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INTRODUCTION

Relevance of the researchDuring last decades more and more subtle consumer
preferences aspects are being analyzed in the tmaykéterature. Research of
particular importance concerns studies that comdmo¢h positive and negative
influencing variables into one analysis. An exampliesuch variables is nostalgia and
consumer animosity.

Nostalgia attaches primarily to object related eigmees that have been lost and
are not available anymore (Holbrook, Schindler,20®ayre, 1994). Usually nostalgic
preferences are formed during late adolescencartyr @dulthood and are expressed as
positive sentiments towards the past. Previousalgat studies concentrated on the
examination of the relationship between nostalgid such constructs as materialism
(Rindfleisch, Freeman, Burroughs (2000), vintagedaes propensity (Rousseau,
Venter (2000), antiquarianism, experience (Schmmdholbrook, 2003), yearning for
the past, attitudes about the past and purchasmtin{Sierra, McQuitty, 2007),
innovativeness, and attachment (Lambert-Pandraudla&rent, 2010) etc. In this
doctoral dissertation the research field is extdntiea new level by examining the
nostalgia effects in international marketing cohté¥ostalgia influence is measured
together with country animosity.

Country animosity as an international marketing starct was analysed from
several perspectives and in various contexts. Nouseearlier researches confirmed that
country animosity has influence on purchasing decisndependently from product
judgment (Klein, Ettenson and Morris, 1998). Latavas found that consumer attitudes
towards countries are reflected both in produciuateon and in the buying behavior.
Consumers may avoid imported products, not becanfseheir bad quality or
unacceptable price, but because importing countt@amited military, economic or
political acts that consumers find difficult to fowve (Klein, Ettenson ir Morris, 1998).

In previous studies country animosity was researdbgether with ethnocentrism
(Klein, 2002; Klein and Ettenson, 1999; Verlegh a@tkenkamp, 2007), consumer
racism (Ouellet, 2007), cultural similarity (Rudsahd Russell, 2006, Riefler and
Diamantopoulos, 2007), product quality (Klein et, 41998; Shin, 2001), nationalism,

dogmatism and internationalism (Shoham et al., P@d6 Country animosity was not
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researched in such an international setting whe&swoer choices are influenced at the
same time by nostalgia. In this dissertation theasion when animosity and nostalgia
together influence consumer decisions is analyRadicular situation occurs in specific

historical and geopolitical contexts.

Usually the nostalgia phenomenon is observed inside country where the
consumer lives, and country animosity is directediards another country. At first
glance it seems that these constructs are diréoteards distinct objects. Nevertheless,
there are situations when both constructs can teeconnected and influence the same
objects. Such situations occur due to geopolitichkhnges when, countries that
previously belonged to another country or a unibthe countries, become independent.
Thus consumers feel nostalgia towards their yolih was spent in another, no longer
existening country or countries union. In such sasestalgic feelings are connected
with another country that is formally and emotidpalonsidered to be successor of non-
existent country or a countries union. But at thens time it may happen that this
country arouses ambivalent feelings that becomeesspd as animosity towards the
country. In these situations both nostalgia andntguanimosity have influence on
consumer choices. No previous studies have attehtptanalyse these phenomena.

Geopolitical changes presented numerous condifmmthe combined influence of
nostalgia and animosity during last decades. S0, 34 new countries have been
established in the world, many of them previousblohged to other countries or
countries unions. Most of these countries wereteteafter the collapse of Soviet Union
and former Yugoslavia, however similar scenarios ba observed all over the world
(e.g. Namibia, Marshal Islands, Eritrea, Palau, &adthern Sudan).

Such conditions provide an interesting study sgtfior international marketing
researchers. In many cases consumers had the iptyssdbchoose only among limited
amount of goods made by the same block of countitess those goods are associated
with memories of past and non-existent regime. Suemories can determine nostalgic
feelings towards another country. If this countgnd past) became non-existent,
consumers can use nostalgic purchases as a copitiganism in responding to negative
moods with positive memories. However it is uncleaw this coping mechanism may

work when at the same time consumers are expossxlitdry animosity.



Lithuania provides a suitable setting for nostabyia country animosity research as
the country was occupied by Soviet Union for fivecades and only twenty years ago
regained its independence. Many Lithuania’s infzadtg link their youth memories with
Soviet times. Russian Federation as legal succegsdoviet Union and ex-controlling
state of this union is also emotionally connectéith the whole occupation period. Thus
Russian made products may give rise to nostalgadinigs (as those products are
connected with the past and youth), but at the dame evoke animosity towards same
products due to historical and current geopolitisalation. Among the historical
reasons the mass deportation campaigns of 1941ab2be mentioned that exiled
thousands of families to Siberia and other remattspf the Soviet Union. Researchers
estimate the number of political prisoners and diees at 300,000. In response to these
events, an estimated several tens of thousandssidtance fighters participated in an
unsuccessful partisan warfare against the Sowigtnesfrom 1944 to 1965 (AnuSauskas,
1996). The Soviet authorities encouraged immignatad non-Lithuanian workers,
especially Russians, as a way of integrating Litieuanto the Soviet Union. Lithuania
re-gained its independence in 1990, but even shere some political acts of Russia can
be perceived by Lithuanian citizens as unfriendlyLithuania (Laurinawius et al.,
2005).

The reasoning of the scientific problem.The scientific problem arises from the
fact that none of the previous studies analyzeettwy the influence of nostalgia and
animosity. It is evident that in some internatiosaltings those constructs may have
combined influence on consumer behavior. Numer@apglitical changes in the world
present the necessity for deeper research of geitiags. This research allows filling in
two scientific gaps. First, to compare if in sugledfic international setting nostalgia
has the same influence on consumer choices aglib&an found in previous studies.
Second, to explore how country animosity impactsipase intent and actual purchases
in situations, when animosity operates togethehn wiistalgia.

Another important aspect researched in this dokcthsasertation is connected with
measurement of the nostalgia construct. Consumetalgia concept presence in
marketing literature can be traced back to earlis.9Despite frequent nostalgia and

nostalgic elements use in practice by marketersaaveértisers (e.g. new VW Beetle or



Fiat 500 introduction, McDonalds or Coca-Cola atigarg campaigns, Unilever brands
marketing), the theoretical and measurement conseons this phenomenon has not
been widely achieved. The dimensionality and rdligbof the most widespread
nostalgia proneness scale developed by Holbrodd3)1&as questioned by a number of
researchers. Moreover, nomological network of iggtaesearch in marketing is poorly
established and it seems unclear what antecedesmsec nostalgia and what
consequences the phenomenon may have. Thus, inngetile objectives of this
dissertation, at the same time nostalgia measureimieaconsidered and guidelines for
future research are provided.
Object of the research— consumer attitudes and behavior when effecitosfalgia
and country animosity are operating at the same.tim
Aim and objectives.The aim of the present doctoral dissertation islémtify how
nostalgia and country animosity influence purchasmnt and actual purchases using
formative and reflective measurement perspective.
The objectives:
1. Research previous nostalgia and country animositydiess and provide
propositions regarding the nomological network o$talgia research;
2. Evaluate the most prevalent Holbrook nostalgiaescainensionality, reliability,
validity and measurement perspective;
3. Research and substantiate the reflective and forenatostalgia construct
measurement perspectives;
4. Evaluate the impact of consumer animosity and igistaupon products
judgment, purchase intent and actual purchases;
5. Evaluate whether nostalgia and consumer animosftyence remains the same
while examining different product groups.
6. Find out how consumer animosity and nostalgia afleenced by demographic

antecedents.

Following scientific research methods were employedin this doctoral
dissertation:
e Systemic, comparative and logical analysis of ddieriterature that aimed to

identify the nomological network of nostalgia amdnaosity research, identify the
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nostalgia conceptual domain, most prevalent scateerbkionality, the country
animosity peculiarities and related antecedentslaraiors and outcomes.
Qualitative research was carried out by intervigivaxperts and analyzing their
beliefs. Qualitative research results provided gcbufor further research
instruments development.

Unobtrusive research was used for observing estigisoducts at various sales
points and defining relevant products.

After the evaluation of qualitative and unobtrusstady results, a questionnaire
for quantitative study was prepared. The quanigatiesearch was based on
methodics advised by Bush and Hair (1985), Hormi &llis (1988). The
questionnaire based upon established scales wstscfieated in English. As
suggested by Brislin (1980), the translation anckkiganslation process was used
to convert the survey into Lithuanian.

For statistical analysis of quantitative researatadstructural equation modeling
was employed. Also a correlation analysis, covagaanalysis and exploratory

factor analysis were performed using statisticekpge SPSS/PASW.

The scientific novelty and theoretical significanc®f the research:

1.

In specific international settings nostalgia pheeaoon should be researched
together with country of origin influence on consmbehavior. In these settings
nostalgia becomes a construct relevant for thenatmnal marketing research.
Specific contexts presuppose that nostalgia andntopuanimosity effects

underpin and have impact on relatively similar otge Such situations occur due
to geopolitical changes when countries that preslpbelonged to another

countries or unions of the countries become indégen Thus consumers feel
nostalgia towards their youth that passed by inttarp not existent anymore

country or countries union. In such cases nostdlggtings are connected with
another country that is formally and emotionallysiolered to be a successor of
non-existent country or countries union. But at $hene time it may happen that
this country arouses ambivalent feelings that becaxpressed as animosity

towards the country. In such situations both ngsabnd country animosity



influence consumer choices. Such effects have ebbgen examined by any of
the previous research.

. For the first time extensive consumer nostalgierditure review is carried out
using the narrative analysis of papers publishedesi991, when the definition of
consumer nostalgia was first introduced by Holbraokl Schindler. Referring to
the analysis propositions regarding conceptuatisatiof nostalgia and
nomological network of nostalgia are provided. Thest prevalent Holbrook
nostalgia scale dimensionality, reliability, vatidiis evaluated and formative
measurement perspective is proposed. Decision Iguede for employing
reflective versus formative nostalgia measuremeatfe@rmulated. An integrated
model of nostalgia antecedents, moderators, relatdokfs and outcomes is
provided.

. Using structural equation analysis evidence is idexV that country animosity
and nostalgia are important purchase behaviourigiogd. Nostalgia is an
important variable that influences consumer behavand is positively related to
product judgement and actual purchase. Country@sitgnis negatively related to
product judgment and actual purchase, and is pebitrelated to unwillingness
to buy.

. Itis concluded that nostalgia and country aninyogittcomes (product judgment,
purchase intent and actual purchases) should leand®sed in complex. For the
first time actual ownership as an outcome was rebed in nostalgia research.
The results indicate that actual ownership is g&eb&ehaviour explaining variable
than the purchase intent.

. Previous nostalgia and animosity studies were éegensive while evaluating
distinct products and product groups. Four prodpoups relevant for nostalgia
and animosity research were categorized and prdposesstalgic products, non-
nostalgic products, culturally loaded products andjue to the country-of-origin
products. The empirical research revealed thataigpatand country animosity
influence is distinct among those product groupssthllgia is a better predictor
for choosing nostalgic and unique to the countrpiadin products. Animosity is

a better predictor for choosing non-nostalgic amtucally loaded products.
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6. In the present doctoral dissertation structural aign modeling (SEM)
appropriateness is grounded for nostalgia reseanch this statistical analysis
method is employed. In previous studies SEM usagehbeen limited only to 2
studies during last 2 decades. Structural nostalgiacountry animosity model is
formed and empirically tested in Lithuania. For thest time researching
nostalgia and animosity constructs formative messent approach has been
employed. Evidence is provided that traditionalatality test may not reveal
scale dimensionality, and analysis additional frability tests were performed:

composite reliability and average variance extic{fe/E).

The practical significance of the research

1. The research results have provided evidencenthid¢ implementing marketing
strategies it is important to consider additiomdluencing variables. Companies acting
in such international contexts that recently ex@wed major geopolitical changes
should take into account the possible influenceno$talgia and country animosity.
Research results are important for Lithuanian mssrsector representatives asLithuania
is among such international settings in which dwuéistorical reasons animosity and
nostalgia impact is observed simultaneouesly.

2. Study results reveal that information on nostalgnd country animosity
relevance can be used for segmentation purposeaskelhg professionals should revisit
their activities while taking into account the udhce of nostalgia and animosity on
distinct consumer target groups and product gro@ueh information together with
available data on demographic and psychographisepties of consumers may assist in
segmenting the market more efficiently and selggtiroper communication strategies.

3. Integrated nostalgia antecedents, moderatdedgedebeliefs and outcomes model
can be useful in trying to understand more expyidite context of nostalgia influence

and consumer behavior and using this understandireal business life situations.
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GENERAL OVERVIEW OF THE CONTENT OF DISSERTATION

1. THEORETICAL FOUNDATION OF NOSTALGIA AND COUNTRY
ANIMOSITY STUDIES

Chapter 1.1. contains an extensive review of coesumstalgia using a narrative
analysis of papers published since 1991, when ¢ffi@aiion of consumer nostalgia was
first used by Holbrook and Schindler. Part of @teapter is dedicated to the discussion
of the definition of nostalgia and presentationitsfconceptual domain, definition of
nostalgia construct relationship with its antecaslemoderator, related beliefs and
outcomes. The Chapter offers a comprehensive atefrated model of nostalgia
antecedents, moderators, related beliefs and ogsopvaluates the most prevalent
Holbrook nostalgia scale dimensionality, reliailivalidity and proposes a formative
measurement perspective.
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Figure 1. Consumer nostalgia research nomological netwadated by the author)
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Chapter 1.2. covers a review of literature dedaté&becountry animosity. Animosity
construct was first developed by Klein, Ettensord &orris (1998) and defined “as the
remnants of antipathy related to previous or ongamilitary, political, or economic
events”. Consumer perceptions of nations have fasiosources that are manifested in
current attitudes and actions. In contrast to #@rgd amount of extant literature on
foreign product purchase, the authors proposed #hadroduct's origin can affect
consumer buying decisions independently of progudgements. Later studies found
that animosity is related to product judgments. Tineasurement perspective of
animosity is analysed and proposition s of previ@sgearch summarised.

Chapter 1.3 analyses beliefs related to the maimstoacts of interest. First,
ethnocentrism construct literature review is carieut. Animosity construct is
distinguished fronethnocentrisnon the grounds thamnimosityis nation specific, while
ethnocentrisms a more general construct that applies acrogensaand is strongly
linked to the domestic preference towards prodikiein 2002; Witkowski, 2000;
Hinck, 2004; Klein et al., 1998; Klein and Ettensd®99). Second, the relationship
among purchase intent, actual ownership is analysedlly, empirical background for

nostalgia and animosity constructs combined rebdarngrovided.

2. THE METODOLOGY OF NOSTALGIA AND COUNTRY ANIMOSIT Y
RESEARCH

In chapter 2.1. the objective and sub-objectivethefresearch, logical consistency,
research model and hypotheses are provided.

The objective of the research is to test empinyctie structural model of nostalgia
and animosity influence on purchase behaviour usiafiective and formative
measurement perspective.

Sub-objectives of the research are the following:

1. Carry out exploratory research that aims to giwenttation for further empirical
research instruments and for choosing proper asalgspects and relevant
product groups;

2. Define nostalgia and country animosity influence puichase intent and actual

ownership
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3. Using empirical data to test the model

measurement approach.

using

réiflec and formative

Following research was carried out: exploratoryeaesh that includes in-depth

expert interviews and unobtrusive research and tgadwe consumer research. The

following illustration summarises the stages, aand expected results of the research.

To defing constructs that are relevant
for the research, reveal in-depth
reasons for animaosity, relationship
between animasity and nostalgia and
to prepars instrumeant for guantitative
research

. =

Means
In-depth  expert  interdews (3
wholesale and retail experts. 1
market research company rep, 1
political expert. 1 forgign policy
experts.

[}
i

To define relevant product categories

and prepars instrument for
quantitative research

= =

Means

To - chserve  actually  available
products {4biggets supermarkets. 2
pharmacies, 2 local markets)

consumer research |

Aim

To define how nostalgia and
animasity impacts consumer behasvior
andfind cutif this impactis similarin
evaluating different product groups, o

assess the appropriateness of
formative vs reflective measurement

of structural model

. =

Means

Lall intercept in appreaching
respondaents in the bigoest mall
of Lithuania

Expected results

Ta find out if nostalgia is relevant
constructforthe research, if product
judament has to included to the
research, purchass intent and
actual ownership measured
separately, define possible product
categories.

Expected results

Todefinefinal productlistthat has
to be includedto quantitative
research questicnnaire.

Expected results

To obtain quantitative data, and
testthe research hvpotheses on
behalf of this data.

Figure 2. Research stages, aims, means and expected resalks (created by the

author)
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The central constructs of interest are nostalgthauntry animosity. Demographic
characteristics (age and income) wre defined asarek antecedents. Product judgment,
purchase intent and actual ownership are researesedostalgia and animosity

outcomes. The overall research model is providddwe

Ownership

Product Purchase
judgment intent

Demographic
characteristics

Country g
animosity

Figure 3. Model of country animosity and nostalgia influermeepurchase

behaviour (created by the author)

Research hypotheses

H1: Age is negatively related to nostalgia

H2: Age is positively related to animosity

H3: Income is negatively related to nostalgia

H4: There is no statistically significant relatibis between income and animosity

H5: Reflective nostalgia measurement model indrsaswe distinct from formative
measurement model indicators

H6: Paths with other constructs in reflective dinual nostalgia model are of
different strength when comparing to paths of fdmeastructural model

H7: Nostalgia is positively related to product joagnt

H8: Nostalgia is negatively related to unwillingads buy

H9: Nostalgia is positively related to actual pasé

H10: Country animosity is negatively related togarot judgment

15



H11: Country animosity is positively related to uthivwgness to buy

H12: Country animosity is negatively related touatpurchase

H13: Product judgment is negatively related to dimgness to buy

H14: Product judgment is positively related to atfppurchase

H15: Unwillingness to buy is negatively relatedcatriual purchase.

H16: Nostalgia is a better predictor for actualghase of nostalgic products than
animosity

H17: Animosity is a better predictor for actual ghieise of non-nostalgic products
than nostalgia

H18: Animosity is a better predictor for actual ghase of culturally loaded
products than nostalgia

H19: Nostalgia is a better predictor for unique dountry-of-origin products

purchase than animosity

The questionnaire based upon established scaledinsasreated in English. As
suggested by Brislin (1980), the translation andkkeanslation process was used to
convert the survey to Lithuanian. The survey wasdlated by a bilingual resident of
Lithuania and back-translated by another bilingpakson. The questionnaire was
pretested by administering it to 11 respondents.

The preliminary questionnaire was developed mdiylyising scales that had been
tested in some earlier research. Nostalgia was umne@dsusing the construct from
Holbrook (1993, 1994). Country animosity was meaduby modifying Klein et al.
(1998) animosity scale (twelve seven-point itemmsgyiag from 1="strongly disagree” to
7 = ,strongly agree®). Lithuania specific statensewere included: “I feel angry towards
Russia for occupation”, “Russia has to compensaevance of occupation”, “I cannot
forgive Russia for mass deportation campaigns opleeto Siberia”, “I cannot forgive
Russia for victims of January t”1)3 The four-statement CETSCALE used by Klein
(2002), and developed by Shimp and Sharma (19873 wpplied to measure
ethnocentrism. Product judgement section includedst@ements using modified
constructs developed by Klein et al. (1998), Darlemd Arnold (1988), Darling and
Wood 1990, Wood and Darling (1993).
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The data for this study was collected on 5-17 Cetpl2009, through “mall
intercepts” in the biggest shopping mall of Lithigam Vilnius. 419 questionnaires were
included in the analysis. The data was collectedandomly approaching consumers
entering the mall, followed by an after-intervielome verification of 10 percent of the
completed interviews.

The interviewers approached every third personregtehe shopping mall at the
various entrances of the mall. This allowed follogvithe natural traffic flow of the
shopping mall, receiving the variety of respondehsorder to sample the a variety of
traffic routes, parking lots used by persons dguvihemselves, and public transportation
facilities, two interviewers were conducting intews at the main entrance in the
shopping mall (Aaker and Day, 1990, p. 372), amddtiner two carried out the survey at
other randomly selected entrances.

The total of 1029 individuals was contacted for #tady, and 419 responded,
yielding an overall non-response rate of approxatya0%. This is comparable with the
non-response rate of mall interests which normadlyes between 10% and 60%.

The further measure to improve data quality was irietruct interviewers
experiencing a refusal (non-response) to be irdarvd at the predetermined time point
to intercept and interview the very next similaogper. Therefore, if the refusal was a
young female, the next intercept would be the stype of person. Mall employees were
excluded from the study.

Furthermore, the research was carried out duriwgek, excluding possibilities of
having specific sets of respondents on certain ddyse week. The days were divided
into the morning, the daytime and the afternoorsises according to the normal traffic
flows data obtained from the mall administratiorheTinitial morning session was

selected on a random start basis and altered ftemea
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Table 1.Sample profile

Gender Monthly income per household
Percent member Percent

Male 48.5 Less than 500 litas 12.2
Female 51.5 501-1000 litas 28.6

1001-1500 litas 26.2

More than 1501 litas 33.0
Age Percent Marital status Percent
Less than 19 12.4 Single 51.8
20-29 454 Married 39.6
30-39 23.2 Divorced 7.3
40-49 9.8 Widowed 1.3
More than 50 9.2

The sample includes almost equal number of malefaméle respondents. More
than 12% of the sample respondents were youngarifayears of age, while the next
age group (20-29-year-olds) accounted for 45% @& #ample. According to the
household income, the respondents fell into thidesost equal groups, and only the
lowest-income group (less than 500 litas per m@eh household) was significantly
smaller — it represented just 12% of the samplereMioan a half of the respondents were
single, 40% were married, while divorced and widdvames accounted for less than
10%.

The obtained data was analysed by performing straicequation modeling. Also
such analysis as correlation and covariance asalgsiploratory factor analysis were
performed using statistical package SPSS/PASW.

3. NOSTALGIA AND ANIMOSITY QUALITATIVE RESEARCH DAT A
ANALYSIS

The qualitative researched aimed to identify caaatmost relevant for animosity
research and find out deeper insights for animagsons. Among countries that are
regarded as hostile countries Russian FederatibmaC Estonia, USE, Poland were
mentioned. Animosity towards Russia was categorizzording to reasons:

was/political, economic reasons, emotional andnaii reasons.
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Nostalgia, youth memories, habits were mentione@drggmreasons for Russian-
made products purchases. Nostalgia is based oonadrand interpersonal experiences
and is relevant construct for the present rese#@mwimosity was among most frequently
mentioned reasons for not choosing Russian-madaupte. As most popular Russian
products available in Lithuania following categsri@ere mentioned by experts: food
products, alcoholic beverages, music records, cossnemedicine, movies, gasoline
products and others. Unobtrusive research allowefthidg product categories more
precisely. Actually available products were obsdrye 4 biggest supermarkets, 2
pharmacies, 2 local markets and final list for go@ntitative survey concluded.

Thus, the qualitative expert interviews confirmewgmsition that animosity and
nostalgia are relevant constructs for the researth clarified that product judgment,
purchase intent and actual ownership has to bededl into the research and measured
separately. Unobtrusive research assisted in aefifinal product list that has been

included to quantitative research questionnaire.

4. NOSTALGIA AND ANIMOSITY QUANTITATIVE RESEARCH DA TA
ANALYSIS

Chapter 4.1. is dedicated to research of nostalgéh animosity relationship with
demographic antecedents. Correlation analysis sthaiat age correlates only with
animosity to Russia, while the correlation is weald negative. Correlation analysis
showed that the level of income negatively coresdawith nostalgia. The income level
was not found to correlate with the country aninyosi

However, all the relationships might be non-lingays, a variation analysis was
performed to obtain additional information. TheHhwegt level of nostalgia was observed
among the respondents aged between 40 and 4§niticantly differs from those aged
30-39 and 20-29. The youngest group of respondexyperience rather high level of
animosity towards Russia, and this level signifttardiffers from all other age
categories. The analysis showed that level of tgatalepends on income. The highest
level of nostalgia was discovered among the lowesime respondents, who have
monthly income per member of household below 5@3 liThe lowest level of nostalgia

was among the most prosperous respondents.
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Chapter 4.2. aims to provide empirical analysis fofmative and reflective
measurement perspective of nostalgia. The mostaf@ety Holbrook nostalgia scale
dimensionality, reliability, validity is evaluateghd formative measurement perspective
is proposed. After conducting principal axis fastgrof 8-item nostalgia scale, 2 factors
appear that replicate results of Rousseau, Verdi@®9, 2000), Rindfleish, Freeman,
Burroughs (2000), Borges, Boulbry (2003), Reisemwier, Cutler (2004), Evans et al.
(2010). Based on the classical test theory, messwt®ould be shown to be
unidimensional (having one underlying constructpngistent (fitting the model in
structural equation analysis), reliable (compasdyiviree of measurement error), and
valid (measuring what they should). Reliability reeies, including Cronbach’s alpha, is
meaningful only if each of the measures is accéptahidimensional. Thus the present
doctoral thesis raises the reliability and validijpestion of Holbrook scale . For
examining construct reliability additional teste amployed €omposite reliability and
average variance extracted AVE. AVE less than 0.5 indicate that measuremneeror
accounts for a greater amount of variance in thikcators than does the underlying
latent variable (and hence doubts can be raiseatdeg the soundness of the indicators
and/or the latent variable itself). (Diamatopoulsgjuaw, 2000, p. 91). Separate analysis
of each of two nostalgia factors is carried oug AVE demonstrated greater although
not sufficient measure reliability for each fact@&xamination of both model paths
provides evidence that factors represent diffecentepts. To sum up, the application of
conventional scale development procedures resulbedwo reflective models of
nostalgia, displaying moderately good overall mpdelt demonstrating low internal
reliability und unclear nomological validity. Moreex, it should be stressed that this
nostalgia measure is based on the wrong measurep@spective, thus, has a

guestionable theoretical basis.
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Chi-3gquare=534.16, df=142, P-wvalue=0.00000, RM3EA=0.0381
Chi-Square=479.49, df=142, P-walue=0.00000, RMSEA=0.075

Figure 4. Structural models with nostalgia scale factor ome tsvo

Abbreviations: NOST1 (nostalgia, factor one) andSN@ (nostalgia, factor two),
CET (ethnocentrism), ANIM (animosity), EVAL (praducdgement), BUYLUK

(unwillingness to buy).

Steps for formative nostalgia measure constructiere undertaken: content
specification, indicator specification, indicatorllmearity, and external validity
(Diamantopoulos, Winklhofer, 2001).

Exploratory factor analysis of nostalgia constmoidduced 5 factors each with the
eigenvalue greater than 1. Analysis provides ewdethat 5 different aspects are
captured by the construct content. Indicator celmity was assessed separately for
nostalgia construct using variance inflation fastQ/IF) and tolerance level. In order to
establish model identification reflective latentiahle ethnocentrism (CET) was chosen
for scaling purposes and path among nostalgia merisind CET was fixed at 1. Several
t-values of nostalgia construct were non-significawhich suggested that not all
involved indicators can be considered valid measwé the construct. The non-
significant indicators were removed one at a tirseg@ iterative process starting with
lowest t-value. As suggested by Riefler, Diamantdp® (2007) formative animosity
perspective is employed in including war animogaynative index. War animosity is of

greatest interest in current study as it capturestnactual and sensitive aspect of

21



animosity in target country and is oriented towagpdst what makes index relevant in
nomological network together with nostalgia. Itefhdeel angry towards Russia for
occupation”, “Russia has to compensate grievancecealipation”, “I cannot forgive
Russia for mass deportation campaigns of peopkeilderia”, “I cannot forgive Russia

for victims of January 1% are included into the war animosity index.
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Figure 5. Formative animosity and nostalgia influence on pase intent model

Estimated model provides good fit (x3=348.599 (P08, df=127, RMSEA =
0.0608, GFI=0.931, CFIl = 0.959, SRMR = 0.0429).

Scale and index construction resulted in differer@asures: only 2 items were
found to be common for formative and reflectivetatgga construct (Nost7 and Nost18).
16 items were eliminated during each of two nostafgctor scale purification, 13 —
during index construction. This provides evidenleat treflective operationalisation of
the formative construct may lead to results thates@tems can be eliminated because of
their low or negative correlation to other indiaato

Nostalgia index provides better and more concisrainalisation of the domain

of the construct and it captures theoretical dinmssof the construct as defined by
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construct authors: nostalgia is "a preference (ge¢nkking, positive attitude, or
favorable affect) toward objects (people, placasthings) that were more common
(popular, fashionable, or widely circulated) whereavas younger (in early adulthood,
in adolescence, in childhood, or even before BiitHplbrook and Schindler, 1991)

An alternative approach for viewing and operatiaad) nostalgia construct as
formative construct is offered. Propositions angbtietical reasoning is provided that in
some instances the reflective assumption may notthieeretically or empirically
justified. The choice to model and analyze a coiestas unidimensional (i.e., reflective),
formative, or multidimensional depends largely be tonstruct under study and “the
generality or specificity of one’s theoretical irdst” (Petter et al 2007, MacKenzie et al.
2005, p. 713). Thus, if the aim of the researdo ismeasure specific aspect of nostalgia,
represent subjective nostalgic attitudes or selfqgieed nostalgia, a reflective nostalgia
measurement may suit better. However, if the rebeaim is to explore complex
nostalgia phenomenon, built a holistic index, talemstand in general what makes
consumer nostalgic, to gain insights what objeetsse nostalgia, to cover the whole

domain of nostalgia, a formative view might be mappropriate.
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The table below summarises the guidelines and gropos that aim to assist

researchers on decision rules whether to employndtve or reflective nostalgia

measurement

for future research

Table 2.Decision guidelines for employing reflective vergognative nostalgia measurement

Nostalgic attitude scale

Nostalgia index

Perspective Reflective perspective Formative petspe

Objective To have an instrument for measurnfo explore and understand complex and br
particular aspect of nostalgia, to representstalgia phenomenon, to gain insightkat
subjective nostalgic attitudes, to gaibjects cause nostalgido cover the wholg
insight in what reactions and self-domain of nostalgia, to represent object
perceptions is nostalgia expressed reality.

Nature of| Perceived attitudes Objective reality

construct

Domain coverage

Specific aspect of domain

Generalnd a comprehensive doma

representation

Variance Account for variance among observgblexplain abstract or unobserved variance at
indicators latent construct level

Research aregasNostalgic  attitudes towards specifidndexes that capture many nostalgic stim

examples advertising or specific products or produgbroducts or objects
groups, towards concrete historical events.

Suggested 1. Baker and Kennedy (1994) Nostalgic 1. Holbrooks 20 item Nostalgia pronenes

examples from attitudes scale (heasuring the intensity afindex

existing research | feeling). 2. Havlena and Holak Index of Nostalgia
2. Pascal, Sprott, Muehling 10-item Proneness (2000).

Evoked nostalgia scale (2002)
3. Sierra, McQuitty Yearning for the
past scale (2007)

3. Batcho Nostalgia Inventory scal€1995).
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Chapter 4.3. aims to analyse the relationship ammwogialgia, country animosity

and purchase intent and actual ownershiping structural equation analysis evidence

has been provided that country animosity and ngistalre important purchase behaviour

predictors. Nostalgia is an important variable thfiiences consumer behaviour and is

positively related to product judgment and the alcpurchase. Country animosity is

negatively related to products judgment and actuaichase, positively related to

unwillingness to buy.
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Figure 6. Structural model of nostalgia, animosity and pusehlehavior

These results confirm previous studies findingst thostalgia is an important

variable influencing consumer behaviour. Attitudesards past can determine current

consumer decisions, nostalgia contributes to grdiielihood that products that were

purchased during ones youth will be purchased larer Numerous studies also

confirmed that nostalgia is positively related todguct judgment The findings of the

present dissertation also revealed that nostalgsitipely impacts actual purchases of

nostalgic products. Although the empirical reseatobs not confirm the assumption that
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nostalgia will be negatively related to unwillingiseto buy and relationship of opposite
direction was found. These results have been faiendeplicate in many product

categories. It's worth mentioning that many authprsviously found that purchase
intent may not be related to actual ownership Badk, 1985, Clawson, 1971, Bagozzi
and Dholakia, 1999, Gollwitzer, 1999 a,b).

The findings of the present dissertation also cordd that country animosity is
negatively related to product judgment. This canfirfindings of Ettenson and Klein
(2005), who found that due to France nuclear tgsfstralian consumers not only
experience animosity towards France, but also negpatevaluate French products.
Shoham et al.’s (2006) has researched Israeli aévwisde towards Arab-made products
and concluded that animosity has impact on prodjctgment and purchase intent.
Similar effect was observed by Hinck (2004) (Germding in different country
regions felt animosity towards other region andatieely evaluated the products) and
Shimp et al. (2004). Country animosity is positweelated to unwillingness to buy
Russian made products and negatively related t@abotvnership, although the strength
of relationship among animosity and purchase intetes among different product
categories. These results replicate research sesartied out in other countries, in which
it was found that country animosity influences aonsr purchasing decisions.
Consumers may avoid imported good not becauseeif lad quality or unreasonable
price, but because of military, economic and pzditiacts that are negatively evaluated
by the consumers.

Chapter 4.5. tests the relationship among nostatgiantry animosity and actual
products ownership while evaluating different prodgroups. Previous nostalgia and
animosity studies were less extensive while evadgatlistinct products and product
groups. Four product groups relevant for nostalgred animosity research were
categorized and proposed: nostalgic products, mastaigic products, culturally loaded
products and unique to the country-of-origin prdduc

In international setting in which one countries dmgled to other countries or
countries unions, situations may occur when conssinvere exposed to limited amount
of foreign countries products. After the collapst former political system and
establishment of new state, two categories of for@roducts are available. First group

consists of products that were available in thet pasl were consumed during ones
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youth. Second group consists of products that weteoduced after new state
establishment, thus they are manufactured in saoneigh country, but represent
different contexts. For the first group of produntsstalgia variable can be important in
predicting consumer behaviour, but for the secomlg other factors could be of
greater significance.

In the context of animosity and nostalgia otherdpis categories are also
important. Some products may be launched on th&eh&ater but represent the unique
product made in the foreign country. Such categomelude alcoholic beverages. In
consumers’ minds word “vodka” is associated with‘'naade in Russia” product..
Although vodka brands currently available in Lithismdo not come from the Soviet
period this category is easily associated with Ruysnd Soviet times. Therefore both
animosity and nostalgia factors are consideredlgdprortant to vodka purchases.

Another category of interest is culturally loademdgucts that symbolise cultural
influence of former country. If in the past cultudominance over other nation was
sought, if former culture is neglected by curregstem, these products should be
negatively evaluated by current consumers. Thus ghenosity factors are more
important predictor of consumer behaviour. In tbha&egory Russian music records,
newspapers and magazines are included.

The empirical research revealed that nostalgia @nuohtry animosity influence is
distinct among those product groups. Nostalgia ibetter predictor for choosing
nostalgic and unique to the country-of-origin produ Animosity is a better predictor
for choosing non-nostalgic and culturally loadeddurcts. Thus future nostalgia and
animosity studies outcomes should be examinedafuating not intent or ownership in

general but taking into account specific produtégaries.
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CONCLUSIONS

1. In specific international settings nostalgia mim@enon should be researched
together with country-of-origin influence on consermbehavior. In these settings
nostalgia becomes relevant construct for internatiomarketing research. Specific
contexts presuppose that nostalgia and country aaiiyn effects underpin and have
impact on relatively similar objects. Such situaicoccur due to geopolitical changes
when countries that previously belonged to anotioemntries or unions of the countries
become independent. Belonging to another stateate anion may imply that consumer
was exposed to another culture, ideology, symlamid, products. Situations may occur
where consumer used to have limited possibilibeshtoose only from products made in
existing state or state union. Those products becassociated with former and non-
existent state or state union. Thus, consumersHresfalgia towards their youth that
passed by in another, non-existent anymore couwntrgountries union. In such cases
nostalgic feelings are connected with another aguthat is formally and emotionally
considered to be successor of non-existent counmtigountries union. But at the same
time it may happen that this country arouses andmdeelings that become expressed
as animosity towards the country. In these sitaatidoth nostalgia and country
animosity influence consumer choices. Such effaaige never before been researched
in previous studies.

Using structural equation modeling, evidence isvigled that country animosity
and nostalgia are important predictors of purchaseavior. In specific international
settings when one countries were parts of othentci®s or countries unions and gained
independence, it is important to consider bothaldeis. From theoretical point of view,
identification of such unique settings allows tgamd international marketing research
with new construct and important predictor — n@géal The present dissertation provides
additional theoretical contribution to the counsnryimosity research. Country animosity
influences consumer behavior not only together wiitbh well researched variables as
ethnocentrism, nationalism, dogmatism, internalisng but also in combination with

nostalgia.
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2. Nostalgia literature review demonstrates thatnibmological network may be
refined and strengthened by a number of researthtives. The author of the present
dissertation has developed an integrated modelostafgia antecedents, moderators,
related beliefs and outcomes. Summarizing studie®stalgia antecedents the attention
can be drawn to the fact that no firm consensusmecedents’ effects has yet been
established, for example, some authors argue thati® an important predictor of
nostalgia phenomenon; others propose that the teffeamostalgia proneness works
independently of age. The research into other deapbgc antecedents is at its initial
development stage and only several authors progrmdpirical evidence on nostalgia
relationship with those antecedents. A number ofat@nd psychological antecedents
remains at the propositions and hypotheses levdhak the accumulated empirical
quantitative support and validation from other gggdcountries and researchers.

Rousseau, Venter (1999) proposed that nostalgi@omés can be not only
consumer preference, but also, actual purchasesamslimption patterns. However,
during last two decades most of nostalgia outcoimesstigation remained focused on
perceived consequences. Strong paths are establsite confirmed by many authors
among nostalgic advertisement and positive attittml@ards brand or advertising,
nostalgia proneness and preferences. Indeed, dftetopestablish the path among
nostalgia proneness and purchase intent were nsuscessful. Moreover, only one
study (Lambert-Pandraud & Laurent (2010) attempoeeimpirically test the relationship
among nostalgia proneness and actual perfume olpeasid found relatively little
influence.

Thus, despite the extensive amount of research llagt been conducted, a
fundamental question of the nostalgia effects gdizability remains unanswered. This
might be caused by substantial differences in nulogical and research designs,
different nostalgia measurement scales used, diffeproducts studied, data collection
modes, respondent bases. A call can be made farefumnarketing research to
concentrate on nostalgia antecedents and outcdmagsmight help to understand the
phenomenon more deeply and gain additional insights

Nostalgia effects may be context dependent and exlg under certain conditions,
thus, instead of seeking generalizations and usaities, researchers should be more

focused on the identification of variables that laxp differential effects. Furthermore,
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reliable and valid measures should be further eefiand developed as it seems that no
consensus on nostalgia measurement has been getdea

Referring to the analysis propositions regardingceptualisation of nostalgia and
nomological network of nostalgia are provided.He toctoral dissertation first decision
guidelines in employing reflective versus formativeostalgia measurement are

formulated.

3. The most prevalent Holbrook nostalgia scale dsianality, reliability, validity

is evaluated and formative measurement perspectivproposed. However, after
conducting principal axis factoring of 8-item ndgia scale, 2 factors appear that
replicate results of Rousseau, Venter (1999, 20Bdfleish, Freeman, Burroughs
(2000), Borges, Boulbry (2003), Reisenwitz, lyeytl€r (2004), Evans et al. (2010).
Based on the classical test theory, measures shmildhown to be unidimensional
(having one underlying construct), consistentiffiftthe model in structural equation
analysis), reliable (comparatively free of measwenerror), and valid (measuring what
they should). Reliability measures, including Craclys alpha, is meaningful only if

each of the measures is acceptably unidimensidrals the reliability and validity

question of Holbrook scale is raised in this daatdhesis. For examining construct
reliability additional tests are employed - comp®sieliability and average variance
extracted — AVE. AVE less than 0.5 indicate thaasurement error accounts for a
greater amount of variance in the indicators tha@sdhe underlying latent variable (and
hence doubts can be raised regarding the soundhdbs indicators and/or the latent
variable itself). (Diamatopoulos, Siguaw, 20009p). Separate analysis of each of two
nostalgia factors is carried out; however the AVEmdnstrated greater although not
sufficient measure reliability for each factor. Exaation of both model paths provides
evidence that factors represent different concepts.sum up, the application of

conventional scale development procedures resulbedwo reflective models of

nostalgia, displaying moderately good overall mpdelt demonstrating low internal

reliability und unclear nomological validity. Moreex, it should be stressed that this
nostalgia measure is based on the wrong measuremperspective, thus, has

questionable theoretical basis.
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4. Since two decades in nostalgia research it wessinaed that the correct
measurement model is a reflective one. The prgsgrer offers an alternative approach
for viewing and operationalizing the nostalgia doms as a formative construct.
Propositions and theoretical reasoning is provithed in some instances the reflective
assumption may not be theoretically or empiricalbtified.

Diamantopoulos (2011) stresses that constructs dblees are notnherently
formative or reflective andofmative or reflective constructare only intended as a
shorthand description actually referringcmnstructs-once-measurédriginally stressed
words). The choice of the measurement perspectigtaiae of the formative or reflective
measurement should be based on the “auxiliary #ieord the choice of measurement
rests on theoretical considerations (Cenfetelli &&ellier, 2009, Bollen 2007; Howell et
al. 2007b). The dissertation offers guidelines @me assisting researchers on decision
rules whether to employ formative or reflective tadgia measurement for future
research. Thus, if the aim of the research is tasme specific aspect of nostalgia,
represent subjective nostalgic attitudes or selfqgieed nostalgia, a reflective nostalgia
measurement may suit better. However, if the rebeaim is to explore complex
nostalgia phenomenon, built a holistic index, talenstand in general what makes
consumer nostalgic, to gain insights what objeetsse nostalgia, to cover the whole

domain of nostalgia, a formative view might be mappropriate.

5. Using structural equation analysis evidencer@ided that country animosity
and nostalgia are important purchase behaviouriqgiced. Nostalgia is an important
variable that influences consumer behaviour andpasitively related to product
judgement and the actual purchase. Country anign@smegatively related to products
judgment and actual purchase, positively relatachteillingness to buy.

Such results confirm previous studies findings,t thastalgia is an important
variable influencing consumer behaviour. Attitudesards past can determine current
consumer decisions, “rosy” coloured past contributegreater likelihood that products
that were purchased during ones youth will be pasel later on. A number of studies
have also confirmed that nostalgia is positivellated to product judgment. In this
dissertation it is revealed that nostalgia posiyivepacts actual purchases of nostalgic

products. Although the empirical research doesonfirm the assumption that nostalgia
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will be negatively related to unwillingness to bamyd relationship of opposite direction
was found. These results replicate in many prodatgtgories. It's worth mentioning that
many authors previously found that purchase intmaty not be related to actual
ownership (e.g. Belk, 1985, Clawson, 1971, Bagerrd Dholakia, 1999, Gollwitzer,
1999 a,b).

Country animosity is negatively related to producigment. This confirms findings
of Ettenson and Klein (2005), who found that dud-tance nuclear testing Australian
consumers not only experience animosity towardsidaabut also negatively evaluate
French products. Shoham et al.’s (2006) researtdradli Jews attitude towards Arab-
made products and concluded that animosity has dmpa products judgment and
purchase intent. Similar effect was observed bycHKi(2004) (Germans living in
different country regions felt animosity toward$ert region and negatively evaluated
the products) and Shimp et al.(2004). Country asitgyois positively related to
unwillingness to buy Russian made products andtivedprelated to actual ownership,
although the strength of relationship among anitgaand purchase intent varies among
different product categories. These results refdicasearch results carried out in other
countries, in which it was found that country angity influences consumer purchasing
decisions. Consumers may avoid imported good noawse of their bad quality or
unsuitable price, but because of military, econoamd political acts those are evaluated
negatively by consumers.

6. Previous nostalgia and animosity studies wese Extensive while evaluating
distinct products and product groups. Four prodyrcups relevant for nostalgia and
animosity research were categorized and proposestalgic products, non-nostalgic
products, culturally loaded products and uniqué¢ht country-of-origin products. The
empirical research revealed that nostalgia and topuamimosity influence is distinct
among those product groups. Nostalgia is a betetigtor for choosing nostalgic and
unique to the country-of-origin products. Animositya better predictor for choosing
non-nostalgic and culturally loaded products. Thuisre nostalgia and animosity studies
outcomes should be examined in evaluating not irdepwnership in general but taking

into account specific product categories.
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7. Demographic characteristics may be importanteaatents explaining the
occurrence of nostalgia and animosity. Demograpbi@racteristics were little
researched in previous studies and present dieartaas brought some clarification
into the subject. No statistical significant redawship among age and nostalgia was
revealed. Age and country animosity was relatecatiegly and younger respondents
were more animosity prone. Negative statisticalynsicant relationship was found
among income and nostalgia: the more prosperousuooer is the more unlikely he/she
will be nostalgia prone. No relationship among meoand animosity was found and

these results replicated the results of Klein attdrnson (1999).

33



APROBATION AND DISSEMINATION OF THE RESEARCH RESULT S

Publications in reviewed scientific journals from te list of international

databases recognized by the Science Council of Litania:

1.

Gineikiere, J., Urbonauiius, S., DiKius, V., Degutis, M. (2010), ,Country-of-
Origin Effects in the Context of Transformationsodthlgia, Ethnocentrism and
Animosity,“ Transformations in Business and Economi&SN1648-4460, \Vol.
9, No.1., p.p.182-202. [ISI Web of Science].

. Gineikierg, J., Urbonawuius, S. (2009), ,Importance of Product Country-Of-

Origin Factor on Purchasing Process in the Contekt Globalisation,”
EkonomikalSSN 1392-1258, No. 85, p.p. 37-44. [ISI Web oieBce].

The results disseminated during international scietific conferences:

1.

Gineikiene, J., Urbonavicius, S., Reardon, J. (2010he Role of Country
Animosity, Ethnocentrism and Nostalgia on Consuduglgements in the Context
of Transformations,” EMAC regional conference Mdnkg Theory Challenges in

Emerging Societies, September 24-25, Budapest.

. Gineikiene, J., Urbonavicius, S. (2008), ,Importanof Product Country-Of-

Origin Factor on Purchasing Process in the ContektGlobalisation,”,
International Conference Economic Transformation @éntral and Eastern

European Countries, September 19-20, Vilnius.

INFORMATION ABOUT THE AUTHOR

Education:
Date Institution, Degree(s) or Diploma(s) obtained
2007 Oct - 2011 Oct University of Vilnius, Faculiy Economics Marketing department, PhD
Studies
2000 Sept - 2002 June University of Vilnius, Ingtt of International Relations and Political Scignic
European Studies (MA)
1996 Sept — 2000 June University of Vilnius, Ingttof International Relations and Political Sciefjc
(BA) 1‘
Professionalexperience
Date from - Date to Location Company Position
Apr 2004 - present Vilnius Integrated communication director
company UAB IC BALTIC

34



Research visits abroad:

1. Introduction to Structural Equations Modeling WittSREL, organized by
Verband der Hochschullehrer fur Betriebswirtscleai., 2011, Berlin, Germany,
prof. A. Diamantopoulos.

2. Measurement Theory, organised by University of Yieeinternational Marketing
Department, 2011, Vienna, Austria, prof. A. Diantgdulos.

Contact details: ph. +3706 98 39777, e-mail justimeikiene@gmail.com

35



Reziume

Temos aktualumas

Moksliniuose vartotaj elgsenos tyrimuose nagéami vis subtilesni vartotqj
poziari ir elgsem lemiantys veiksniai. Ypating reikSng jgauna tyrimai, kuriuose
gretinama prieStaringai vienas kito atzvilgiu veikiy veiksny jtaka, Kkuri
ankstesniuose tyrimuose nebuvo tirta ir vertinaendi iS toki prieStaringai vartotojo
elgsen veikiartiy veiksniy por yra nostalgija ir prieSiSkumas prekiilmés Saliai.

TradiciSkai teigiama, kad nostalgija yra susijusipgtirtimi bei objektais, kugijau
nekera (Holbrook, Schindler, 2003, Sayre, 1994). Kittapiant, ankstesniu laikotarpiu
egzistavusi su nostalgijos objektu susijusi patitiipo nebeprieinama, o tai sukuria tam
tikra poziariy visumy. Kadangi asmeninprajusio laikotarpio patirtis daznai siejama su
to asmens jaunyst laikotarpiu, nostalgijos atspalvis daZniausiaia yteigiamas
(pozityvus).

Nostalgijos tyrimuose nagra daugybh su nostalgija susijusi veiksniy:
inovatyvumas (Lambert-Pandraud, Laurent, 2010), ikeamtianizmas (Schindler,
Holbrook, 2003b), materializmas (Rindfleisch, Fre@mBurroughs, 2000), paiis |
modernias technologijas (Rousseau, Venter, 199@) Bioje disertacijoje tyrimlaukas
yra iSpl&€iamasi naup plotme — tiriama, ar nostalgijos efektai galiitb svarkis
tarptautinio marketingo kontekste. Tuo tikslu nlggja gretinama su negatyvaus
poveikio veiksniu — prieSiSkumu prekkilmés Saliai.

PrieSiSkumo preki kilmés Saliai veiksnys tarptautinio marketingo kontekgta
nagriretas keliais aspektais. Pirmieji tyrimai paépétad prieSiSkumas kilas Saliai gali
turéti jtakos vartotaj sprendimams pirkti, nepaisant to, kaip vertinarai prelé (Klein,
Ettenson ir Morris, 1998). dfiau nustatyta, kad vartotpjpoziiris i jvairias Salis
matomas ir iS prelgi vertinimo, ir vartotojo veiksip perkant prekes. Vartotojai gali
vengti iS kiy Saly importuot; prekiy ne @l blogos kokyles ar netinkamos kainos, bet
dél ty Saly kariniy, ekonomini ar politinih veiksmy, kuriuos vartotojai vertina
neigiamai (Klein, Ettenson ir Morris, 1998).

Ankstesniuose tyrimuose prieSiSkumas k#m Saliai buvo siejamas su
etnocentrizmu (Klein, 2002; Klein ir Ettenson, 199%erlegh ir Steenkamp, 2007),
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vartotojo rasizmu (Ouellet, 2007), kiiiniu panaSumu (Russell ir Russell, 2006, Riefler
ir Diamantopoulos, 2007), prekkokybe (Klein et al., 1998; Shin, 2001), nacionalu,
dogmatizmu ir internacionalizmu (Shoham et al.,@00kt. Taiau prieSiSkumas prék
kilmés Saliai niekada an&su nebuvo tirtas tokiame istoriniame kontekste Vieatotojo
pasirinkimai tuo pat metu yra veikiami ir nostabgj kuri tiesiogiai siejama su toscpEs
Salies prekmis. Siame darbe kaip tik nagtjamas toks atvejis, kai vienu metu
pasireiSkia nostalgijos ir prieSiSkumo pnekilmés Saliaijtaka. Tokiajtaka rySkiausiai
matoma tam tikrame istoriniame ir geopolitiniametakste.

TradiciSkai nostalgijos reiskinys stebimas vienasstyles, atspinditios vartotojo
gyvenamja aplinka, kontekste. O prieSiSkumas prelkilmés Saliai yra nukreiptagkita
Sal, tad nostalgijos ir prieSiSkumo veiksniai pask&sSskirtingy objekiy atzvilgiu.
Taciau pasitaiko situaaij kai abu veiksniai gali susipinti, nes veikia gdamai artimy
objekiy atzvilgiu. Taip atsitinka tada, kaeldgeopolitiniy pokyiuy kitoms Salims ary
sajungoms priklausiusios Salys tampa nepriklausombazniausiai pasitaiko, kad
vartotojai jadia nostalgiSkus jausmus savo jaukgdtikotarpiui, kuris pradgo kitoje,
nebeegzistuojaimoje Salyje ar Sali sajungoje. Tuomet nostalgiski jausmai &ty bati
labiausiai siejami su Salimi, kuri formaliai ar ecrgkai laikoma tos buvusios Salies ar
Saliy sajungos preki, tradicijy ir visos aplinkos péméja. Taiau gali atsitikti, kad Si
Salis kelia ir prieSingus jausmus, apibendrintasifgSkiargius prieSiSkumu jai kaip
prekiy kilmés Saliai. Tokiu atveju nostalgija ir prieSiSkumas paiai Saliai veikia
drauge. Sis poveikis ankstesniuose tyrimuose nehagdretas.

Per du pastaruosius deSimtius jvyke geopolitiniai pokyiai sudaé palankias
salygas nostalgijos ir prieSiSkumo kibs Salies veiksniui reikstis drauge. Nuo 1990 m.
pasaulyje susiké 34 naujos valstyds, daugelisy ankgiau buvo kit; valstybiy ar ju
bloky dalimi. Nors dauguma $iSaly atsirado suirus SovigtSajungai ir buvusiai
Jugoslavijai, panaSiai susikisiy valstybiyy yra beveik kiekviename Zemyne (pvz.,
Namibija, MarSalo salos, Eréja, Palau, Pigt Sudanas).

Sios valstybs suteikia tarptautinio marketingo tyrimaa®my ir savit, konteks.
Daugeliu atvej vartotojai ilga laika gakjo rinktis tik iS tam tikg bloke esam preku,
tad Sios preés wliau tapo neatsiejamos nuo prisiminjnapie buvug valstyle ar
valstybiy sajunga. Tokie prisiminimai gali sukelti nostalgiSkus vatidju jausmus kitos

Salies prekms. Kai buvusios valstgls ar valstyhi sjjungos konteksto (praeities)
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nekera, vartotojai, pirkdamijjprimenagias prekesjjungia savig vidini kompensacin
mechanizm. T&liau nezinoma, kaip Sis mechanizmasétiurveikti, jei vartotojo
samonrgéje kartu su nostalgija yra ir prieSiSkumas pudkimés Saliai.

Lietuva yra tinkamas nostalgijos ir prieSiSkumo Kekilmés Saliai empirinio
tyrimo kontekstas, nes penkis deSimé¢ae buvo okupuota SovigiSajungos ir tik pries
20 met; atgavo nepriklausomyb Taigi daugeliui Lietuvos gyventpj nostalgiski
jaunyses prisiminimai ir jausmai siejasi ir su tuo metwistavusia valstyli sajunga —
Soviet; Sgjunga. Sios valstyds teisiy peeméja yra Rusijos Federacija, su Sia Salimi
daznai emociskai ir juridiSkai siejamas ir visaupkcijos laikotarpis. Taigi Rusijos
Federacijoje pagamintos pkskgali kelti nostalgiSkus jausmus (n@sgausa daugeliui
susijusi su asmenine jaungstpatirtimi), t&iau kartu ir prieSiSkum Siai preky kilmés
Saliai tiek @l istoriniy, tiek cl dabartinip priezasiy. IS istoriny priezasiy, kurios
emociskai gali bti siejamos su Rusija (nors tuo metu e8oviet; Sajunga), visi pirma
pazynétina pati Lietuvos okupacija ir Lietuvos gyventdyémimai. 1941-1952 metais
apie 300ikstartiy Lietuvos gyventaj buvo iStremtd Sibira ir kitas periferines Soviet
Sajungos vietas. Nuo 1944 m. iki 1956 m. kelios degsriikstartiy lietuviy kovojo
partizanin kar miskuose. (AnuSauskas, 1996). Lietuva atgavo kigpisomyle 1990
m., t&iau iki Siol kai kurie Rusijos politiniai veiksmaietuvoje vertinami kaip prieSiski
(Laurinavtius, Motieka, Statkus, 2005).aBna pabézti, kad tyrimo lauko pasirinkimas
néra susigs vien su specifine Lietuvos situacija. dika, kad panas reiskiniai ity
stebimi ir kitose Salyse, kurios ari@u buvo kitos valstyds ar valstyhi sajungos

dalimi ir atgavo nepriklausomyb

Mokslinés problemos pagrindimas

Disertacijoje tiriama moksli problema kyla iS to, kad ligSioliniuose tyrimuose
nostalgijos ir prieSiSkumo prakkilmés Saliai poveikis drauge nebuvo nagtas. O yra
akivaizdu, kad tam tikrame kontekste Sie veiksgali reikstis vienu metu ir kartu veikti
tiek nuostatas prekiatzvilgiu, tiek pait pirkimo sprendim. Daugjant po reikSming
geopolitinip permaim sukurty ar nepriklausomyb atkiirusiy valstybi, atsiranda platus
tokio poveikio kontekstas. Tai sudargygas uzpildyti du mokslinj tyrimy atotrikius.
Pirma, galima palyginti, ar tokiame savitame kosteknostalgija turi poveijkvartotojo

poziariui ir prekiy pirkimui, kaip nustatyta iki Siol vykdytuose tyrunse. Antra, galima
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tirti, kokia jtaka prieSiSkumas preiki kilmés Saliai turi ketinimams pirkti ir preki
pirkimui, jei kartu pasireisSkia ir nostalgija.

Kitas disertacijoje nagrégjamas probleminis aspektas — ligSialinivartotojo
nostalgijos tyrinn metodologijos tinkamumas. Vartotojo nostalgij@saka marketingo
literatiroje atsidaro prgusio amziaus deSimtojo deSimténe pradzioje. Nepaisant
plataus nostalgijos naudojimo marketingo praktikgjavyzdziui, naujieji VW ,Beetle*
ar ,Fiat 500“, ,McDonalds" ar ,Coca-cola“ reklamdsampanijos, ,Unilever® preds
zenkl; marketingas), sutarimo édd nostalgijos konstrukto teorinio apé@mo ir
matavimo tinkamumo dar nerasta. Daugelis awtoskélé abejony dél labiausiai
paplitusios Holbruko (Holbrook) nostalgijos matavimskaés dimensiSkumo ir
patikimumo. Kita vertus, daréna nubgztos aiskios ribos ir nomologiniame nostalgijos
tyrimy tinkle; néra sutarimo, kokie priezastiniai veiksniai lemiastadgijos atsiradim
bei kokias iSdavas Sis fenomenas turi. dpsiekiant disertacijoje numatyto tikslo, kartu
vertinamas ir koreguojamas nostalgijos matavimagpa¥ tinkamumas ir nuléziamos
tolesniy tyrimy gaifés.

Tyrimo objektas — vartotoj nuostatos ir elgsena vienu metu pasireiSkiant

nostalgijos ir prieSiSkumo prakkilmés Salies veiksniams.

Tikslas ir uzdaviniai

Disertacijos tikslas -Austatyti, kaip nostalgija ir prieSiSkumas prakikiimeés Saliai
veikia ketinimus pirkti ir preky pirkimg reflektyviniu ir formatyviniu matavimo
poZiriu.

Uzdaviniai:

1. ISnagrireti ankstesni nostalgijos ir prieSiSkumo prakikilmés Saliai tyrimy
teorin pagrind, ir pateikti nostalgijos konstrukto nomologinio klo tobulinimo
sialymuy.

2. lvertinti labiausiai marketingo tyrimuose paplitusiglolbruko nostalgijos sk
dimensiskum, patikimuna, validuny ir matavimo podirio tinkamuna.

3. ISnagrireti ir pagrsti nostalgijos konstrukto reflektyvinio ir formadwpio
matavimo fdus.

4. lvertinti, kokig jtaka prekes vertinimui, ketinimams pirkti bei faktiniam prek

turéjimui turi vartotojo nostalgija ir prieSiskumas kiés Saliai.
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5. Ivertinti, ar nostalgijos ir prieSiSkumo kik®m Saliai poveikis yra vienodas pagal
skirtingas preki grupes.
6. Ivertinti, kokia itaka vartotop nostalgijai ir prieSiSkumui kilgs Saliai turi

priezastiniai demografiniai veiksniai.

Moksliniame darbe taikyti Sie tyrimo metodai:

e Sistemire, lyginamoji ir logire mokslires literatiros analiz, kuria siekiama
identifikuoti nostalgijos ir prieSiSkumo kilés Saliai konstruki nomologin tinkla,
atskleisti nostalgijos konstrukto tufiim skaliy dimensiskura, prieSiSkumo kilnas
Saliai konstrukto ypatybes bei susijusius priebaissi veiksnius, iSdavas ir
moderatorius.

e Kokybinio tyrimo metu buvo vykdomi giluminiai inteiu su ekspertais iryj
nuomore analizuojama turinio anakz metodu. Kokybinio tyrimo pagrindu
numatyta tolesnio empirinio tyrimo eiga ir instrumes, parenkant tinkamus
analizs aspektus ir analig tikslus atitinkatias preki grupes.

¢ Neintervencinio (anglunobtrusivg stelgjimo metodu atliktas pasirinktos Salies
prekiy jvairovés tyrimasjvairiuose prekybos taskuose.

e |vertinus kokybinio tyrimo ir neintervencinio stgino tyrimo rezultatus ir
ankstesniuose tyrimuose naudotas skales, buvo gtasen klausimynas
kiekybiniam tyrimui. Kiekybinio tyrimo (apklausositlikimo metodika parengta
remiantis Bush ir Hair (1985), Hornik ir Ellis (18Brekomendacijomis. Kuriant
lietuviSkas klausim formuluotes, buvo naudotas vertimo ir atgaliniativeo
procesas (kaip rekomenduojama Brislin, 1980).

e Pagrindinis naudotas kiekybinduomem analiZzs metodas — struitiniy lygéiy
modeliavimas (anglstructural equation modelingtoliau SEM). Paprastesni
statistiniai skaiiavimai (pradi statistit analiz2, koreliacijos ir variacijos
analiz, tiriancioji faktoriné analiz) buvo atlikti naudojant programirpakes
SPSS/PASW.
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Mokslinio darbo naujumas ir teorinis reikSmingumas

1. Nustatyta, kad tam tikromis tarptautinis situacijomis nostalgijos reiSkin
tikslinga tirti kilmés Salies tyrim ir tarptautinio marketingo kontekste, to iki Siol
nebuvo daryta. Yra kontekstai, kai Sie nostalgijoprieSiSkumo kilnés Saliai
veiksniai gali susipinti tarpusavyje ir veikti sgkihai artimy objekiy atzvilgiu.
Taip atsitinka tada, kaiétl geopolitiniy pokyiu kitoms Salims ary ssjungoms
priklausiusios Salys tampa nepriklausomos. Vartéotgjali jausti nostalgiskus
jausmus savo jaunyst laikotarpiui, kuris pralgo kitoje, nebeegzistuojgioje
Salyje ar Sali sajungoje. T&iau gali atsitikti, kad Si Salis kelia ir prieSingu
jausmus, pasireiskigius prieSiSkumu preki kilmés Saliai. Toks poveikis
ankstesniuose tyrimuose nebuvo nagss.

2. Pirmg karty atlikta iSsami mokslimi nostalgijos tyrimp analiz, kurios pagrindu
IS esnds iSnagrigtas nostalgijos konstrukto konceptualizavimas itepda
sialymuy perziiréti Sio konstrukto nomologin tinkla. Ivertintas labiausiali
marketingo tyrimuose paplitusios Holbruko nostalgijskats dimensiSkumas,
patikimumas, validumas ir pasyta vietoje ankstesniuose tyrimuose naudoto
reflektyvinio matavimo po#rio naudoti formatyvin matavimo podir;.
Disertacijoje pirm karta suformuluojamos gais tyrjams, siekiant padi
pasirinkti tinkana matavimo po4irj nostalgijos tyrimuose. Disertacijoje pateiktas
integruotas nostalgijos priezastinreiksni;, moderatoni, susijusi konstruki ir
iSdaw; modelis.

3. Naudojant struKiriniy lyg¢iu modeliavima jrodyta, kad ir prieSiSkumas preki
kilmés Saliai, ir nostalgija yra svarb pirkimo prediktoriai. Nostalgija yra svarbus
veiksnys, kuris turijtakos vartotaj elgsenai, be to, nostalgija yra teigiamai
susijusi su preki vertinimu ir j pirkimu. PrieSiSkumas kilds Saliai yra
neigiamai susys su preki vertinimu, teigiamai susig su nenoru pirkti prekes ir
neigiamai susgs su pirkimu.

4. Nustatyta, kad nostalgijos ir prieSiSkumo kégrsaliai iSdavos (prék vertinimas,

ketinimas pirkti ir pirkimas) tuty bati tiriamos kompleksiskai. Pirankarta kaip
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iSdava tirtas pirkimas nostalgijos tymninkontekste. Nustatyta, kad pirkimas yra
geriau vartotaj elgsem paaiskinantis veiksnys nei ketinimas pirkti.

Iki Siol vykdant nostalgijos ir prieSiSkumo tyrimunedaug koncentruotasi
atskiras preki grupes. Disertacijoje konceptualizuotos ir pb$os keturios
nostalgijos ir prieSiSkumo prakkilmés Saliai tyriny kontekstui tinkamos preki
grupes: nostalgiskos, nenostalgiSkos, su dabartinettkné jtaka siejamos ir
unikalios kilmes Saliai. Tyrimu atskleista, kad nostalgijos irgdiskumoijtaka
ketinimams pirkti ir faktiniam pirkimui atskirosergkiy grupese yra skirtinga.
Nostalgija yra geresnis prediktorius, renkantistalgsskas prekes ir unikalias
Saliai prekes. PrieSiSkumas yra geresnis predidprrenkantis su dabartine
kultarine jtaka siejamus produktus ir nenostalgiskas prekes.

Disertacijoje pagstas strukiriniy lyg¢iu modeliavimo tinkamumas nostalgijos
tyrimams ir naudotas Sis statistinis metodas. Awks naudojant tak
modeliavimy, nostalgijos reisSkinys tirtas buvo nedaug (tik thrimai per
pastaruosius 20 mgt Sudarytas struktinis nostalgijos ir prieSiSkumo preki
kilmés Saliai modelis ir empiriSkavertintas Lietuvoje. Tokiame modelyje pigm
karta ir nostalgijos, ir prieSiSkumo kilas Saliai konstruktai empiriSkai tirti,
naudojant formatyvinpoziiri. Parodyta, kad tradiciniai patikimumo testai gali
neatskleisti ska&bk dimensiSkumo, tad patikimumui nustatyti nostalgijos
tyrimuose pirm karta naudojami papildomi testai — kompozitinis patikimas
(angl.composite reliabilityir vidutiné variacija (anglaverage variance extracted
—AVE).

Mokslinio darbo praktinis reikSmingumas

1. Tyrimo rezultatai rodo, kad rengianfgrlyvendinant marketingo strategijastina

atsizvelgti 1 daugiau veiksmi, nei iki Siol buvo jprasta. Imoréms, kurios veikia

tarptautiniame kontekste, neseniai patyrusiame lididgeopolitiny pokyiu, reikéty

ivertinti nostalgijos ir prieSiSkumo kilés Saliai veiksnio svagh Tyrimo rezultatai

aktualis ir Lietuvos rinkoje dirbantiems verslininkams,sneodyta, kad Lietuva yra

viena i$ Sali, kuriose dl istoriniy ir dabartiniy priezagiy nostalgijos ir prieSiSkumo

veiksniai gali reikStis vienu metu.
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2. Tyrimo rezultatai atskleidzia, kad informacijpie nostalgijos ir prieSiSkumo
veiksnius gali bti naudojama rinkos segmentavimo tikslams. Marlgetirspecialistai
turéty jvertinti savo veikd, atsizvelgdami tai, kaip nostalgija ir prieSiSkumas ki
Saliai veikia atitinkamose prakigrupsse bei tarp skirting vartotoj. Tokia informacija,
kartu su turimais duomenimis apie demografiniusshasyrafinius ir vartotaj elgsenos
ypatumus, pagty efektyviau segmentuoti rigkir parinkti tinkamesnes komunikavimo
strategijas.

3. Disertacijoje pateiktas integruotas nostalgpaszastini veiksni;, moderatoti,
susijusiy konstrukt; ir iSdaw modelis teikia galimy® iSsamiau suvokti nostalgijos
poveikio kontekst ir vartoto elgsen bei tai pritaikyti praktigje veikloje.

Tyrimo logine struktiira nuléemé tyrimo tikslas ir uzsikizti uzdaviniai. Darb
sudaro keturios pagrindia dalys:

Pirmoji dalis skirta teoriniam disertacijos pagrindimui. Siojalde pirmiausia
pateikiamas koncepcinis nostalgijos tytinpagrindas ir apzvelgiama su tuo susijusi
literatira, apzvelgiami nostalgijos matavimo konstruktaiptasiamas labiausiai
paplitusios Holbruko nostalgijos skal dimensiSkumas, patikimumas ir validumas.
Pateikiama konceptuali ir teoéirdiskusija, siekianirodyti, koctl nostalgijos tyrimuose
gakty bati naudojamas ne reflektyvinis, bet formatyvinis tavémo poZiiris. Sioje
dalyje taip pat pateikiama prieSiSkumo kienSaliai literairos analiz ir aptariami
galimi teoriniai prieSiSkumo kilés Saliai ir nostalgijos konstruktbei etnocentrizmo,
ketinimy pirkti ir pirkimo rysSiai.

Antroje dalyje aptariama ir argumentuojama pasirinkta metodaogijoje
aprasomas empiriqityrimy tikslas, uzdaviniai, pateikiamas ir pagrindziani@ginis
tyrimy nuoseklumas, suformuluojamas tyrimo modelis iotegs, aptariama kokybinio
ir kiekybinio tyrimo atlikimo metodika, instrumentaei empirinip duomem analizs
metodai.

Trecioje dalyje pristatomi bandomojo tyrimo rezultatai, atskleai#ys tyrimui
pasirinktos Salies prekirinkimosi gilumines priezastis bei pateikiantyspip@omy
tolesnio tyrimojzvalgy. Si dalis skirta bandomojo tyrimo rezultatnalizei, kurios

pagrindu siekiama sudaryti pags empirinio tyrimo instrument
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Ketvirta dalis skiriama kiekybinio tyrimo rezultat analizei ir pristatymui bei
iSkeltoms hipotems tikrinti. Joje eds tvarka pirmiausia nustatomi rySiai tarp
demografini vartotop charakteristily ir nostalgijos bei prieSiSkumo kika Saliai.
Toliau atliekamas empirinis reflektyvinio ir fornyainio nostalgijos konstrukto
matavimo palyginimas, pateikiamos tinkamo matavinpoziirio pasirinkimo
implikacijos ir nubéziamos gaiis tyréjams, siekiant padi pasirinkti tinkam, matavimo
poziari. Tretia, naudojant strukitiniy lygciy modeliavimy, siekiama iSsiaiskinti, kaip
nostalgija ir prieSiSkumas kilés Saliai veikia ketinimus pirkti ir preki turéjima.
Galiausiai tiriama, ar gauti rezultatai yra vienodertinant skirting prekiy grupiy
pirkima.

Darbas baigiamasSvadomis ir pasiymais tolesniems Sios srities tyrimams.
Pateikiamos rekomendacijos, susijusios ir su mataypoziirio tinkamu pasirinkimu, ir

su nomologiniu nostalgijos bei prieSiSkumo tinklu.
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ISVADOS

1. Nustatyta, kad tam tikrose tarptagsia situacijose nostalgijos reiskitikslinga
tirti kilm és Salies tyrim ir tarptautinio marketingo kontekste, o to ikilai@buvo daryta.
Yra kontekst, kai nostalgijos ir prieSiSkumo kiks Saliai veiksniai gali susipinti
tarpusavyje ir veikti santykinai artimus objektu$aip atsitinka tuomet, kai étl
geopolitinp pokyiy kitoms Salims ar y sjjungoms priklausiusios Salys tampa
nepriklausomos. Priklausymas kitai valstybei astyddiy sajungai gali persismelkti per
visas vartotojo gyvenimo sritis: pradedant idegkgkultiros objektais, simboliais ir
baigiant tik tam laikotarpiui ddingomis prekmis. Vartotojai gali atsidurti tokiose
situacijose, kai tam tikru momentu jie ¢@al rinktis tik iS valstyby sajungai
priklausagiy kilmés Salies preki. Tokl Sios preks tampa buvusios valstgb ar 1
sajungos simboliais ir yra neatsiejamos nuo atsiminapie praeijt Vartotojai gali jausti
nostalgiskus jausmus savo jaurgst laikotarpiui, kuris pralgo Kitoje,
nebeegzistuojatinje Salyje ar Sali ssjungoje. T&iau gali hiti taip, kad Si Salis kels ir
prieSingus jausmus, pasireiSkiars prieSiSkumu preki kilmés Saliai. Toks poveikis
ankstesniuose tyrimuoséra nagritas.

Naudojant struktriniu lyg¢iu modeliavimy, parodyta, kad ir prieSiSkumas pneki
kilmés Saliai, ir nostalgija yra svarb pirkimo prediktoriai. Taigi tokiu tarptautiniu
kontekstu, kai vienos Salys prikl@&uskitoms Salims ar y sajungoms ir atgavo
nepriklausomyb, svarbu atsizvelgti Siuos abu veiksnius. Teoriniu podu tokiy
unikaliy salygu identifikavimas leidzia iSghkti tarptautinio marketingo tyrim ribas
nauju ir iki Siol nenaudotu konstruktu — nostalgijuri gali kiti svarbus vartotaj
elgsenos prediktorius tam tikrame kontekste. Teorimokslinio darboinaSas i
prieSiSkumo kilnés Saliai tyrimus yra tas, kad, kitaip, nei many@siol, prieSiSkumas
kilmés Saliai gali tugti jtakos pirkimui ne tik kartu su tokiais konstruktaksip
etnocentrizmas, nacionalizmas, dogmatizmas, intenalizmas, bet ir su nostalgija.

2. Atlikus nostalgijos literatros apzvalg marketingo ir vartotaj tyrimy kontekste,
nustatyta, kad nostalgijos konstrukto tysinrmomologinis tinklas tuty bati toliau
pleciamas ir stiprinamas. Disertacijoje pateiktas inte¢as nostalgijos priezastini
veiksny, moderaton, susijusi konstrukty ir iSdaw modelis. Apibendrinant su
nostalgijos priezastiniais veiksniais susijusiusniys, reikia atkreipti émeg, kad rera

tvirtai sutariama, kaip priezastiniai veiksniai kiai nostalgig. Pavyzdziui, vieni autoriai
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teigia, kad amzius yra svarbus nostalgijos reigkiprediktorius, kiti — pateikia
prieSingus tyrim rezultatus. Kif priezastini veiksni tyrimai yra pradigje stadijoje, ir
tik keletas mokslining analizavo empiriSkai ir nustatnostalgijos ir priezastini
veiksny rys.. Dauguma socialini ir psichologing priezastini veiksni vis dar lieka
teoriniy pasiilymuy lygmens ir stokoja empirinio patvirtinimo bei vddivimo kitais
tyrimais, kitose Salyse ir kitomisalggomis. Be to, per pastaruosius du deSindiome
dauguma nostalgijos iSdavtyrimy koncentravosi ties suvokiamomis paseéhkms.
Stiprus rySys nustatytas daugelio autoritarp nostalgiSkos reklamos ir teigiamo
reklamos bei preds zenklo vertinimo, polinkia nostalgiy ir preferencijos (régimo).
Nepaisant tyrim gausos,i fundamental klausimy, ar nostalgijos efektai yra
generalizuojami, neatsakyta. Tokia p&sl gali kiti nulemta keleto priezas;: skirtumy
tarp metodologinj ir tyrimy dizainy, skirtingy nostalgijos matavimo skalinaudojimo,
skirtingy tirlamuy prekiy, duomen rinkimo bady ir respondent Ateities marketingo
tyrimai turéty labiau koncentruoti$ nostalgijos priezastiniveiksny ir iSdaw tyrimus,
nes tai gali pagi suprasti § reiSkin daug giliau ir suteikti papildom jzvalg.
Nostalgijos efektas gali priklausyti nuo kontekstoatsirasti tik esant tam tikroms
salygoms, taigi, uzuot ieSkej generalizacij ir universali principy, autoriai tuéty
koncertuotis kintamyju, paaiskinatiy Siuos skirtingus efektus, paieSk/erta pabizti,
kad ir toliau turi lati ieSkoma patikim ir validziy matavimo Iady, nes panasu, kad
konsensusasetinostalgijos matavimo dar nepasiektas.

3. lvertintas labiausiai marketingo tyrimuose paplidgsiHolbruko nostalgijos
skaks dimensiSkumas, patikimumas, validumas ir nusiatighd vietoje ankstesniuose
tyrimuose naudoto reflektyvinio matavimo parzo turéty bati naudojamas formatyvinis
matavimo pod4iris. Atlikus faktorire 8 teiginy Holbruko skats analiz, identifikuoti du
faktoriai. Tokie tyrimo rezultatai patvirtina Roesal, Venter (1999, 2000); Rindfleish,
Freeman, Burroughs (2000); Borges, Boulbry (2063isenwitz, lyer, Cutler (2004);
Evans et al. (2010) iSvadas, kad Si &lsaalsideda iS kelidimensij;. Remiantis klasikinio
testo teorija (angl. classical test theojy matavimo instrumentai turi dhi
vienadimensiski, tuti vidini nuoseklum, patikimuny ir validuma. Jei konstruktas
neatitinka vienadimensiskumalggos, klasikiniai patikimumo nustatymo testai mia
prasnés (pvz., Cronbach’s alphq Todil disertacijoje keliamas Holbruko skal

patikimumo ir validumo klausimas. Patikimumui nuagtanostalgijos tyrimuose pirm
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karta buvo naudojami papildomi testai — kompozitinisilgatumas (angl.composite
reliability) ir vidutiné variacija (anglaverage variance extractedVE). Atlikus Siuos
testus, nustatyta, kad nostalgijos sjaliS esms didesa indikatory variacijos dalis
atsiranda @ liekamosios matavimo paklaidos, o né gaties konstrukto. Nostalgijos
skak suskirstytai du faktorius (produkt nostalgija ir nostalgija-progresas)¢itu ir Siy
faktoriy vidutinés variacijos (AVE) rodiklis nebuvo tinkamas. Atlg&uyoreki; nostalgijos
ir nostalgijos-progreso konstruktstrukiirini modeliavimy, gauti skirtingi teoriny
konstrukty rySiai. Taigi, pateikti papildomijrodymai, kad Sios dvi dimensijos
reprezentuoja skirtingus teorinius konceptus.

4. Iki Siol nostalgijos tyrimuose buvo daroma pidh, kad teisingas matavimo
modelis yra reflektyvinis. Sioje disertacijoje pegizZiamas alternatyvus paiis —
nostalgijos konstruktas galiith matuojamas kaip formatyvinis. Pateikiami gégmai ir
teorine argumentacija, kad tam tikrais atvejais reflektyvinis nostalgijos taaimas gali
buti teoriSkai ir empiriSkai netinkamas. Diamantopmsu(2011) pakizia, kad konstruktai
néra formatyviniai ar reflektyviniai savo prigimtimip tampa formatyviniais arba
reflektyviniais tik tada, kai atliekamas matavimd&atavimo pozirio taikymas tukty
buti pagistas pagalbine teorija (angauxiliary theory, ir bet koks pasirinkimas
priklauso nuo tyjo teoriny tiksly ir tyrimy lauko platumo arba specifiSkumo.
Disertacijoje tyéjams suformuluojamos gés, kurios skirtos paidi pasirinkti tinkama,
matavimo po4iri. Jei tygjai siekia iSsiaisSkinti specifinnostalgijos reiskinio aspeikt
parodyti subjektyvius nostalgiSkus jausmus kaighpsiogin reiskin, tinkamesnis yra
reflektyvinis matavimo modelis. Teu, jei siekiama tirti sudinga ir jvairialypi
nostalgijos reiskipp sukurti holistinius indeksus, suprasti, kas lemastalgia, apgpti
visa konceptual konstrukto teritori, tinkamesnis yra formatyvinis paiis.

5. Atlikus strukiiriniy lygc¢iu modeliavimy, jrodyta, kad ir prieSiSkumas preaki
kilmés Saliai, ir nostalgija pirkime yra svaid prediktoriai. Nostalgija yra svarbus
veiksnys, tugs itakos vartotaj elgsenai, ir nostalgija yra teigiamai susijusi @ekiy
vertinimu ir prekip pirkimu. PrieSiSkumas kilés Saliai yra neigiamai sus§ su preki
vertinimu ir teigiamai susip su nenoru pirkti prekes bei neigiamai sigsgu pirkimu.

Tokie rezultatai patvirtina ankstegntyrimy iSvadas, kad nostalgija yra svarbus
veiksnys, tuis jtakos vartotaj elgsenai. Nuostatos, susijusios su praeitimi, [gaiti

esamus vartotojo sprendimus, praeities idealizavididina tikimyke, kad tie daiktai,
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kurie buvo perkami jaunyge, bus perkami ir &éliau. Daugelis tyrimp patvirtino, kad
nostalgija teigiamai veikia prék vertinimy. Siame tyrime atskleidziama, kad nostalgija
teigiamai veikia ir nostalgiskos prik pirkimg. Ta&liau empirinio tyrimo metu
nepasitvirtino A viena hipoteg, susijusi su nostalgija ir nenoru pirkti (ketinimpurkti).
Gautas prieSingos krypties rysys, nei rodo iki &iole tyrimai. Rezultatai atkartojami
pagalivairias preki grupes. Ketinim pirkti nesutapimas su faktiniu pirkimu patvirtina
Belk (1985), Clawson (1971), Bagozzi ir Dholaki®99), Gollwitzer (1999a,b) ir kit
autoriy iSvadas, jog ketinimas pirkti gali skirtis nuo fizko prekiy pirkimo.

Nustatyta, kad prieSiSkumas kidsSaliai yra neigiamai susg su prieSisSkoje Salyje
pagaming prekiy vertinimu. Tai patvirtina toki autoriy, kaip Ettenson ir Klein (2005)
tyrimy rezultatai (tirdami Australijos vartotojus, jie sta¢, kad @&l Prandizijos vykdyi
branduoling bandymy australai ne tik yra prieSisSki Siai Saliai, betigeemai vertina
Prandizijoje pagamintus produktus). Shoham et al.’s (20@8damas lzraelio zygd
poziiri | lzraelio arah prekes, nustat kad prieSiSkumas yra svarbus veiksnys,
neigiamai veikiantis ir vertinim ir ketinimus pirkti. Panag efekt nusta¢ ir Hinck
(2004) (skirtinguose regionuose gyvenantys vékigaug prieSiskum kitam regionui ir
neigiamai vertino paus produktus) bei Shimp et al.(2004). PrieSiSkukianés Saliai
yra teigiamai susgs su nenoru pirkti Rusijoje pagamintas prekes igiamai susigs su
faktiniu pirkimu, t&iau ketinimy pirkti ir prieSiSkumo kilnés Saliai rySio stiprumas yra
priklausomas nuo tigt prekiy grupes. Sio mokslinio darbo rezultatai patvirtina kitose
Salyse vykdw tyrimy rezultatus, kuriuose nustatyta, kad prieSiSkuniasck Saliai gali
turéti jtakos vartotaj sprendimams @ pirkimo. Vartotojai gali vengti iS kit Saliy
importuoty prekiy ne &l blogos kokyles ar netinkamos kainos, betl diy Saly kariniy,
ekonominiy ar politiniy veiksmy, kuriuos vartotojai vertina neigiamai.

6. Konceptualizuotos ir pasytos keturios nostalgijos ir prieSiSkumo pngkilmés
Saliai tyrimy kontekstui tinkamos preki grupes: nostalgiSkos, nenostalgiskos, su
dabartine kulirine itaka siejamos ir unikalios kilés Saliai. Nustatyta, kad neigiamas
prieSiSkumo kilnés Saliai poveikis gali #ti kompensuojamas nostalgijos poveikio,
taCiau Sis efektas matomas tik pagal tam tikras prekupes. Nostalgija yra geresnis
prediktorius, renkantis nostalgiSkas prekes ir als Saliai prekes. PrieSiSkumas yra

geresnis prediktorius, renkantis su dabartine Gkl jtaka siejamus produktus ir
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nenostalgiSkas prekes. Taigi, ir nostalgijos tyxinn prieSiSkumo tyrim iSdavos tuity
buti vertinami ne tik vig prekiy atzvilgiu, betivertinant preks pohidi.

7. Nustatyta, kad demograés savyles gali hiti svarbus priezastinis veiksnys,
galintis paaiskinti nostalgijos ir prieSiSkumo kdsnSaliai pasireisSkigm Demografigs
charakteristikos, kaip nostalgijos ir prieSiSkunangtrukt, priezastiniai veiksniai, buvo
nedaug tirtos, tad Sis mokslinis darbagieSa aiSkumg Sig tyrimy sriti. Nustatyta, kad
néra statistiSkai reikSmingo amziaus ir nostalgijgsio. Analizuojant prieSiSkumo
kilmés Saliai ir amziaus ry$iwustatyta, kad amzius yra neigiamai sigsgu prieSiSkumu
kilmés Saliai, tai yra jaunesni respondentai labiauclipkpriesiskum kilmés Saliai.
Tyrimo metu rastas statistiSkai reikSmingas neigisirpajam ir nostalgijos rysSys. Tai
reiSkia, kad kuo mazesnes pajamas gauna resposddunta jis labiau bus linls |
nostalgip. Sios disertacijos rezultatai taip pat replikudfsein ir Ettenson (1999)
studijos, kurios autoriai nenustastatistiSkai reikSmingo pajamir prieSiSkumo kilnés

Saliai rysio, rezultatus.
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