Right now, I am having nostalgic feelings”; and “I feel nostalgic

at the moment”. The same manipulation check was supported by the Lasaleta et al., 2014 study.

Self-Continuity.

To check the nostalgia manipulation, we measured self-continuity. Perceived self-continuity
has been proven to be central in what regards nostalgia research as it has been demonstrated to
increase when nostalgia is evoked. Hence, a measure of Self-Continuity was adopted from
Sedikides et al., 2015 to assess if the increased sense of self-continuity influences the preference
of a nostalgic product to the offspring. This measure consisted in a task of rating the following
four items in a seven-point scale: “I feel connected with my past”; “I feel connected with who
I was in the past”; “There is continuity in my life”’; and “Important aspects of my personality

remain”.
Social Distance

Two conditions were used (Offspring and Not Offspring) for the manipulation of the

independent variable Social Distance. In the Offspring condition, regardless the participants
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parenthood personal aspiration, they were initially asked to make an imagination exercise in
which they were in the scenario of having an 8-year-old child. In the Not-Offspring condition
the respondents were requested to imagine an 8-year-old child that is a son or daughter of a co-
worker. In both conditions the participants were also indicated that they were looking to
purchase a gift to either their son/daughter or to a co-worker’s son/daughter, respectively. The
two items “How easy is it to imagine that child” and “How close to that child do you feel” were
intended to test how efficient was the proposed imagination exercises and the actual perceived
social distance to that imaginary child. The item “How well do you believe to know that child
preferences, what he/she likes and dislikes” was adapted from the two-item manipulation check

of social distance of Goodman & Lim, 2018 for the same purpose.

3.3.2 Experimental stimuli

Toys

In this section, we presented the participants with three pairs of two identical products (an old
nostalgic toy and a recent hyped toy that shares some characteristics with the old one, but from
a different brand). Next, the respondents faced three groups of questions (each group
corresponding to each pair of toys: Pokémon and Yo Kai Watch; Polly Pocket and Frozen;
Where’s Wally and Minions) regarding their willingness to purchase, perceived attributes,
attitudes, familiarity and attachment and loyalty towards both brands, followed by a choice task.
Each pair was composed by an old nostalgic toy and a recent hyped toy that shares some
characteristics with the old one. The literature defined a nostalgic product as a good that was
outstandingly popular during a long past period of time but that nowadays is widely available
or not even available at all. The old products were chosen according with these criteria, with
special attention to ensure that the period in which the product thrived matched the childhood

period of the main target of this survey (young-adults with ages ranging from 20 to 35 years

old).

(A) (B)
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Figure 1 — Pairs of toys (nostalgic toy on the right and recent toy on the left)

3.3.3 Dependent Variables

Purchase Likelihood

To measure the purchase likelihood of each brand, the participants rate the sentence “How
likely are you to purchase (brand) for your (colleague’s) child?” in a scale from 1 (strongly

unlikely) to 7 (strongly likely).

Attitudes towards brands
To assess the participants attitudes towards the brand it was adopted the Hensel and Bruner,
1992 rating scale of three items: “Bad/Good”; “Unsatisfactory/Satisfactory”;

“Unfavourable/Favourable”.
Brands’ Perceived Attributes

To measure how much quality the participants perceived in each brand, it was asked the

participants to rate their perception of quality in a seven-point scale.
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Familiarity and Attachment

We requested participants to rate three items measuring familiarity from 1 (Strongly Disagree)
to 7 (Strongly Agree): “I played with (brand) when I was a child”; “I played with products
similar to the ones of (brand) when I was a child”; and “I recognize (brand)”. One item from
Whan Park et al., 2010 brand attachment scale was chosen and adapted to measure brand

attachment along with the familiarity measures: “I feel emotionally bonded to (brand)”.

Brand Loyalty

The brand loyalty scale proposed by Chaudhuri & Holbrook, 2001 was used to measure both
purchase loyalty - “I intend to buy (brand) in the future” and “I will buy (brand) the next time
I buy (product type)” - and attitudinal loyalty - “I am committed to (brand)” and “I would be

willing to pay a higher price for (brand) over other brands”.

Adult-child gap

In the end of each brand’s set of questions we measure the adult-child gap by asking the
respondents to rate the sentences: “How much fun do you believe that this child will have while
playing with this toy” and “How much fun did you had while playing with this toy”. We obtain
this variable by computing the difference between these two items. We expect a lower gap in
the perceived fun between the adult and the child in the nostalgia condition, comparing with
the present condition, and we also expect a lower gap in the offspring condition than in the not

offspring condition.

Attitudes towards playing time

The attitudes towards playing time was determined on the basis of a seven-point agreement
rating of four sentences. In this scale there are two items corresponded to a utilitarian
perspective of playing time - “I feel that playing time is a mean for children to be challenged
and develop cognitive, social and physical skills.” and “I feel that playing time is just a mean
for children to develop capabilities for their future” and another two sentences that reflected it
in a hedonic point of view: “I feel that playing time is a mean for children to experience fun,
pleasure and enjoy themselves” and “I feel that playing time is a mean for children to feel

positive emotions.
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Demographics
Concerning the demographic questions, participants were asked their gender, age, native

language, nationality and if they have children.

3.4 Procedure

The participants were provided an introduction informing them that they were participating in
a study about children products and were presented with a consent form. This initial text was
purposively vague regarding the study’s goal in order to guarantee that no previous biases affect

the quality of the answers (Appendix I: Survey Guide).

Initially, the participants were randomly assigned to one condition of nostalgia (nostalgia vs.
present) and one condition of offspring (offspring vs. not offspring). Participants were
presented with an image for 30 seconds (nostalgia manipulation), after which were asked to fill
the nostalgia manipulation check and self-continuity scales. Afterwards, participants were
presented with the offspring manipulation, in which we asked participants to imagine they were
buying toys for their children (offspring) or the children of co-worker (not offspring).

Accordingly, they answered to the social distance manipulation check scales.

Afterwards, participants had the task to respond to the three groups of questions that match
three pairs of brands (an old and a new one) - Pokémon and Yo-Kai Watch; Polly Pocket and
Frozen; Where’s Waldo and Despicable Me. As the survey would take several minutes to be
completed, in order to avoid that a loss of strength regarding the nostalgia manipulation could
damage the sample, the groups were shown to all participants by the specific order previously

stated.

In each group, the participants first visualized a picture of both toys, with a small description
of each brand. Then, we immediately asked them to rate their willingness to buy one and the
other. Subsequently, the participants answered to the questions concerning the quality (brand
attribute) and attitudes towards the brand. At the end of this section, participants were requested
to choose which brand they would actually buy (purchase likelihood) to their child or co-
worker’s child. Following this set of questions, we measured the familiarity and attachment and

loyalty.
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After answering these three groups, the attitudes regarding playing time were measured. Lastly,
we collected the demographic data and provided, at the very end, an explanation regarding the

purpose of the study.

3.5 Design

The experiment had a 2 Nostalgia (Nostalgia, Present) x 2 Social Distance (Offspring, Not
Offspring) between subjects’ design.

Francisca Pereira Martins 290



4. Results
4.1 Sample

In the present study, the participants were attributed to one of four combinations of conditions
available which were categorized as: “Nostalgia and Offspring”, “Present and Offspring”,
“Nostalgia and Not Offspring” and “Present and Not Offspring”. It was determined that each
condition should have at least 20 responses. The study was completed by 140 participants as

we were able to collect a final sample of 35 answers to our four stablished conditions.

The group of participants was composed by 61,4% of females and 38,6% of males. It can be
reported an uneven distribution of the ages among the participants, with the largest group being
23 to 27 years old (52,9%). The second most impactful group affirmed being 19 to 22 years
old, weighting 21,4%. Accordingly, 80,6% of the sample, ranging ages from 19 to 35 years old,
fits perfectly the age groups that could have played with the nostalgic toys in a childhood period.
All the respondents were from Portugal and their native language was Portuguese. Lastly, the
majority of the participants do not have children, 82,9% (Appendix II: Survey’s Results:

Sample Description).

4.2 Results

Regardless of the condition to which participants were attributed, Pokémon was picked up as a
purchase choice by 73,6% of the participants, Polly Pocket by 45% and Where’s Waldo by
53,6%. Concerning the attitudes in playing time, a Paired Samples T-Test demonstrated that

the respondents consider this activity to be more hedonic than utilitarian, being the differences

in the means significant (t (139) =3.163, p=.002).

4.2.1 Nostalgia Manipulation Check

To confirm the effectiveness of the nostalgia’s manipulation, a nostalgia check set of three items
was asked to be completed by the respondents. The difference in the means for the composite
nostalgia check between the nostalgia (M=3.77, SD=1.61) and present condition (M=2.94,
SD=1.58), was statistically significant t (138) =3.095, p =.002. Therefore, participants in a
nostalgic condition report higher levels of nostalgic feelings and so it is possible to support that
the manipulation of nostalgia was, indeed, effective. However, the self-continuity measures
turned out to not be significant respecting the conditions of nostalgia (Appendix II: Survey’s

Results: Manipulation Checks)
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4.2.2 Social Distance Manipulation Check

Regarding the social distance manipulation check set of three questions, an Independent
Samples T-Test was run and the difference between the offspring (M=4.92, SD=2.13) and not
offspring (M=3.59, SD= 1.27) conditions for the composite measure of social distance
manipulation check was significant t (138) = 5.21, p =.000. In fact, the participants who were
attributed the task of choosing a gift for their own offspring, report a higher proximity (t (138)
=7.61, p=.000) and higher knowledge about the preferences of the recipient child (t (138) =138,
p=.000) than those participants choosing for a co-worker’s offspring. Thus, it is possible to
assume that the manipulation of offspring was effective and reliable (Appendix II: Survey’s

Results: Manipulation Checks).

4.2.3 Attitudes and Quality

In respect to the attitudes towards the nostalgic and recent brands, participants rate their
convictions of the brand being “Bad/Good”, ‘“Unfavourable/Favourable” and
“Unsatisfactory/Satisfactory”, consisting of a composite measure of attitudes towards the
brand. An ANOVA 2 nostalgia x 2 offspring x 2 product type, with repeated measures on the

last factor was run for participant’s attitudes towards the toys’ brands.

The ANOVA revealed that overall participants have more positive attitudes towards nostalgic
brands (M=5.25, SD=0.81) than recent brands (M=4.49, SD= (0.88) indicated by a significant
main effect of product type, F(1, 136) =94.79, p=.000.1t was possible to observe a marginal
significant interaction between the offspring conditions and the product type, F(1, 138)=3.41,
p=.067. In fact, even though the respondents have generally greater attitudes towards nostalgic
brands, the differences in attitudes of nostalgic and recent brands are much more noticeable in
the offspring condition (Mnostaigic=5.43, SDNostalgic=.11, MRecen=4.53, SDRecenr=.12) than in the
non-offspring condition (Mnosatgic=3.10, SDNostaigic=.11, MRrecens=4.46, SDRecens=.12). The same
pattern of interaction was found to be significant regarding the nostalgia conditions and product
type, F(1, 138)= 25.42, p=.000. Individuals reveal a much less evident difference in their
attitudes regarding nostalgic and recent brands in the present condition (Mnostigic=4.95,
SDnoswigic=.11, Mgecen:=4.57, SDgecenn=-12) than they do in the nostalgic condition
(MNostaigic=5.56, SDnNostaigic=-11, Mprecenn=4.41, SDpecens=-12). However, no main effects
regarding the conditions of offspring, F(1, 136)=1.98, p=.16, or nostalgia were found, F(1,
136)=2.22, p=.14). Also, there is no interaction between the nostalgia and offspring conditions,

F(1, 136)<1.To further analyse and support our hypothesis, an Independent Samples T-Test was
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conducted to assess the differences in attitudes towards nostalgic brands and recent brands in
each condition of nostalgia. Concerning the nostalgic brands, individuals in a nostalgic
condition have significant better attitudes (M=5.56, SD=.817) than the participants in the
present condition (M=4.95, SD=1.11); t (138) =3.698, p=.000. However, regarding the recent
brand no significant differences were found between nostalgia (M=4.41, SD=1.05) and present
conditions (M=4.57, SD=1.00), although the individuals in the present condition report to have

better attitudes towards the recent brands.

Product Type
Product Type Mean Std. Deviation
Nostalgic Toy 5,25 ,08
Recent Toy 4,49 ,09

Table 1: ANOVA Descriptives “Attitudes”: Product Type

Effect of Offspring Conditions in Product Type

Condition Product Type Mean ]S;[g\;ia tion

Not Offspring  Nostalgic Toy 5,08 ,11
Recent Toy 4,46 ,12

Offspring Nostalgic Toy 5,43 ,11
Recent Toy 4,53 ,12

Table 2: ANOVA Descriptives “Attitudes”: Offspring with Product Type

Effect of Nostalgia Conditions in Product Type

Condition Product Type Mean ]S;g\;ia tion

Present Nostalgic Toy 4,95 ,11
Recent Toy 4,57 ,12

Nostalgia Nostalgic Toy 5,56 11
Recent Toy 4,41 ,12

Table 3: ANOVA Descriptives “Attitudes”: Nostalgia with Product Type
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A third order interaction between nostalgia, offspring and product type was found to be
significant, F(1, 136)=4.40, p=.038. The participants in the nostalgia and offspring condition
demonstrate the better reported attitudes towards nostalgic toys, while the respondents in the

present and not offspring condition reveal the weakest attitudes (Graphic 1 and Graphic 2).

Estimated Marginal Means of Attitudes
at Offspring = Offspring

6
2
© 5
o
S 4
3
I
© 2
=
- 1
9]
w 0
.g Present Nostalgia
(%]
w

Nostalgia Conditions

B Nostalgic Toy = Recent Toy

Graphic 1- Third order interaction between nostalgia conditions, product type and offspring conditions regarding

attitudes towards the brands.
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Graphic 2- Third order interaction between nostalgia conditions, product type and offspring conditions regarding

attitudes towards the brands.
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We also asked the participants to rate their perceptions of quality in relation to every brand that
was presented. An ANOVA 2 nostalgia x 2 offspring x 2 product type, with repeated measures
on the last factor was computed for participant’s perceived quality. A main effect of product
type was found to be significant (F(1, 136)= 96.06, p=.000) as, again, all participants attribute
better quality to nostalgic brands (M=5.33, SD=0.09) and lower quality to recent brands
(M=4.53, SD=0.1).

Product Type
Product Type Mean Std. Deviation
Nostalgic Toy 5,33 ,09
Recent Toy 4,53 ,10

Table 4: ANOVA Descriptives “Quality”: Product Type

It was found a significant interaction of the nostalgia conditions and product type, (F(1, 136)=,
p=.000). Repeatedly, the participants in a nostalgic condition show a higher difference in their
perceived quality regarding the nostalgic-toy and recent toy (Mnostigic=35.48, SDnNostigic=.12,
Mgecen=4.43, SDgecens=.13), which is diminished in the present condition (Mposwaigic=3.20,
SDnostalgic=.12, MRecen=4.62, SDprecens=.13). Yet, no main effects of offspring, F(1, 136)<I, or
nostalgia, F(1, 136)<l1, could be reported as those are not significant. Also, there is no
interaction between the nostalgia and offspring conditions, F(1, 136)<1, neither between the
offspring and product type, F(1, 136)<1, nor a third order interaction between nostalgia,

offspring and product type, F(1, 136)<I.

Nonetheless, planned comparisons revealed that for nostalgic products participants in the
nostalgic condition revealed marginally higher quality ratings than participants in the present
condition (¢ (138) =1.724, p=.087) but no differences were found for the new product and no

further effects were found.
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Effect of Nostalgia Conditions in Product Type

Condition Product Type Mean IS)t;l\.]ia tion

Present Nostalgic Toy 5,19 12
Recent Toy 4,62 13

Nostalgia Nostalgic Toy 5,48 ,12
Recent Toy 4,43 13

Table 5: ANOVA Descriptives “Quality”: Nostalgia with Product Type

The attitudes towards brands and quality follow the same pattern of favourable results which

supports us to accept the second hypothesis (H2).

4.2.4 Purchase Likelihood
An ANOVA 2 nostalgia x 2 offspring x 2 product type, with repeated measures on the last

factor was conducted for participant’s purchase likelihood.

The ANOVA revealed a marginal main effect of product type F(1, 136) = 3.23, p = .075,
suggesting higher purchase likelihood for the nostalgic-product (M = 4.41 , SE = .06) than for
the recent-product (M = 4.22, SE = .09). A main effect of the Nostalgia manipulation was also
found, F(1, 136) = 4.54, p = .035; indicating higher purchase likelihood for the nostalgic
condition (M = 4.44, SE = .085) than for the present condition (M = 4.19, SE = .085). The
Offspring manipulation also had a significant effect on purchase likelihood, F(1, 136) = 8.56,
p = .004, such that participants were more likely to purchase the products for their offspring (M
=4.49, SE = .085) than for their co-worker’s offspring (M = 4.14, SE = .085).

Product Type
Product Type Mean Std. Deviation
Nostalgic Toy 4,41 ,06
Recent Toy 4,22 ,09

Table 6: ANOVA Descriptives “Purchase Likelihood”: Product Type
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Nostalgia Conditions

Conditions Mean Std. Deviation
Present 4,19 ,09
Nostalgia 4,44 ,09

Table 7: ANOVA Descriptives “Purchase Likelihood”: Nostalgia Conditions

Offspring Conditions
Conditions Mean Std. Deviation
Not Offspring 4,14 ,09
Offspring 4,49 ,09

Table 8: ANOVA Descriptives “Purchase Likelihood”: Offspring Conditions

As expected, we also found an interaction between the Nostalgia manipulation and the

offspring, F(1, 136) = 5.43, p = .021; suggesting that the effect of Nostalgia on purchase

likelihood is stronger for the offspring condition (Muostaigia = 4.75, SEnostaigia =

125 Mpresent =

4.22, SEpresen[ =. 12) thal’l fOI' the NO—OffSpI’lIlg COl’ldlthIl (Mnosta[gia = 4. 13, SEnos[alg[a =. 12, Mpresent

=4.15, SEpresens = .12). It is possible to observe an addictive effect of the individual conditions

of nostalgia and offspring together. When individuals are in a nostalgic condition and are

attributed to purchase to their offspring, they report a superior preference for nostalgic toy and

a much lower preference for the recent toy. Contrarily, when people are in a present (non-

nostalgic) condition and attributed to purchase to their co-worker’s child, they reveal a

preference to buy the most recent toy rather than the nostalgic toy.

Effect of Nostalgia and Offspring Conditions

Condition Condition Mean Std. .
Deviation
Present Not Offspring 4,15 ,12
Offspring 4,22 ,12
Nostalgia Not Offspring 4,13 12
Offspring 4,76 ,12

Table 9: ANOVA Descriptives “Quality”: Nostalgia and Offspring Conditions
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A significant interaction between product type and nostalgia was also established, F(1, 136) =
111.85, p <.001, indicating that participants are more likely to purchase the nostalgic product
than the recent product under the nostalgic condition (Myosuigic = 5.09, SEnostatgic = .09; Myecent =
3.80, SE ecens = .13) but are more likely to purchase the recent product than the nostalgic product
under the present condition (Myoswigic = 3.73, SEnostaigic = .09; Myecent = 4.65, SErecens = .13). This

analysis supports the acceptance of our first hypothesis (H1).

Effect of Nostalgia Conditions in Product Type

Condition Product Type Mean ]S;[g\;ia tion

Present Nostalgic Toy 3,73 ,09
Recent Toy 4,65 13

Nostalgia Nostalgic Toy 5,09 ,09
Recent Toy 3,80 13

Table 10: ANOVA Descriptives “Quality”: Nostalgia Conditions with Product Type

The analysis of variance revealed as well a significant interaction between product type and
offspring, F(1, 136) = 111.85, p <.001, indicating that participants are more likely to purchase
the nostalgic toy than the recent product for their offspring (Muoswigic = 5.07, SEnostatgic = .09;
Miecent=3.91, SE ecens = .13) but are more likely to purchase the recent product than the nostalgic
product for the offspring of their co-worker (Mostaigic = 3.75, SEnostaigic = .09; Myecens = 4.53,
SErecent = .13).

Effect of Nostalgia Conditions in Product Type

Condition Product Type Mean ]?)tg\./ia tion

Not Offspring  Nostalgic Toy 3,75 ,09
Recent Toy 4,53 13

Nostalgia Nostalgic Toy 5,07 ,09
Recent Toy 391 13

Table 11: ANOVA Descriptives “Quality”: Offspring Conditions with Product Type
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The third order interaction between nostalgia, offspring and product type was non-significant
F(1, 136) =2.05, p = .154. However, planned comparisons revealed that, when participants are
purchasing a toy for their offspring, there is a higher likelihood of purchasing the nostalgic toy
than the recent toy when they were presented with a nostalgic message (¢ (34) =13.81, p <.000
), but that difference in the likelihood of purchasing the nostalgic and the recent toy disappears
in the present condition (¢ (34) < 1) (Graphic 3).

On the other hand, when participants are purchasing a toy for their co-worker’s child, they show
the same likelihood of purchasing the recent or the nostalgic toy when they are in the nostalgic
condition (¢ (34) < 1), but exhibit a higher likelihood of purchasing the recent toy than the
nostalgic toy, when in the present condition (¢ (34) =9.79 , p <.000) (Graphic 4).

This result further supports that although nostalgia increases the likelihood of purchasing the
nostalgic product, the effect of such nostalgic messages is constrained by the how socially
distant is the recipient of the purchase, specifically to whether the recipient is part of the

consumers’ offspring (and can be perceived as an extension of the consumer’s self), or not.

Estimated Marginal Means of Purchase Likelihood
at Offspring = Offspring

O B N W » U1 O N

Estimated Marginal Means

Present Nostalgia

Nostalgia Conditions

B Nostalgic Toy Recent Toy

Graphic 3- Third order interaction between nostalgia conditions, product type and offspring conditions regarding

the participants’ purchase likelihood
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at Offspring = Not Offspring
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Graphic 4- Third order interaction between nostalgia conditions, product type and offspring conditions regarding

the participants’ purchase likelihood.

4.2.5 Choice

Participants were also asked to make a purchase choice between the nostalgic toy and the recent
toy. A Univariate ANOVA 2 Nostalgia x 2 Offspring was run for the purchasing choice of
participants. A main effect of the Nostalgia was found to be significant, F(1, 136)=25.04,
p=-000, as participants in the nostalgia condition choose in average more nostalgic toys (M=.68,
SD=.03) than participants in the present condition (M=.47, SD=.03). Also, a main effect of
Offspring suggested that this condition affects the choice, F(1, 136)= 53.73,p=.000, since the
respondents attributed to purchase a toy for their offspring tend to choose more nostalgic toys
(M=.73, SD=.03) than the ones in the condition of not-offspring (M=.43, SD=.03).
Accordingly, individuals prefer to choose nostalgic toys to their offspring (lower social

distance) and recent toys to their co-worker’s child (higher social distance).

Nostalgia Conditions

Conditions Mean Std. Deviation
Present 471 ,03
Nostalgia ,68 ,03

Table 12: ANOVA Descriptives “Choice”: Nostalgia Conditions
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Offspring Conditions

Conditions Mean Std. Deviation
Not Offspring 42 ,03
Offspring ,73 ,03

Table 13: ANOVA Descriptives “Choice”: Offspring Conditions

Even though the addictive effect pattern of nostalgia and offspring conditions can be verified
in the case of the actual choice, this interaction end up being not significant, F(1, 136)=1.09,
p=298 (Present focused condition: Mnotoffspring=-34, SDnNotoffspring=-04, Moftspring=.60,
SDortspring=-04; Nostalgia condition: Mnotfrspring=.51,  SDNotofrspring=.04, Morfrspring=.85,

SDOffspring:-04)-

Yet, the planned comparisons revealed that when participants are attributed to choose a toy for
their offspring, there are significant differences in the means choice in the nostalgic (M=.850,
SD=.167) and present (M=.600, SD=.267) conditions; t(68)=, p=.000. It means that the
nostalgia conditions will affect the toys’ purchase choice for participants that are giving a gift
to their own children as participants in the condition of offspring are more willing to give
nostalgic toys under a nostalgic stimulus. However, in a present (non-nostalgic) condition, the
fact that participants are giving the toy to their child (offspring condition) influences them to,
also, choose in average more nostalgic toys. As so, the offspring condition has an effect in the
choice of nostalgic toys rather than the recent ones. Contrarily, participants assigned to their
co-worker’s child demonstrate to be more propense to choose, in average, the most recent toys.
Moreover, in the condition of not offspring, there are significant differences in the means of
choice in the nostalgic (M=.505, SD=.274) and present (M=.342, SD=.250) conditions;
t(68)=2.596, p=.012. It is possible to understand that even though this group of participants
(not-offspring) show a higher disposition to choose the most recent toys, the conditions of
nostalgia alter this disposition in a way that participants just become indifferent between

choosing the nostalgic and recent toy (Graphic 5).
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Graphic 5- Third order interaction between nostalgia conditions, product type and offspring conditions regarding

the choice between the nostalgic and recent toy.

Finally, the choice turned to be significant positively correlated with purchase preference of
nostalgic brands (r=.47, p=.000) and significant and negatively correlated with purchase
preference of recent brands (r=. -52, p=.000).

Therefore, taking in consideration the previous analysis and the fact that the addictive effect is
only significantly present in the case of purchase preference and not on the actual choice task,

our fourth and fifth hypothesis (H4 and H5) can only be partially accepted.

4.2.6 Brand Loyalty

Finally, we wanted to access how loyalty behaviours are influenced by the nostalgia stimulus
in the context of toy’s brands. Another ANOVA 2 nostalgia x 2 offspring x 2 product type, with
repeated measures on the last factor was conducted for participant’s brand loyalty. It was
possible to observe through a main effect of the product type F(1, 136)= 106.24, p=.000 that
participants engage more in loyalty behaviors regarding the nostalgic brands (M=2.70),
SD=1.00) than the most recent brands (M=1.84, SD=.07).
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Product Type

Product Type Mean Std. Deviation
Nostalgic Toy 2,70 ,10
Recent Toy 1,84 ,07

Table 14: ANOVA Descriptives “Loyalty”: Product Type

No main effect of nostalgia, F(1, 136)<]1 were found and the main effects of the offspring’s
conditions were not significant, F(1, 136)=1.06, p=.31. Furthermore, no interaction between
product type and offspring, F(1, 136)<l1, could be established and the interaction between the
conditions of nostalgia and offspring, F(1, 136)=1.01, p=.64, was not significant.

Yet, the interaction between the nostalgia conditions and the product type was established to be
marginally significant, F(1, 136)= 3.87, p=.05. Indeed, even though all participants tend to be
more loyal to nostalgic brands, in a nostalgic condition the difference in loyalty regarding the
nostalgic brand and recent brand is higher (Mnoswigic=2.79, SDnNostaigic=-14, Mpecens=1.73,
SDgecens=.10), than in a present condition (Mnoswigic=2.62, SDnNostaigic=.14, MRrecen=1.92
SDgecens=.10). Participants in a nostalgic condition are more loyal to nostalgic products than
participants in a present condition, and less loyal to recent toys. The difference in the means of
brand loyalty in the nostalgic condition is significant (¢£(69)=8.399, p=.000) and higher when
comparing to the present condition, although this being significant as well (#(69)=6.184,
p=.000). Accordingly, it is possible to accept our final hypothesis (H6).

Effect of Nostalgia Conditions in Product Type

Condition Product Type Mean ]S;S\;ia tion

Present Nostalgic Toy 2,6 ,14
Recent Toy 1,92 ,10

Nostalgia Nostalgic Toy 2,79 ,14
Recent Toy 1,75 ,10

Table 15: ANOVA Descriptives “Loyalty”: Offspring Conditions with Product Type
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4.2.7 Social Distance and the awareness of preferences

We proposed that the social distance regarding the toys’ receiver would predict the degree of
confidence in acknowledge the child preferences. A One-Way ANOVA indicated that the
means’ differences of the social distance manipulation check were significant regarding the two
conditions of offspring (F (1) =27.156, p=.000). Besides, we conducted another One-Way
ANOVA to define if the variable “How well do you believe to know that child preferences,
what he/she likes and dislikes” was affected by the degrees of offspring. In fact, the result turned
to be significant. Therefore, it is possible to affirm that participants perceive to have a better
knowledge of their child preferences than the ones of the co-worker’s child and so, it is possible

to accept our third hypothesis (H3).

Furthermore, the averaged social distance manipulation check is significant and positively
correlated with nostalgic brands in terms of purchase likelihood (r=.27, p=.007), the attitudes
(r=.32, p=.000), quality (r=.29, p=.000) and the choice (r=.24, p=.004). It is also partially
significant regarding the desired fun for children with nostalgic toys (r=.17, p=.051) and

positively correlated.

4.2.8 Results Overview
In this section we provide a table with an overview of our hypothesis and results obtained. It is
important to stress that no further results regarding other variables introduced in the survey

were found.

Hypothesis

In a nostalgic condition, individuals will prefer brands that were
H1 . o Accepted
popular during their childhood.

Regardless of the condition (nostalgic or present focused) to
H2  which participants are attributed, consumers will have Accepted

favourable attitudes towards the nostalgic brands

Individuals will feel more confident in predicting their offspring

H3 Accepted
preferences
In a nostalgic condition, consumers will prefer to purchase
Partially
H4  nostalgic gifts (toys) for lower socially distant children (their
Accepted

offspring).
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Both in a nostalgic and present condition, individuals will prefer Partiall
artially
H5  to purchase the currently popular toy for higher socially distant
‘ ' Accepted
children (co-worker’s child)

In a nostalgic condition, consumers will be more loyal to the
H6 . Accepted
nostalgic brand

Table 16: Hypothesis and results overview
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5. Main Conclusions and Future Research

5.1 Main Findings and Conclusion

The present research examined the effects of nostalgic stimuli in the context of toy brands for
children. The literature regards the link between nostalgic conditions and brands as resultant in
a purchase preference of nostalgic products for the self as end-user. However, in the case of
toy’s brands, the buyer is not actually the final consumer, which may influence how this link
between nostalgia and brand occurs. Based on the theory regarding gift-giving and social
distance, it is proposed that the social distance between the buyer and children will act as a

moderator of a nostalgic brand purchase and preference.

Initially, the participants were divided into two conditions of nostalgia. Accordingly, half of the
sample was presented in the beginning of the survey with a nostalgic message with the aim of
evoking nostalgic feelings, and the other half was presented with a present focused message.
This manipulation of nostalgia was effective and significant, as participants in the nostalgic

condition reported to be more nostalgic.

The first objective was to assess if, in fact, being nostalgic increases purchase preference,
promotes more positive attitudes and loyalty behaviours regarding nostalgic brands in the
context of toy’s brands, as it was proved to happen in several other markets. In accordance with
what it was hypothesized, we found significant effects of the nostalgic appeals on the perceived
quality and attitudes towards brands. The individuals who were attributed to a nostalgic
condition reported to have more positive attitudes towards the nostalgic brands, perceive better
quality and be more loyal, when comparing to respondents in the present focused circumstance.
We found that the quality perception and attitudes towards nostalgic brands is positively
correlated with purchase preference of such brands. The individuals in the nostalgic condition
show a higher predisposition to buy more toys in general. The connection between the nostalgic
message stimuli and preference of nostalgic brands was significant as participants attributed to
that condition report to be more likely to purchase the nostalgic toys rather than the recent ones.
On the other hand, the respondents in the present focused condition reveal a preference for
recent toys. Therefore, it is possible to conclude that the evoking nostalgia generates positive
responses toy’s brands, which were similar to those previously studied by some authors in other

contexts.
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Our second goal was to determine if the social distance regarding the receiver of the toy, in this
case the child, works as moderator of the evoked nostalgia’s effect. To do so, we divided the
participants in each nostalgia condition into two conditions of social distance. In the first, the
individuals were in charge of buying a toy for their son or daughter (their offspring), that is, a
lower social distant child. In the second condition, the participants had the mission of buying a
toy for a social distant child, personified as a co-worker’s son or daughter. Our study thus
followed a 2x2 design in which four different conditions existed: Nostalgia for Offspring;
Present focused for Offspring; Nostalgia for non-Offspring and Present focused for non-
Offspring. The social distance manipulation was effective, and the individuals attributed to their
offspring reported to feel, not only, closer to imaginary son or daughter, but also, more
confident on their knowledge of this child preferences. This result is consistent with the
literature on gift giving and social distance. In fact, social distance has been found to be
positively correlated with the preference for buying nostalgic products and to the actual choice
between nostalgic and recent products. As a higher score in the measure of social distance
means a shorter perceived distance, this correlation indicates that the lower the social distance,
the greater the likelihood of purchasing and choosing nostalgic products. Participants attributed

to the offspring condition also show a higher propensity to buy toys in general.

Consistently, we found significant results of the conditions of nostalgia and offspring
individually regarding purchase likelihood. When arranged together, these conditions perform
an additive effect on likelihood. That is, the individuals who were stimulated with nostalgia,
when purchasing a toy to their offspring, reveal a reinforced probability to purchase nostalgic
toys and a decreased likelihood of buying the most recent ones. On the other hand, the
individuals in the present focused condition, when purchasing a toy to their co-worker’s child,
report a greater willingness to purchase the recent products. Regarding the choice between
nostalgic and non-nostalgic toys, although the results follow the same additive effect pattern,
this is not statistically sustained. Therefore, we should only consider the effects of the
conditions independently. Nevertheless, either in the conditions of nostalgia and offspring,
individuals report choosing, in average, more nostalgic toys. Contrarily, in both of the opposite
conditions, the participants unveil a disposition to choose the most recent toys.
Thus, it is possible to conclude that in the specific market of children’s toys, when the
individuals, who are going to purchase a toy for their own children, are presented with nostalgic
stimuli, it is triggered a preference to buy and choose toys that carry a nostalgic content.

Meanwhile when the nostalgic mindset is not activated, there is not a clear purchase likelihood
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of the nostalgic toys, being this completed replaced by a preference for the most recent toys
when the buyer is purchasing a more socially distant child, for example a co-worker’s son or

daughter.

5.2 Managerial/Academic Implications

The children toys’ market is characterized, by its peculiarities, as extremely volatile and fast-
moving. Moreover, the possibilities of choice seem to be almost endless, which makes it
extremely hard to succeed throughout several years. Accordingly, it has been increasingly
important for brands to stimulate and arouse, at the same time, the children (final consumers)
but also the parents (the actual buyers with the purchase power), in order to attain their

preference and loyalty.

The present master thesis suggests that using marketing strategies based on nostalgic appeals
in children toys’ brands can spur the attention and increase the purchase preference of toys that
are somewhat nostalgic to the buyers. Thus, our results support the viability of strategies such
as nostalgic marketing campaigns and advertising (either on the point of sale or tv) and the
reintroduction of nostalgic toys, as means to increase purchase likelihood, sales, and to some
extent, elicit the development of brand loyalty behaviours. Furthermore, we observed an
additive effect of the nostalgia impacts on purchase likelihood, choice, attitudes and perceived
quality when the participants are attributed to buy a gift to their own children. This finding may
reveal an interesting clue regarding which period is the best to implement such strategies, for

example, on Christmas since is the time period in which most parents buy toys for their children.

Nevertheless, it is not the intension of this dissertation, in any way, to support brands to be or
remain old fashion. It is remarkably critical that brands keep up with the pace of the evolving
word that we live in, particularly in a market that is extremely dependent on children and which
products should please them as much as should satisfy parents. Therefore, brands may, for
instance, incorporate the nostalgic campaigns with up-to-date children’s advertising trends or,
even, reintroduce nostalgic toys with augmented reality features which expand the playing

possibilities of physical toys to mobile devices (as Disney Dream Play or Lego Digital Box).

Our findings add to the body of nostalgia research that evoked nostalgia appeals have an impact

on children toys’ product category. Actually, prior research suggested that nostalgic arousal
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influences purchase preference, attitudes towards brands and loyalty to the most diverse product
categories as toothbrushes, suncreens, fragrances, pop music and movies, when people are
purchasing for oneself (Ju et al., 2016; Muehling et al., 2014; Holbrook and Schindler, 1989;
1996). The present study is innovative in the field of nostalgia research in this point. Our results
support the conclusion that the nostalgia stimuli also work in the context of gift giving to others,
depending on the social distance to the receiver. The lower the social distance, the greater the
possibility of the purchase behaviours to others being similar to when a person is choosing a

product for their own.

5.3 Limitations and Future Research

The development of the present analysis suffered from some limitations, mainly related with
the quantitative research. The first limitation is linked with the effectiveness of the nostalgia’s
manipulation. Our results proved that there were significant differences in the nostalgic feelings
of individuals in a nostalgic condition and in present conditions, which strongly supports the
efficiency of the manipulation. Nevertheless, we could not find an increased sense of self-
continuity in the nostalgic individuals which, as proposed by Sedikides et al., 2015, should have
happened.

The next set of limitations are related with the survey sample characteristics. The validated
sample size (140) is not representative of the population that we wanted to reach (young adults
ranging in ages from 19 to 35 years old). Actually, only 80,6% of the participants belonged to
that specific age group which may have an impact in our results. A larger scale study would
lead to more reliable results. A final limitation is linked with the fact that most of the
respondents were not actually parents (82,9%), which could turn our results to be stronger or

flow in a different direction.

Concerning future research, it would be interesting to better understand why and how social
distance affects and mediates this process of nostalgic purchase to others. The inclusion of
qualitative studies, as interviews or focus groups with parents in the specific age group, into the
analysis could lead to new insights and approaches to this phenomenon. It would be, also,
compelling to repeat the study in a simulated real-life scenario, in which the participants have
the nostalgia stimulus and products right in front of them. Moreover, the analysis of children’s
responses to such parental focused nostalgic appeals and toys, should be a positive and relevant

addition to the present study.
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Further researchers could assess if the same results are validated in other markets of the children
products’ industry, such as food and clothing, or if the presented effects are related with the
hedonic facet of the products. Last but not the least, hereafter, other and more immersive
manipulations of nostalgia could be applied to guarantee stronger impacts, as the ones

implemented by Sedikides et al., 2008, and Holbrook and Schindler, 1989.

Overall, we disclosed several favourable approaches that can be conducted regarding future

research based on the framework and results presented in this study.
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Appendices
Appendix I — Survey Guide

Introduction

Welcome!

Thank you for participating in this survey within the scope of my master's thesis. Your answers are
completely anonymous and will be essential for the development of my study that covers children's
products. In order not to bias your responses, we will only reveal the purpose of this questionnaire at the
end of it. We acknowledge that there are some questions that may seem repetitive, nevertheless we
emphasize that it is extremely important to you keep focused and truthful.

This survey should not take more than 7 minutes to be complete. Clicking the “next# button you are

agreeing in participate in the present study.

Thank you!

Francisca Martins

Nostalgic Appeal

Participants in the Nostalgia condition

Remember special occasions with others from
your past...

Kodak

Take a moment to cherish your childhood
memories.
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Participants in the Present focused condition

A special occasion with others...

Think about making new memories starting Kodak
today and well into your future.

Nostalgia Manipulation

1- In ascale from 0 to 7 (0- Totally Disagree and 7- Totally Agree: Rate the following

sentences:
Totally Totally
Disagree Agree
1 2 3 4 5 6 7

In this moment, I

feel quite nostalgic

In this moment,
I’m having

nostalgic feelings

I feel nostalgic

right now

Self-Continuity
2- In ascale from 0 to 7 (0- Totally Disagree and 7- Totally Agree: Rate the following

sentences:
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Totally

Disagree

1

Totally
Agree

7

I feel connected

with my past

I feel connected to
who [ was in the

past

There’s a
continuity

throughout my life

There are
important aspects
in my personality

that remain

Offspring

Participants in the Nostalgia condition

In the following task, we would like to ask you to make an imagination’s exercise in which you

pretend being the parent of an 8-year-old child (regardless of your personal goal of being a

parent in the future or already being). Think in this child who is your son/daughter and imagine

you intend to buy him/her a gift. Let us emphasise that even you not have your own children or

aim to have at all, it is important that you put yourself in the position of being the parent of an

8-year-old.

Participants in the Present focused condition

3- Inascale of 1-7:

Not easy
at all

1

Extremely

easy

7

How easy is to

imagine this child?
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4- In ascale of 1-7:

Not well Extremely
at all well
1 2 3 4 5 6 7
How well do you
imagine knowing
the preferences of
this child, what
he/she likes and
dislikes?
5- Inascale of 1-7:
Not close Extremely
at all close
1 2 3 4 5 6 7

How close to that

child do you feel?

Pokémon/ Yo-Kai Watch

Imagine now that you want to buy a toy to that child and you are deciding between the two

products below. Consider the two toys and answer the following questions.

(A) (B)

Pokemon (A) came out in 1996 as a game for Gameboy which consisted of a boy who was a
trainer of fantastic creatures and walked around the world to battle other coaches. Due to its

huge success, this game has been adapted to a cartoon and has achieved an unparalleled
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worldwide popularity. In 1998 was created "The Pokemon Company" and numerous products

related to this imaginary world began to appear, including the toy A.

Yo-kai Watch (B) started as a game for the Nintendo 3DS handheld. The plot was based on the

story of a boy who owns a device known as Yo-Kai Watch which allows him to identify and

collect small "monsters". However, the greater adherence by children only became evident

when in 2017 the format was adapted to a cartoon and broadcasted on Portugal's children's

television in 2018. Like many cartoons, Yo-Kai sells the most varied types of merchandising

including toy B

6- Purchase Likelihood (Nostalgic Brand vs Recent Brand)

In a scale of 1-7 please rate: How likely are you to purchase:

1 2 3 4 6 7
Pokémon
Yo-Kai Watch
7- Perceived Quality — Nostalgic Brand
Classify Pokémon (A) regarding the following aspect:
1 2 3 4 6 7
Quality
8- Attitudes towards brand — Nostalgic Brand
Indicate your perceptions regarding the brand Pokémon (A):
Bad Good
1 2 3 4 5 7
Unappealing Appealing
1 2 3 4 5 7
Unfavourable Favourable
1 2 3 4 5 7

9- Perceived Quality — Recent Brand
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Classify Yo-Kai Watch (B) regarding the following aspect:

1 2 3 4 5 6 7

Quality

10- Attitudes towards brand — Recent Brand

Indicate your perceptions regarding the brand Yo-Kai Watch (B):

Bad Good
1 2 3 4 5 6 7
Unappealing Appealing
1 2 3 4 5 6 7
Unfavourable Favourable
1 2 3 4 5 6 7

The following questions will regard the brand Pokémon (A). We would like to ask you to rate
a set of personal attitudes towards this brand in a scale from 1 to 7:

11- Familiarity and Brand Attachment — Nostalgic Brand

In a scale from 0 to 7 (0- Totally Disagree and 7- Totally Agree: Rate the following

sentences:
Totally Totally
Disagree Agree
1 2 3 4 5 6 7

I recognize

Pokémon

I played with
Pokémon when I

was a child

I played with toys
similar to Pokémon

when [ was a child
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I feel emotionally
bonded with

Pokémon

12- Loyalty — Nostalgic Brand

In a scale from 0 to 7 (0- Totally Disagree and 7- Totally Agree: Rate the following

sentences:
Totally Totally
Disagree Agree
1 2 3 4 5 6 7

I intent to buy
Pokémon in the

future

I will buy
Pokémon the next

time I buy toys

I am committed to

Pokémon

I would be willing
to pay a higher
price for Pokémon

over other brands

13- Desired Fun — Nostalgic Brand

How much fun do you think your child/your co-workers’ child will have with this toy?

1 2 3 4 5 6 7

14- Past Fun — Nostalgic Brand

How much fun did you had with this toy?
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The following questions will regard the brand Yo-Kai Watch (B). We would like to ask you
to rate a set of personal attitudes towards this brand in a scale from 1 to 7:

15- Familiarity and Brand Attachment — Recent Brand

In a scale from 0 to 7 (0- Totally Disagree and 7- Totally Agree: Rate the following

sentences:
Totally Totally
Disagree Agree
1 2 3 4 5 6 7

I recognize Yo-Kai

Watch

I played with Yo-
Kai Watch when I

was a child

I played with toys
similar to Yo-Kai
Watch when I was

a child

I feel emotionally
bonded with Yo-
Kai Watch

16- Loyalty — Recent Brand

In a scale from 0 to 7 (0- Totally Disagree and 7- Totally Agree: Rate the following

sentences:
Totally Totally
Disagree Agree
1 2 3 4 5 6 7
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I intent to buy Yo-
Kai Watch in the

future

I will buy Yo-Kai
Watch the next

time I buy toys

I am committed to

Yo-Kai Watch

I would be willing
to pay a higher
price for Yo-Kai
Watch over other

brands

17- Desired Fun — Recent Brand

How much fun do you think your child/your co-workers’ child will have with this toy?

1 2 3 4 5 6 7

18- Past Fun — Recent Brand

How much fun did you had with this toy?

1 2 3 4 5 6 7
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Polly Pocket/ Frozen

Consider the two toys and answer the following questions.

(€ (D)

The Polly Pocket (C) appeared as a line of toys distributed by Mattel in 1989. The original
concept of the Polly Pocket consisted of small dolls of less than 2,5cm and circular bases that
fit in specific points of a scene, as toy (C). In 1998, the Polly Pocket was redesigned, and their
popularity increased even more. The new Polly Pockets was not only larger but had new rubber

clothing that allowed children to change their clothes easily.

Frozen (D) is a Disney animated film about a fearless princess who runs for a dangerous
adventure. Due to its enormous success, the line of toys Frozen appeared as an extension of the
Disney brand and several products allied to the film’s imaginary were launched, including the

toy D.

19- Purchase Likelihood (Nostalgic Brand vs Recent Brand)
20- Perceived Quality — Nostalgic Brand

21- Attitudes towards brand — Nostalgic Brand

22- Perceived Quality — Recent Brand

23- Attitudes towards brand — Recent Brand

The following questions will regard the brand Polly Pocket (C). We would like to ask you to
rate a set of personal attitudes towards this brand in a scale from 1 to 7:

24- Familiarity and Brand Attachment — Nostalgic Brand

25- Loyalty — Nostalgic Brand

26- Desired Fun — Nostalgic Brand

27-Past Fun — Nostalgic Brand
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The following questions will regard the brand Frozen (D). We would like to ask you to rate a
set of personal attitudes towards this brand in a scale from 1 to 7:

16- Familiarity and Brand Attachment — Recent Brand

28- Loyalty — Recent Brand

29- Desired Fun — Recent Brand

30- Past Fun — Recent Brand

Where’s Waldo/ Despicable Me

Consider the two toys and answer the following questions.

® _ | (F)

Where's wally? (E) or Where's Waldo began in 1986 as a collection of books focused on children's
entertainment. This line of books is composed of illustrations which aim is for readers to find Wally,
the main character who appears dressed in red and white stripes, in the middle of many different
scenarios (such as toy E). Due to the success of its animated illustrations, this series of books began to

include new characters in its challenges, giving origin to the creation of cartoons and video games.

Despicable me (F) was released as a Disney movie about the story of a villain who plotted a plan to steal
the moon. With this aim, Gru counts on the help of three orphan girls and several little yellow helpers,
the Minions. As they are considered as such an entertaining creature, the Minions captured a lot of
enthusiasm from the children and quickly were the starting point for the development of multiple kinds
of merchandising, as for instance the toy F. In this case, the toy F consists of a book which goals to find

some specific minions in the middle of different chaotic scenarios.

31-Purchase Likelihood (Nostalgic Brand vs Recent Brand)
32- Perceived Quality — Nostalgic Brand

33- Attitudes towards brand — Nostalgic Brand

34- Perceived Quality — Recent Brand
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35- Attitudes towards brand — Recent Brand

The following questions will regard the brand Polly Pocket (C). We would like to ask you to
rate a set of personal attitudes towards this brand in a scale from 1 to 7:

36- Familiarity and Brand Attachment — Nostalgic Brand

37- Loyalty — Nostalgic Brand

38- Desired Fun — Nostalgic Brand

39- Past Fun — Nostalgic Brand

The following questions will regard the brand Frozen (D). We would like to ask you to rate a
set of personal attitudes towards this brand in a scale from 1 to 7:

40- Familiarity and Brand Attachment — Recent Brand

41- Loyalty — Recent Brand

42- Desired Fun — Recent Brand

43- Past Fun — Recent Brand

44- Attitudes Towards Playing time:

In a scale of 1-7 please rate your level of agreement with the following sentences:

I feel that playing time is:

A mean for
children to develop
their
psychological,
physical and social

skills

A mean for
children to
experience fun and

pleasure

A mean for

children to develop
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future useful

capabilities

A moment for
children to feel

positive emotions

Demographics
45- Gender: Male; Female; Neutral; Other
46- Age: 19-22; 23-27; 28-31; 32-35; 36-49; 40-45; 46-49; 50-55; 56-59; 60-65; 65+
47-1s Portuguese your native language? Yes; No
48- Are you a parent? Yes; No

49- Where are you from?

Final Message

The purpose of this study is to understand if the evocation of nostalgic feelings (vs. the non-
evocation) influences the purchase preference of nostalgic products for children. More
specifically, we want to know if this preference is reinforced when people are buying for own

children (either imaginary or not).

Once again, your help was fundamental - Thank you!! Francisca
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Appendix II — Survey’s Results

Sample Description

Attributed Condition

Frequency (units)

Percentage (%)

Cumulative
Percentage (%)

Nostalgia for Offspring 35 25,0 25,0
Nostalgia for Not Offspring 35 25,0 50,0
Present for Offspring 35 25,0 75,0
Present for Not Offspring 35 25,0 100,0

Total 140 100,0

Table 17: Study Sample: Attributed condition
Gender
Cumulative

Frequency (units)

Percentage (%)

Percentage (%)

Male 54 38,6 38,6
Female 86 61,4 100,0
Total 140 100,0
Table 18: Study Sample: Gender
Age
Cumulative

Frequency (units)

Percentage (%)

Percentage (%)

19-22
23-27
28-31
32-35
36-39
40-45
46-49
50-55
56-59
60-65
65+

Francisca Pereira Martins
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Total 140 100,0

Table 19: Study Sample: Age

Do you have children?

Frequency (units) Percentage (%)

Cumulative
Percentage (%)

No 116 82,9 82,9
Yes 24 17,1 100,0
Total 140 100,0
Table 20: Study Sample: Parental Condition
Nationality
Cumulative

Frequency (units) Percentage (%)

Percentage (%)

Portuguese 140 100,0

100,0

Table 21: Study Sample: Nationality

Native Language

Frequency (units) Percentage (%)

Cumulative
Percentage (%)

Portuguese 140 100,0

100,0

Table 22: Study Sample: Native Language

Choice: Pokémon vs Yo-Kai Watch

Frequency (units) Percentage (%)

Cumulative
Percentage (%)

Yo-Kai Watch 37 26,4 26,4
Pokémon 103 73,6 100,0
Total 140 100,0
Table 23: Study Sample: Choice between Pokémon and Yo-Kai Watch
Choice: Polly Pocket vs Frozen
Cumulative

Frequency (units) Percentage (%)

Percentage (%)

Frozen 77 55,0
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Polly Pocket 63 45,0 100,0

Total 140 100,0
Table 24: Study Sample: Choice between Polly Pocket and Frozen

Choice: Where’s Waldo vs Despicable Me
. Cumulati
Frequency (units) Percentage (%) P:rr::n?alg\;e %)

Despicable Me 65 46,4 46,4

Where’s Waldo 75 53,6 100,0

Total 140 100,0
Table 25: Study Sample: Choice between Where’s Waldo and Despicable Me
Paired Samples t-test of attitudes towards playing time

Paired Differences
95% Confidence
Interval
St Std. Sig,
Mean ] Error  Lower Upper t df (2-
Dev .
Mean tailed)
Hedonic -
e 24 91 ,08 ,09 ,39 3,16 139 ,002
Utilitarian

Table 26: Paired Samples t-test of attitudes towards playing time

VARIABLE: Attitudes
Anova
Tests of Within-Subjects Contrasts
Type 111 Partial
Product _>*° Mean . arta Noncent.  Observed
Source Sumof  df F Sig. Eta
Type Squares Parameter Power?
Squares Squared
Product -y icar 4047 1 4047 9878 000 42 78,78 1,00
Type
Product
Type * Linear 10,41 1 10,41 2542 ,000 .16 25,42 ,99

Nostalgia
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Product

Type * Linear 1,40 1 1,40 341 ,067 ,02 3,41 45
Offspring

Product

Type *

Nostalgia  Linear 1,80 1 1,80 4,39 ,038 ,03 4,39 55

%

Offspring

Error

(Product Linear 55,71 136 .41
Type)

a. Computed using alpha = .05

Table 27: ANOVA: Attitudes towards brands

VARIABLE: Attitudes

Anova
Tests of Between- Subjects Contrasts
T 111 Partial
ype Mean . artia Noncent.  Observed
Source Sumof  df F Sig. Eta
Squares Parameter Power®

Squares Squared
Intercept 6642,46 1 6642,46 4207,23 ,000 97 4207,26 1,00
Nostalgia 3,51 1 3,51 2,22 ,138 ,02 2,22 ,32
Offspring 3,12 1 3,12 1,98 ,162 ,01 1,98 ,29

19 %

Nostalgia ® o 157 36 55 00 36 09
Offspring
Error
(Product 214,72 136 1,58
Type)

a. Computed using alpha = .05

Table 28: ANOVA: Attitudes towards brands
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Effect of Nostalgia and Offspring Conditions in Product Type

Condition Condition Product Type = Mean Std. Error
Present Not Offspring Nostalgic Toy 4,64 ,16
Recent Toy 4,57 18
Offspring Nostalgic Toy 5,25 ,16
Recent Toy 4,57 ,18
Nostalgia Not Offspring Nostalgic Toy 5,51 ,16
Recent Toy 4,34 ,18
Offspring Nostalgic Toy 5,61 ,16
Recent Toy 4,48 ,18

Table 29: ANOVA Descriptives “Attitudes”: Nostalgia and Offspring conditions with Product Type

Independent Samples T-Test

Levene’s 95%
Test for .
. t-test for Equality of Means Confidence
Equality of
. Interval
Variances
Sig. Mean
. . Std. Error
F Sig t df (2.- Differe Difference  —OVer Upper
tailed) nce

Att. B
Nostalgic V(%ll.l‘ 499 ,03 3,70 138 ,000 ,01 ,17 ,28 ,94
Toy )

No

Eq. 3,70 126,72 ,000 ,01 ,17 ,28 ,94

Var.
Att. E
Recent a- ,61 -,93 138 ,35 -16 17 =51 ,18

Var. ,26
Toy

No

Eq. -,93 137,66 ,35 -16 ,17 -51 ,18

Var.

Table 30: T-tests of attitudes towards brands depending on nostalgia conditions

VARIABLE: Quality
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Anova

Tests of Within-Subjects Contrasts

Type Partial

Product I Sum Mean . Noncent.  Observed
Source df Sig.  Eta

Type of Squares Parameter Power®

Squared
Squares
P t
oduct yiear 4560 1 4560 9606 000 41 76,06 1,00
Type
Product
Type * Linear 4,21 1 4,21 8,87 ,003  ,06 8,87 ,84
Nostalgia
Product
Type * Linear ,004 1 ,00 931,00 ,01 ,05
Offspring
Product
Type *
Nostalgia Linear ,01 1 ,01 ,885 1,00 4,39 ,05
sk
Offspring
Error
(Product Linear 64,56 136 .48
Type)
a. Computed using alpha = .05
Table 31: ANOVA: Brand’s perceived quality
VARIABLE: Quality
Anova
Tests of Between- Subjects Contrasts

Type Il Mean . Partial Noncent.  Observed

Source Sumof  df Sig. Eta
Squares Parameter Power®

Squares Squared
Intercept 6804,72 1 6804,72  3740,97 ,000 97 3740,97 1,00
Nostalgia ,18 1 ,175 ,10 757 ,00 ,10 ,06
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Offspring 12 1 ,115 ,06 ,802 ,00 ,06 ,06
Nostalgia *
oS T 78 1178 98 324 01 98 17
Offspring
Error
(Product 247,38 136 1,82
Type)
a. Computed using alpha = .05
Table 32: ANOVA: Brand’s perceived quality
Independent Samples T-Test
Levene’s 95%
Test for .
. t-test for Equality of Means Confidence
Equality of
. Interval
Variances
Sig. Mean
. : Std. Error
F Sig t df (2.— Differe Difference Lower Upper
tailed) nce

Quality B
Nostalgic (ir 20,66 1,72 138 ,087 ,30 17 -,04 ,63
Toy '

No

Eq. 1,72 135,64 ,087 ,30 17 -,04 ,63

Var.
Quality E
Recent 4 33,56 -1,03 138 ,303 -,20 ,19 =57 ,18

Var.
Toy

No

Eq. -1,03 137,80 ,303 -,20 ,19 =57 ,18

Var.

Table 33: T-tests of brands’ perceived quality depending on nostalgia conditions

VARIABLE: Purchase Likelihood

Anova

Tests of Within-Subjects Contrasts
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Type

Product I Sum Mean . Partial Noncent.  Observed
Source df Sig.  Eta

Type of Squares Parameter Power®

Squared
Squares
Product ) car 248 1 248 323 075 .02 3,23 3
Type
Product
Type * Linear 85,80 1 85,80 111,85 ,000 ,45 111,85 1,00
Nostalgia
Product
Type * Linear 65,09 1 65,09 84,85 ,000 38 84,85 1,00
Offspring
Product
Type *
Nostalgia Linear 1,58 1 1,58 2,05 ,154 02 2,053 ,30
%
Offspring
Error
(Product Linear 104,33 136 .78
Type)
a. Computed using alpha = .05
Table 34: ANOVA: Brands’ purchase likelihood
VARIABLE: Purchase Likelihood
Anova
Tests of Between- Subjects Contrasts

Type Il Mean . Partial Noncent.  Observed

Source Sumof  df F Sig. Eta
Squares Parameter Power”

Squares Squared
Intercept 5214,53 1 5214,53  5207,12 ,000 97 5207,12 1,00
Nostalgia 4,54 1 4,54 4,54 ,035 ,03 4,54 ,56
Offspring 8,58 1 8,58 8,56 ,004 ,06 8,56 ,83
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Nostalgia *

Offspring 5,43 1 5,43
Error
(Product 136,19 136 1,00
Type)

5,42 ,021

5,42

a. Computed using alpha = .05

Table 35: ANOVA: Brand’s purchase likelihood

Effect of Nostalgia and Offspring Conditions in Product Type

Condition Condition Product Type = Mean Std. Error
Present Not Offspring Nostalgic Toy 3,29 ,12
Recent Toy 5,02 ,19
Offspring Nostalgic Toy 4,17 ,12
Recent Toy 4,28 ,19
Nostalgia Not Offspring Nostalgic Toy 4,22 ,12
Recent Toy 4,04 ,19
Offspring Nostalgic Toy 5,96 ,12
Recent Toy 3,55 ,19

Table 36: ANOVA Descriptives “Purchase Likelihood”: Nostalgia and Offspring conditions with Product Type

Paired Samples t-test of not Offspring condition with Present condition

Paired Differences

95% Confidence
Interval
Std. Sig,
Mean De‘V Error  Lower Upper t df (2-
Mean tailed)
Purchaselikelihood ;-3 o5 13 200 -137 979 34,000
Nostalgic Toy —
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Purchase likelihood
Recent Toy

Table 37: Paired Samples t-test of offspring condition with present condition regarding purchase likelihood

Paired Samples t-test for Offspring and Nostalgia conditions

Paired Differences

95% Confidence
Interval
St Std. Sig,
Mean DC.V Error  Lower Upper t df (2-
Mean tailed)

Purchase likelihood
NostalgieToy = /) 103 18 205 276 1381 34 000
Purchase likelihood ’ ’ ’ ’ ’ ’
Recent Toy

Table 38: Paired Samples t-test of not offspring condition with nostalgia condition regarding purchase likelihood

VARIABLE: Choice

Anova
Tests of Between- Subjects Contrasts

Type 11 Mean : Partial Noncent.  Observed

Source Sumof df F Sig. Eta b
Squares Parameter Power

Squares Squared
Corrected 4 25 3 158 26,62 000 37 79,86 1,00
Model
Intercept 46,12 1 46,12 778,40 ,000 ,85 778,40 1,00
Nostalgia 1,48 1 1,48 25,04 ,000 ,16 25,04 1,00
Offspring 3,18 1 3,18 53,73 ,000 ,28 53,73 1,00

19 %

Nostalgia * 107 1,00 30 01 1,00 18

Offspring
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Error 8,06 136 ,06
Total 58,90 140
Corrected 12.79 139
Total

a. R Squared =,37 (Adjusted R Squared =,37)

b. Computed using alpha = .05

Table 39: ANOVA: Attitudes towards brands

Effect of Nostalgia and Offspring Conditions

Condition Condition Mean Std. Deviation
Present Not Offspring ,34 ,04

Offspring ,60 ,04
Nostalgia Not Offspring 51 ,04

Offspring ,85 ,04

Table 40: ANOVA Descriptives “Choice”: Nostalgia and Offspring Conditions

Independent Samples T-Test when in Offspring Condition

Levene’s 95%
Test for .
. t-test for Equality of Means Confidence
Equality of
. Interval
Variances
Sig. Mean
. . Std. Error
F Sig  t df (2'- Differe Difference Lower Upper
tailed) nce
Eq.
Choice chllr 497 ,03 4,67 68 ,000 ,25 ,05 ,14 ,36
No
Eq. 4,67 56,99  ,000 25 ,05 ,14 ,36
Var.

Table 41: T-tests of choice depending on nostalgia conditions when in offspring condition

Independent Samples T-Test when in Not Offspring Condition
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Levene’s

Test for 95%
. t-test for Equality of Means Confidence
Equality of
) Interval
Variances
Sig. Mean
. ; Std. Error
F -
Sig  t df (2. Differe Difference Lower Upper
tailed) nce
Eq.
Choice Vcellr 3,10 ,08 2,60 68 ,012 ,16 ,06 ,04 ,29
No
Eq. 2,60 67,42 01 ,16 ,06 ,04 ,29
Var.
Table 42: T-tests of choice depending on nostalgia conditions when in not offspring condition
Correlations
Correlations
Av. ial
Purch. Purch. D:, tS::Cla
Likelihood  Likelihood  Choice sanee
Nostalgic To Recent To Manipulation
Y y Check
Pearson. 1 5w A7*H 3%
Correlation
Sig. (2-
tailed) ,003 ,000 ,007
N 140 140 140 140
Pearson
. -, 25%* 1 -,51%* ,13
Correlation
Sig. (2-
tailed) ,003 ,000 ,136
N 140 140 140 140
Pearson
. ATk -,51%* 1 ,24%%
Correlation
Sig. (2-
tailed) ,000 ,000 ,004
N 140 140 140 140
Pearson
. ,23%* ,13 ,24%% 1
Correlation
Sig. (2-
00 136 004
tailed) 007 13 ’
N 140 140 140 140
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**_ Correlation is significant at the 0.01 level (2-tailed).

Table 43: Correlations between Purchase Likelihood of the nostalgic toy, Purchase Likelihood of the recent toy,

Choice and averaged Social Distance Manipulation Check.

VARIABLE: Loyalty

Anova
Tests of Within-Subjects Contrasts
Type :
Partial

Product I Sum Mean . artia Noncent.  Observed
Source df F Sig.  Eta

Type of Squares Parameter Power®

Squared
Squares

Product . 106,24

Linear 52,58 1 52,58 106,24 ,000 44 ’ 1,00
Type
Product
Type * Linear 1,92 1 1,92 3,87 ,051  ,03 3,87 ,50
Nostalgia
Product
Type * Linear ,17 1 17 ,34 ,563  ,00 ,34 ,09
Offspring
Product
Type *
Nostalgia Linear 05 1 ,05 ,10 ,76 ,00 ,10 ,06
*
Offspring
Error
(Product Linear 67,30 136 ,50
Type)

a. Computed using alpha = .05

Table 44: ANOVA: Loyalty towards brands

VARIABLE: Loyalty

Anova
Tests of Between- Subjects Contrasts
Type 111 Partial
ype Mean . arta Noncent.  Observed
Source Sumof df Sig. Eta
Squares Parameter Power?
Squares Squared
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Intercept 144236 1 1442,36 908,70 ,000 ,90 908,70 1,00
Nostalgia ,00 1 ,00 ,00 ,987 ,00 ,00 ,05
Offspring 1,68 1 1,68 1,06 ,306 ,01 1,06 ,18
19 *
Nostalgia * ) ) 1101 64 426 01 64 13
Offspring
Error
(Product 215,87 136 1,59
Type)
a. Computed using alpha = .05
Table 45: ANOVA: Loyalty towards brands
Paired Samples t-test of Present condition
Paired Differences
95% Confidence
Interval
St Std. Sig,
Mean De.V Error Lower Upper t df (2-
Mean tailed)
Loyalty Nostalgic
Toy — Loyalty ,70 ,95 1 A7 93 6,18 69 ,000
Recent Toy
Table 46: Paired Samples t-test of present condition regarding loyalty
Paired Samples t-test of Nostalgia
Paired Differences
95% Confidence
Interval
¢ Std. Sig,
Mean ] Error  Lower Upper t df (2-
Dev .
Mean tailed)
Loyalty Nostalgic
Toy — Loyalty 1,03 1,03 ,13 ,79 1,28 8,40 69  ,000
Recent Toy

Table 47: Paired Samples t-test of nostalgia condition regarding loyalty
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Oneway Anova

ANOVA
Sum of i Mean Ik Sig
Squares Squares
Between 6 2 1 62,22 27,16 000
Groups
Within 316,19 138 2,29
Groups
Total 378,42 139
Between
199,21 1 199,21 57,85 ,000
Groups
Within 47521 138 3,44
Groups
Total 674,42 139
Table 48: Oneway ANOVA Social Distance and Offspring conditions
Manipulation Checks
Independent Samples T-Test of Nostalgia Manipulation Check
L b
evene’s 95%
Test for .
. t-test for Equality of Means Confidence
Equality of
. Interval
Variances
Sig. Mean
. . Std. Error
F Sig  t df (2.— Differe Difference Lower Upper
tailed) nce
Eq.
,00 96  -3,10 138 ,002 -,83 ,27 -1,37  -30
Var.
No
Eq. -3,10 137,95 1,002 -,83 ,27 -1,37  -30
Var.
Table 49: T-tests of nostalgia distance manipulation check
Independent Samples T-Test of Self-Continuity
Levene’s 95%
t-test for Equality of Means Confidence
Test for
Interval
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Equality of

Variances
Sig. Mean
. . Std. Error
F Sig t df (2.- Differe Difference Lower Upper
tailed) nce
Eq.
00 99  -135 138 ,893 -,03 21 -,45 ,38
Var.
No
Eq. -135 137,96 ,893 -,03 21 -,45 ,38
Var.
Table 50: T-tests of self-continuity
Independent Samples T-Test of Social Distance Manipulation Check
Levene’s 95%
Test for .
. t-test for Equality of Means Confidence
Equality of
. Interval
Variances
Sig. Mean
. . Std. Error
F Sig t df (2.- Differe Difference Lower Upper
tailed) nce
Eq.
6,14 .01 521 138 ,000 1,33 ,26 ,83 1,84
Var.
No
Eq. 521 126,55 ,000 1,33 ,26 ,83 1,84
Var.
Eq. 11,1
4 0,00 7,61 138 ,000 2,39 31 1,77 3,01
Var. 9
No
Eq. 7,61 126,55 ,000 2,39 31 1,77 3,01
Var.

Table 51: T-tests of social distance manipulation check
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