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During the last few years, nostalgia has become a fashion in Taiwan. “Nostalgic” restaurants are becoming com-
mon in Taiwan. A nostalgic restaurant can be a hot pot restaurant decoratedwith furnishing relating to the origin
or earlier use of the “hot pot” in Taiwan. The study here uses SEM to test the hypotheses relating to nostalgia af-
fecting consumption. The results indicate that (1) nostalgia has both direct and indirect impacts on consumption
intention; (2) consumption affected by nostalgia varies depending on the individual; and (3) younger customers'
predisposition to want cheap prices is an important consideration in marketing nostalgia to younger customers.

© 2013 Published by Elsevier Inc.

1. Introduction

Nostalgia derives from the Greek words “νόστος (nóstos)” and
“áλγος (álgos)”, which refer to a painful yearning to return home.
The word “nostalgia” has been used by a Swiss physician to describe
a medical condition of soldiers away from home (Davis, 1979). The
meaning of the word has broadened to encompass more than just
homesickness. As Davis (1979) describes it, “nostalgia has been fully
demilitarized and demedicalized.” “Nostalgia” is used to describe
emotional reminiscence of a familiar entity or environment. In other
words, nostalgia refers to a psychological phenomenon triggered by
both objective and subjective perceptions. Furthermore, nostalgia,
albeit often triggered by a negative mood such as loneliness, helps
people to generate positive affect and self-esteem and fosters social
connectedness (Sedikides, Wildschut, Arndt, & Routledge, 2008).

These assertions made about nostalgia indicate its importance for
people and its ability to influence human behaviors. Therefore, under-
standing the role of nostalgia in consumption behaviors can be im-
portant when incorporating something old or obsolete into the
operation or marketing of an economically viable business.

Some service-brand executives recognize the potential to use nostal-
gia to enhance business revenues and profits. Taiwan has undergone a

trend involving many businesses incorporating items eliciting nostalgia
in their atmosphere. Many magazine articles about restaurants pertain
to restaurants that feature specific past decades (e.g., Liu, 2003). Some
of the owners of restaurants are actually antique collectors who success-
fully turn their hobby into profits in a business (Hwuang, Hong, Yang,
Chang, & Lian, 2007).

Nostalgic restaurant settings being an interesting topic of discussion
helped prompt this study. The aim of this study is to understand
nostalgia-related factors affecting the success of restaurants that use
nostalgia as an important aspect of their image. Researchers (Baker &
Kennedy, 1994; Fairley, 2003; Schindler & Holbrook, 2003) assert that
nostalgia can be used to explain consumer preference of certain products.
Based on the works of these researchers, the study proposes a model and
uses the model to investigate nostalgia affecting restaurant success.

2. Literature review

Nostalgia is a type of psychological need (Davis, 1979). Based on being
a need, nostalgia is an emotional state, which by definition is highly sub-
jective. The source of nostalgia is not limited to things that an individual
experienced in his/her past (Boym, 2002; Yeh, Chen, & Liu, 2012), but
also things for which a felt longing exists. For example, in a tourism con-
text, a feeling of nostalgia is not necessarily triggered by an individual's
personal visit to the place. Nostalgia may arise because a person sees
the place as connecting him/her to a different time period. Understand-
ing how people react to a source by feeling nostalgia can thus help
explain their consumer behavior. This is why nostalgia has been consid-
ered in studies of tourism destinations (e.g. Russell, 2008) and automo-
bile preference (Schindler & Holbrook, 2003). Holbrook and Schindler

Journal of Business Research 67 (2014) 354–360

☆ This study was supported by a grant from Taiwan National Science Council
(to Tzung-Cheng Huan) (NSC 101-2410-H-415-048).
⁎ Corresponding author. Tel.: +886 5 2751573; fax: +886 5 2732805.

E-mail addresses: timchen@npu.edu.tw (H.-B. Chen), yesso5@yahoo.com.tw
(S.-S. Yeh), tchuan@mail.nncyu.edu.tw (T.-C. Huan).

1 Tel.: +886 6 9264115x5428.
2 Tel.: +886 935 989 605.

0148-2963/$ – see front matter © 2013 Published by Elsevier Inc.
http://dx.doi.org/10.1016/j.jbusres.2013.01.003

Contents lists available at ScienceDirect

Journal of Business Research

http://dx.doi.org/10.1016/j.jbusres.2013.01.003
mailto:timchen@npu.edu.tw
mailto:yesso5@yahoo.com.tw
mailto:tchuan@mail.nncyu.edu.tw
http://dx.doi.org/10.1016/j.jbusres.2013.01.003
http://www.sciencedirect.com/science/journal/01482963
http://crossmark.crossref.org/dialog/?doi=10.1016/j.jbusres.2013.01.003&domain=pdf


(2006) indicate that nostalgia shapes consumption experiences by pos-
itively affecting respondents' experiential values. Thus, the nostalgia
perspective in the consumer literature supports the theoretical view
that nostalgia nurtures experiential values (see H1 below).

Once an individual visits a service-place and purchases a product or
service, the consumption experiences are incorporated into his/her
decision-making process for future choices, such as tourism destination
choice (Birgit, 2001). This incorporation process is due to the fact that
memorable experiences often help form a destination's image in a
person's mind (Gibson, Qi, & Zhang, 2008), and that image may be cru-
cial in affecting post-visit behavior (Bigné, Sánchez, & Sánchez, 2001;
Chen & Tsai, 2007). This study builds on the work of Fakeye and
Crompton (1991) and subsequent research that applies their model to
a restaurant context. Therefore, the study here proposes that “experien-
tial value positively contributes to restaurant image.”

The above discussion of the literature also stresses the ties between
destination image and future behavioral intentions (e.g. Bigné et al.,
2001; Chen & Tsai, 2007). Furthermore, the ability of a place to trigger
a nostalgic emotion is also a strong motive for a first-time visitor to
choose a place. Therefore, the study postulates that “restaurant image
positively impacts consumption intention” and “nostalgia positively
impacts consumption intention.”

The research model is represented by the following statements
corresponding to hypotheses. H1: Nostalgia positively affects respon-
dents' experiential values. H2: Experiential value positively contrib-
utes to restaurant image. H3: Restaurant image positively impacts
consumption intention. H4: Nostalgia positively impacts consump-
tion intention (Fig. 1).

3. Research method

The subject of this study is a nostalgia-themed restaurant in Chiayi
City, Taiwan. The restaurant is decorated with antiques from the
late-stage (1930–1945) of the Japanese colonial period of Taiwan
which is especially meaningful for the elder generation who lived
through that period. The survey was conducted from October to
December, 2012. Given the time constraint, the study used random
sampling to generate an adequate sample size yielding 302 valid
responses.

The questionnaire consisted of five sections: (1) nostalgic emotion,
(2) experiential value, (3) restaurant image, (4) consumption inten-
tion, and (5) socio-demographic information. Related to the first sec-
tion of questionnaire, nostalgic emotion, the work of Baker and
Kennedy (1994) is the most frequently cited theory even in the
newest journal articles (e.g., Muehling & Pascal, 2012). Baker and
Kennedy (1994) propose that nostalgic emotion is classifiable into
three types, namely, “real nostalgia,” “simulated nostalgia,” and “col-
lective nostalgia.” “Real nostalgia” deals with individuals' personal ex-
perience with an era and therefore can arouse feelings the individual
experienced in that era under a relevant context. For example, the
decorations and setting of a restaurant may be based on something
from the customers' childhood. In this study, older respondents
often experience such emotions. The other two types of nostalgic
emotion deal with circumstances that an individual has not experi-
enced before but are introduced by either fantasy (simulated) or his-
tory (collective). In this study, questions relating to simulated or
collective nostalgia are directed to younger customers who have no
personal experience with life in Taiwan from the 1930s to the 1960s
but who have surely heard about it from their elders or fromwatching
television programs or movies.

The second section of the questionnaire is based on the work of
Mathwick, Malhotra, and Rigdon (2001) which categorizes experi-
ential value into four sub-parts, namely, consumer return on invest-
ment, service excellence, playfulness, and esthetic appeal. The study
adopts these four dimensions of experiential value and adds a fifth
dimension, convenience. The third section of the questionnaire re-
garding restaurant image is based on the works of past researchers
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Fig. 1. Research model.
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Fig. 2. Testing Hypothesis 1.
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