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Marketing appeals often capitalize upon nostalgia. By highlighting periods of the
past, practitioners hope to elicit positive associations in the minds of consumers between
the past and desired responses, from purchases to donations to political support. Though
less often, marketing appeals also draw upon the future as a way of making the featured
good or service more appealing to potential consumers. Could these different temporal
distances into the future or into the past impact the reaction of consumers? Could the
context of a product being either hedonic or utilitarian have an influence on the outcome
of these past or future based appeals? Further, in the case of balanced products with
relatively equal hedonic and utilitarian natures, could the pairing of appeals related to
different lengths of time into the past or future with hedonic or utilitarian appeal
influence consumers as well?

Exploring these possibilities through qualitative in-depth interviews with
practitioners and consumers offers the potential to find answers and add to the body of
knowledge. The fundamental premise of Construal Level Theory (Trope and Liberman,

2000) comes into play in this pursuit. Construal Level Theory states that psychological
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distance, be it temporal, spatial, social, or hypothetical (Trope, Liberman, and Wakslak,
2007) has an impact upon the decision-making outcomes of individuals due to their
perception of the issues involved as being either abstract or concrete. It is in this context
that this dissertation investigates the use of past-based and future-based appeals of
varying temporal distances in relation to products of either a hedonic or utilitarian nature,
as well as appeals based on either utilitarian or hedonic motivations.

As a result of this analysis temporal distance was revealed to play a role in
consumer responses, but a different one than initially expected. Rather than the temporal
direction of either past or future favoring hedonic or utilitarian products and messaging,
the relative proximity to the present proved to be the more powerful influence. The near-
future and near-past advertising treatments offered advantages to hedonic products, and

far-future and far-past advertising treatments offered advantages to utilitarian products.
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CHAPTER I

INTRODUCTION

Introduction

Capitalizing on the past or the future are two ways that the creators of
marketing appeals capture the attention of consumers. Past-focused nostalgia is
one of the most prevalent tools in advertising and other forms of marketing
(Hetsroni, 2012), as well as the object of regular inquiry by multiple scholars in
the marketing discipline. Yet, there are still contributions to be made. The
consistent appeal of this tool in the context of consumer behavior is undeniable
and well documented (Zhou, Wildschut, Sedikides, Shi, and Feng, 2012; Merchant,
Ford, and Rose, 2011). From increasing the persuasive power of an advertisement
(Pascal, Sprott, and Muehling, 2002; Muehling and Pascal, 2011), increasing the
feeling of community and cultural connection (Wildschut, Sedikides, Arndt, and
Routlesdge, 2006; Goulding, 1999), to shaping the decision making of individuals
(Lasaleta, Sedikides, and Vohs, 2014) and shaping consumer memories of those
exposed to nostalgia (Braun, Ellis, and Loftus, 2002), nostalgia’s role in tying an
individual to a personal or vicarious past has power.

Nostalgia is not the only way to gain psychological distance from the

present. The future-based appeal, hereafter called forestalgia, offers a counterpoint
1
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to the nostalgic appeal to the past. For the purposes of this dissertation, forestalgia
is defined as an individual’s yearning for an idealized future. Thus, forestalgia offers a
counterpoint to Muehling and Sprott’s nostalgia definition, “an individual’s yearning for
an idealized past” (2004, p.25)

Advertising examples of forestaglia include Fed Ex’s Moon Office
commercial, IBM’s Future Market commercial, featuring what appears to be a
shoplifter, but is actually someone utilizing an automatic checkout, and Nuveen
Investment’s Christopher Reeve walking commercial. However, there is a paucity
of academic research on such future related appeals in the marketing discipline.
This type of exploration into perceptions of the future is recognized to be in its
infancy (Batcho and Shikh, 2016).

Because both the future and the past offer opportunities to gain distance
from the present, this difference in attention raises opportunities to gain a deeper
understanding of these concepts. These include a knowledge gap as to why one
seems to be favored over the other by both scholars as a subject for inquiry and by
practitioners as a tool for use. Also, there is a knowledge gap as to what
circumstances the use of future and past-based appeals fit in the larger marketing
landscape. Does the distance into the future or past matter if it is within the
consumer’s lifetime? Could the hedonic or utilitarian nature of the product have an
effect? In the case of balanced products, with both hedonic and utilitarian aspects,

could a hedonic or utilitarian appeal have an effect?
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Recognizing that these differences arise from the distance in time, which
can also be considered psychological distance, Construal Level Theory comes into
play (Trope and Liberman, 2010). Construal Level Theory is the theory that
psychological distance directly influences the decisions and behaviors of
individuals (Trope and Liberman, 2010). Construal Level Theory holds that
psychological distance, referred to as abstractness or concreteness, has a direct
influence on the decisions of subjects (Trope and Liberman, 2010). As such, there
IS an opportunity to test this theory in relationship appeals that are past or future
oriented, as well as in the context of product typology, including hedonic and
utilitarian.

With this in mind, the purpose of the research to be presented in this
dissertation is to test past and future-based appeals in relation to Construal Level
Theory. In testing this theory from the perspectives of the past and future, different
temporal distances, and the contexts of hedonic and utilitarian products and
appeals, valuable knowledge will be acquired for both the practitioner and the
scholarly community.

Of potential importance to scholars are the possible differences or
similarities between these past and future-based appeals. In evaluating these
appeals, questions of temporal direction as well as distance can be placed in the
context of psychological distance. For the practitioners, who depend on such

appeals to make their case to consumers, increasing this understanding would
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allow practitioners to expand, narrow, or otherwise refine the appeals they employ
for their clients in order to achieve the greatest impact. Thus, they would make
nostalgia and forestalgia even more useful.

Temporally focused studies related to Construal Level Theory have focused
largely upon distance in the future relating to an impending threat or impending
benefit (Trope and Liberman, 2010). One temporally focused psychology study
did touch upon psychological issues of nostalgia (Stephan, Sedikides, and Wildschut,
2012). This psychological study explored questions of memory (Stephan, Sedikides,
and Wildschut, 2012). It did not address marketing appeals.

Given the distance in the past or future that the appeal presents, how might
the hedonic or utilitarian nature of the featured product influence the decision or
perception of the subject? Could the hedonic or utilitarian nature of the product in
question change the decision or desire of the subject? In the case of balanced
products, could paring the nostalgia or forestalgia appeal with a hedonic or
utilitarian appeal impact results? Might the propensity of an individual to think

about the past or future impact the results?

Significance of the Study

To confront these issues of nostalgia and forestalgia as they touch upon the
effectiveness of marketing appeals poses a rich opportunity for study. Both
practitioners and scholars have the chance to gain from these inquiries. Thus,

qualitative and quantitative evaluation in this context offers much for

4
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consideration beyond just being an unaddressed area, which falls short of
recognized standards of significance (Stewart, 2002).

For scholars, the significance of such inquiries represents a three-fold
opportunity. The first opportunity is the chance to integrate Construal Level
Theory more firmly into the marketing literature and offer a new form of
explanation of consumer reactions that might expand the body of knowledge. The
second scholarly opportunity is the chance to investigate how the past versus the
future appeal might influence the decision-making and interpretation of subjects.
The third is the expansion of the body of knowledge comparing nostalgia and
forestalgia, a concept introduced in this dissertation.

If Construal Level Theory is reaffirmed, then practitioners have a
potentially useful tool to shape appeals for greatest effect. Further, findings
pertaining to the product’s hedonic or utilitarian nature, as well and the future or
past orientation of the appeal, would provide additional insight that practitioners
could apply. These applications could take the form of advertising and branded
messaging tailored to deliver the right combination of nostalgia or forestalgia
appeals, temporal distance, and product typology. Such findings would serve to

raise the probability of achieving the desired effect with consumers.

Statement of Purpose

The purpose of the research is to better comprehend how nostalgia and

forestalgia appeals of varying temporal distances influence consumers by testing

5
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Construal Level Theory. As discussed, this theory states that psychological
distance, in this case temporal distance, impacts the behavior and decisions of
subjects (Trope and Lieberman, 2010).

Utilizing the past and future, different temporal distances, and the contexts
of hedonic and utilitarian products and appeals, valuable insights will be gained
for both the practitioner and the scholarly community. For scholars, testing these
marketing appeals of varying psychological distance in relation to both the future
and the past will expand the body of knowledge. For the practitioners who depend
on such appeals to make their case to consumers, increasing this understanding
would allow practitioners to effectively target the appeals these practitioners
employ to maximize the impact. Thus, they would make nostalgia and forestalgia

even more useful.

Organization

To achieve the goal of testing Construal Level Theory in relation to these
questions a systematic analysis is necessary. First, a comprehensive literature
review of nostalgia and future-based appeals, as well as related constructs that
address some aspects of these appeals, is presented. Issues addressed include
nostalgia’s history, definitions, and typology, as well as the different fields of
study that address nostalgia. In addition to this, nostalgia’s implications related to
identity, idealization, retrobranding, and escapism are explored. Forestalgia is

introduced and examined in contrast with those constructs that do not

6
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comprehensively address the role of being nostalgia’s counterpart. These
constructs include nextopia, fantasy, postalgia, futurism, aspiration, anticipatory
nostalgia, and excitement.

Second, recognizing that such constructs are employed at the discretion of
advertising and marketing practitioners who shape these future or past-based
appeals, a series of in-depth, qualitative interviews serve to isolate key themes. As
art directors, copywriters, and other practitioners with other creative
responsibilities, such as creative directors, the practitioners in question have a
direct impact upon the communications.

In addition to these in-depth practitioner interviews, a series of in-depth
interviews were also performed with consumers. These consumer interviews
mirrored the practitioner questioning in many regards. The key difference between
these question sets was that the consumer questions fundamentally focused on the
consumers’ roles as audience members as opposed to creators.

Thus, the practitioner insights offer additional information based on
comparison with consumer interviews. Reasons for potential differences between
these communities include the practitioner’s active role in the decision-making
process as opposed to the passive role of the audience. Additional potential
sources of difference are the practitioners’ long-term focused perspectives on
advertising appeals in general, both their own and their competitors, and the

practitioners’ awareness of technical and other aspects of creating the appeals.
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Third, with these themes thus identified, theories and typologies are
methodically investigated based upon these identified themes. The interactions of
conditions with themes offer opportunities for exploration. These themes are past
and future, as well as hedonic and utilitarian. Further, within the themes of past
and future are issues of near and far from the present, with practitioners and
consumers feeling that far events in the future or past have different impacts than
events closer to the present. Advertising treatments were created as manipulations
to test these considerations. These advertising treatments were repeatedly tested
and revised. This process of creation and repeated testing serves to ensure that the
advertising treatments addressed the intended variables.

For example, when ads are created for a hedonic product, specifically a
sports car, there were four treatments/ads created. These treatments are a nostalgia
ad set more than five years in the past, a nostalgia ad set less than five years in the
past, a forestalgia ad set less than five years in the future, and a forestalgia ad set
more than five years in the future. Based upon a series of T-tests to ensure
significant differences, each ad was repeatedly revised to ensure that the sports car
ad presenting a distant future communicated these themes and would not be
thought of by consumers as presenting either a near-future or far-future.

Fourth, with these advertising treatments so refined, a methodology using
these ads as manipulations to test these themes is proposed with which to evaluate

key hypotheses relating to issues of attitude towards the ad, attitude towards the
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brand, attention to the ad, and escapism. The interactions of the nostalgia,
forestalgia, utilitarian and hedonic characteristics, as well as different temporal
distances are expected to influence these dependent variables. Understanding
these interactions will give practitioners and scholars necessary insights into what
separates the future, the past, and the decisions these temporal directions inspire.
Thus, it is with this organizational structure and these goals in mind that
this dissertation transitions to a comprehensive literature review. The purpose of
this review is to determine what is known. With this information, the dissertation

will then build upon this foundation and add to the body of knowledge.
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CHAPTER II

LITERATURE REVIEW

Nostalgia and Forestalgia

To understand Construal Level Theory’s usefulness in testing past and future-
based appeals in both hedonic and utilitarian contexts, a comprehensive literature review
is necessary. Nostalgia, its evolution and typologies, as well as its relationship with
concepts of idealization and retrobranding are explored. Further, an examination of how
future-related forestalgia appeals are handled in the literature is also undertaken.

Far from its original status as a medical diagnosis for Swiss mercenaries serving
in foreign lands (Hofer De Mulhouse, 1688; Routledge, Sedikikides, and Wildschut,
2008; Wildschut, Sedikides, Arndt, and Routledge, 2006; Patrascu, 2011), the concept of
nostalgia has evolved to become a major influence in western culture (Goulding, 1999)
and one of the most potentially useful research areas in marketing. Each of these
opportunities is a development for a term originally created by then medical student,
Hofer De Mulhouse, who fused two Greek root words, ‘“nostos” translated as “return
home” and “algos,” a term for suffering, pain, or longing (Boym, 2001; Gineikiene,
2013). At one point nostalgia was indistinguishable from simple homesickness
(Sedikides, Wildschut, and Baden, 2004). Yet for many, nostalgia is no longer regarded
as a medical or psychological condition akin to depression, melancholia, or

homesickness, but is now seen as a potential source of happiness, even if bittersweet.
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Muehling and Sprott define nostalgia as “an individual’s yearning for an idealized past”
(2004, p.25).

From shaping consumer preferences (Holbrook and Schindler, 1991) and product
positioning (Havlena and Holak, 1991) to issues of proneness (Reisenwitz, lyer, and Cutler,
2004) and social identity (Sierra and McQuitty, 2007), there are many implications and
research opportunities that the study of nostalgia has opened to investigate.

Even with this long and rich history, this on-going interest in nostalgia has yet to
fade and is justified by the varied roles of nostalgia in multiple areas of marketing.
Beyond impacting brand attitudes and attitudes towards the advertisement (Pascal, Sprott,
and Muehling, 2002; Muehling and Pascal, 2011), the impact of nostalgia on marketers
and consumer behavior has been far reaching. Nostalgia has proven effective in such
varied roles as boosting the impact of appeals for donation (Ford and Merchant, 2010;
Zhou, Wildschut, Sedikides, Shi, and Feng, 2012; Merchant, Ford, and Rose, 2011)
revitalizing brands (Brown, 2001; Brown, Kozinets, and Sherry, 2003; Kusumi, Matsuda,
and Sugimori, 2010), increasing spending (Lasaleta, Sedikides, and VVohs, 2014), and
improving cognitive performance (Spreng, DuPre, Selarka, Garcia, Gojkovic, Mildner,
Luh, andTurner, 2014.)

Prevalent in modern marketing communications (Stern, 1992), nostalgia has the
ability to influence different segments of the population in different ways (Holbrook and
Schindler, 1996). Even in the constantly evolving world of the Internet, nostalgia is one
of the most popular web design trends (Golander, Tractinsky, and Kabessa-Choen, 2012)
and has achieved an undeniable presence in social media (Davalos, Merchant, Rose,
Lessley and Teredesai, 2015). With its effectiveness as a proven promotional tool,
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nostalgia has gained the interests of practitioners and academics alike. The possibility of
utilizing nostalgic techniques and cues to, in effect, manufacture fabricated memories has
served to increase the appeal of this area (Braun, Ellis, and Loftus, 2002). An example of
this particular phenomenon involves asking subjects about their fond memories of
proprietary Warner Brothers characters such as Bugs Bunny and Elmer Fudd at Disney
World when there is no such Warner Brothers presence at the Disney theme parks
(Braun, Ellis, and Loftus, 2002). Yet, with all of this attention related to its definition,
evolution, and typology, nostalgia still holds the potential for new exploration that serves
to expand the body of knowledge and create new opportunities, especially when

confronted in comparison with the concepts of the future.

The Definitions, Evolution, and Typologies of Nostalgia

Academics and practitioners in multiple fields, stretching from medicine to
marketing, have approached nostalgia within their own frame of reference. The result has
been a range of diverse definitions. However, upon review, a progression of perceptions

from negative to positive can be seen.

Medicine

There is an irony to the fact that nostalgia, one of the key focuses of this
dissertation, was first named and diagnosed in the doctoral dissertation of a Swiss
medical student (Hofer De Mulhouse, 1688; Patrascu, 2011). Working as mercenaries
across Europe, Swiss military service providers began displaying melancholy and loss of
appetite, among other symptoms, leading to poor performance over time (Hofer De

Mulhouse, 1688). Such emotional turmoil would have been of concern to both the
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mercenaries themselves and their employers, especially since the measure of performance
could literally be a matter of life and death.

Thought to have been a condition specific to the Swiss or others from high
elevations, such as the Highland Scots (Davis, 1979; Gabriel, 1993; Boym, 2001), it was
revealed in the course of the Napoleanic Wars that the condition was generalizable to
displaced populations (Rutherford and Shaw, 2011; O’Sullivan, 2012). Another popular
hypothesis that was rejected in the early 1800s was that nostalgia was an almost
exclusively male disease, specific to soldiers (O’Sullivan, 2012). Ironically, analysis
more than a century later, from within the marketing discipline, found that females are
actually more prone than males (Reinsenwitz, lyer, and Cutler, 2004).

Though still thought to relate to place, as opposed to a vicarious or personally
experienced past, the suggestion that treatment should focus on new pleasurable
experiences and induced forgetfulness through hedonism introduced the aspect of
memory to the understanding of nostalgia (Zwinger, 1720; Patrascu, 2011). In addition to
this, there were medical investigations of other potential physical sources of causation,
such as physical abnormalities (Aueunbrugger, 1761; Laennec, 1829; Batcho, 2013).
After one such attempt which ruled out physical abnormalities as a potential cause, the
surgeon described nostalgia as, “an unusual longing for one’s native country” (Sanchez
and Brown, 1994, p. 1715; Batcho, 2013). Approaching the turn of the century, medical

authorities began classifying nostalgia as a variety of melancholia (Batcho, 2013).
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Table 2.1 Medical Definitions of Nostalgia

Author Definitions and Positions Discipline
Hofer De Mulhouse, Fusion of nostos (return home) and algos (suffering, Medicine
1688 pain). Mental disease suffered by Swiss mercenaries

(Rutherford and Shaw, serving abroad requiring one to return home.

2011; Batcho, 2013)

Scheuchzer, 1732 The cause of the condition was attributed to the lower Medicine
(Patrascu, 2011; Batcho,  altitude where a person moved after leaving a home of a

2013) higher altitude.

Zwinger, 1720 The condition arose from being away from the familiar, Medicine
(Patrascu, 2011) and the cure was pleasure and forgetfulness.

Warren, 1840 After ruling out physical abnormalities, concluded “an Medicine
(Sanchez and Brown, unusual longing for one’s native country.”

1994, p.1715)
Psychology

Schiller (1780), another doctoral student, provides an apt transition from medicine
into psychology (Patrascu, 2011). Though a medical dissertation, On the Relation
Between Man’s Animal and Spiritual Nature, his dissertation’s emphasis on curing
through joy and returning the subject to the prior location has an undeniable
psychological aspect to it (Dewhurst and Reeves, 1978; Patrascu, 2011; Davis, 1979).

Unfortunately, this emphasis on place added to the tendency of nostalgia being
used interchangeably with the term homesicknesss until the middle of the 20" century
(McCann, 1941; Rumke, 1940; Nawas and Platt, 1965; Fodor, 1950). One benefit of this
early work was a recognition of different typologies. Nostalgia was divided based upon
motivation (Fodor, 1950), a past, present or future frame of reference (Nawas and Platt,
1965), and its positive or negative emotional impact upon the subject (Rumke, 1940).

Rumke (1940) neatly divided nostalgia into true nostalgia, which had a positive
impact on the subject, and pseudo nostalgia, which had a negative or mentally challenging

impact upon the subject. As such, this dichotomy between true nostalgia and pseudo
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nostalgia was not related to place, the relative factual reality of the memories recalled, or
even whether this past was directly experienced by the subject (Rumke, 1940). Rather,
Rumke places the emphasis on the positive or negative affect experienced by the subject.
Thus, Runke recognizes that nostalgia can have a positive as well as a negative aspect. This
mixture is also present in the recognition of nostalgia as a form of sadness at the loss of a
happier yesterday (Johnson-Laird and Oatley, 1989). Interpreted differently, nostalgia can
be seen as a state arising from conflicting emotions as opposed to being a form of sadness,
melancholia, or even depression (Kaplan, 1987).

This recognition of the positive in addition to the negative allowed for nostalgia to
be considered as an emotional response as opposed to a medical or mental condition. Thus,
nostalgia could serve as a need or coping mechanism, and has been documented as such,
particularly in times of discontinuity and upheaval (Davis, 1979; Chen, Yeh, and Huan,
2014). The inspiration for this retreat into nostalgia can arise from pressure coming from a
confusing and declining present or, as Toffler (1970) termed it and titled his book, the
“future shock™ of an uncertain impending future (Toffler, 1970; Nawas and Platt, 1965).
Likewise, nostalgia offers some relief from an all too familiar and monotonous present that
lacks the appeal, real or imagined, as a more desirable past (Cohen and Taylor, 1992).

Related to this coping, nostalgia has also been applied as a therapeutic tool for
dementia patients to reinforce their sense of connection to others (Mills and Coleman,
1994). Building upon this coping-tool role, nostalgia has also been found to inspire feelings
of optimism towards the past (Cheung, Wildschut, Sedikides, Hepper, Arndt, and
Vingerhoet, 2013). Also, modern research has found that, depending upon the subjects’
feelings of whether the present is in continuity with the past, nostalgia can be a potential
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obstacle to psychological acclimating (lyer and Jetten, 2011), thus contributing to what

Rumke (1940) might have classified as pseudo nostalgia.

potential obstacle for one’s wellbeing.

Marketing

Table 2.2 Psychological Definitions of Nostalgia

Authors Definitions and Positions Discipline

Rumke, 1940 Nostalgia capable of having either a positive or negative Psychology
emotional impact upon the subject is thus defined as either
real or pseudo, based upon that impact

Nawas and Platt, 1965  Nostalgia is an emotional reaction to the uncertainties of the  Psychology
future and the anticipated changes it will bring.

Starobinsky, Jean, A yearning to return to a more natural world. Metaphysics

1966

Toffler, 1970 A response to “the confused breakdown we see all around Psychology
us.” (p. 343)

Davis, 1979 “A positively toned evocation of a lived past.” (p.18) Psychology

Kaplan, 1987 Distinguished as a state arising from conflicting emotions, Psychology
as opposed to a form of melancholy.

Johnson-Laird and “To feel mildly sad as a result of remembering one's Psychology

Oatley, 1989 happiness in a past situation.” (p. 117)

Cohen and Taylor, One type of escape attempt from the repetitive familiarity Psychology

1992 of everyday lives.

lyer and Jetten, 2011 Depending on perceived level of continuity with the past,a  Psychology

Nostalgia’s possession of a positive aspect, introduced in psychology, is further

echoed in marketing (Holbrook and Schindler, 1989; Sierra and McQuity, 2007). In fact,
whether nostalgia is referred to as a preference (Holbrook and Schindler, 1989; Lasaleta,

Sedikides, and Vohs, 2014) or a yearning (Havlena and Holak, 1991; Holbrook, 1993;
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Muehling and Sprott, 2004; Marchegiani and Phau, 2010), the affective, emotional element
of nostalgia has been recognized consistently (Pascal, Sprott, and Muehling, 2002). Some
even go so far as to assert that nostalgia is so affective in nature that nostalgia is, in fact,
an emotion in its own right (Holak and Havlena, 1992).

As in psychology, there are exceptions to this expectation of an inherent
relationship between nostalgia and solely positive affects, but these exceptions still cast the
past in a positive perspective, for the negative affect arises from a loss of better days
(Goulding, 1999; Olivier, 2011; Baker and Kennedy, 1994). Even when fear is discussed,
it is not a fear of the past but rather a wish to retreat to the past out of fear of the future
(Nawas and Platt, 1965; Toffler, 1970).

Balancing this tension of positive and negative affect, some scholars acknowledge
the mixture of emotions with such terms as “bittersweet,” (Baker and Kennedy, 1994;
Olivier, 2011; Zhao, Muehling, and Kareklas, 2014). In fact, scholars have even
emphasized nostalgia as an expression of loss and mourning regarding a better, yet

irretrievable past (Best and Neslon, 1985; Peters, 1985).
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Wildschut, 2012

connection of that memory to the present

Table 2.3 Marketing Definitions of Nostalgia
Authors Definitions and Positions Discipline
Belk, 1990 “A wistful mood that may be prompted by an object, a scene, ~ Marketing
a smell, or a strain of music.” (p. 670)
Holbrook and Schindler, A preference (general liking, positive attitude, or favorable Marketing
1991 affect) toward objects (people, places, or things) that were
more common (popular, fashionable, or widely circulated)
when one was younger (in early adulthood, in adolescence,
in childhood, or even before birth) (p. 330).
Havlena and Holak, 1991 A painful yearning to return home Marketing
Holbrook, 1993 “Nostalgia refers to a longing for the past, Marketing
a yearning for yesterday, or a fondness for possessions
and activities associated with days of yore.” (p. 245)
Baker and Kennedy, 1994  “ A sentimental or bittersweet yearning for an experience, Marketing
product, or service from the past.” (p. 169)
Goulding, 1999 “Nostalgia is more than memory. It is memory with the pain Marketing
taken away. It involves a bittersweet longing for an idealized
past which no longer exists.” (p.2)
Johar, Holbrook and Retrospection to an idealized past Advertising
Stern, 2001
Ferry, 2003 A method to legitimize current cultural changes by referring Advertising
to a previous era.
Muehling and Sprott, “An individual's yearning for an idealized past” (p. 25) Advertising
2004
Sierra and McQuitty, A yearning for the past, or a fondness Marketing
2007 for tangible or intangible possessions and activities linked
Meyers, 2009 “Aostalgia is defined as a longing for the past, which was Advertising
better, simpler, or full of hope” (p.738)
Marchegiani and Phau, Nostalgia is memory-based and “past-oriented”—associated Marketing
2010 with individuals’ warm feelings for or a yearning to return to
their past—as opposed to “present-oriented” (a reaction
against an unhappy current life) or “future-oriented” (concern
over or dismay about what may lie ahead).
Olivier, 2011 A wistful, bittersweet longing for times, places, people, and Cultural
things lost Commentary
Stephan, Sedikides, and Nostalgia as a combination of both positive memories and the ~ Marketing

This division between positive and negative is just one of the points of division in

splitting nostalgia into various typologies, each of which emphasizes a different basis for

separation. The divisions like those presented by Stern (1992), Goulding (2002) and
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Boym (2001) separate nostalgia into only two types. Boym’s typology of restorative and
reflective nostalgia asserts key differences between each. Boym’s concept of restorative
nostalgia is focused upon objective truth and national tradition, such as historical facts
and the customs related to cultural holidays (2001). In contrast to this, Boym’s concept of
reflective nostalgia is more emotional and subjective in nature (2001). In many ways,
Boym’s concept of reflective nostalgia has much in common with hedonic editing, where
memories and the emotions connected to them change over time to emphasize the
emotionally positive aspect (Thaler, 1985; Cowley, 2008).

Stern (1992), as well as other scholars like Marchegiani and Phau (2013),
perceive nostalgia as being either personal or historical. With this frame of reference,
personal indicates the events in question are from within one’s lifetime. In contrast,
historical would refer to experiences from time periods outside the lifetime of the subject.

This personal versus historical dichotomy has been used to explore the
effectiveness of advertising text (Stern, 1992), emotional reactions (Marchegiani and
Phau, 2013), and brand attitudes (Meuhling, 2013). Notably, the emotional and attitudinal
reactions inspired by personal nostalgia were more intense than those inspired by
historical nostalgia. For example, personal nostalgia resulted in higher perceived salience
to the subjects than that inspired by historical nostalgia (Marchegiani and Phau, 2010).
This difference in reaction to historical and personal nostalgia is theorized to point to
historical nostalgia and personal nostalgia as truly independent constructs of one another,
rather than representing two extremes of a continuum (Marchegiani and Phau, 2010).

This independence is credited to the lack of direct personal experience, and related
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emotions, in comparison to historical nostalgia, when this experience and its related
emotions are inherent parts of personal nostalgia (Marchegiani and Phau, 2010).

A third typology offers a separation between personal and vicarious nostalgia
(Goulding, 2002). Whereas Stern (1992) and others separated historical and personal
nostalgia based upon whether the events occurred within the lifetime or outside the
lifetime of the consumer, personal versus vicarious nostalgia is a separation based upon
whether the event was personally experienced by the consumer or not. Research found
that, like personal nostalgia, vicarious nostalgia can result in enduring preferences for
period-specific aesthetic perceptions (Goulding, 2002).

Simply revealing these typologies of nostalgia does not address all the dimensions
that may be at work. Thus, researchers have proposed alterative systems by which a
combination of dimensions might be shown. For example, using subject-created collages
to explore the dimensions of nostalgia, Havlena and Holack (1996) identified four
varieties of nostalgia: personal, cultural, interpersonal, and virtual. In this context
personal nostalgia is not just a matter of being experienced first-hand, but also has a
sentimental meaning unique to the subject (Havlena and Holack, 1996). Like personal
nostalgia, cultural nostalgia is also directly experienced by the subject, but the meaning in
question has a shared significance across the community (Havlena and Holak, 1996).
Interpersonal nostalgia is based upon an event not directly experienced by the subject, but
experienced by someone with whom the subject has come into contact (Havlena and
Holack, 1996). Finally, virtual nostalgia is based upon a shared cultural history of events,
but there is no personal or interpersonal connection; neither the subject nor anyone the
subject knows experienced the time period or event directly (Havlena and Holack, 1996).
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Thus, this typology seeks not only to take into account the distance from the subject, but
also the question of the uniqueness of the meaning and emotional connection. This is not
the only multi-dimensional typology at work. Product-related nostalgia is revealing as
well. The private or public nature of a product and which form of nostalgia, personal or
historical, would be the most influential might also come into play (Feng, Chang, and
Chen, 2013). There is also a schema that divides nostalgia into three orders based upon
the level of experience (Davis, 1979). The first order is referred to as simple nostalgia,
the second is reflexive nostalgia [not to be confused with the similarly named reflective
nostalgia presented by Boym (2001) which is subjective in nature, not evaluative] and the
third is interpreted nostalgia. Each level is indicative of a higher level of internalization
and analysis of nostalgia, with simple nostalgia being a feeling that things were superior
in the past. In contrast to simple nostalgia, reflexive nostalgia questions the superiority of
the past. The next level, interpreted nostalgia, goes beyond reflexive nostalgia and
determines the source of nostalgia and evaluates what might be taken from the past and
applied to the present.

Another typology is based upon the dimensions of brand versus product and a
habitual event versus a rite of passage (Kessous and Roux, 2008). See Figure 2.1. By
combining both the nature of the experience and the product versus brand orientation of
the experience, this typology offers insight for the shaping of brand heritage in relation to
shared cultural nostalgia and shapes the desirability of the products involved (Hakala,
Latti, and Sandberg, 2011). This typology is noteworthy in the context of this dissertation
in that this nostalgia typology directly links to product typology. That the type of product
ties to the type of nostalgia experienced raises questions of how these factors of temporal
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experience and product typology present opportunities for exploration, some of which are
confronted in this dissertation. For a comprehensive examination of the diverse

typologies of nostalgia consult Table 2.4.

Habit < \ Rite of
passage

Durability and adaptability to an action

BRAND OBJECT

Figure 2.1  Kessous and Roux’s 2008 Model
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Table 2.4 Nostalgia Typologies

Author(s) and Year Context/Methodology Categories
Stern, 1992 Advertising - Personal — Within the Subject’s
Treatments Lifetime, Familiar

- Historical — Outside the Subject’s
Lifetime, Exotic

Goulding, 2002 Qualitative, In-Depth - Personal — Directly Experienced
Interviews by the Subject
- Vicarious — Not Directly
Experienced by the Subject

Boym, 2001 Sociology - Restorative Nostalgia — Truth and
Tradition
- Reflective Nostalgia — Emotion
and Subjectivity

Davis, 1979 Psychology - Simple Nostalgia — A Good

Feeling

- Reflexive Nostalgia — A
Questioning Comparison to the
Present

- Interpretive Nostalgia —
Evaluation of the Source of
Nostalgia and Contemplation of
applying the Past to the Present

Havlena and Holak, 1996 Consumer Collages - Personal Nostalgia - Direct
Individual Experience
- Interpersonal Nostalgia - Indirect
Individual Experience
- Cultural Nostalgia — Direct
Collective Experience
- Virtual Nostalgia — Indirect
Collective Experience

Kessous and Roux, 2008 Product and Brand

Experience - Everyday past - Nutella - Brand

attachment

- Uniqueness - Jewel - Symbolism

- Tradition - Foraline, Parker -
Authenticity of the Brand

- Transition - Perfume — functional
attributes

While some of these typologies do recognize a difference between nostalgia
personally experienced and nostalgia vicariously experienced or historically based (Stern,
1992; Marchegiani and Phau, 2013; Goulding, 2002), a proximity based perspective has

also been proposed (Stephan, Sedikides, and Wildschut, 2012). Applying Construal Level
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Theory (Trope and Liberman, 2000; Trope and Liberman, 2010), there is a different
method by which to distinguish nostalgia based upon proximity and resulting
concreteness or abstractness (Stephan, Sedikides, and Wildschut 2012). Nostalgia related
to a more recent event is more concrete and is relevant to the individual, and nostalgia
related to a more distant event is more abstract (Stephan, Sedikides, and Wildschut,
2012). Nostalgia itself is defined by not only positive memories, but the relevance of
those memories to the present (Stephan, Sedikides, and Wildschut, 2012; Lasalleta,
Sedikides, and Vohs, 2014). With this interpretation in mind, it has been found that
nostalgia both reduced the price sensitivity of consumers and increased their generosity
(Lasalleta, Sedikides, and Vohs, 2014).

Thus, with this range of diverse typologies and definitions, a single definition had
to be selected. For the purposes of this dissertation, the definition of nostalgia offered by
Muehling and Sprott (2004, p.25), “an individual’s yearning for an idealized past,” is the
most appropriate. The reasoning for the selection of this definition is fivefold.

First, Muehling and Sprott’s definition arises from within the discipline and, as
such, has met the numerous requirements and other forms of rigor and due diligence.
Second, Muehling and Sprott’s definition takes into account the yearning, affective
nature of the construct, unlike those who see nostalgia as a form of memory (Goulding,
1999), rhetorical tool (Ferry, 2003), or mood (Belk, 1990). Third, Muehling and Sprott’s
definition recognizes idealization with a real past, at least partially based in fact, if not
personal experience. Fourth, unlike the other definitions, Muehling and Sprott’s
definition is not colored by expectations, either negative or positive expectations
(Havlena and Holak, 1991; Meyer, 2009; Marchegiani and Phau, 2010). Fifth, the
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individual experience of nostalgia is directly mentioned, as opposed to a collective
experience and those defintions that make no such specification (Holbrook and Schindler,
1991; Sierra and Mcquitty, 2007; Meyers, 2009.)

Also, with this emphasis on personal experience, questions of identity inevitably
arise. What is experienced as nostalgia and what is not is often a matter of the unique
perspective and identity of the subject in question. In addition to this, if individuals are
defined by the sum of their experiences, then nostalgia based on the realistic or idealized

versions of those memories becomes a component of one’s identity.

Identity

In addition to these typology-based insights on how nostalgia shapes purchase
decisions and other consumer behaviors, theories such as Social Identity Theory offer
additional insights into the impact of nostalgia on consumer behavior. Being based upon
the premise that individuals’ senses of identity are grounded in their group memberships
(Tajfel, 1978), Social Identity Theory applies to nostalgia. For in this context, nostalgia
serves as a method to understand how past relationships and memberships sustain one’s
self image (Sierra and McQuitty, 2007). This influence of nostalgia as a source of identity
even extends to brand communities where a shared experience or interest served to
distinguish an individual as a part of a vibrant subculture (Kozinets, 2001). Thus, the
more positive consumers’ attitudes are towards an idealized past, the more intense their
yearning to be a part, or a member, of that idealized past, and the more likely they are to
have purchase intent towards a product with a nostalgic positioning or nature (Brown,

Kozinets, and Sherry, 2003).
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Further, the effectiveness of nostalgia appeals through advertising and marketing
efforts is intensified by an individual’s nostalgia proneness (Reisenwitz, Iyer, and Cutler,
2004). The greater an individual’s nostalgia proneness, the greater the subject’s intensity
of feeling towards the advertisement and the brand represented (Reisenwitz, lyer, and
Cutler, 2004). In addition to this, a positive relationship was indicated between the
nostalgia proneness of an individual and the age of the individual, with female subjects
exhibiting more nostalgia proneness than males (Reisenwitz, lyer, and Cutler, 2004).
Thus, gender is a potential covariate to be investigated in this and future studies.

Much as in the case of branded subcultures (Kozinets, 2001), the utilization of
nostalgia can also play a role in professional identity (Deuze, 2005, Bolivar and
Domingo, 2006). When faced with changes in the professional environment touching on
their roles and identities, becoming nostalgic is one of the reactions of professionals
(Deuze, 2005; Bolivar and Domingo, 2006; Snyder, 1991). Also, in the case of
professional networking, such as that made possible by centralized alumni websites and
such domains as LinkedIn, collective nostalgia is a common tool with which to
reestablish contact with a former colleague (Bardon, Josserand, and Villeseche, 2015).
Thus, members capitalize on the shared identity arising from a common working
experience (Bardon, Josserand, and Villeseche, 2015).

This utilization of organizational nostalgia is even considered to be so prevalent
that nostalgia itself is recognized as an ‘identity stratagem’ (Bardon, Josserand, and
Villeseche, 2015, p. 583). In this context, organizational nostalgia is considered to be an

idealization of the past based upon the perspective of hindsight (Davis, 1979; Parker,
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2000; Bardon, Josserand, and Villeseche, 2015). This element of idealization in nostalgia

touches upon more than just issues of organizational nostalgia and identity.

Idealization

With nostalgia recognized as a construct where emotions come into play
significantly (Holak and Havlena, 1998), and with some even defining nostalgia as an
emotion (Johnson-Laird and Oatley, 1989), the merchandising of nostalgia employs not
only memory, but an element of idealization (Havlena and Holak, 1991) and a degree of
romanticism with which the present cannot compete (Gammon and Kutzman, 2002). For
example, Disney’s Main Street, USA presents an idealized version of the small town
experience, but that experience in all its particulars never actually existed (Havlena and
Holak, 1991). The Sage Handbook of Advertising even identifies nostalgia as among the
uses of emotion in advertising (Tellis and Amber, 2007). Put eloquently, “Nostalgia is
more than memory; it is memory with the pain taken away.” (Goulding, 1999, p. 2). It is
this element of memory intrinsic to nostalgia that serves to distinguish it from fantasy, for
“unlike fantasy, nostalgia is not a substitute for fulfillment (of a desire) but an experience
recalled normally or pathologically for itself” (Werman, 1977, p. 387).

On the other hand, idealization, as opposed to fantasy, is not unlike the concept of
hedonic editing, where one, intentionally or not, intertwines emotions and memory
resulting in, if not the erasure of negative aspects, at least an emphasis on the more
positive elements of the remembered experience (Thaler, 1985; Cowley, 2008). Though
hedonic editing is a personal process where one’s memories are modified over time

(Thaler, 1985; Cowley, 2008), many scholars associate this element of idealization more
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strongly with historical nostalgia (Stern, 1992) or vicarious nostalgia (Merchant and
Ford, 2008). The typologies to which they belong were devised by different authors. Both
historical nostalgia and vicarious nostalgia are not directly experienced by the individual
in question.

Through this idealization and hedonic editing of the past, one could argue that
nostalgia becomes an opportunity to escape current pressures and dissatisfaction. In fact,
that very argument has been presented by many scholars (Boym, 2001; Stephan,
Sedikides, and Wildschut, 2012; Nawas and Platt, 1965; Goulding, 2001). This escape
from the present through nostalgia can take the form of a good or service with a
perceived connection to a past era, regardless of whether or not that good or service
performs up to contemporary standards, also known as retrobranding (Brown, Kozinets,

and Sherry, 2003).

Retrobranding

From the styling of the Mustang to look like earlier models to the natural sugar
versions of Pepsi products, known as “Throwback” versions complete with nostalgic
labeling, retrobranding goes beyond advertising and packaging to product concepts and
design (Hallegatte, 2014). Described as “the revival or relaunch of a product or brand
from a previous historical period” (Brown, Kozinet, and Sherry, 2003, p. 20),
retrobranding is inherently more historical than fanciful, since by definition the brand
previously existed. Thus, the steampunk trend, where an earlier era is shown with
fictional advanced technology such as the League of Extraordinary Gentlemen (Moore
and O’Neill, 2000) or the end of Back to the Future 11l (Gardner and Gale, 1990), with its

steam-locomotive time machine that capitalizes upon styling from an imaginary past that
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never occurred, might be loosely defined as nostalgia, but would fall outside the realm of
retrobranding. Likewise, the marketing of the purely imagined past of sword-and-sorcery,
such as the merchandising of Games of Thrones (Martin, 1996), Dungeons and Dragons

(Gygax, 1979), and the Lord of the Rings (Tolkien, 1966), would qualify as nostalgia but
not retrobranding.

Recently, an attempt has been made to further parse the concept of retrobranding into
three categories. These categories are retromarketing and brand revitalization with the
third category retaining the name of retrobranding (Hallegatte, 2014). Under this
separation, brand revitalization updates a brand making it more relevant to today,
retrobranding highlights or reemphasizes the history of a brand from the past, and
retromarketing gives a present brand a dash of cache from the past that it may not have
actually had (Hallegatte, 2014). An example of retromarketing is exemplified by the PT
Cruiser which is, in fact, a new product with the styling of an earlier era. Retrobranding is
seen in the VVolkswagen Beetle, a product from the past that seeks to capitalize on that
past. The once popular tagline, “This is not your father’s Oldmobile,” would be an
expression of brand revitalization where the product’s or brand’s past is acknowledged in
order not to capitalize upon it but to emphasize the new alterations that now make the
long-existing brand more current (Hallegatte, 2014). Even the subjects of brand
revitalization are shown to have preference advantages over both newer brands and, in
some cases, pure retrobrands where the products have gone unchanged to a degree where
competitive performance is compromised (Catteno and Guerini, 2012). However, brand
revitalizations are, of course, no guarantee of success even with this preference
advantage, especially considering the eventual discontinuation of the Oldsmobile brand.
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While this retrobrand, retromarketing, and brand revitalization typology presents a
potentially useful distinction, its broader adoption is yet to be seen.

However, considering that personally experienced nostalgia has been shown to have a
greater impact upon consumers than historical or vicarious nostalgia (Havlena and Holak,
1996; Goulding, 2002), this limitation of retrobranding to styling or reviving brands that
actually existed in previous eras seems to relate retrobranding to the potentially most
persuasive forms of nostalgia, those being the ones directly experienced by the subjects
and incontrovertibly connected to the brand by virtue of history (Havlena and Holak,
1996; Goulding, 2002).

True, one might argue that there is an element of fantasy or hedonic editing in
retrobranding, even if retrobranding is confined to brands that existed previously. For
example, neither the Ford Mustang nor the VVolkswagen Beetle are entirely faithful
reproductions of the automobile from the eras they represent, yet these products represent
what might be called the “best of”” or “essence” of the earlier products through their
styling and features (Brown, Kozinets, and Sherry, 2003b). Thus, these retrobranded
items might be considered a physical manifestation of hedonic editing in that the
perceived, to put it colloquially, “good parts” of the past are preserved and emphasized to
the detriment of realistic or negative aspects, creating a compromised sense of
authenticity (Brown, Kozinets, and Sherry, 2003b).

There is, of course, the inevitable question of whether past perceptions of the future
might be considered retrobranding or something fundamentally different. For example,
fans of Gene Roddenberry’s Star Trek and Jules Verne’s From the Earth to the Moon,
who see these artistic products as an expression of the times during which they were
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produced, could easily be considered to be experiencing nostalgia and those who
capitalize on it to be performing retrobranding. This justifies the inclusion of such
communities in some of the most seminal works on nostalgia and retrobranding (Brown,
2001; Kozinets, 2001; Brown, Kozinets, and Sherry, 2003; Cova, Kozinets, and Shankar,
2012). This phenomenon of appreciation for dated visions of the future, known as
retrofuturism, adds a wrinkle, but at its heart it remains an affection for the period that
produced that vision as opposed to a desire for the future (Guffey, 2014; McCall, 2009;
Van der Duin and Sabelis, 2007).

However, if it is perceived as a presentation of the future, questions of individual
perception are key (Lizardi, 2014). The described difference in experience (Lizardi, 2014;
Reynolds, 2011) is comparable to the differences that separate types of nostalgia based
upon the type and level of the subject’s experience of the past period in question (Davis,
1979; Havlena and Holak, 1996).

Of course, no matter how the retrobranding is stylized or which previous time period
it draws upon, there is recognition of an element of escapism from the concerns of the
present (Davis, 1979; Stern, 1992; Hemetsberger, Kittinger-Rosanelli, and Mueller,
2012). In fact, this escapism even plays a role for consumers too young to have

experienced the period which inspired the retrobranding.

Escapism
Retrobranding is not the only way to experience escapism, but retrobranding and
other aspects of nostalgia are clearly tied to escapism. Considered to be a way to break

free, either mentally or physically, from the expected routine and the responsibilities of
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life (Zarantonello and Lumomala, 2011), escapism is intertwined with nostalgia in the
works of multiple scholars (Havlena and Holak, 1991; Stern, 1992; Addis and Holbrook,
2010; Triantafillidou and Siomkos, 2014; Henry and Caldwell, 2015). Through the
consumption of chocolate (Zarantonello and Lumomala, 2011), the playing of old video
games (Molesworth, 2009), the watching of movies (Addis and Holbrook, 2010), the
purchase of memorabilia specific to a brand community (Kozinets, 2001) and, perhaps
the most straight forward of all, tourism (Goulding, 2001), nostalgia allows consumers to
escape into a past which has been idealized and hedonically edited to provide shelter
from the concerns of the present and an impending future (Davis, 1979; Stern, 1992). It is
this repeated and multifaceted interrelationship between nostalgia and escapism that
makes escapism so relevant to this dissertation.

The dissimilarities between the different types of nostalgia impact the level of
escapism for some subjects. As discussed by Stern (1992), though historical nostalgia
does not have the emotional resonance of personal nostalgia, historical nostalgia does
offer an exotic escapist element rather than a familiarity. This nostalgic escapism is
affirmed to apply to retrobrands as well, with retrobranded items offering young
consumers an escape from the tension of the conflicting desires of nonconformity and
social acceptance (Hemetsberger, Kittinger-Rosanelli, and Mueller, 2012). The nostalgic
elements of the retrobranded item set it apart from the typical conformist products, while
the established nature of the retrobranded item ensures its social acceptance
(Hemetsberger, Kittinger-Rosanelli, and Mueller, 2012).

Similarly, though not referred to as such, by being both collective and directly
experienced, cultural nostalgia (Havlena and Holak, 1996) is clearly documented as a
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binding force in subculture brand communities (Kozinets, 2001; Brown, Kozinets, and
Sherry, 2003). However, unlike nostalgia, escapism is not confined to the past. Escapism
can be mental or physical and provides one with psychological distance from a situation
through luxury experiences (Atwal and Williams, 2009), tourism (Yoeman, Durie,
McMahon-Beattie, and Palmer, 2005) and any of a variety of other phenomenological
experiences (Leonard, 2005). In fact, escapism can be an outgrowth of thinking of either

the past or the future (Hirschman, 1983).

Forestalgia

With so much attention focused upon the past, factual, fanaticized, or hedonically
edited, in the form of nostalgic appeals, future-oriented appeals have received
comparatively little attention. While a simple lack of attention is not sufficient to merit
study (Stewart, 2002), there are very real issues involving the treatment and utilization of
the future in marketing messaging waiting to be explored that are not sufficiently
addressed by other constructs. The strong mental relationship between the past and future
is reaffirmed in the neuroscience literature as well, attributing the same areas of the brain
to both subjects (Schacter, Addis, and Buckner, 2007). This strong relationship with
shared physical origins (Schacter, Addis, and Buckner, 2007) further illustrates the need
for a nostalgia counterpart. Forestalgia is the proposed solution. For the purposes of this
dissertation, forestalgia is defined as an individual’s yearning for an idealized future.
Further, forestaglia has the flexibility to address the range of emotions, positive and

negative, associated with nostalgia, but in a future context.
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The need for such a term in addressing psychological, sociological, behavioral,
and marketing issues is particularly relevant when addressing emotional aspects of
temporal distance. When confronting these aspects, nostalgia provides a depth of
meaning in reference to the past, yet there is no such term to provide an adequate method
to address the future, especially on an individual level. These future-related issues
indicate a need for a term to serve as the future-oriented counterpart of nostalgia.
Forestalgia is such a term.

The constructs that are most comparable to forestalgia include nextopia (Dahlen,
Thorbjornsen, and Sjodin, 2011), fantasy (Hirschman, 1983), managerial postalgia
(Yberna, 2004; Dimiri, 2014), futurism (Marinetti, 1909), desired state (Simon and
Newell, 1970), aspiration (Shakespeare, 1609; Simpson, 1989), anticipatory nostalgia
(Boym, 2001; Batcho and Shikh, 2016) and excitement (Liljander and Bergenwall, 1999;
Lin, 2010; Carlson, Donovan, and Cumiskey, 2009) . At best, these constructs address
some aspects of forestalgia. However, individually these concepts fail to cover all of the
fundamentals addressed by forestalgia.

First, nextopia, coined by Dahlen, Thorbjornsen, and Sjodin (2011), is defined by
these scholars “as the general belief among consumers that the next product will always
be the better one (p. 33).” This narrow focus on a technologically innovative product is
affirmed in usage by other authors, such as Hofheinz (2011), who refers to nextopia in
the context of employing technology to achieve a utopian political system. Thus nextopia,
far from being the future-oriented equivalent of nostalgia, represents a belief in
continuously improving technology and hence is a narrow concept. Thus, nextopia fails
to address all the issues of forestalgia.
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Second, what little fantasy there is in the marketing literature has been focused
upon fantasy fulfillment through purchasing a good (Hirschman, 1983) or experience
(Mitchell, Thorn, and Rockey, 2013). In this way, the construct of fantasy can be
construed as a desire for an improved present as opposed to a true desire or longing for
the future. Thus, fantasy too falls short of addressing the individual longing for the future
that defines forestalgia.

Third, postalgia was introduced into the management literature as “managerial
postalgia” and proposed as the opposite of organizational nostalgia (Yberna, 2004, p.
825). The use of the Greek root “Post” is indicative of after, later, or subsequent,
potentially muddying the meaning (Crutchfield, 1998). Later in the piece, postalgia is
described as a longing for the future (Yberna, 2004), yet its usage throughout refers to
groups and organizations as opposed to individuals (Spicer, Alvesson, and Karrenman,
2009; Gray, Dillard, and Spence, 2009; Gioia, Patvarhan, Hamilton, and Corley, 2013).
Even outside the management literature, postalgia is largely used to refer to collective
group dynamics, such as the ethnic identity of displaced Arab communities (Abul-Jabbar,
2015), and trends in Dutch politics (Van der Duin and de Graff, 2010). As such, this
collectivist term refers to movements and group dynamics, and fails to address the
personal, internal nature that is key to forestalgia.

Fourth, futurism also fails to address the issues addressed by forestalgia. This
term refers to an artistic, and sometimes political, school of thought that began at the turn
of the last century (Marinetti, 1909). It was built upon the deliberate rejection of
perceived negative elements associated with the nineteenth century. Thus, futurism was
focused upon the deliberate rejection of established traditions and norms in the arts
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(Braun, 1995) and politics (Kurchanova, 2010). As a means of rejecting the supposedly
corrupt past, much of both the artistic avant-garde and Bolshevik left embraced the term
futurism as an expression of their thoughts. Yet, as it refers to a rejection of the past as
opposed to a longing for the future, it too falls short of being synonymous in any way
with forestalgia.

Fifth, desired state and aspiration each express a drive for improvement. Such
improvement is not necessarily indicative of a future orientation. In fact, this drive for
improvement is expressed as a wish to close the gap between the desired state and the
actual state. In this way both terms come closer to the concept of fantasy or idealization,
as opposed to forestalgia.

Sixth, anticipatory nostalgia is defined as “missing aspects of the present before
they are gone” (Batcho, and Shikh, 2016, p. 75). Alternatively, Boym (2001) discusses
this same concept, in a literary context, as a desire to arrest time. Though there is an
element of a projected future, this construct focuses on anticipating the loss of something
not yet lost. It is not a yearning for what lies ahead, as forestalgia is, but rather
anticipatory nostalgia is a yearning to preserve aspects of the present that are expected to
be lost. In this way, anticipatory nostalgia represents an attachment to a not yet lost
present as opposed to a desire for an expected future.

Seventh, excitement has a variety of definitions. (See Table 2.4.) Carlson,
Donovan, and Cumisky (2009) clearly crafted their definition of excitement word-for-
word from the elements listed by Aaker (1997) in her description of the excitement factor
in brand personality. This and the other definitions have a present orientation that serves
to differentiate the concept from forestalgia.
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Table 2.4 Definitions of Excitement

Author(s) and Year Definitions
Liljander and Bergenwall, 1999, p. 5 “A combination of high pleasure and high arousal.”
Lin, 2010, p. 9 “A degree of talkativeness, freedom, happiness, and
energy shown in a brand’s personality traits.”
Carlson, Donovan, and Cumiskey, 2009, “Excitement is defined as daring, spirited, imaginative,
p.373 and up-to-date as demonstrated by Target with its high-

energy advertising campaign.”

Thus, with each of these concepts falling short of being a future-oriented
counterpart to nostalgia, forestalgia provides the opportunity to address this relationship
between the past and the future, as well as to investigate how these concepts are utilized
by practitioners and perceived by consumers. By doing so there is an opportunity to
expand the marketing literature when it comes to views and perceptions of yesterday and
tomorrow and to address the anecdotally remarked upon sentimentality for the future in
the psychological popular press (Essig, 2011). For, while yesterday may be only a
memory, it is the impact and meanings attached to these memories that serve to shape our
future.

Because there is to date no future-based counterpart to nostalgia, there is an
opportunity to study the dynamics of forestalgia and the aspects of marketing appeals that
might most effectively play upon it. There is the opportunity to build the body of
knowledge related to these time-based appeals and potentially gain insight into both
future-oriented appeals as well as nostalgia appeals. This lack of research on future-based
marketing appeals is indicative of a gap within the body of knowledge that answering
will benefit both scholars and practitioners alike, especially as effective and ineffective

usages are identified.
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Literature Summary

A review of the literature reveals key issues in this study. Among these, the
contrast of the past versus the future, the importance of product typology, and temporal
distance emerges. First, much of the extant literature focuses upon nostalgia. However,
the body of knowledge focusing on future-focused marketing communications or
forestalgia needs to be expanded.

Second, while product and nostalgia typologies relate based upon frequency and
involvement (Kessous and Roux, 2008), other questions emerge that raise both scholarly
and managerial questions. For example, how might hedonic or utilitarian product types
and a nostalgia or forestalgia messaging best pair to be effective and to produce a
significant increase in appeal?

Third, the importance of temporal distances within the subject’s lifetime
introduces several questions. This within-lifetime stipulation is in fact a defining
characteristic of personal nostalgia (Stern, 1992). For while personal nostalgia has been
shown to have a higher perceived salience than other forms of nostalgia (Marchegiani
and Phau, 2010) and increase both brand attitudes (Meuhling, 2013) and advertising
effectiveness, inquiries into personal nostalgia have all focused upon consumers. There
are other stakeholders when it comes to past-based nostalgia and future-based forestalgia
appeals, the creators of those appeals, the practitioners.

Definitions and typologies of nostalgia have been developed through medical
analysis (Hofer De Mulhouse, 1688), psychological exploration (Rumke, 1940), content
analysis (Boym, 2001), student samples (Davis, 1979), consumer interviews (Kessous
and Roux, 2008), and even collages (Havlena and Holak, 1996). Yet a thoughtful
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exploration of the definition of nostalgia from the perspective of the key stakeholder
community of practitioners is missing. As inherent stakeholders, practitioners matter in
that they are the decision makers in the use of nostalgia or forestalgia in advertising and
other forms of branded messaging. While much has been done to examine the
interpretation of marketing appeals by consumers, practitioners are involved with the
creation of said appeals. Though consumer insights into the use nostalgia and forestalgia
have clear managerial implications, the additional managerial implications of focusing
upon practitioners, the “managers” in this context, draws a direct connection as well.
There are various scholarly typologies of nostalgia based upon emotions (Rumke, 1940),
experimential distance (Goulding, 2002), and time frame (Stern, 1992); gaining the
practitioner perspective may provide additional insight. For example, from a
practitioner’s perspective, do different types of nostalgia exist, and if so what delineates
them?

Key differences between the perspectives of practitioners and consumers have
been documented related to such issues as celebrity endorsement (Erodgan, Baker, and
Tagg, 2001). For example, British advertising practitioners were shown to apply
deliberately thought-out criteria to such decisions as opposed to a simple affective
reaction which consumers often communicate (Erodgan, Baker, and Tagg, 2001).
Similarly, differences in perspective between practitioners and academics underscore the
need for investigation of the practitioner perspective in contrast to academic communities
(Richards and Curran, 2002; Castleberry, French, and Carlin, 1993).

With this additional insight into the differences of role and perspective, there is a
need to understand the motivations and circumstances that inspire practitioners to reach
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for nostalgia in their creative tool box. Is it the category of the product, the characteristics
of the target market, issues related to the brands, or something else entirely? What
emotions do practitioners expect nostalgic appeals to achieve? Are there particular
actions that practitioners hope to inspire? When would a nostalgia appeal be the wrong
choice? Are there product types or circumstances that preclude the use of nostalgia or
forestalgia appeals? The extant literature only tangentially touches upon the subject.

Clearly qualitative inquiry to supplement the extant literature is warranted.
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CHAPTER IlI

CONCEPTUAL DEVELOPMENT

Introduction

This section consists of three components. The first is a qualitative study of
marketing practitioners, specifically those with creative responsibilities. The second is a
qualitative study of consumers. This is performed to both gain insight and provide a
comparison to the insights gained from practitioners. The third component presents the
theoretical developments that arise from these qualitative studies. Each of these
components builds upon foundational knowledge from the marketing and extant
literature. These foundations in turn offer a variety of opportunities for exploration.

Following this qualitative analysis and the recognition of specific themes
identified by this process, a theoretical development is presented. Three themes include
the relationships between past-based nostalgia and future-based forestalgia, between near
and far temporal distances, and between the hedonic and utilitarian themes. Employing
these thematic separations in relationship to a variety of variables offers the opportunity
to test Construal Level Theory (Trope and Liberman, 2000; Trope, Liberman, and
Walslak, 2007), which asserts the implications of psychological distance in relationship

to decision outcomes. (Trope and Liberman, 2000; Trope and Liberman, 2003).
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Overview

Although much investigation has been done with consumers focusing upon
nostalgia, the perspective of marketing practitioners remains a relative unknown. How
marketing practitioners define nostalgia and attempt to employ it, as well as future-
oriented marketing appeals, has yet to be researched. The opinions and insights of such
practitioners have been shown to add depth to conceptual definitions (Richards and
Curran, 2002). Thus, addressing this gap of marketing practitioner-related issues as they
relate to time-based appeals is of importance. For unlike scholars, who analyze such
concepts, and consumers, who are the intended targets, marketing practitioners in
general, and advertising professionals in particular, are in effect decision makers and
executors of advertising appeals.

Practitioners’ insights have the potential to reveal even more when considered in
comparison to the responses of the consumers. In this way, the goals and methods of
practitioners are matched with the reception and interpretation of consumers. To enable
this investigation of the practitioner perspective on past-based nostalgia and future-based
forestalgia and then directly compare it with the perspectives of consumers, two rounds
of in-depth qualitative interviews were conducted. The first such round focused
exclusively on marketing practitioners.

In an effort to understand each of these appeals from the practitioner point of
view, 15 subjects were interviewed. (See Table 3.1.) Each subject was asked a series of
open-ended, in-depth questions. (See Appendix 1.) This was done in order to identify
consistent themes and to effectively compare and contrast the fundamental issues of
product typology, time-based appeals, and temporal distance. It also allowed for follow-
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up and added explanations from the subjects. To ensure candor, subjects were asked
open-ended questions that allowed them to elaborate. Subjects were also given the
opportunity to stop the interview at any time. Further, with the subjects’ permission, all
interviews were recorded to ensure accuracy, and interviews were then transcribed
professionally and checked by the interviewer.

Interviews were conducted either over-the-phone or in-person as the subjects’
availability allowed. In-person interviews were conducted on the campus of a university.
No monetary rewards or other incentives were offered to the subjects. The participation
of the subjects was purely based upon their own good will, and they were advised they
could end the interview at any time.

Two marketing experts coded the responses independently. Their findings were
then compared between themselves and further exposed to the judgment of a third expert
for additional insight. Initially, the inter-rater reliability overall was 82%. When the
coding differed, these differences were resolved by referring to the original document and
discussion among the three individuals. From the results of this analysis, consistent
themes were compared to the extant literature for potential inclusion in ad treatments for

further study.
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Table 3.1

Practitioner Subjects

No Subject Years of
. Alias Specialty Experience Self-l1dentified Generation Gender
1 Karl Art Director and 18 years Generation X Male
Creative
Director
2 Christian Copywriter 20 years Generation X Male
3  Kevin Art Director and 20 years Generation X Male
Graphic Designer
4 Ally Art Director and 15 years Generation X Female
Graphic Designer
5 Sylvester Art Director more than 30  Baby Boomer Male
years
6 Noah Art Director more than 50  Traditional Male
years
7 Rachel Graphic Designer  more than 20  Baby Boomer Female
years
8 Korey Art Director and more than 15  Generation X Female
Graphic Designer  years
9 Terry Art Director more than 30  Baby Boomer Male
years
10 Kelly Art Directorand ~ more than 18  Generation X Female
Graphic Designer  years
11 Jacob Art Director and more than 30  Baby Boomer Male
Creative Director  years
12 Neil Art Director and more than 30  Baby Boomer Male
Graphic Designer  years
13 Patrick Art Director less than 1 Millenial Male
year
14 Roger Copywriter less than 1 Millenial Male
year
15 Amanda Communications 14 months Millenial Female
Manager with
Copy
Responsibilities
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Study 1

The opinions and viewpoints of practitioners often differ from those of both
scholars and consumers. These differences of viewpoint have been documented in the
case of the definition of advertising (Richards and Curran, 2002), the perspectives on
addiction (Hirschman, 1995), and even the role of different aspects of marketing in the
larger society (Andreasen, 1998). Yet, these very differences can serve to tell a
compelling story about the usage of techniques and tools to achieve certain goals.

Through the use of open-ended questions and semi-structured follow-up inquiries,
this dissertation delved into the fundamental practitioner perceptions of nostalgia. These
aspects include the research questions:

How do marketing practitioners define nostalgia?

From the perspective of practitioners, are there different types of nostalgia?
What goes into a practitioner’s decision to use a nostalgia appeal?

What emotions do practitioners try to touch on with a nostalgia appeal?

Which calls to action are inspired by a nostalgia appeal?
When would it be wrong to employ a nostalgia appeal?

oakrwdE

Given that the issues of future-based appeals have received even less attention
than those related to nostalgia, many of the same unanswered questions confronting
nostalgia also confront forestalgia. This continuum of perception of the future and past is
supported by studies where the cognition of the future and past have been shown to be the
result of not only similar cognitive processes (Ingvar, 1984; Tulving, 1985), but the same
neural components (Schacter, Addis, and Buckner, 2007; Niese, 2015). One exception to
these parallel questions would be the definition of forestalgia because the term is not yet
part of the vernacular, even for practitioners. That said, these questions remain to be

answered:
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7. From the perspective of practitioners, are there different types of future-based
appeal?

8. What goes into a practitioner’s decision to use a future-based appeal?

9. What emotions do practitioners try to touch on with a future-based appeal?

10. Which calls to action are inspired by a future-based appeal?

11. When would it be wrong to employ a future-based appeal?

For advertising practitioners, the question of which tools to use to achieve their
goals is one of application as opposed to consumption or analysis. Nostalgic imagery and
language, as well as forestalgic imagery and language, are part of this toolset with which
practitioners build a story in the minds of their target market.

Analyzing these viewpoints within the contexts of temporal distance, personal
connection, target market, brand identity, product typology, hedonic editing, emotions,
and motivations tells a compelling story in which the role of nostalgic appeals varies
significantly from those of forestalgic appeals. This exploration serves to shed significant
light on the utilization of both the future and the past as persuasive tools in the context of
marketing and advertising.

The questions focused upon issues of definitions, typology, usage, and motivation
in relationship to nostalgic images and copy, as well as future-related images and copy.
These areas of inquiry were employed to more completely illustrate the points of
similarity and difference between these past and future approaches, as well as their use in

telling compelling stories to consumers.

Findings
Practitioners’ Definition of Nostalgia

First, the foundational issue of definition was confronted. Although there are

established definitions of nostalgia, the practitioners were asked to provide their own
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definition based upon their experience as advertising professionals. This was done to gain
insight into their understanding of the concept and its application.

Also, the term nostalgia in the questions was employed directly. This was because
of the fundamentally different nature of the positions. For the practitioners as creators of

the appeals, issues of motivation and decision were fundamental. (See Table 3.2.)

Table 3.2 Practitioners’ Definition of Nostalgia

Question: As an advertising professional, how would you define nostalgia in advertising?
Theme Frequency among the answers
Personal Nostalgia 11
Inspiring Emotion

Era-specific references to a time or place
Cultural Nostalgia

Revisionist History

Better Times

wworto N

When asked, Terry, a male, Baby Boomer art director with more than 40 years of
experience, defined nostalgia succinctly as "an attempt to sell something through people's
fond memories of a certain era or time." Similarly, Ally, an art director with more than 15
years of experience in advertising, defined nostalgia as:

Well, nostalgia reminds people of things that happened in their past. You

felt a feeling, usually a good feeling. People tend to think that about ‘back in

the day,” whenever that was for them. Whether it's the 80's or the 60's or the

50's ... Or even the 30’s and 40’s, it (their ‘day’) was a super, better time.

(Ally, Generation X Art Director)

True to the concept of personal nostalgia, an emphasis on personal memories was

indicative of the majority of the interviews collected: 11 of the 15. In comparison to the
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prevalence of personal nostalgia, in five of the 15 cases the unprompted practitioner
responses include references to cultural nostalgia outside the direct experience of the
target market. It is noteworthy that the majority of the providers’ definitions that included
cultural nostalgia also included personal nostalgia. Consider these examples:
It's always a part of advertising. We're in an era now where what's nostalgic is
the 70’s. When | was a kid, it was maybe the 40°s, you know...It's (Nostalgia is) a
usable tool in that, even if you are a kid and you're not old enough to have a great
deal to look back on, somehow or other it still has you...Like if you show a kid a,
a commercial with cowboys and Indians in it, it, it may register, you know....I
think it's one of those things that can be looked upon as borrowed interest and not
necessarily effective. But on the other hand, if it's done well, it's a beautiful

thing... Nostalgia is part of your life (Noah, Traditional).

-and -

| think calling upon past experience or, or social knowledge to get your point

across.(Kevin, Art Director and Designer, Generation X).

Other prevalent themes in the practitioners’ definition of nostalgia include
discussions of emotions with seven comments, era-specific references with six
comments, and a belief in better times with three. By era-specific references, these
definitions referenced a particular point in time, like this one, where both era-specific
comments are made and reference is made to the belief that the past was a better time:

And we really found that when we would choose a song for Miller Genuine

Draft’s commercial, even though that hadn’t been on the billboard chart in 10 or
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20 years, after we released that commercial, that song would be back onto the top
of the billboard chart, so I think that was proof that nostalgia really works...So [
think that really ties to that idea of nostalgia, like going back to when life was
simpler or to all the best times you had and that connection with those moments
(Jacob, Boomer).

In contrast, in only two cases did the practitioners make references to negative as
well as positive emaotions falling within the definition of nostalgia. This preference for the
positive further supports the nostalgia definition selected for this dissertation over other
options that speak of negative aspects (Merchant, Latour, Ford, and Latour, 2013). In
fact, more common than the inclusion of bad memories, within the definition of nostalgia,
was the specific dismissal of bad memories. Three of the 15 practitioners made
statements like this one from Neil, a male Boomer art director and graphic designer with
more than 30 years of experience in the field, "We all know it's not always true when you
look back but (you) seem to filter out the bad.” Thus, the responses touched on the
concepts of hedonic editing, where memories are revised to emphasize positive, hedonic
emotions and exclude negative ones (Cowley, 2008).

This diversity of responses among practitioners as to the definition of nostalgia
raises interesting questions. One of these is typology, for with nostalgia’s definition in the
eyes of practitioners extending into so many directions, how nostalgia might be divided
and if those divisions mirror the typologies of the scholarly literature become intriguing

questions.
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The Practitioners’ Typologies of Nostalgia
Issues of typology were confronted, as the practitioners were asked about types of
nostalgia and how these types differed. (See Table 3.3.) The purpose in asking this, in
addition to the previous definition question, was to explore how types of nostalgia were

differentiated in the minds of practitioners.

Table 3.3 The Practitioners’ Typologies of Nostalgia

What are different types of nostalgia? How do they differ?
(Follow ups)

e (If negative- UNLIKELY) Do you see all nostalgia as the same thing and why?
e Qutside a lifetime or inside a lifetime?

Theme Freguency among the answers
Personal Nostalgia 14
Focus on Events within Lifetime 11
Era specific references to a specific time or place 7

Inspiring Emotion

Better Times

Cultural Nostalgia

Focus on Events outside Lifetime
Revisionist History

NWhr~BMOG

As shown in Table 3.3, the vast majority of these practitioners, 14 of the 15,
included references to their own personal nostalgia. Only four made remarks touching
upon cultural nostalgia. In fact, further reinforcing this personal connection, 11 of the 15
spoke of focusing on events within the lifetime of the intended target market. One
practitioner, a creative director who achieved major leadership in several national
agencies, expressed both this emphasis on personal nostalgia and a focus within the
lifetime of the target market as follows:

“I think it just makes a more powerful connection that people can relate to it.

Now, you 're not trying to win them. The thing about nostalgia is, you’ve got a

connection already. You 're not having to create a new connection. You know,
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you 're not just introducing something for the first time and say, “I'm like this.” If

| can use nostalgia to connect that blank thing, the good feelings that you have

and tie it to my product, I'm half-way there... The secret is to get people to like
you, to like the brand, and nostalgia is a great way of, you know, doing a shortcut
to getting people to like the brand... You know, or it’s just that you really wanted
to hear a song that was played when we were in high school. We 're going back to
that period, whereas if my kids hear a song that is from that period, it’s not, it’s
not the same kind of a nostalgic connection.” (Jacob, Boomer)

In addition to this theme of personal nostalgia, seven of the 15 spoke of dividing
nostalgia into types based upon the time periods, such as specific decades. For example,
the practitioners spoke of the 60’s, 70’s, 80’s, or 90’s as types of nostalgia. This division
of nostalgia based upon decades is different from other methods of dividing nostalgia into
types, espoused by scholars, such as the positive or negative nature of the nostalgia (i.e.
Merchant, Latour, and Ford, 2013). Take these examples:

1 definitely think there’s different kinds of nostalgia. It’s interesting to me that just

in ... not only in ... in marketing, but also in pop culture. There seems to be every,

1 think 20 to 30 years or so, you know, I think in the 80’s ... well, in the 70’s

maybe there was a kind of harkening back to the 50°s Happy Days (laughing)... It

was a real popular TV show and then when we got into the 80’s, the 60’s became
popular again. So things seems to be a harkening back, you know ... maybe about

20 years... (Christian, Generation X)

-and -
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Hmm ... different types. I think it, I think what | see more is a... not so much types,

but just picking an era, a time period and kind of play into that. Like, I think, a

few years ago when, when Mac had became successful and it was kind of a

renewed interest in the early 60’s era...” (Neil, Art Director, Boomer)

“Well, I guess I was thinking of, something nostalgic like, maybe the 50’s or

something where women are wearing aprons... (Kelly, Generation X)

This practitioner division based on time period rather than positive or negative
emotions could be construed as a more executional perspective, where practitioners are
more focused upon questions of how to make a compelling appeal rather than delving
into the motivations of the target markets involved. Likewise, this time-period based
perspective coupled with the tendency of practitioners to include references to nostalgia
being a personal experience in their definitions further reinforces the importance of
inquiring into the generation of the subjects and allowing for a timeframe division within
5 years or greater than 5 years, rather than a more extended timeframe more appropriate

to a personal versus vicarious/cultural perspective.

The Nostalgia Decision and Circumstances

As people with creative responsibilities, agency creatives are involved with or
privy to the decision-making process. Art directors, copywriters, graphic designers, and
others have a responsibility to make the message as compelling as possible. Thus, these
creatives have a stake in the decisions involved with the creation of advertisements.
When asked what went into the decision to employ nostalgia, over half spoke of the

emotional component of nostalgia. (See Table 3.4.)
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From an industrial standpoint there's not been many instances where nostalgia
would fit but, if | were to use it again it would have to be appropriate to the
message and the target. If I was trying to convey a feeling or a mood, and | felt
like the, the nostalgic feeling conveyed the mood better for instance bring back
something that was old time rock and roll. (Sylverster, Boomer.)

- and -
1 think to illustrate a certain emotion... , I think it's making a, an emotional
connection to the product... Wachovia... the, the thought that your money is safe
with Wachovia Bank and kind of bring it back to that feeling that parents have
dropping their kids off at the school bus the first day of school... , it was to, to
gain interest through a, a rite of passage, so to speak, an emotional bond, and,
and portray that same safe feeling to, to the ethics of the bank and how they

would treat your investment. (Kevin, Generation X)

As the subjects elaborated on the question of what went into the decision to use
nostalgia and what made nostalgia right for the project, the key issues of growth over
time and the timelessness of the product itself came into consideration. In each case, 20%
of the responses mentioned these themes; for example:

I'll go back to the Cracker Jack site from my portfolio... I just wanted to show the

timelessness of the product, and even like it’s ...maybe it’s around for a reason,

also, that's the underlying idea. And it survived, only because people like it, you
know, or trust it... I think it has to be the fact that they've been around a little
while. They've been around a long time... (Terry, Baby Boomer).
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- and -
I had one that was just a couple weeks ago that was | was real pleased with, but it
turned out Carter County bank is turning 75 this year...To show Carter County
Bank through the years and how they've been a part of Carter County and Carter
County's growth such at it has been, like Carter County Bank had their first drive-
thru teller in like 1965 and the first ATM in Carter county in '79 or so. So, that
was an assignment where nostalgia was an obvious part of the solution... It was
appropriate for the brand too. They're local, small town community focused
thing..... I would say it was appropriate for the brand and for the message they

wanted to tell the community, and for the target... (Ally, Art Director, Generation

X)
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Table 3.4 Nostalgia Decision Criteria

Think about a time you have employed nostalgia in an advertisement. What went into your
decision to use nostalgia for this assignment?
(Follow ups)

o (If negative- UNLIKELY) What’s an example of memorable nostalgia advertising
that you have seen?
Target Market?
Age of the target market?
Client?
Product itself?
Product Category?

e  Competitive environment?
What was it about nostalgia that made it right for that project?

o (Follow up related to negative response) — Why did that example work?

Theme Frequency among the answers
Inspiring Emotion

Showing Growth Over Time
Timeless Product

Recapturing Youth

Legacy of the Company/Brand
Reaching an Era-Specific Group

PN DNWWO

Also mentioned was intent to allow customers to recapture their youth, to
capitalize upon the heritage of the company, or to reach a specific age group who would
identify with the era portrayed. These themes were in the minority among responses, yet
both the intention to recapture youth and to reach an era-specific group do reflect an
intention to capitalize upon the personal nostalgia of the audience.

Related to this question of decision comes the question of which situations lend
themselves to the use of nostalgia. (See Table 3.5.) When followed up with questions
related to target markets, product categories, and media types certain themes presented
themselves. This focus on situation as opposed to decision was inspired by the fact that it

is not uncommon for the creative practitioner to be faced with existing circumstances that
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might limit or dictate their options, such as an already established media deal with a

broadcaster or print outlet.

Table 3.5 Situations for Employing Nostalgia

What are different situations when you might use nostalgia in an advertisement? Are there
particular situations that lend themselves to using nostalgia?
(Follow ups)
Target Markets?
Product Categories?
e Do certain media lend themselves to nostalgia more than others?

Theme Frequency among the answers
Media Format

TV 8
Print 6
Radio 3
Market Circumstances

Older Target Market 2
Experiential Products 1
Food 1
Agricultural Products 1
Company with Long Heritage 1

In response to these inquiries, a wide range of answers arose related to products,
but when it came to media the themes were clear. With eight of the fifteen responses
speaking of television, six relating to print, three to radio, and only two to the Internet,
the more long-standing media were more likely to be referenced. Here are two such
responses indicative of these themes:

I think TV definitely does. Radio really would be a tough one too. Because since
there isn't a visual associated with it, you really need to conjure up a mental
image for someone. | feel like a nostalgic radio spot is an easy way of helping
people establish that mental image... . So I would say the, yeah, actually, radio I,
| mean I've seen nostalgia used across the board in all mediums... (Kelly,

Generation X, Art Director and Graphic Designer)
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- and -

| guess if there is, if the motive of the message is to pull at the heartstrings of

someone, [ think nostalgia is a good vehicle... I guess television or radio would

be the easiest to pull off. But, it could also be pulled off in print. Multi-media...
because you, you have the added benefit of music and, and | guess you have
duration, not an instant, like a print ad... It lets you set up the story easier...

(Kevin, Generation X)

Themes like the experiential nature of the product, food, and agricultural products
point to a potential aspect of consumability and a potential connection to product types.
Further, issues like the heritage of the company and the age of the target market may
obliquely emphasize personal nostalgia, with expectations that older consumers may in

fact be responding based upon personal experiences and shared history with the product.

Nostalgia and Emotion

The practitioner subjects were then asked about the types of emotions they might
attempt to inspire in their target markets when using nostalgia. (See Table 3.6.) Themes
such as warmth and happiness arose repeatedly, as well as comfort and fondness. These
references to emotion fit under the broad umbrella of hedonic responses (Babin, Darden,

and Grifin, 1994). As one art director and designer expressed it:

I mean it goes back, it goes back to that old thing, you know: head, heart, funny

bone, right?...So, you know, nostalgia, it can hit all three...You know, ... you hit
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them in the heart, pull the heartstrings, like those Olympic ads do; or you hit the

funny bone: you make them laugh... (Korey, Generation X).

To a lesser degree, three responses recognized the coexistence of sadness along
with these more positive themes. In many ways, they reflect the bittersweet perspective
of some scholars (i.e. Olivier, 2011):

“You know, my first, I think my first thought is it's like a, like a warmth, or a just
a very personal connection. | think it could also be funny, or it could be something that's,
you know, nostalgic but from the past, or it could be like, a humorous connection... I
think a bunch of different ones. You know, it can be sadness also, I think, depending on
you know, the client, or the, the product, what we're trying to sell, or what, you know,
make awareness for or something. | think that, you know, that could be appropriate as

well” (Kelly, Generation X).

Table 3.6 Nostalgia and Emotion

What emotions are you trying to drive with the nostalgia ads?
(Follow up)
e Are those the only emotions?

Theme Frequency among the answers
Happiness 4
Warmth
Comfort
Positive Affect
Sad/Bittersweet
Fondness
Past Frustration
Fear

P RPRPNOWWS

One thing to bear in mind with these three responses that indicate a bittersweet
nature to nostalgia is that they are related to questions specifically directed towards
emotion. As mentioned earlier when asked to simply define nostalgia, practitioners made

an equal number of references, three of the 15, to revising history in a manner indicative
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of hedonic editing, with more positive emotions expressed than negative ones. Thus,
these questions focusing on emotion may in fact be partially responsible for these
bittersweet references; otherwise, the earlier broader defining questions would have
brought such responses as well.

After confronting these questions of conceptual fit and emotion, the focus
logically moves to the actions these emotions might inspire. For a marketing appeal that
does not inspire action or increase awareness has “by definition” failed. This is equally

true of nostalgia appeals.

Nostalgia and Calls to Action

One of the key concerns of marketing practitioners is to make sure their efforts
inspire action to the benefit of their clients. These actions include such things as
purchasing, voting, donating, and building awareness within the mind of the consumer.

When asked what types of calls to action come to mind in relation to nostalgia,
nine of the fifteen had answers that included references to purchasing. (See Table 3.7.)
This is only logical because purchasing is one of the most common calls to action for

marketing.

Table 3.7 Nostalgia related Calls to Action

What types of calls to action would you associate with nostalgia?

Theme Frequency among the answers
Buy 9
Vote 5
Donate 1
Contact Company 1
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The second most prevalent theme is voting. In other questions, it was not
uncommon for one or two responses to make reference to politics, but here five of the
fifteen responses included this theme. For example, Roger, a Millennial Copywriter
stated:

You are dredging up a memory ... I think for the most part I associate it

(nostalgia) with sort of, you know, helping buy this product or in the case of like

the political ad it's to get you, actually... it's to get you to vote one way or the

other but a lot of times it's not. It's, action to donate to said society or to go and
volunteer... Just get up and do something.” (Roger, Millenial)

With actions like purchasing, voting, and, in three cases, donating, comes the
opposite avenue of inquiry: what themes or products might not work with nostalgia?
Given that the vast majority of practitioners spoke of emotions in their definitions of
nostalgia, could an inherently utilitarian appeal be a bad fit? Thus, exploring the
potential limitation of past-related, nostalgia appeals offers not only insights into the

nature of nostalgia, but potential insight into the construct of forestalgia as well.

When Nostalgia Isn’t the Answer

Recognizing that there is no one marketing appeal guaranteed to work every time,
it follows that nostalgia has limitations to its application as well. (See Table 3.8.) Thus,
the practitioners were asked the question, “When might it be wrong to use nostalgia?”’
Five of the fifteen responses reflect on new technology or products, such as:

| think something with newer technology. You know, I think there might be a way

you could make it work but maybe with something that’s very, very, very new,
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unless you're trying to relate it to something that happened in the past. You know

if'it’s ... if it’s something that’s very cutting edge (Christian, Generation X)

-and -

1 think pretty much anything that’s new technology, I can’t really see where
nostalgia would be a selling point. (Ned, Art Director and Graphic Designer,
Boomer)

Intertwined into these technology-focused responses another theme also arose,
namely a lack of emotion. Kevin succinctly responded, “If sentiment is irrelevant to the
product.” Amanda, a female, millennial, marketing communication manager with
copywriting responsibilities said, “Wrong time to use nostalgia? Maybe if you are not
trying to evoke feelings.”

One additional theme that was visible in three cases was a recognition of nostalgia
being inappropriate when confronting a negative or tragic past. For example, the response
of Rachel, a Boomer graphic designer, reflects this when she says, “I think if you.. go
negative, I mean, like when you’re pulling Holocaust pictures and... pulling nostalgia

from a, a terrible time. ”

Table 3.8 Inappropriate Situations for Nostalgia

When might it be wrong to use nostalgia?

Theme Frequency among the answers
New Technology/Product 5
Negative Past / Tragic Event

No Authentic Connection between Past and Product
Ethnically Offensive Past

Kids Product

Vice Product

Non-Emotional Appeal

PR PPN
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These themes of new technology and products with little to no emotional aspect
indicate a utilitarian, rather than hedonic, nature to those opportunities when nostalgia is
wrong to employ from the perspective of practitioners. This is especially clear when
considering prevalent perceptions of utilitarian products being more functional, as
opposed to emotional or hedonic. Given the documentation of the fundamental separation
between hedonic and utilitarian experiences (Babin, Darden, and Griffin, 1994), benefits
(Chitturi, Raghunathan, and Mahajan, 2008), and products (Dhar and Wertenbroch,
2000), this idea of nostalgia being inherently emotional raises issues for further
investigation. For example, this fundamental separation between the hedonic and the
utilitarian is underscored as the interviews began to explore the practitioners’ experiences
related to forestalgic imagery and language based upon their professional advertising
experiences.

In fact, in reviewing these practitioner interviews, four areas of inquiry become
apparent. First, the consistent recognition of an emotional element to nostalgia and the
suggestion that products without such a strong element, such as utilitarian products, make
a bad fit raises opportunities for further inquiry. Second, the greater consistency with
which personal nostalgia came up, as opposed to cultural or vicarious nostalgia, shows a
definitive preference for the utilization of such direct experiences among practitioners.
Third, the view of nostalgia as defined by clear, overt references to a particular period, its
music, or clothing style, indicates that treatments might need to be similarly overt.
Fourth, the greater consistency with which specifically positive emotions, as opposed to

negative emotions, were discussed underscores a view prevalent in much of the literature
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which favors nostalgia as inherently positive (Thaler, 1985; Holbrook and Schindler,
1991; Cowley, 2008; Stephan, Sedikides, and Wildschut, 2012).

Yet, unlike the nostalgia responses, many of which related to positive emotions,
utilitarian features and benefits become a part of the conversation, as well as negative
emotions such as the fears which were mentioned prevalently, raising issues of contrast.
Thus, building from this focus upon the past, practitioners were then confronted with a

series of similar inquiries related to the future. Hence, issues of forestalgia were explored.

Forestalgia

Whereas practitioners were requested to provide their definition of nostalgia, no
such request was made in regard to forestalgia. This difference in procedure is due to the
fact that forestalgia is a new term for the purposes of this dissertation. With forestalgia
being an unfamiliar term to the practitioner subjects, asking about it would confuse the
practitioners and potentially color their other responses.

As inquiries explored the times practitioners employed future-related imagery and
copy, the theme of cutting-edge technology came up in six of the fifteen responses and
products enabling an idealized future in four of the responses. (See Table 3.9.) In these
cases these themes had a utilitarian approach to them in that the technology or other
product was not the goal in itself, but rather the improvement the technology or other
product enabled. Illustrating the prevalence of the utilitarian approach to the future is
Karl’s response to the inquiry as to what went into the decision to use the future for these
assignments. Karl is a Generation X art director, who like Kevin, another Generation X
Art Director, also worked in the banking industry. Karl stated:
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When | worked for the bank we definitely would use kind of future-oriented ad,
you know. And mostly, like when we were talking about, home equity loans was
one- a big one, we would do that. You know, it was think about all the things you
can do with this money. You've got all this money locked up in your house doing
Nothing, so why don't we set it free and... you can pay off all your bills... make
home improvements...And again it's kind of showing that idealized future now,
rather than the idealized past, now it's like, think how much better your life will
be if you, could just have all this money to do these kinds of things. (Karl,

Generation X)

Similarly, utilitarian benefits of advanced technology were emphasized as a
reason for deciding to use the future in the marketing effort. For example, Christian, a
copywriter, immediately mentioned such objective aspects as “outcomes” in his response
below:

A lot of the products that I've worked on in pharmaceutical and medical device

advertising are all sort of future leaning.... You know cutting edge,

revolutionary, innovative that kind of stuff... trying to create a better, better

outcome, better health outcomes, you know, better future. (Christian, Generation

X)
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Table 3.9 Forestalgia Usage

Think about a time you have employed the future-oriented images and copy in an advertisement. What
went into your decision to use the future for this assignment?

(Follow ups)

(If negative- UNLIKEY) What's an example of such advertising that you have seen?
Target Market?

Client?

Product itself?

Product Category?

Competitive environment?

Theme Freguency among the answers
Cutting Edge / Advanced Technology 6

Safer / Better / Idealized Future
Environmental Awareness

Plan for the Future

Removing a Current Problem
Fear

PR RPN

Forestalgia Typologies

Just as most of the practitioners’ nostalgia responses focused on personal
experiences in the near past, so too did twelve of the fifteen responses express a focus
upon the near future, potentially within the lifetime of the target market. (See Table 3.10.)
Terms, like “science fiction” and “relevance” came up consistently. For example, when
asked about using forestalgic imagery and language outside the expected lifetime of the
target market, Sylvester, Baby Boomer art director with more than 35 years of experience
in the field, stated:

| think that, that when you talk about the majority of, of future advertising you

want to show off a technology a feeling there's something that someone can relate

to....something that's coming. Something you know may not have to miss. In your
lifetime it would happen... (Sylvester, Baby Boomer)
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Another similarity in the responses to these typology questions was a focus upon
the theme of a better future, much like the nostalgia responses from both practitioners and
consumers that focus upon a better, happier, simpler past. Six practitioners expressed this
focus, including Noah, an Art Director. He expressed it as:

Well, again, our client is all about our machines’ promise of this brighter future...

Anything around electronics and, of course, cars...1I think the whole idea is to

promise you while you're alive... These things will affect your life. Very seldom do

you see and then you'll be dead, but your grandkids will love this, you know...

(Noah, Traditional)

Yet this focus on better times ahead applies to much more than typology.
Questions of what made a future appeal right for the project, what emotions are evoked,
and what are situations when a future-based appeal might fit best also brought up this

theme of expectation of a brighter future.

Table 3.10  Forestalgia Typologies

What are different types of future-oriented advertising? How do they differ?
(Follow ups)

o (If negative- UNLIKEY) Do you see all future-oriented advertising as the same thing
and why?

e Qutside a current lifetime vs inside a current lifetime?

Theme Frequency among the answers
Short Term Future 12
Better Future 6
Long Term Future 1
Cutting Edge / Advanced Technology 1
Exclusivity 1
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When Forestalgia Works
These themes of better times ahead are reinforced when inquiries move to issues
of what made future-oriented language and imagery right for the project. (See Table
3.11.) In fact, the promise of better times ahead is the second most prominent theme to
arise, with four of the 15 responses, and the leading theme being new technology. This

theme on technology is touched upon in seven of the fifteen responses, like this one:

“We used the future to just, you know, empower people. That if you want a
technology, you didn’t want to be buying old technology or have stuff that was
going to go out of date before you ever got it home, right? Right. So you re trying
to say, you know, this is the latest, greatest, and it’s not going to be old anytime

soon.” (Jacob, Boomer)

-and -

“You know, performance based things. Yeah, I think ... I think future ... looking into the
Sfuture. I think it fits if it’s, you know, ...technology and products that lend themselves well

to that ... and getting really nuts and bolts...” (Christian, Generation X)

Table 3.11  Forestalgia Decision Criteria

What was it about the future that made it right for that project?
Theme Freguency among the answers
New Technology/Product

Better Future

Specific Target Market — Scifi Fans
Expensive Product

Aspirational Product

Tomorrow Starts Today

PR RPN
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When the inquiries shifted to products that also would favor such a future-
oriented approach, technology was among the leading themes, along with financial
products and healthcare. A tendency towards the utilitarian is revealed, unlike the more
hedonic food and beverages that appear in many of the nostalgia responses among
consumers, as will be shown in the consumer analysis. (See Table 3.12.)

Also, not unlike nostalgia, television, print, radio and the Internet were all
discussed as appropriate for forestalgic messages. The divergence from nostalgia arose
from the number of those who mentioned each. Here the Internet was the most favored
theme, with six responses featuring it, five each for both television and print, and only
three mentioning radio. That financial products are listed here among issues that lend

themselves to future-oriented treatments is interesting to note in view of later revelations.
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Table 3.12  Situations appropriate for Forestalgia

What are different situations when you might use future-oriented images and copy in an
advertisement? Are there particular situations that lend themselves to using the future?
(Follow ups)
e Target Markets?
e  Product Categories?
e Do certain media lend themselves to this more than others?
Theme Frequency among the answers
Media
Internet
TV
Print
Radio
Market Circumstances
Financial Products (Insurance, Banking, etc.)
Healthcare Products (Pharmaceuticals, etc.)
New Product/Technology
Specific Target Market — Youth
Politics

w o1 o1 o
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Many practitioners claimed that for an ad or other marketing appeal to work there
must be an emotional connection to some degree, yet when it comes to future-oriented
forestalgic appeals a wide range of emotional themes appeared, including optimism,
freedom, fear, frustration, safety, and security. There was even advocacy of such future
messaging having no emotional context. (See Table 3.13.) Two of the most prevalent
expressed were excitement, with four mentions, and fear, with three mentions, for
example:

| guess, this is a kind of negative, almost, but fear of being left behind...

Excitement and fear are two very valid emotions. ... | have to say, future

advertising would be less emotional. I just think nostalgia evokes more emotion...

in general, but, that doesn’t mean ... I mean, that doesn’t mean it’s going to spur
you to action more. (Neil, Boomer)
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As with nostalgia, this range of emotion parallels the range of calls to action to
which forestalgia also connects. (See Table 3.14.) All three themes of buying, voting, and
donating were mentioned with buying leading the way, much the way it did with
nostalgia. For example:

| mean, you can see, like Vote, you could promise a brighter future, um. Buy could

be, you know, get this future technology before, before your neighbor does.

Again... Ithink it's the same as I said about nostalgia... It's the painting of the

picture part of the advertising that | think you're talking about, not necessarily a

call to action. “ (Kevin, Generation X, Graphic Designer and Art Director)

“For me, the same as any other advertising, you know, buy, vote ...quit, give,

...decide, believe, save, you know? (Patrick, Millennial)

Table 3.13  Forestalgia, Emotion, and Action

What emotions would you try to drive with future oriented advertising?
e  Are those the only emotions?

Theme Frequency among the answers
Excitement 4

Fear

Cool

Warm
Optimism/Hope
Aspiration

No Emotional Context
Freedom

Frustration

Safety / Security

PR PRPRPRENMNMNDND®

As varied as these responses might seem, there is no one-size solution. As with
other professions, though creatives share responsibilities and professional backgrounds,
there will be an inevitable diversity of opinions, just as among scholars within the same

discipline. This diversity of opinion is also true of forestalgia appeals.
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Table 3.14  Forestalgia and Calls to Action

What types of calls to action would you associate with future-oriented images and copy?

Theme Frequency among the answers
Buy 11
Donate 5
Vote 3
Save 1
Join 1
Resist Change 1

When Forestalgia Does Not Work

In response to the follow-up inquiry of when it might be wrong to use forestalgic
imagery and language, the same issues of relevance to the product or target market were
expressed. (See Table 3.15.) Jacob, the Boomer creative director, speaking of when to use
future-based imagery and language, said:

1 think like older products where, you know, it’s a comfort product. It’s like

anything that’s a comfort thing, I don’t think really ties to the future. I think, you

know, comfort foods, comfort products, you know, you 're trying to identify with
the known. (Jacob, Baby Boomer)

Terry, the highly experienced art director, also expressed the necessity of clear
relevance between the product, the target market, and the approach as well. He employed
the specific example of Coca-Cola in expressing when it might be wrong to employ
forestalgic imagery or language. Both Terry and Jacob in making their case about the

lack of obvious relevance between the product and forestalgic messaging specifically

71

www.manaraa.com



referred to digestible foods. Jacob spoke of “comfort foods” and Terry referred to the

non-alcoholic beverage staple, Coca-Cola.

1 think people would be kind of turned off... That's not their perception of the
product [Coca-Cola]. So if you've already got a pretty strong brand image, it’s
... it’s more traditional and trusted, and I think it’s ... I think it wouldn't help you

very much. (Terry, Baby Boomer)

Table 3.15  Forestalgia Incompatibility

When would using future-oriented advertising be the wrong choice and why?

Theme Frequency among the answers
Established Products / Technology 3
Financial Products (Insurance, Banking, etc.)
Food

Death

Comfort Products

Too Far in the Future

Restoration Products

Older Target Market

Offensive to Target Market

PR RPRPRRPRREPW®

As with any community there are likely to be differences of opinion. In the case
of financial products specifically, some practitioners listed them among products that
lend themselves to forestalgia in Table 3.12 and others mentioned financial products as
being among products that were incompatible with forestalgia in Table 3.15. This
difference in judgment could offer a rich opportunity in future studies focused on the

financial industry.
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Summary

Based upon these qualitative responses from practitioners, both similarities and
differences are illustrated in the views related to nostalgic and forestalgic imagery and

language. These relate to usage, emotion, and typology.

First and foremost, when it came to usage, practitioners consistently made
reference to the necessity of relevance. This emphasis on relevance goes back to Noah’s
comment when he defined nostalgia. He warned that nostalgia can be borrowed interest,

but when it is relevant to the product, “it can be a beautiful thing.”

Borrowed interest is widely recognized as being one of the cardinal sins of
advertising (Keil, 1975; Campbell, 1995; Kent and Kellaris, 2001; Tellis and Ambler,
2007). It is the practice of including something solely to capture the audience’s attention,
even if it has nothing to do with the product, its branding, or its benefits. An example of
borrowed interest is the use of a scantily clad spokesperson regardless of the product.
This lack of fit can serve to undermine the effectiveness of the ad (Campbell, 1995).
Borrowed interest has been credited for the phenomenon of ads distracting from the
intended message. The result often is people remembering the ad, but either not
remembering the product or not caring about it (Keil, 1975; Campbell, 1995). In short,
the use of nostalgia just to use it, as is the case with borrowed interest, shows that
practitioners do not consider nostalgia to be a tool for just any job. Nostalgia must be

relevant to the situation.

The insistence on relevance emphasizes that some aspect of the product, target

market, or both must connect. In the case of nostalgia, emotional element, personal
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experiences, and the historical background of the product or brand might justify the
relevance and avoid the downfalls of borrowed interest. Whereas, in the case of
forestalgic imagery and language, relevance was often dependent on the technological
nature of the product or service. For example, Christian spoke of “cutting edge” surgical

procedures in connection with forestalgia.

Second, emotion came into play with both nostalgia and forestalgia, but in far
different ways. In the case of nostalgia, positive emotion was quite literally seen as part
of the very definition of nostalgia. This association with emotion was so strong, in fact,
that one practitioner stated that products without an emotional appeal are an example of

when it might be wrong to use nostalgia for an advertising assignment.

In contrast, forestalgic appeals were seen by practitioners as opportunities to play
upon both positive and negative emotions. These appeals allowed for the use of both
hope for better days and fear of potential negative repercussions. One particular
practitioner even used the example of the overall fearful future presented in Apple’s

classic 1984 ad to illustrate the use of this emotion in forestalgic advertising appeals.

Further, forestalgic appeals were mentioned as being appropriate to products
where performance and technology were key. Such products, being less the emotional
goal, but rather a tool with which to achieve a goal, would fit under the broad

characterization of utilitarian.

Third, when not prompted to think about issues of vicarious versus personal

experiences, practitioners did not divide nostalgia or future-oriented appeals in this
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manner. In fact, practitioners were more likely to divide nostalgia by the decade to which

it refers and future appeals based upon whether the intent was hopeful or fearful.

This is particularly illuminating in so far as it is on this basis of personal versus
vicarious, or historical, nostalgia that multiple scholars have divided nostalgia for
analysis (i.e. Stern, 1992; Goulding, 2001; Merchant and Rose, 2013). The practitioners
on the other hand, see vicarious or cultural events occurring outside the personal lifetime

of the target market as lacking the relevance to apply such an approach.

In this way, the researcher recognized three particular variables at play. The first
was that although temporal distance should be explored, past or future events clearly
outside the potential lifetime of the target market would have little relevance from a
practitioner perspective. Second, the nature of the product itself, being either utilitarian or
hedonic, was potentially influential. Third, the relevance between the nature of the
appeals and the product itself was seen by practitioners as important to the potential

performance of the ad.

With much of the literature on nostalgia focused on consumers and long
established typologies, this practitioner perspective offers something new. Not only do
the practitioner’s typologies of nostalgia differ from those of scholars who study
consumers, but there is an opportunity to bring practitioner and consumer perspectives
together for comparison. As such, a direct comparison of practitioners and consumers in

their viewpoints of past-based nostalgia and future-based forestalgia offers something
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new to the literature. Hence a qualitative analysis of consumers that mirrors this

practitioner-based one is required.

Study 2

Nostalgia has become a ready tool for marketers to gain the attention of an ever
more jaded population all too ready to filter out such messages (Brown, 2001). As the
intended target audience of these messages, how consumers understand nostalgia is a
fundamental concern. For as important as the practitioner’s viewpoint is, it is the reaction
of the consumer community to these messages that determines the effectiveness of the
marketing effort. Thus, understanding and comparing the viewpoints of both consumers
and practitioners offers a true opportunity to expand the body of knowledge.

Likewise, the longing for the future and what is to come, which for the purposes
of this dissertation is referred to as forestalgia, is also the subject of consumer
perceptions. Whether the future and its implications are to be feared or anticipated, and
perhaps a destination for escape, is a fundamental issue in how consumers might respond
to such forestalgic messaging.

In an effort to understand the implications of both forestalgia and nostalgia
appeals from the consumer point of view, 18 consumer subjects were interviewed. (See
Table 3.16.) These subjects were kind enough to volunteer their time and participation.
They were interviewed either over the phone or in person. As can be seen from the table,
these subjects represent diverse age groups. Those in this sample were recruited through a
variety of interpersonal connections to the researcher. No blood relations are among this

sample group.
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Each consumer subject was asked a series of open-ended, in-depth questions in a

procedure not unlike that of Singley and Williams (1995). This was done in order to

identify consistent themes and more effectively compare and contrast the fundamental

issues involved. It also allowed for follow-up and added explanations from the subjects.

Table 3.16  Consumer Subjects

Number  Pseudonym Gender Self-1dentified Generation
1 Albert Male GenY
2 Betsy Female GenY
3 Carl Male Gen X
4 Daniel Male Gen X
5 Elizabeth Female GenY
6 Frances Female Gen X
7 Grace Female Gen X
8 Samuel Male GenY
9 Ike Male GenY
10 Jennifer Female Gen X/Y cusp
11 Katherine Female Gen X
12 Laura Female GenY
13 Mike Male GenY
14 Ned Male Gen X/ GenY cusp
15 Orson Male Traditional
16 Patricia Female Boomer
17 Quentin Male Traditional / Boomer
18 Una Female Boomer

The themes that arose from these interviews tell a story of affective impact,

expectations, product associations, and personal significance. These insights are not only

revealing when it comes to consumer perceptions, but later when compared to the

practitioner results of Study 1, including the answers of practitioners, such as
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copywriters, art directors, graphic designers, and creative directors. The comparison
exposes both similarities and differences that cut to the heart of these communities, their
roles, and their relationships to both the past and future.

In order to illustrate the most prevalent themes, selected quotes are presented
here. Though not every answer is presented in relation to each question, those quotes that

are presented represent key themes shared across a significant number of the responses.

The Past

In order not to overly prompt or otherwise prime the consumer subjects, each
consumer subject was asked a series of selected questions relating to the past as a theme
in advertising. (See Table 3.17.) None of these scripted questions directly used the term
nostalgia, but rather focused upon the past. However, if the consumer subject did use the
term, probing follow-up questions were then asked to further explore their conception of
nostalgia.

The first two questions worked in conjunction to allow for the consumers to speak
based purely upon their own recall. The first statement asked the subject to think of an ad
where the past was discussed, and the second statement asked for a description of the ad.
One third of respondents immediately brought up era specific references. For example,
Laura, a self-identified member of Generation-Y born in the 1980’s, brought up a Coca-
Cola commercial that, “kinda goes back to the 80’s, when people are on rollerblades.”
Similar statements were made about the 50’s, 60’s, and 70’s, where the subjects made

direct reference to specific eras.
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Table 3.17  Descriptions of Past Related Ads

Think of an ad where they talked about the past?
Tell me about the ad?

Theme Frequency among the answers
Era specific 6
(references to a specific time period )
Automobiles

Growth

Soda

Personal Nostalgia

New Products

Timeless/Legacy Products

Health Food

Fast Food

Comfort Food / Biscuits

P RPPRPOWWMOOTO®

Among the 18 responses, six made direct reference to automobiles by
manufacturer, class, or both. In the case of Ike, a Generation-Y undergraduate, and Carl,
a Generation-X doctoral student, commercials for Chevy Trucks came to mind, and for
Orson, a member of the generation directly proceeding Boomer known as Traditionals,

the Ford Mustang.

... 1just saw one today... Darn. I can't think of the name of the car. It's um the
name of an animal... It came out in '64 it's kind of a muscle type car...Mustang!.
Well, it showed the old car you know from 50 years ago and then they made a new

version so they showed that. (Orson, Traditional)

Another consistent theme is the prevalence of consumable food products. With
four subjects mentioning Coca-Cola by name, as well as subject references to fast food,
biscuits, and Kaschi, which is identified as a healthy food, clearly these foods offer a

connection to the past in the minds of consumers.
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More than 27% of the subjects discussed growth in terms of products growing and
changing with the culture or the individuals in the ad. In her description of a Microsoft ad
where pop-culture trends from the 90°s are detailed, Elizabeth of Generation-Y stated,
“They (Microsoft) have grown up with you... able to identify with you.”

Comments related to personal nostalgia were made by more than 15% of subjects.
These included “going back to Christmas, like when you were a child” (Jennifer,
Generation X/Y cusp), “take you back to being a child,” and “the standard when | was

growing up” (Samuel, Generation Y).

The Past and Personal vs. Cultural

The third consumer question then served to further probe this area of personal
versus cultural experience and nostalgia. (See Table 3.18.) It did this with inquiries as to
what made the ad memorable and whether it related to something specific to the subject
or something outside the subject’s direct experience. Not surprisingly, one third of the
subjects, six of the 18, made comments directly relating to personal nostalgia, connecting
the ad to their own experiences of youth. Even when Daniel, a male member of
Generation X, pointed out differences between his own experiences and some of the
events featured in the ad, he admitted, in relation to other aspects of the ad, “So these
were examples that were yes, very specific, memorable kinds of experiences that I’d gone

through as well.”
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Table 3.18 Memorable Aspects of Nostalgia Ads

What was memorable about that ad?

(Follow Up)

Was it something specific to you?

Was it something maybe outside your own experience?

Theme Frequency among the answers
Personal Nostalgia

Era specific 5
references to a specific time or place

Better Times 2
Cultural Nostalgia 1

Legacy Product 1

Only Samuel, a Generation X male, spoke of the ad being memorable due to an
aspect of the past that did not relate to himself directly, thus touching upon the theme of
cultural nostalgia, as opposed to personal nostalgia. There being so few references to
cultural nostalgia and so many to personal nostalgia serves to bolster the work of scholars
who posit that nostalgia is at least partially based upon personal memories and hence
inherently personal (Goulding, 1999; Stephan, Sedikides, and Wildschut, 2012).

Also, in response to this inquiry of what made the ads memorable, five of the 18

subjects spoke of era specific aspects like music or clothing. For example:

So these were examples that were yes, very specific, memorable kind of
experiences that I'd gone through as well... So most of them I was familiar
with... There was one point where a kid was like pressing something on his
shoe which I think like did something to the inside of his shoe... This was
very much like if you were, were a kid in the 90°’s you remember these

things. (Elizabeth, Generation X)
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They're backed up by the music and of course that's memorable... Well,
and they're creative, if they're creating an ad about the past then they've
used music to help you go back to that era... So, that that makes you feel
comfortable because we're all comfortable in in that era of where we grew
up... That's why they call it the ‘good old days’. People living in this era
34 years from now will be calling this the ‘good old days.’ I don't know

how, but they will. (Patricia, Boomer)

These comments pertaining to fashion, music, and other aspects of specific
eras could be argued to make these past eras more real and concrete in the mind of
the subjects. This concreteness coupled with the references to personal, as
opposed to cultural or vicarious experiences, emphasize the emotional investment
of the subject in these earlier times and the communications that capitalize upon

them.

The Past and Emotions

The fourth question probed the emotions the subject experienced when they see
an ad pertaining to the past. (See Table 3.19.) A variety of themes emerged, among the
most common of which was that of happiness/fun, with warmth and comfort being the
second most prominent. This is not to say sadness/melancholy and negative emotions
were not represented; however optimism, romanticized ideals, and inspiration were
almost as prominent. This overall emphasis on positive emotions is reflected in the quotes

below:
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Well watching it you just feel kind of a, kind of happy at first, and you
laugh because it's funny, and you remember, you know, like, why were we
playing a game where people died of dysentery? You know, it's just a
funny concept now looking back. And so it's funny, and, and it makes you
feel kind of happy, and then, you know, just puts you in @, in a good mood.
(Betsy, Generation Y)

-and -
“Well, usually, sort of like a sense of ... of fondness, happiness, joy, you
know, thinking about man, that was a really ... that was a really great
time. | remember being in my grandma's house. And then that's often
followed (laughs) by like a ... kind of like a hangover where it's like oh, a
little ... a little ... a little sadness, you know, it can't be like that anymore...
Maybe good if I ... if I buy these biscuits. Optimism. (Laughs)...Sort of like

happy, nostalgic.” (Grace, Generation Y)

Table 3.19  Nostalgia Related Affect

When you ve seen these ads about the past, what emotions do you feel?

Theme Frequency among the answers
Happiness/Fun 5
Warmth/Comfort
Sad / Melancholy
Joy

Optimism
Romanticized Ideal
Inspiration
Negative Emotion

PR R RPREPENDW
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As mentioned previously and can be confirmed by reviewing the consumer
questionnaire, the deliberate decision was made not to include the word “nostalgia.” (See
Table 3.20.) It was in responding to this question pertaining to the feeling evoked by ads
that utilize the past that the term nostalgia most often was readily volunteered by the
subjects. This was in an attempt to minimize any priming effect and allow the subject’s
own perceptions and beliefs about nostalgia to be communicated more naturally. In one
exemplary case, Carl of Generation X immediately stated, “You get nostalgic about it, I
would say...You start thinking back to those times.” On follow up, he then elaborated.

“I think nostalgic is sort of, just sort of a, a memory of the past and that

you recall and it, it, it brings up sort of visions of happiness or visions of
something that's, that's forgotten you know. It's, it's, oh, it, it's sort of that,
if I could put it into a, a sentence, it would be sort of the "Oh, yeah, |

remember that. That was fun. That was a good time." (Carl, Generation X)

Table 3.20  Nostalgia’s Meaning

You mentioned nostalgia. What does that mean to you?
Theme Freguency among the answers
Good Personal Memories 5
Happiness/Fun

Positive Affect

Negative Affect

Better Times in the Past
Disappointment with the Present
Warmth/Comfort

Era Specific References
Forgotten Times

PR RERPRPNDND®

In fact, when the subjects introduced the word nostalgia to the interview, the
single most consistent theme to arise was good personal memories. Indicative response

follows:
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Nostalgia? Feeling good about the past. yeah, I think I think feeling good is
nostalgia... I don't think many people look back on the past at at at things that
that happened to them or things that were going on in the world that were bad. |
don't I don't think that the Vietnam War would be considered nostalgia in my
eyes. | think, | think the good times the going back to comfort that's that's
nostalgia to me. (Patricia, Boomer)

- and -
| would, I would say nostalgia is a feeling that you get when you remember
something from the past. Usually, | would say it's a warm positive feeling if you're
feeling nostalgic for something because you're, you're almost wanting to
experience what you experienced at that time. | can't, I mean there are definitely,
you know, memories of bad experiences from that era too, but when I think of
being nostalgic, that's when I'm remembering the good stuff. (Mike, Generation
Y)

-and -
Nostalgia to me is like you know, I'm still turning on stereos and... listening to my
50's and 60's music. During those days kids or something. Just having fun with
you know. Remembering all of the good times. You know, family and stuff.

(Quentin, Traditional/Boomer)

This persistence of positive memories as a feature of nostalgia further underscores the

transformation that nostalgia has made from a medical diagnosis akin to homesickness or
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melancholy to a positive, if bittersweet, feeling or longing associated with not only

places, but other aspects of the past as well.

The Past and Products

Thus, with the issues of recall, personal relevance, and emotional association
discussed, there remains the fundamental question of what products do consumers
connect to such past-related, or nostalgic, appeals. Subjects were presented with the

question shown in Table 3.21
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Table 3.21  Products and the Past

When you think about advertising that uses the past what type of stuff comes to mind?
Theme Frequency among the answers
Soda / Food
Automotive
Cleaning Supplies
Food

Beer

Financial Services
Service

Camera

Grocery Store

P NDNMNNNDDNDWN O

The two most prevalent products among the subjects’ answers to these inquiries
were automobiles and sodas. In fact, 50% of the responses included references to soda —
specifically, Coca-Cola. Grocery stores, beer, and the general category of food were also
mentioned. These products, soda and beer, are considered hedonic in nature (Chaudhuri,
1993). Hedonic products are characterized by offering immediate gratification (Babin and
Harris, 2014).

Coca-Cola, you know, they ... they play a lot ... on the past... Especially on

Christmas time, they have that, ahh, Santa, the classic Coca-Cola Santa

image...(Grace, Generation X)

-and -
And Coke always does a lot of like, kind of like throwback ads. | think there was,
wasn't there like a Super Bowl commercial once? (Katherine, Gen X)

-and -
Budweiser always seems to have something where you go back to simpler times.

Like the Clydesdales and so forth. (Una, Boomer)
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When it comes to automobiles Ford, Toyota, and Cadillac were mentioned by
name. Other subjects just said “car” or “truck” in their descriptions. As mentioned
previously, cars are either borderline between hedonic and utilitarian, as in the case of

sedans and wagons, or clearly hedonic, as in the case of sports cars (Ratchford, 1987).

Some of those car ads, | guess, come to mind. | know that there was a recently
there ... Cadillac was trying to sort of say that we're new and different, but still

try to hold on to the lineage of the past. (Carl, Gen X).

This hedonic trend is all the more thought provoking when considering the fact
that utilitarian products appear in a very small percentage of responses. This paucity of
utilitarian products in comparison to hedonically leaning products that appear in so many
of the responses seems to reaffirm a definite resonance between nostalgia and hedonic
products.

However, when the follow-up question explored what products consumers do not
connect with past-related, nostalgia appeals, eight of the 18 refer to new technology. (See
Table 3.22.) No other category is referred to with such consistency as not working with
past-oriented appeals. This consistency could be interpreted as a fundamental incongruity

between past-oriented nostalgia messaging and new technology.

So definitely, like | said, probably those consumer electronics, the new, the new,

the gadgets ... Products probably wouldn't work. Those are probably some of the
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most obvious. Ones, that are focused more on globalization and innovation,

rather than quality. (Daniel, Generation X)

Table 3.22  Consumer Perspectives on Nostalgia Incompatibility

With which categories do you think ads about the past don’t work?
Theme Frequency among the answers
New Products / Technology
Charities / Non Profits

Negative Events / Tragedies
Clothing

Youth Products

Companies with a checkered past
Cigarettes / Tobacco

Financial Products

P RPRPRPRRPREP WD

After this the only other theme identified by multiple subjects as inappropriate for
past-oriented nostalgia appeals was financial products. But with only three subjects
asserting the inappropriateness of financial products for past-appeals; new technology
still stands out as the only such topic identified as being consistently incompatible.

Thus, based upon this exploration of consumers’ opinions of nostalgia as a past-
related appeal, some patterns emerge. One such pattern is a clear focus on personal
nostalgia, rather than cultural, as if to be truly nostalgic the events must happen to the
subject themselves. Also, the emotions most of these modern consumers refer to are some
form of positive affect, such as happiness. Finally, the products associated with nostalgia
are largely hedonic in nature as opposed to utilitarian. With these issues of the past
addressed, the interview moved on to issues of the future and its perceptions. In doing so,

both similarities and differences were revealed.
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The Future

As with the past, a series of open-ended questions were asked, each intended to
reveal consumers perceptions and associations in regards to future-based appeals. (See
Table 3.23.) For example, just as consumer subjects had been asked to think of an ad

related to the past and then describe it, so too they were asked to remember and describe

ads related to the future.

Table 3.23  The Future — Proximity and Utility

Think of an ad where they talked about the future. Tell me about the ad.

Theme Frequency among the answers
Near Future 14
New Products / Technology 11
Financial Products 5

Far Future 3
Insurance 1
Healthcare 1
Tourism 1

Thus, three themes came to light. These themes were new technology, near-future
expectations, and financial products. For example, in the case of new technology, 11 of
the 18 consumer subjects referred to new products or technology in their descriptions of
advertisements with such appeals. Right along with these technological expectations, and
even more popular, 14 of the 18 subjects specified that these expectations of the coming
future were in the near term, perhaps in the next product release or on the coming
horizon. Here are a few examples of such pairings of technology and the near-future
expectations:

| think a lot of technology ads like Microsoft have looking forward into the future.

And Apple is forward looking too. They're trying to, because technology is
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definitely going to become a part of our future these ads are targeting consumers
saying hey we have futuristic, we have a futuristic product that you can use. And
we plan to continue to adapt and develop and make this more pertinent to your
lifestyle... For example the Apple ads they show their device and the apps you can
install. But it's showing you the potential by showing you hey there's all these
apps you can install, but there's plenty other apps that may address your need in
the future and we have a whole market that's open to that... Microsoft is the
future of bringing Surface, for example, my device brings a mixture of a tablet
and a computer together ... Products like that. So, it's kind of future look, looking
because this will help address your issues in the future (Ned, Generation X /
Generation Y Cusp).

-and -
This is definitely the technology ... Like cellphone commercials where they re
talking about the next generation or something.... And I'll think of it, I want to
say Apple, but ... well, actually what comes to mind is the Samsung Galaxy
phones where they 're talking about the next generation. (Jennifer, Generation X /

Generation Y Cusp).

While it is true that some consumer subjects did bring up issues related to the far

future, events likely to occur outside their life expectancy, there were only three such

examples, placing this theme in the definite minority when compared to 14 thematic

references to the near future. This prevailing focus upon the near future within one’s

lifetime, as opposed to far-future events likely to occur after the subjects death, mirrors
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that of the prevailing focus on directly experienced personal nostalgia as opposed to
historical cultural nostalgia that likely occurred before the subject’s birth. In the case of
both consumers and practitioners, while the questions ask about the future or the past, the
majority of subjects speak of a time frame with greater concreteness to their present
reality, as opposed to a far off past or future.

The third most common theme to arise from these inquiries was that of financial
products. Five of the eighteen consumer subjects brought up financial products. Though
this agrees with some practitioners, it disagrees with other practitioners who listed
financial products as among the types of products incompatible with the future. In the
case of the descriptions from consumers, subjects focused upon ensuring a prosperous
near future.

I guess it's talking about your future ... those financial ads. ... with the green line,

Fidelity, you know where you follow the path. I guess that would be to follow the

safe path to your future by being financially sound... (Frances, Generation X).

-and -
There's a Fidelity at least | think it's Fidelity. But it's where a guy is in an
airplane, and he's talking to his future self... He's talking to his future self, and
his future self is thanking him for making the decisions that he has because in the
future he's going to be able o live well. So, that's kind of that... That's the first one
that pops into my head. You know, the sort of take care of yourself now because in

the future you're gonna need it. (Carl, Generation X).
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Financial products are meant to enable other goals, such as security, rather than
being goals in their own right, which is the defining characteristic of hedonic products
(Babin and Harris, 2013). Thus, financial products are by definition utilitarian in nature
(Babin and Harris, 2013). In fact, with much technological advertising focused upon the
abilities of products as opposed to the enjoyment of the products, a thematic difference
begins to emerge in comparison to past-focused appeals. For while many past-focused
nostalgia appeals focus upon hedonic products like sports cars or beer, future-focused
appeals play upon products that could be broadly classified as utilitarian, such as
technology and financial products.

Reaffirming this theme of utilitarian over hedonic appeal in relationship to the
future, one subject, Grace, described how the utility was the most memorable aspect of
the appeal. (See Table 3.24.) She said:

“Utility, how useful is this product to me. I don't think they try to... to, invoke any

sort of emotion other than | perceive this as being something useful to me moving

forward... So if  watch an ad for a ... computer or something, it's not trying to
make me think like, ahh, you know, oh, I want to remember grandma’s computer
because I don't think that’s ... I don't ... I don’t feel happy or sad. I'm sort of
neutral. I think about like do I really ... could I use that? ... Would that make my

life go faster, more efficient, more effective?” (Grace, Generation X).
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Table 3.24  Memorable Aspects of Forestalgia Ad

What was most memorable about that ad?
Theme Frequency among the answers
Personal connection to the scenario 3
Utility of the product

Fear

Desire for the Benefit
Anticipation

Uniqueness of the Product
Curiosity

Cool

References to Literature
Avoidance

RPRPRPRPRERPERPNODNON

Grace was not alone in identifying the theme of utility as one of the memorable
aspects of future-related appeals. (See Table 3.24.) Another consumer subject stated:

My device brings a mixture of a tablet and a computer together ... The

possibilities... Of what we could do in the future with these different products.

And where are they going to end up? (Ned, Generation X/Y Cusp)

The theme of utility, which was touched upon by a minority of consumer subjects
when describing what made a future-oriented ad memorable, and related utilitarian
benefits are intrinsic to the nature of both financial products (Mortimer, 2001) and
technological products (Meenaghan, 1995). This link between future-oriented messaging
and utilitarianism coupled with the consistency with which hedonic themes appeared in

consumer subject responses related to nostalgia does present an opportunity for study.

Another prevalent response to inquiries as to what made the ads memorable was
the theme of personal connection, where the consumer subjects saw something about the
situation as tied into their own personal experiences. In this case, three of the 18 focused
upon this theme in their responses. Although this might not sound like a substantial
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amount in light of the prevalence of responses to other inquiries that focus on the near
future and a pattern of closeness through experience or expectation, it ties into the
concept of “concreteness” that is an integral to construal level theory, whereby the
concreteness of an event or choice serves to alter the response of an individual to choices

and stimuli (Trope, Lieberman, and Wakslak, 2007). One consumer subject expressed it:

“Most memorable. I guess again, sort of family oriented, personal connection you
make with the advertisement. It's usually a family or a couple on their honeymoon
or something like that. Something easily relatable to you. Well, I obviously don't

have a family yet but I have sort of my own rather, | have parents and stuff. We've
gone on vacations but at the same time they're the ones ... You know, the couples

on their honeymoon. I'm not married yet but | hopefully will get married someday
and go on a honeymoon. That's outside of my own experience. | know people who

have gotten married” (Samuel, Generation Y).

The Future and Emotion

Building from these inquiries related to memorability comes the very real issue of
emotions. (See Table 3.24.) As consumer subjects are asked to describe their emotional
reactions to future-related ad appeals, themes of optimism, excitement, hope, and
curiosity come to light. These emotional themes in relationship to the future represent a

positive trend. As one subject expressed it:

Optimism. You can consider that an emotion. It's an optimistic outlook of the

future... Content. They're usually happy with ... They show the people happy with
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where they are. Optimists.... They're usually having fun and enjoying themselves.

I'm thinking of the vacations in particular... (Samuel, Generation X).

This focus on positive emotions is not unlike the positive emotions expressed in
relationship to nostalgia. Where these future-related responses differ from nostalgic past-
related responses is the consistency with which the themes of fear and sadness also are
mentioned. For example, some responses actually combined both optimism and fear, like

this one:

1t’s probably hope. (Hope) being one of them, something, you know, a little bit
more, optimism, | think might be good, at least | want to know, it's weird because it
actually, the ad is sort of proposing hope and optimism and all generally good stuff, but
in fact, it's almost invoking the exact opposite... Like even in the insurance industry, like
the life insurance ads, it's a lot ... "Whose going to take care of your family?" You know,
those seem to be a little bit more of the opposite, a little bit more pessimism or worry, or

concern... Those are almost... a fear-based tactic... (Daniel, Generation X).

Although this balance of the positive and the negative is dissimilar from the
consumer responses related to nostalgia, it is possible to draw parallels to certain
definitions of scholarly nostalgia. These nostalgia definitions use such terms as
“bittersweet” (Baker and Kennedy, 1994; Olivier, 2011). Thus, these definitions of
nostalgia serve to underscore a potential parallel with forestalgia in which positive and

negative affects interact, although the positive is dominant.
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Table 3.25 The Future and Emotion

When you see these ads about the future what emotions do you feel?
Theme Frequency among the answers
Optimism 4
Excitement
Fear

Hope

Sadness
Curiosity
Aspiration
Pessimism
Fascination
Indecisiveness
Nervousness
Regret

No Emotion

RPRPRRPRPRPEPNDWOOWWN

Even with this combination of positive and negative emotions in mind, this
analysis underscores an emotional similarity of nostalgia and forestalgia. It is then only
logical to see how these appeals then carry over to product categories, both those

products consumers associate with the future and those they do not.

The Future and Products

Building from these inquiries into memorability and emotion, the consumer
subjects were asked to discuss products they associated with the future. (See Table 3.26.)
With 13 of the 18 responses discussing new technology, this reaffirms the associations
with new technology that were so much a part of the responses to the initial open-ended
inquiries as to what the consumer subjects first thought of when asked to describe ads
with future-related appeals. The strength of this association also served to add to the
relevance of future-based forestalgia. One clear example of such a forestalgia and

technology pairing is this:
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“It's definitely is the technology. Smart devices seem to be the hot thing
right now. So, you know a device that could connect to the Internet and you can
control remotely. That seems really futuristic and, and that would have been a
crazy idea even 10 years ago probably...So that, to me is pretty cool and devices
like the Nest that can, you know, intelligently learn your, your behavior over the
time and... adjust you know, your thermostat according to your trends. That's
pretty cool stuff. ... Those tend to be the products that I think of when I, when [

think about things associated with the future” (Mike, Generation Y).

Table 3.26  Forestaglia Compatible Products

When you think about advertising that uses the future what types of stuff come to mind?

Theme Frequency among the answers
New Technology 13
Automobile 4

Insurance (Life and Health)
Financial Products
Charities
Environment
Job
Funeral Planning
Clothing
Cleaning Products
Manufacturing
Health Products
Politics
Tourism

RPRRPRPRRPRPPWOMDMDN

Though less pronounced, other product themes consumer subjects associated with
the future included life insurance, financial products, charities, and automobiles. Each of
these themes were referred to no less than four times among the 18 responses, but it is the

repetition of automobiles among both categories that offers insights, for example:
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“The health industry, finance, technology, computers and video games....
It's funny, | said cars for the ... for the past, but they also do stuff for ... the
future... Talking about how like, ... where their cars are ... are going in the
future. 1 think | saw one recently about a car that, you know, they recently broke
the ... the land speed record or something... Something like that. Yeah, it seems
more, ... more kind of ... | don't know if this holds true, but it kind of feels like big
purchases, things that are, taking a substantial investment | think are more
geared towards, futuristic ads... They get more product oriented than service”

(Grace, Generation X).

Thus, while utilitarian financial products are clearly associated with the future,
automobiles seem to assert a dual nature in the minds of consumers. However, this dual
status in both the future and past camps was not shared with other nostalgic products,
namely food and beverages. Where food was a recurrent focus of consumer subjects

when related to the past, the future was very much a different story.

When the question turned to products consumers did not associate with the future,
the viewpoint of food became clear. (See Table 3.27.) In fact, while only five of the 18
responses referred to beverages, ten of the 18 responses to the question related to product

categories did not associate with the future specifically mentioned food.

Well, foods out. Future food sounds like a genetic nightmare... : Like I said, a
genetic nightmare. No one will line up for a dish of fake food... (Samuel,

Generation Y).
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-and -

Food (laugh). Because no one's going to want to eat future food. Fake food. They

Want to eat what's available now... (Ned, Generation X/Y Cusp).

-and -
Food products I don't think would work too well... I, I think myself, I don't want to
see them tampering with what | eat.. With, | don't want to see them doing that.
Food in general... Diet food? Well. I guess I kind of think of it as almost like fake
food. But them I'm probably lumping it all together in my mind. | had a friend
who was on a vegan, I'll say a vegan kick and she showed me all the stuff that was
all vegan that she was buying at the stores and it was, to my way of thinking all

fake food... (Una, Boomer).

In this way, at least in regard to food, the mental association of consumers differs
dramatically when considering the future as opposed to the past. Of course, that is not the
only fundamental difference exposed both between consumer views of the past and future

as well as those between the insights of practitioners and consumers.

Two other examples of this perceived difference between the future and past are
broadly hedonic and utilitarian products. Sports cars, such as the Mustang, not unlike
comfort food, were seen as both appropriate subject matter for nostalgia appeals. Also,
utilitarian products, such as technology and financial services, were associated with the

future as opposed to the past.
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Table 3.27  Forestaglia Incompatible Products

With which categories do you think ads about the future don’t work?
Theme Frequency among the answers
Food 10
Beverages

Disposable Goods

New Technology
Pharmaceutical products
Charities

Education

Automobiles

Timeless products
Clothing

Furniture

Tourism

(6]

PR RPRPRPRPNDNNDN

Quialitative Summary of Study 1 and Study 2

When comparing the insights of practitioners from Study 1 and of consumers
from Study 2 there are points of both similarity and difference. These points of
comparison fall into four categories, namely construal level, era specific references,

product associations, and emotional response.

First, as with practitioners, construal level related to temporal distance and
personal experience plays a clear role in evaluation. For example, when asked to describe
both past and future related ads, the themes of personal nostalgia and the near future
show up with substantially greater consistency than those of cultural nostalgia or the far
future. Further, when asked what made the ads memorable, the theme of personal
nostalgia arose six times when discussing the past, and a personal connection to the
experience showed up in references to the future. These results mirrored the responses of
practitioners, where there was a clear preference of presenting personal experiences as

opposed to cultural or vicarious experiences.
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Second, both consumers and practitioners include in their responses direct
references to music or clothing connected with a specific era. These points of reference
connect to Construal Level Theory in that they serve to make the abstract experience of
the past or future into a more concrete concept in the mind of the subjects and thereby

more real (Williams, Stein, and Galguera, 2014).

Third, as with practitioners, product associations with either the past or present
seem to fall into the broad categories of hedonic or utilitarian. In the case of consumers,
this divide is most pronounced when discussing products that would not work with either
the past or the future. In the case of the past, new technology was identified in nearly half
of the responses; and with the future, food was similarly identified in the majority of

responses.

Fourth, when it comes to emotional response to the future or past, consumers
differed slightly with practitioners. While good personal memories were a prevalent
response when consumers touched on the issue of defining nostalgia, just as many
subjects brought up responses related to negative affect as positive. Thus, while
practitioners appear to treat nostalgia as inherently positive, consumers reflect a
viewpoint where the positive emotions are dominant, but do not necessarily have a

monopoly.

In the case of forestalgia, practitioners and consumers are in closer agreement.

Here both parties recognize that both the negative emotions such as fear and the positive
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emotions like hope have a role to play. This more balanced view of the future might

invite more possibilities.

Based upon interviews of both practitioners and consumers in the larger context
of the existing literature, a number of themes and related constructs emerges. For
instance, examples of utilitarian and hedonic products were discussed by the majority of
both communities when inquiries focused upon what was and was not appropriate to pair
with nostalgia or forestalgia. Based upon these comments, forestalgia is more appropriate
for utilitarian products, while nostalgia is more appropriate for hedonic products.
However, a minority of practitioners did express the view that product type did not
necessarily decide whether to utilize a nostalgic or forestalgic approach. Also, the
prevalence of personally experienced nostalgia predominated over those of a cultural,
historical, or vicarious nature, all under the auspices of nostalgic past-related experiences
and forestalgic future-related experiences. The exploration of these issues of product
type, appeal type, temporal distance, and nostalgia as well as forestalgia provides a

context with which to test Construal Level Theory (Trope and Liberman, 2003).

Theoretical Development

With these observations in mind, theories such as Construal Level Theory and
models of product typology are brought into new light. For if concepts of psychological
distance and product typology connect, then are new opportunities to expand the body of
knowledge. Further, these opportunities offer potential benefits to both practitioners and

scholars.
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In the case of temporal distance, focus upon events likely to occur in one’s
lifetime, as opposed to after or before, is echoed in both the practitioner and the consumer
interviews and ties in with the concept of Construal Level Theory and its conceptual
predecessor, Temporal Construal Theory (Trope and Liberman, 2000; Trope and
Liberman, 2003). Thus, for the purpose of this dissertation, far and near temporal
distances of greater or less than five years, but still within the lifetime of the subject, offer
the opportunity to test Construal Level Theory based upon these psychological distances.
To restate, recognizing practitioners and consumers perceive events before or after the
lifetime of the consumer as less impactful, then to clearly focus on the issue of temporal
distance as opposed to the life or death of the subject, the far temporal distances are
beyond five years from the present and the near are within five years of the present.

Additional reasons for the usage of five years as an appropriate measurement
benchmark with which to both forecast changes from the present and follow up can be
found in the literature of multiple areas of study. These areas include, but are not limited
to management and psychology, both of which have direct overlaps with the marketing
discipline.

In the case of management five years has been used as the division point between
proximal and distal forecasts, whether discussing expectations of employee population
growth (Wikilund, Davidsson, and Delmar, 2003; Cassar, 2006; e.g.) or other forms of
expansion (Cassar, 2006; Achtenhagen, Naldi, and Melin, 2010; e.g.). In fact, one study
found that although practitioners and scholars were not always referring to the same

issues when using the term, “business growth,” both communities were using five years
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as one of their temporal benchmarks with which to forecast and measure (Achtenhagen,
Naldi, and Melin, 2010).

In the case of psychology, the five-year time interval has been used in numerous
studies in relation to both future and past, from feelings of connectedness to a future self
(Ersner-Hershfield, Wimmer, and Knutson, 2009) to questions of delayed reward or
consequence related to temporal discounting (Green, Myerson, Lichtman, Rosen, and
Fry, 1996; Johnson and Bickel, 2002; e.g.). In one study on the phenonmenon of
increasing regrets, based upon Construal Level Theory, the researchers, Kivetz and
Keinan, employed the frames of one week ago and five years ago as their benchmarks for

“near past vs. distant past respectively” (2006, p 276).

When it comes to issues of persuasiveness, preference, and decision-making
outcomes, timing has a potential influence. Temporal Construal Theory, the predecessor
of Construal Level Theory, posits that temporal distance can influence the preferences
and attitudes of an individual toward an event and alter decision-making outcomes (Trope
and Liberman, 2000; Trope and Liberman, 2003). The examples used in these Temporal
Construal Theory studies were future related. Expanded under the name Construal Level
Theory, the theory now addresses other forms of psychological distance such as past and
future temporal distance, as well as spatial, social, and hypothetical distance (Liberman,
Trope, and Stephan, 2007; Liberman, Trope, and Wakslak, 2007; Stephan, Liberman, and
Trope, 2010).

Thus, Construal Level Theory, as Temporal Construal Theory’s expanded
successor, states that psychological distance, be it temporal, physical, social, or
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hypothetical, has an impact upon the decision-making outcomes of individuals due to
their perception of the issues involved as being either abstract, less a part of his or her
reality, or concrete, a state of being very much a part or likely to become a part of their
reality (Liberman, Trope, and Stephan, 2007; Stephan, Liberman, and Trope, 2010).

Likewise, events in the near, or proximal, future with minimal temporal distance
are perceived as more concrete (Liberman, Trope, and Stephan, 2007; Spassova and Lee,
2013). Events further off are considered to be abstract (Liberman, Trope, and Stephan,
2007; Spassova and Lee, 2013). Techniques such as temporal framing can be employed
by marketing practitioners to make a deal more appealing and arrive at a favorable
conclusion (Gourville, 1998).

Often a more abstract concept has a preferential advantage over a more concrete
concept (Zhao, Dahl, and Hoffler, 2014). Counterintuitively, this abstractness advantage
even extends to new product introductions (Zhao, Dahl, and Hoffler, 2014). Providing
concrete details about an impending new product did not necessarily increase its appeal
to potential customers. The concreteness of these details undermined the potential
visualization of customers seeing themselves in a future setting utilizing the product
(Zhao, Dahl, and Hoffler, 2014). Thus, the key variable in that study is the issue of self as
opposed to distance.

Representatives in both the consumers’ and practitioners’ samples reinforce the
relevance of this aspect of Construal Level Theory. Their remarks related issues of
concreteness and abstractness. Subjects in these samples specifically dismissed appeals

based upon events either clearly before or after their lifetimes with terms like “history”
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and “science fiction,” conceptually distancing themselves from a past or a future too far
away to consider.

In fact, in the case of nostalgia, when comparing the number of times personal
nostalgia responses in either study vastly outnumbered responses that could be coded as
cultural nostalgia, it is clear that the memory-focused definition of nostalgia employed in
this dissertation in which the individual yearns for an idealized past (Muehling and
Sprott, 2004) is the more relevant and concrete in the minds of both consumers and
practitioners. Recognizing that this proximity to the experience of the individuals can
influence such dynamics as personal connectedness, it is logical to focus upon time
frames that are clearly within the range of personal experience (Zhang and Aggarwal,
2015).

Building upon this emphasis on personal experience, the hedonic or utilitarian
nature of experiences, including product experiences, opens an opportunity for study.
This is especially true when considering the relationship between nostalgia and hedonic
editing. As Goulding expressed it, “nostalgia is memory with the pain taken away”
(Goulding, 1999, p.2). This is not unlike the concept of hedonic editing where the
negative aspects of a memory are removed over time (Cowley, 2008). Given this
relationship between nostalgia and the hedonic, it begs the question of how might their
respective counterparts, forestalgia and utilitarianism, also relate, not to mention how the
four concepts might interact in different ways.

Thus, the third of the key differences comes into play; the first two being

forestalgia and nostalgia, and the second being near and far temporal distance. For as

107

www.manaraa.com



with nostalgia and forestalgia, utilitarian and hedonic product typologies offer insights for
practitioners and academics alike.

Perhaps one of the best-known product typologies touching on the issues of the
hedonic and utilitarian is the Foote, Cone, and Belding Grid, referred to as the FCB Grid
for short (Ratchford, 1987; Choi, Yoon, Paek, and Reid, 2012). This typology separates
products based upon a two axis grid. One axis divides the grid horizontally based upon
the degree to which the product serves a utilitarian or hedonic role, and the other axis
divides the grid vertically based upon the consumer’s level of involvement with the
product (Ratchford, 1987).

Hedonic products by and large are seen as having an emotional appeal, whereas
utilitarian products offer a cognitive appeal. Thus, for example, a high cost sports car that
a consumer might be tempted to drive for the fun of it is both high involvement and
towards the feeling/hedonic side of the grid. On the opposite side of the grid liquid
bleach, with both a low price tag and disposability, is low involvement, and the simple
fact that the detergent is purchased to do a job distinguishes it as a thinking/cognitive
product (Ratchford, 1987).

This difference between the hedonic and the utilitarian carries with it numerous
implications. Decisions relating the target marketing towards certain age cohorts (Drolet,
Williams, and Lau-Gesk, 2007), the use of art in advertising (Huettl and Gierl, 2012), and
the crafting of brand personality (Alex and Joseph, 2012) are all in some way related to
the level of perceived hedonic or utilitarian values intrinsic to the product. For example,
when customers are confronted with advertising appeals for a given product, value-
expressive appeals work best when they are self-congruent to the potential customer’s
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self-image, yet with utilitarian appeals, advertising that offers functional congruity is the
most persuasive (Johar and Sirgy, 1991). This being the case more than just a product
typology, hedonic and utilitarian also can be considered as appeals favoring one approach
or the other, with balanced products, such as coolers, that have the potential to be either
hedonic or utilitarian, having the potential to utilize either hedonic or utilitarian appeals.
As with many advertising and marketing appeals, there is the potential to expand
the body of knowledge for both the scholarly and practitioner communities. Appeals
using hedonic, utilitarian, forestalgia, nostalgia, and differing past and future temporal
distance are no exception to this. Thus, with these three theory-based continuums in
mind, forestaglia vs. nostalgia, near vs. far, and utilitarian vs. hedonic, come questions of
potential interactions. For, as presented by Hunt (2010) in his text on the subject, to be a
theory a concept must explain past events, reflect the current status, and enable the

prediction of future outcomes.

Hypotheses Development

To test Construal Level Theory in the context of nostalgia and forestalgia
messaging, varying temporal distances, and utilitarian as well as hedonic contexts, this
dissertation confronts a variety of different variables. These include Attitude towards the
Ad, Attitude towards the Brand, Attention to the Ad, and Escapism.

Construal Level Theory states that the concreteness or abstractness of the concept
in the mind of the subject can alter the attitudes and decisions of the subjects. This

abstractness or concreteness can arise from the psychological distance of the subject from
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the decision, with one form of psychological distance being time, hence involving the

theory from which Construal Level Theory evolved, Temporal Construal Theory.

Nostalgia

The literature has established that nostalgia has an inherently affective element
impacting attitude (Sedikides, Wildschut, Sedikides, and Zhou, 2014; Muehling and
Sprott, 2004). Likewise, perceptions of the utilitarian or hedonic nature of a product can
also have an impact on attitude (\Voss, Spangern, and Grohmann, 2003). This similarity
of impacting attitude is not all that connects the concept of nostalgia to the hedonic or
utilitarian nature of a product. The fact that personal nostalgia reinforces brand loyalty to
hedonic products such as perfume (Lambert-Pandraud and Laurent, 2010) and fashion
products (Rousseau and Venter, 1999) calls more attention to the interaction of hedonic
and utilitarian influences with nostalgia.

Issues of attention based upon these interactions are key considerations for
practitioners and scholars alike. Capturing the attention of a consumer towards an ad is a
goal of practitioners, and the understanding of the phenomenon is of great importance to
scholars. The emotional implications involved with these interactions of future and past,
as well as hedonic and utilitarian nature, likewise might serve to shape the attitudes of
consumers towards the ad and brand, given that nostalgia can shape such attitudes
(Pascal, Sprott, and Muehling, 2002). Plus, because of escapism’s connection to different
types of nostalgia (Stern, 1992) and speculations about the future (Hirschman,1983), it

too becomes an area of interest. Thus, examination of attitude towards the ad, attitude
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towards the brand, attention to the ad, and escapism offers potentially revealing

information.

Attitude Towards the Ad

Simply building upon the emotional and conceptual themes identified in the
interviews by practitioners and consumers, attitude towards the ad is a variable worth
testing (Lee and Mason, 1999). Attitude towards the ad can be defined as the affective
reaction of the recipient, like or dislike, to the advertisement itself (Lutz, Mackenzie, and
Belch, 1983). The importance of such reactions cannot be underestimated, given that
likability, the nonirritating nature of an advertisement, and its effectiveness “go hand in
hand” (Greyser, 1972, page 145). This argument for the affective reaction to an
advertisement influencing its effectiveness is further supported by scholarly analysis
(Greyser, 1972; Shimp, 1981; Brown and Stayman, 1992; Mehta, 2000) and the
experience of practitioners (Sullivan, Bennett, and Boches, 2012; Moruzzi and Grassilli,
2015).

Among other findings supporting the importance of attitude towards the ad, this
construct has been shown to be a mediator of consumer brand preferences (Shimp, 1981).
Attitude towards the ad also has a strong influence on brand cognition (Brown and
Stayman, 1992). In addition to these, scholarly analysis also indicates increased recall
(Mehta, 2000) and persuasive power among respondents expressing favorable attitudes
(Greyser, 1972; Mehta, 2000).

Practitioners also argue for the necessity of achieving a positive attitude reaction
among consumers towards the specific ad (Sullivan, Bennett, and Boches, 2012; Monuzzi

and Grassilli, 2015). The effectiveness achieved by ads that elicit unfavorable responses
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and annoy customers is dismissed as being the outcome of costly, repetitive media
placement that likely could have achieved even better results by investing in more
creative advertisements (Sullivan, Bennett, and Boches, 2012) or more engaging
advertisements (Moruzzi and Grassilli, 2015). Not taking these practitioner assertions
solely at face value, it has been documented that with steadily increasing media choices
such repetition of ads that engender unfavorable attitudes result in a phenomenon of
active avoidance on the part of consumers as they switch to other channels or media

(Akin, Yeniceri, and Demirella, 2012).

Attitude Towards the Brand

The attitude of the consumer to the brands involved is also key to consumer
purchase decisions (Bojei and Hoo, 2012). Attitude towards the brand is defined as a
consumer’s overall positive or negative evaluation of a brand (Mitchell and Olson, 1981;
Imber and Toffler, 2008). Brands that fail to maintain consistency in the minds of the
consumer can suffer significantly (Avery, 2007). The hedonic or utilitarian nature of the
products can further shape such attitudes (\VVoss, Spangenberg, and Grohmann, 2003).
Thus, given that a product is established as hedonic or utilitarian, when confronting
issues of nostalgia, the shaping of the consumer’s opinion towards the brand featured has
importance to practitioners and scholars alike. From the in-depth interviews of Study 1
of this dissertation, both practitioners and consumers associate nostalgia appeals with
hedonic products like alcohol, comfort foods, and sports cars. The Ford Mustang was

specifically mentioned by consumers.
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Attention Towards the Ad

With thousands of promotional messages competing for the attention of
consumers (Babin and Harris, 2004), attention towards the ad is as important a measure
as the focus of the ad. Beyond questions of exposure, attention towards the ad measures
the ability of an ad to stand out to the consumer (Doyle, 2016) and potentially involve the
consumer in the promotional message (Wright, 1973). Adding to the importance of such
attention is the recognition reflected in the Attention-Interest-Decision-Action Model
(A.1.D.A.) and similar models that attention is the first step to inspiring consumer
responses (Barry, 1987). According to the A.1.D.A. model, without first winning the
attention competition, interest, desire, and action are not possible (Barry, 1987). Grabbing
the attention of consumers in this cluttered marketplace of messages, also known as an
attention economy (Doyle, 2016), is a goal practitioners constantly struggle to achieve
(Sullivan, Bennett, and Boches, 2012; Monuzzi and Grassilli, 2015). To practitioners,
repeated exposure will not compensate for an ad that fails to win the attention of

consumers (Sullivan, Bennett, and Boches, 2012).

Escapism
Defined as a desire to break free, either mentally or physically, from the expected
routine and the responsibilities of life (Zarantonello and Lumomala, 2011), escapism is
intertwined with nostalgia in the works of multiple scholars (Havlena and Holak, 1991;
Stern, 1992; Addis and Holbrook, 2010; Triantafillidou and Siomkos, 2014; Henry and
Caldwell, 2015). Escapism is related to nostalgia, as it delves into a nostalgic,
hedonically edited past and can be motivated by a desire to retreat from current pressures

as well as the pressures of the impending future (Stern, 1992; Davis 1979).
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Thus, escapism takes its place alongside attitude towards the ad, attitude towards
the brand, and attention towards the ad. With this understanding of these four key
variables it becomes possible to test Construal Level Theory. Within the contexts of
nostalgia and hedonic/utilitarian product typology, Construal Level Theory points to

potential outcomes. In testing each, the body of knowledge expands.

Hedonic Products versus Utilitarian Products

Nostalgia, particularly personal nostalgia, has an emotional aspect (Muehling and
Sprott, 2004; Olivier, 2011). Further, the tendency to emotionally shape memory, hedonic
editing, points to a hedonic component of nostalgia as well (Cowley, 2008). Nostalgia
even reinforces loyalty to specifically hedonic products (Lambert-Pandraud and Laurent,
2010). Likewise, the interviews with both practitioners