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ABSTRACT

In this article we test the relationship between indicators of acculturation (language, media, self-
identification, religion, food and clothing) and nostalgia. It checks empirically, on a sample of
201, the existence of a significant effect between our independent variables and our dependent
variable. The results of analysis of variance, One-Way Anova, reveal that the home language, the
food of home country, the media, self-identification with the origin country and the religion of the
origin country have a significant impact on nostalgia. This article contributes to new theoretical
elements in the field of nostalgia and culture as a complement of several previous studies. The
managerial contributions of this study focus on positioning of nostalgic brands and developing
marketing strategies for this kind of products.

JEL classification: M30, M31

Keywords: nostalgic brands, positioning, acculturation.

1. INTRODUCTION

Today, the concept of nostalgia has become a topic of growing importance and interest to many
researchers in marketing. Indeed, nowadays, many practitioners emphasize the usefulness and
importance of nostalgia in segmentation and other marketing strategies. Therefore, many research
works today attempt to measure the phenomenon of nostalgia. The best-known research on the
topic includes Holbrook’s nostalgia index (Holbrook, 1990), which is considered a benchmark
in the field, and Batcho’s inventory (Batcho, 1995). These two essential tools are Anglo-Saxon
scales that measure the nostalgic mood. The first study was carried out by Holbrook and Schindler
(1989) on the relationship between nostalgia and musical preferences. Next, Holak and Havlena
(1992) investigated the nostalgic emotional experience, then Baker and Kennedy (1994) conducted
a study on the intensity of nostalgia vis-a-vis advertisement, and finally Sedikides, Wildschut,
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Arndt and Routledge (2008) made an attempt to define nostalgia and to find its relationship with
the past, present and future. On the other hand, it is worth recalling that most of this research was
conducted at Southampton University (Great Britain), where a whole research program is devoted
to nostalgia. Every year, an appreciable number of new articles are published in this area. Nostalgia
is also a fairly popular area of research in France. Indeed, Aurélie Kessous and Elyette Roux are
considered pioneers in the field of nostalgia in France. They have conducted numerous studies,
especially on brands perceived as nostalgic (Kessous & Roux, 2010). Other researchers were
interested in authenticity (Derbaix & Derbaix, 2010), nostalgia in marketing (Robert-Demontrond
& Divard, 1997) and nostalgia in consumer behavior (Hallegate & Marticotte, 2017). Moreover,
while seeking to measure nostalgia, other practitioners, such as Kessous and Roux (2010) or
Alexandra Vignolles (2009), have succeeded in developing and proposing a scale to measure the
propensity to be nostalgic. However, few studies have focused on the cultural aspect of nostalgia.
The most important one is that conducted by a group of researchers from 18 different countries,
spread over five continents (Australia, Cameroon, Chile, China, Ethiopia, Germany, Greece,
India, Ireland, Israel, Japan, the Netherlands, Poland, Romania, Turkey, Uganda, the United
Kingdom, and the United States). The purpose of this international study was to find out whether
people from different cultures conceive nostalgia in the same way. In the end, the researchers
involved in the investigation found that nostalgia is a pancultural emotion, it is present in all
cultures; nostalgia may be expressed similarly or differently, depending on the culture (Hepper
et al., 2014). Researchers Havlena and Holak (2015) focused on nostalgia in Japan; they showed
that, for Japanese people, nature is a trigger for nostalgia. The purpose of the present article is
to provide new avenues for research on the cultural aspect of nostalgia. It is for this reason that
the present study focuses on nostalgia from a different cultural point of view using indicators of
acculturation (language, food, clothing, media, self-identification and religion) and testing them
on the nostalgia. The present study is interesting because it provides new directions for future
research in the field of nostalgia. Studying nostalgia for the expatriate segment is currently a topic
of great significance. It is possible to investigate the probable link between preferences for certain
things belonging to the country of origin and others related to the host country.

This study is organized as follows. The presentation of the literature review is given first, and
then the methodology of work is described. Next the results obtained are presented and discussed,
and finally a conclusion is given.

2. LITERATURE REVIEW
2.1. Concepts of Nostalgia

Nostalgia comes from the Greek words nostos (back home or home) and algos (pain). The
concept of nostalgia is old as it goes back to Johannes Hofer (1934), who described it as a disease
or pathology which may be attributed to homesickness (Bolzinger, 1989). Afterwards, definitions
of nostalgia quickly evolved. Indeed, according to Holbrook (1991), nostalgia is commonly
defined as a preference, a favorable link, a positive attitude, a favorable affect towards objects,
people, places or things which were shared by many individuals (popular, in fashion, or widely
available) when they were younger (adolescence, childhood or even before birth). It is also
considered a double-sided emotion (Bellelli, 1991). For example, the emotion of memory is
a situation where the individual relives his memories through his thoughts; it is also the emotion
of desire and absence where the individual is aware that certain events and emotions of the past
cannot be reached (or relived) again. According to Baker and Kennedy (1994), different levels of
nostalgia exist. Some of these are:
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— Real nostalgia, which is marked by a direct experience lived by an individual, like a song or
an object of the time of high school.

— Simulated nostalgia, which is a kind of nostalgia where the individual has no direct experience
with it as a retro object of a time that he did not experience.

— Collective nostalgia, which is a nostalgia that is proper to a culture or a generation, like

a sport, a flag, etc.

On the other hand, nostalgia can be real, simulated or collective; it is triggered by different
stimuli, such as music (Holbrook, 1993) or smells (Hirsch, 1992), that may be sensorial and/
or intangible; they can also be tangible, just like the visual representations of timeless icons
(Havlena & Holak, 1996), food products (Baker et al., 2005), and old brands (Kessous & Roux,
2010). The stimulus of the iconic brands of our childhood is the most widespread because today
many products of our childhood can be found on the market. Currently, marketers attach great
importance to nostalgic emotions and feelings in their marketing activities (Divard & Robert-
Demontrond, 1997). Nostalgia can be useful in brand or product strategies; it can also be part
of the positioning of the marketing mix (brand name, packaging, communication, etc.). It can
also be present in a brand’s advertising communications plans and may be included in various
elements such as music, slogans, jingles, or images. Nostalgia is also used to relive or reintroduce
older products in the market, which means that it can be used for tactical or strategic purposes
according to the needs of marketing managers (Divard & Demontrond, 1997).

2.2. Concepts of Acculturation

In general, acculturation refers to “the changes in attitudes, values or behaviors that members
of a cultural group manifest when they are inspired by the standards or another culture, of another
group” (Jolibert & Benabdallah, 2009). Other authors define this concept as “the general process
of intercultural contacts and their results” (Berry et al., 2006). It is obvious that the greater
the contact, the better the acculturation (O’Quinn, Lee, &Faber, 1986). Thus, acculturation can
be seen as a process of adaptation to a different environment, or to a different country. A great
deal of research has focused on acculturation and consumption. Some researchers concentrated
on decision-making (Dato-on, 2000), and others on the perception of advertising and product
attributes (Khairullah &Khairullah, 1999) or on price negotiation (Nyer & Gopinath, 2001).
This study focuses on nostalgic behaviors. Previous studies have indicated that people who are
less adapted to their host culture and very attached to their home culture are often nostalgic
(Stamboli, 2011), because nostalgia is a way for people to show their attachment to their country
of origin (Jolibert & Benabdallah, 2011). Therefore, it would be interesting for marketers to offer
products and services that can help maintain the connection with the country of origin. They can
also identify the favorite media of expatriates; they may use beliefs (religion and halal products)
and cultural heritage such as music, exploit values or emotional attachment of the individual
to his country of origin (Jolibert & Benabdallah, 2013). In order to measure acculturation, it is
important to consider the home culture and host culture of the individual. For this, researchers
have developed several indicators (Jolibert & Benabdallah, 2009), some of which are:

— The preference for the native language compared to the language of the host country:
Researchers try to find out which language the expatriates speak every day, at work or with
friends and family. Acculturated people tend to use the host language a lot more.

— Food: This is an indicator of acculturation. Indeed, individuals who prefer dishes from their
home countries are not very acculturated.

— The media: Marketers who know the favorite media of an expatriate can adapt the appropriate
communication and choose the type of strategy to use to target their customers.

— The choice of attributes of a product: Some examples are music, cars, movies, etc.
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— Self-identification: This should result in the adoption of certain ethnic customs. Acculturated
people identify more with their host country.
Acculturation, which is an important phenomenon in consumer behavior, has become an
essential segmentation criterion in marketing strategies for many products and services.

2.3. Purpose of the Study

Today, people adopt different modes of consumption due to changes in tastes and to
geographical displacements (Sayre, 1994). But nostalgia is also one of the causes of these
many changes in consumption patterns. This hypothesis is to be proven later. In fact, moving
from one country to another induces a change in certain preferences. Therefore it would be
interesting to understand this change through nostalgia, especially now that the percentage of
the immigrant population is continually increasing in the world. The purpose of this research is
to study the relationship between indicators of acculturation and nostalgia in order to highlight
some characteristics of the marketing concept which, to our knowledge, have never been studied
before. Thus, it would be interesting to separate the acculturation indicators of the host country
from those of the country of origin and then to test them on nostalgia (Appendix A).

3. METHODOLOGY OF THE STUDY
3.1. Measurement of Variables

— Acculturation: it was decided to use the Jolibert and Benabdallah (2009) scale, which has
been tested on Algerian immigrants in France. This scale is interesting for our study because
it allows highlighting the cultural differences which can be grouped under different items,
namely language, media, self-identification, religion, clothing and food.

— Nostalgia: it was evaluated with the scale of Alexandra Vignolles (2009), who gathered many
definitions of nostalgia.

— Regret: which represents the negative side of nostalgia, as proposed by Perrusson (2003).

— Nostalgia as comfort: which, according to Sedikides et al. (2004), allows individuals to give
reassurance to themselves.

— A lack related to childhood: heroes and heroines, games and toys, shows, like the inventory
previously proposed by Batcho (1995).

— Products of the past. which make an individual feel nostalgic when he consumes a product
related to the past.

— Rituals and traditions: are important because they represent everything that brings us closer to
our family, our friends, our communities or our country (Havlena & Holak, 1996).

— Attachment to the past: nostalgia is the link that exists between the individual and the events
of his past, it helps to build one’s identity and an image of oneself.

3.2. Method of Data Collection
Sampling

The questionnaire used is composed of two parts. The first one is an assessment of acculturation
variables using a Likert scale of 5 points that ranges from “strongly disagree” to “strongly
agree”. The second part gives an evaluation of the variable nostalgia; this is done using another
Likert scale of 5 points that goes from “strongly disagree” to “strongly agree”.

The questionnaire was distributed to expatriates in France, in dedicated sites. A total number
of 102 questionnaires were analyzed. Our sample was composed mainly of men (63.7%), with
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young people between 20 and 29 years old (45.1%) and the rest between 30 and 39 years old

(27.5%). It is important to note that all individuals in the sample come from Maghreb countries,
namely Algeria (32.4%), Morocco (5.9%), also Cameroun and Canada (6.9%).

Table 1
Age

Age

Effective numbers

Percentages 45.1%

Table 2
Gender

Gender
Effective numbers

Percentages

Table 3
Native country
Home country

Afghanistan
Algeria
Brazil
Bulgaria
Cameroon
Caribbean
China
Congo
North Korea
Egypt
Spain
Canada
Ghana
Guadeloupe
Iran
Italy
Lebanon
Mali
Morocco
Pakistan
Peru
Portugal
Romania
Russia
Tunisia
USA
Vietnam
Zambia
Zimbabwe
Total

30-39
28
27.5%

Men
65
63.7%

4049 50-59
16 9
15.7% 8.8%
Women
37
36.3%

Effective numbers
1

(98
W
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60-69 70-79 total
2 1 102
2% 1% 100%

Total
102
100%

Percentages

1%
32.4%
1%
2.9%
6.9%
1%
1%
1%
1%
1%
2.9%
6.9%
1%
1%
1%
2%
3.9%
2%
5.9%
2%
1%
2.9%
4.9%
1%
4.9%
1%
1%
3%
3%
100%
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4. RESULTS
4.1. Descriptive Statistics

In this part, we describe our research sample in terms of descriptive statistics for which we
used the SPSS package.

Figure 1
Home language/ the language of the host country
home language the language of the host country

16.67% 17.65%

28.43%

M not agree at all
M disagree
[ neither agree, nor disagree
W agree
[ totally agree

Figure 1 shows that most of our respondents practice the language of their country of origin
with their family or friends. But we also see that the language of the host country is also used but
in a more moderate way than the language of origin.

Figure 2
The food of home country/ the host country’s food
the food of home country the host country’s food

16.67%

M not agree at all
M disagree
[ neither agree, nor disagree
W agree
[ totally agree

In Figure 2, the diagrams show that respondents are more attracted to the food of their origin
than the food of the host country.
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Figure 3
Media

media

M not agree at all

M disagree

O neither agree, nor disagree
W agree

[ totally agree

We observed in Figure 3 that expatriates use the media to learn about their culture and country
of origin.

Figure 4
The clothing of the country of origin/ the clothing oh the host country
the clothing of the country of origin the clothing of the host country

30.39%

16.67%

M not agree at all
M disagree

O neither agree, nor disagree
W agree

[ totally agree

Unlike the other variables, we see in Figure 4 that respondents follow rather the fashion of the
host country than that of their country of origin.

Figure 5§
Self-identification to the origin country/ Self-identification to the host country
self-identification to the origin country self-identification to the host country

10.78%

41.18%

61.76%
13.73%

M not agree at all
M disagree

[ neither agree, nor disagree
W agree

[ totally agree

In Figure 5, we notice that the expatriate respondents identify strongly with their country of
origin and practically not with the host country.
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Figure 6
The religion of the origin country/ the religion of the host country
the religion of the origin country the religion of the host country

54.90%

16.67%

M not agree at all
M disagree
O neither agree, nor disagree
W agree
O totally agree

The diagrams in Figure 6 show that respondents celebrate the traditional festivals of their
country but also those of the host country.

Figure 7
Nostalgia
nostalgia

M not agree at all

M disagree

O neither agree, nor disagree
W agree

[ totally agree

36.27%

In Figure 7, most of our expatriate respondents feel nostalgia.
4.2 Analysis of Variance: One-Way ANOVA

The analysis of variance is used to check if indicators of acculturation have an effect on
nostalgia. The summary of results is given in Appendix B. These results indicate that: the home
language, the food of the home country, the media, self-identification with the origin country,
and the religion of the origin country have a significant effect on nostalgia, and that the language
of the host country, the food of the host country, self-identification with the host country, the
clothing of the host country and the religion of the host country do not have an effect on nostalgia.

One-way Anova is done in two steps:

1) Levene homogeneity test: the Levene test must be > 0.05; if this is the case, the homogeneity
assumption is accepted. Therefore, we can analyze the results of the ANOVA.
2) In the analysis of variance we have two hypotheses:

HO: There is no significant difference between averages.

H1: There is a significant difference between the average results of nostalgia and the different
groups created on the basis of the answer to questions about the inducers of acculturation.

P must be as small as possible, the significance level is always set at p <0.05.

If P is significant, the null hypothesis is rejected.
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Table 4
Home language / nostalgia

Test of homogeneity of variances
Nostalgia
Levene statistics dfl df2 Sig
1.951 8 93 .061

The Levene test is significant (0.061> 0.05) and the hypothesis of homogeneity of the samples
is accepted. We can analyze the results of the ANOVA.

Anova
Nostalgia
Sum of squares df Mean squares F Sig
Between groups 15.277 8 1.910 2.784 .008
Within groups 63.804 93 .686

Total 79.081 101

Here the averages are very different (F =2.78, p = 0.008<0.05). The null hypothesis is rejected,
there is a significant difference between the average results of nostalgia and the different groups
created on the basis of the answer to the question on the state of the language of origin. Therefore,
individuals who speak and practice their native language have a higher average level of nostalgia
than those who practice the host language.

Table 5
The language of the host country / nostalgia

Test of homogeneity of variances
Levene statistics
dfl df2 Sig
.837 8 93 572

The Levene test is significant (0.572> 0.05) and the sample homogeneity assumption is
accepted. We can analyze the results of the ANOVA.

Anova
Nostalgia
Sum of squares df Mean squares F Sig
Between groups 3.662 8 458 .565 .804
Within groups 75.419 93 811

Total 79.081 101

The averages are (F = 0.56, p = 0.804>0.05). The null hypothesis is accepted, there is no
significant difference between means.
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Table 6
The food of home country / nostalgia

Test of homogeneity of variances
Nostalgia
Levene statistics dfl df2 Sig
1.797 8 93 .087

The Levene test is significant (0.087>0.05) and the hypothesis of homogeneity of the samples
is therefore accepted. We can analyze the results of the ANOVA.

ANOVA
Nostalgia
Sum of squares df Mean squares F Sig
Between groups 14.111 8 1.764 2.525 016
Within groups 64.970 93 .699

Total 79.081 101

The averages are (F = 2.52, p = 0.016<0.05). The null hypothesis is rejected, there is
a significant difference between the average results of nostalgia and the different groups created on
the basis of the answer to the question on the food of the country of origin. Therefore, individuals
who consume food from their home country have a higher average level of nostalgia than those
who consume food from their host country.

Table 7
The host country’s food

Test of homogeneity of variances
Nostalgia
Levene statistics fd1 df2 Sig
1.651 8 93 121

The Levene test is significant (0.121>0.05) and the hypothesis of homogeneity of the samples
is therefore accepted. We can analyze the results of ANOVA

ANOVA
Nostalgia
Sum of squares df Mean squares F Sig
Between groups 6.712 8 .839 1.078 .385
Within groups 72.369 93 778

Total 79.081 101

The averages are (F = 1.07, p = 0.385>0.05). The null hypothesis is accepted, there is no
significant difference between means.
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Table 8
Media / nostalgia
Test of homogeneity of variances
Nostalgia
Levene statistics dfl df2 Sig
.667 12 89 779

The Levene test is significant (0.779>0.05) and the hypothesis of homogeneity of the samples
is therefore accepted. We can analyze the results of ANOVA

ANOVA
Nostalgia
Sum of squares df Mean squares F Sig
Between groups 18.247 12 1.521 2.225 .017
Within groups 60.834 89 .684

Total 79.081 101

The averages are (F = 2.22, p = 0.017<0.05). The null hypothesis is rejected, there is
a significant difference between the average results of nostalgia and the different groups created
on the basis of the answer to the question on the use of the media concerning their country of
origin. Therefore, individuals who use the media to learn about their country of origin have
a higher average level of nostalgia than those who do not use them.

Table 9
The clothing of the country of origin / nostalgia
Test of homogeneity of variances

Nostalgia
Levene statistics df1 df2

3.688 4 97

Sig
.008

The Levene test is significant (0.008<0.05) and the hypothesis of homogeneity of the samples
is rejected. We cannot analyze the results of the ANOVA.

Table 10
The clothing of the host country / nostalgia
Test of homogeneity of variances

Nostalgia
Levene statistics df1 df2

.848 8 93

Sig
.563

The Levene test is significant (0.563>0.05) and the hypothesis of homogeneity of the samples
is therefore accepted. We can analyze the results of ANOVA
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ANOVA
Nostalgia
Sum of squares df Mean squares F Sig
Between groups 6.747 8 .843 1.084 381
Within groups 72.334 93 178
Total 79.081 101

The averages are (F = 1.08, p = 0.381>0.05). The null hypothesis is accepted, there is no
significant difference between means.

Table 11
Self-identification with the origin country / nostalgia

Test of homogeneity of variances
Nostalgia
Levene statistics dfl df2 Sig
465 4 97 761

The Levene test is significant (0.761>0.05) and the hypothesis of homogeneity of the samples
is therefore accepted. We can analyze the results of ANOVA

ANOVA
Nostalgia
Sum of squares df Mean squares F Sig
Between groups 22.069 4 5.517 9.387 .000
Within groups 57.013 97 .588

Total 79.081 101

The averages are (F = 9.38, p = 0.000<0.05). The null hypothesis is rejected; there is
a significant difference between the average results of nostalgia and the different groups created
on the basis of the answer to the question on identification at country of origin. Therefore,
individuals who identify with their country of origin have a statistically higher average level of
nostalgia than those who identify with their host country.

Table 12
Self-identification to the host country / nostalgia

Test of homogeneity of variances
Nostalgia
Levene statistics dfl df2 Sig
2.351 4 97 .059

The Levene test is significant (0.059>0.05) and the homogeneity assumption of the samples is
accepted. We can analyze the results of ANOVA
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ANOVA
Nostalgia
Sum of squares df Mean squares F Sig
Between groups 4.437 4 1.109 1.441 226
Within groups 74.644 97 770
Total 79.081 101

The averages are (F = 1.44, p = 0.226>0.05). The null hypothesis is accepted, there is no
significant difference between means.

Table 13
The religion of the origin country / nostalgia

Test of homogeneity of variances
Nostalgia
Levene statistics dfl df2 Sig
1.982 4 97 .103

The Levene test is significant (0.103>0.05) and the hypothesis of homogeneity of the samples
is therefore accepted. We can analyze the results of ANOVA.

ANOVA
Nostalgia
Sum of squares df Mean squares F Sig
Between groups 15.747 4 3.937 6.029 .000
Within groups 63.335 97 .653

Total 79.081 101

The averages are (F = 6.02, p = 0.000<0.05). The null hypothesis is rejected; there is
a significant difference between the average results of nostalgia and the different groups created
on the basis of the answer to the question on the religion of the country of origin. Therefore,
individuals who practice the religion of their country of origin have a higher average level of
nostalgia than those who practice the religion of their host country.

Table 14
The religion of the host country / nostalgia

Test of homogeneity of variances
Nostalgia
Levene statistics dfl df2 Sig
2.327 4 97 .062

The Levene test is significant (0.06>0.05) and the sample homogeneity assumption is accepted.
We can analyze the results of ANOVA.
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ANOVA
Nostalgia
Sum of squares df Mean squares F Sig
Between groups 1.284 4 321 400 .808
Within groups 77.797 97 .802

Total 79.081 101

The averages are (F = 0.40, p = 0.808>0.05). The null hypothesis is accepted, there is no
significant difference between means.

5. DISCUSSION AND MANAGERIAL IMPLICATIONS

Acculturation is defined as the change in attitudes, values or behaviors that members of
a cultural group manifest in order to be inspired by the standards of another culture (Jolibert
& Benabdallah, 2009). This concept has already been studied in the field of nostalgia. In
a previous study, it was found that consumers who are least adapted to their host culture often
express nostalgic feelings, particularly towards their culture of origin. This usually results in the
consumption of products from their home country. Therefore, managers need to consider nostalgia
in their marketing strategies by making interesting offers that help maintain and strengthen the
connection with the culture of origin (Benabdallah & Jolibert, 2013).

In our study, we investigate whether the variables of acculturation put in place by Jolibert
and Benabdallah (2009) and classified according to six criteria namely language, media, self-
identification, religion; clothing and food have an impact on nostalgia.

After conducting the analysis of a one-way Anova, we reached the following conclusions:

Language:

Language is one of the indicators of culture and several studies before have proved that it is
related significantly to nostalgia (Rousseau, 1999). This study indeed proves that the language
of the country of origin has a significant effect on nostalgia. This is reflected in the fact that our
respondents who practice the language of their home country are more often more nostalgic than
those who practice only the language of the host country (the language of the host country has no
impact on nostalgia).

We have proved that language is the link that unites an expatriate with his past, with his
traditions, his memories, even with the bitter side of nostalgia as the regret, but it also triggers
feelings of comfort.

Therefore, we suggest that managers use this option in their advertising. We can play with
several elements such as music, slogans, and jingles or on the image. Some brands have already
used it before on advertising posters, using a short slogan but with several languages. The goal is
to create a link between the brand and the consumer by triggering a nostalgic impulse.

Food:
According to Baker et al. (2005), food and nostalgia are related through culinary recipes. As
a matter of fact:
*  Culinary recipes play a symbolic role in rituals; they represent the link with time and events.
*  Culinary recipes strengthen family ties.
* Culinary recipes help to construct self-identity; they are linked to memorable events of
childhood. Thus, it can be concluded that food and nostalgia are closely linked.
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This study shows us that the food of the home country has a significant effect on nostalgia.

Therefore, we suggest that brands use nostalgia in a more sensory way by communicating
about a nostalgic food product in a different way based on other elements such as its authenticity
or origin. The goal is to create physical but especially emotional proximity between the consumer
and the food, like the brand “Bonne maman”, which uses the option of childhood and products
that used to be consumed. Others have decided to focus on the cultural origin of the food product
as the “world products” rays found in supermarkets.

We also found non-significance between the host country’s food and nostalgia. This proves
that some expatriates are probably experiencing some lack of their original food.

Media:

The media are one of the strongest links between an expatriate and his origins. Indeed, they
have a significant impact on nostalgia. In short, all indicators of acculturation. In addition, brands
often use the media to promote their products. We suggest that they go through specific media
that target a specific audience, like for example “Beur FM”, which is a radio which targets mainly
the Maghreb. The goal is to trigger a nostalgic feeling through specific media but broadcast in the
host country.

Clothing:

Fashion is a more complicated concept in the field of nostalgia. Even if the Levene test was
inconclusive and we were not able to perform the analysis of variance. The answers from our
samples show that it is rare to see expatriates dress traditionally in everyday life. Expatriates
mainly follow the fashion of the host country, even if the latter does not make them nostalgic (as
evidenced by our results).

Therefore, it is interesting for brands to play the nostalgia card subtly, combining modernity
and ethnicity. We can call this standardized adaptation to unconsciously trigger the nostalgic
emotion among expatriates in search of connection with their childhood, their traditions and their
past.

Self-identification:

According to the results, expatriates who identify with their country of origin feel more
nostalgia (P significant). What makes these individuals interesting nostalgic consumers? Indeed,
they will seek their identity from their cultural community, because this community will favor
social connections primarily (Wildschut et al., 2010). Then we suggest using nostalgia in the
virtual sphere by creating discussions on nostalgic brands to attract these cultural communities
and promote interaction between them.

The results also show non-significance between self-identification with the host country and
nostalgia. This proves once again that nostalgic expatriates are those who identify least with their
host country and more with their roots.

Religion:

The use of the term religion in the study refers to the celebration of holidays and culture in
general. The results show us that the religion of the country of origin has an impact on nostalgia.

Therefore, we suggest that managers use nostalgic brands that can trigger cultural connections.
They can also use iconic and reassuring brands for the expat (Holak, 2014), or brands in connection
with celebrations, parties, or with the history of the country of origin; it is important to create
an affective and sentimental relationship with the brand. We can also suggest launching retro
products with strong cultural roots (Kessous, 2015). Therefore, the brand will establish with the
expatriate consumer a relationship of trust, which will promote his loyalty. And even if expatriates
are more in touch with the religion of the host country, this one has no connection with nostalgia.
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Nostalgia is an interesting marketing tool. It gives an authentic and quality image of the brand
(Sierra & McQuitty, 2007). It also provides a sense of credibility (Merchant, LaTour, Ford, &
LaTour, 2013; Zeitlin & Westwood, 1986). Nostalgic cultural brands are a way for the expatriate
consumer to relive some important events from his past. They can be happy or sad; it is up to the
brand to make sure to alleviate the sad feelings.

In the end, our results suggest that the culture of origin strongly influences the nostalgic
feeling. Culture is the link with childhood, the past and traditions.

6. CONCLUSION — LIMITS AND IMPLICATIONS FOR FUTURE RESEARCH

First, this research contributes to answering the problem: Does acculturation of expatriates
have an impact on nostalgia?

But it also contributes on different levels:

Theoretically: This study confirms and enriches the theories that have been developed on
nostalgia and culture, in particular that of Kessous (2015) and his theory on the impact of culture
on the attitude of consumers towards nostalgic brands. Therefore, our research follows the current
and valid theories of nostalgia.

Methodologically: Culture is often observed and measured qualitatively. But in our study, it
is approached differently. Indeed, we used the quantitative method. This contributed to enriching
the methodology on the cultural aspect.

On the managerial level, we talked about several managerial contributions in our “discussion”
part. In summary, nostalgia is a powerful sales tool. It touches the sentimental and emotional side
of the consumer, and today emotional marketing is an undeniable asset for marketing.

This study has presented interesting results, but it has many limitations. First, our sample is
made up of more men than women and the majority are of North African origin. Therefore, we
could not do some analysis. Future research can carry out the same study but comparing men
and women or cultures between people, because each culture has its traditions and its ideals. The
results may be interesting in this respect. Then, collecting questionnaires from expatriates was
difficult. In some places expatriates are inaccessible because of the legal laws which stipulate that
surveys should not refer to ethnic origin.

In this study, we represented culture through the concept of acculturation, but culture is vast
and has many facets. Future research can explore other theories like Hofstede’s dimensions.

Finally, we used the scales of Jolibert and Benabdallah (2009) for acculturation and the scale
of Alexandra Vignolles (2009) for nostalgia. These scales have been validated by the authors, but
other scales could yield other results. It is therefore interesting for future research to create a new
scale for culture and nostalgia, more current and more precise.
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APPENDIX A

Indicators of acculturation / nostalgia

Indicators of origin country/ nostalgia

R1 : home language / nostalgia

R2 : the food of home country / nostalgia

R3 : the media of the country of origin/ nostalgia
R4 : the clothing of the country of origin / nostalgia
R5 : self-identification with the origin country/

nostalgia

R6 : the religion of the origin country/ nostalgia
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Indicators of host country/ nostalgia

R7 : the language of the host country/ nostalgia

R8 : the host country’s food / nostalgia

R9 : the clothing of the host country / nostalgia

R10 : self-identification with the host country /
nostalgia

R11 : the religion of the host country / nostalgia
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Independent variable

Home language

The language
of the host country

The food
of home country

The host country’s
food

The media
of the country
of origin

The clothing
of the country
of origin

The clothing
of the host country

Self-identification
with the origin
country

Self-identification
with the host country

The religion
of the origin country

The religion
of the host country

© Faculty of Managem

Dependent
variable

Nostalgia

Nostalgia

Nostalgia

Nostalgia

Nostalgia

Nostalgia

Nostalgia

Nostalgia

Nostalgia

Nostalgia

Nostalgia

niversity of Warsaw. All rights reserved.

APPENDIX B
Levene Test Anova
Sig Sig
0.008<
0.061>0.05 0,05
0.804>
0.572>0.05 0.05
0.016
0.087>0.05 20.05
0.385>
0.121>0.05 0.05
0.017
0.779>0.05 <0.05
0.008<0.05
0.381>
0.563>0.05 0.05
0.000
0.761>0.05 <0.05
0.226>
0.059>0.05 0.05
0.000
0.103>0.05 20.05
0.808>
0.06>0.05 0.05

Comments

Levene test is significant
P of Anova is significant
Home language /* — nostalgia /

Levene test is significant

P of Anova in not significant

there is no significant difference between
means

Levene test is significant
P of Anova is significant
the food of home country 7 —nostalgia /

Levene test is significant

P of Anova in not significant

there is no significant difference between
means

Levene test is significant
P of Anova is significant
The media / — nostalgia /

Levene test is not significant
We cannot analyze the results
of the Anova

Levene test is significant

P of Anova in not significant

The clothing of the host country

has no impact on nostalgia

there is no significant difference between
means

Levene test is significant
P of Anova is significant
Self-identification with the origin
country /* — nostalgia /

Levene test is significant

P of Anova in not significant

there is no significant difference between
means

Levene test is significant
P of Anova is significant
The religion of the origin
country /* — nostalgia /

Levene test is significant

P of Anova in not significant

there is no significant difference between
means
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