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Abstract 

Nostalgia is a concept marketers and researchers have studied over time as a subtle 

yet effective marketing tool. Particularly across the world’s Western regions, 

established brands have adopted nostalgia as a theme for their catalogues, making 

it an unmatched trend in modern society. Paying special attention to the fashion 

industry, brands have capitalised on nostalgic fashion to thrive in emerging 

marketing trends impacted by generations. Due to insufficient research on this 

discipline in Sri Lanka, the research generates various implications for the fashion 

industry while attempting to contribute to local academic scholarship. Featuring 

evidence from past seminal studies, this research aims to assess the impact of two 

nostalgic experiences, i.e., personal and collective nostalgia on the purchase 

intentions of nostalgic fashion by an under-studied generation, the young 

consumers of Sri Lanka aged 15-29 years, characterised by their current 

consumption of nostalgic fashion and interest towards its resurgence. A 

quantitative method with a deductive approach was employed whereby data was 

collected via a survey-based questionnaire, which enclosed five-point Likert scale 

questions. Structural Equation Modelling (SEM) was implemented to test the 

hypotheses and analyse the obtained data set of 104 responses. Findings reflected 

that Personal Nostalgia (PN), and Collective Nostalgia (CN) have a significant 

impact on the Consumer Attitude (CA) and Purchase Intentions (PI) of young 

consumers in Sri Lanka. By leveraging nostalgia-themed marketing that garners 

both personal and collective nostalgic experiences, marketers can effectively 

connect with young consumers and enhance their brand attitudes, thereby driving 

purchase intentions. Therefore, in an attempt to offer fundamental insights into the 

impact of a concept novel to Sri Lanka, this research sought to address the holistic 

influences of nostalgia on consumer behaviour, providing fresh implications for 

local marketing practices and empirical contributions to apply for future research.  

Keywords: Collective Nostalgia, Nostalgic Fashion, Personal Nostalgia, Purchase 

Intentions, Young Consumers 
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01. Introduction 

Nostalgia is a subject known to humanity. “Nostalgia” is a romanticised sentiment rooted in the 

geneses of Homer’s epic poem, ‘The Odessey’, dated 7th century BC. Later, the term was brought 

to the forefront of academia by Johannes Hofer in 1688, a medical scholar from Switzerland, who 

authored his thesis on nostalgia. He denotes nostalgia by two singular terms in Greek: ‘Nostos’ 

which means ‘to return’, and ‘Algos’ means ‘suffering or grief’(Johannes, 1934). Later, themes and 

events of nostalgic experiences like holidays, family time, school life, popular music, food and 

scents, and religious rites, were found pertinent to personal and collective nostalgia (Holak & 

Havlena, 1992). This foundational concept is further supported by Wildschut et al. (2006) who 

emphasize the role of these nostalgic elements in shaping consumer behaviour and preferences. 

Nostalgic themes emerged in the limelight in product management, innovation, branding, and 

advertising efforts, which are now significant in communication and enable people to share life 

experiences, businesses to convey information, and connect with consumers through items such 

as souvenirs, photos, and video products, greeting cards, and keepsakes (Holak & Havlena, 1992). 

The vigorous sense of nostalgia is a cause for the adaptation of nostalgic, historic, and vintage 

fashion trends today. The resurgence of past fashion styles within the industry can be attributed 

to a combination of cultural, societal, and economic factors. This revival has significantly 

influenced consumer attitudes, leading to a greater appreciation for historical fashion items and 

allowing them to transcend previous cultural boundaries and uncertainties (Cassidy & Bennett, 

2012). An integral aspect of this phenomenon is the inherent value associated with vintage items, 

derived from their historical context (Sihvonen & Turunen, 2016). Over the past decade, research 

has consistently highlighted that this increased interest in nostalgic fashion is closely linked to the 

concept of nostalgia itself (Cassidy & Bennett, 2012; Cervellon et al., 2012; Veenstra & Kuipers, 

2013).  

The central objective of this research is to assess the impact of nostalgic fashion, by means of 

personal and collective nostalgia, on young consumers’ purchase intentions in Sri Lanka, followed 

by variables that contribute to the impact on young consumers’ attitudes and purchase intentions. 

This research attempts to make several contributions. Theoretically, it explores two nostalgic 

experiences and their impact on young consumers' purchase intentions for nostalgic fashion in Sri 

Lanka, adding to Asian studies and enhancing the knowledge of Sri Lankans and others 

encountering this concept for the first time, while prompting newer approaches to marketing by 

increasing interest in nostalgia. It develops a conceptual framework to empirically test 

hypotheses. Managerially, it provides marketing practitioners in Sri Lanka with insights into 

crafting nostalgia-themed advertising campaigns. Brands can capitalize on nostalgic trends 

appealing to young consumers, leveraging digital platforms and social media to reach this 

segment. Additionally, it offers a basis for studying young consumers' post-modernist attitudes 

and intentions toward nostalgia-based brands. 

02. Research Problem 

Albeit considerable literature on nostalgia, there is a notable lack of studies connecting young 

consumers' purchase intentions with nostalgic fashion. A thorough literature review revealed 

multiple knowledge and empirical gaps, particularly in understanding the trend of "wearing the 

past" among the younger generation (Dimitrova, 2015). No academic focus has been given to this 

phenomenon, despite the growing trend and love for nostalgic fashion among young consumers. 
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Bennett & Frow (2008) identified that studies exist on nostalgic and vintage aspects from the 

retailer's perspective, and none have focused on young consumers. Moreover, there is limited 

research on how brands can consciously use nostalgia to impact young consumers' purchase 

intentions, while studies have acknowledged young consumer perception and attitudes towards 

nostalgic products generally considering differences between Baby Boomers and Generation Z, 

particularly positioning “retro” movements as “cool” (Amatulli et al., 2021; Hemetsberger et al., 

2010; Olsson & Höglund  2019; Holotová et al., 2020; Leovaridis et al., 2020). This research aims 

to identify the impact of personal and collective nostalgia on young consumers' deliberate 

intention to purchase nostalgic fashion items, acknowledging the resurgence of fashion. 

Specifically, it addresses the insufficient research on how brands can leverage nostalgia to 

influence young Sri Lankan consumers' purchase intentions. 

03. Review of the Relevant Literature 

Theoretical underpinnings to interpret the proposed hypothesis and build the conceptual 

framework for this research were drawn from multidisciplinary studies in psychology, sociology, 

and marketing. Although no independent theory entirely explains how nostalgia functions, 

particularly in marketing (Muehling & Pascal, 2011), existing literature provides insights into 

personal and collective nostalgia, specifically in the realm of marketing and advertising, to sustain 

the validity and credibility of the variables throughout the course of this research. 

3.1. Personal Nostalgia 

Personal nostalgia involves recollections from one’s past and is often romanticised (Stern, 1992). 

However, it doesn't necessarily reflect a genuinely happy childhood but rather a recreated fiction 

of one (Ford & Merchant, 2010). Studies have shown that nostalgic advertisements stimulate 

personal nostalgia, influencing consumer attitudes and purchase intentions (Marchegiani & Phau, 

2010), with triggers like music and images acting as catalysts (Muehling et al., 2014). Marchegiani 

& Phau (2010) have proven that nostalgia evoked through vivid autobiographical memory, i.e., 

song lyrics, written letters, and scents add to the positive affect (attitude) which enhances self 

(personal) authenticity. Marketers have come to identify that product-related experiences are 

kept in the memory of consumers (LaTour et al., 2010), triggering a sense of personal nostalgia 

that stimulates a positive effect to a great extent (Sujan et al., 1993). 

H1: Personal Nostalgia has an impact on Consumer Attitude. 

3.2. Consumer Attitudes 

Young consumers have shown a growing interest in historical brands, seeking value, authenticity, 

and comfort (Grebosz-Krawczyk, 2019). This has led international companies to implement 

nostalgic strategies across various industries, including food, cosmetics, luxury goods, 

automobiles, and entertainment (Grebosz-Krawczyk & Marc Pointet, 2020). Despite concerns 

about the declining quality of products, nostalgic packaging can evoke positive responses and 

trigger fond memories (Nasir & Polat, 2019). Studies recalling nostalgic memories among young 

adults revealed that classic brands (Coca-Cola, LEGO, Heinz, Jack Daniels, McDonalds, Disney, and 

Cadbury) are instrumental in evoking positive emotional attitudes due to their association with 

significant life events like birthdays and holidays (Özhan & Talih Akkaya, 2021; Ratnayake & 

Andrews, 2016). studies indicate that nostalgic advertisements foster strong brand attitudes 
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(Muehling, 2013). The toy industry has successfully leveraged nostalgia to enhance brand 

attachment and loyalty (Manjusha et al., 2021). Focusing on nostalgic messages effectively 

requires understanding the audience, with millennials holding current purchasing power and 

Generation Z showing favourable preferences for nostalgic advertising (Munsch, 2021). The 

attitude exhibited towards its advertising is important, as practitioners use these responses to 

target their nostalgic marketing strategies (Cui, 2015). It has been recognised that, when the 

attitude is high, it has the most effect on purchase intention (Ju et al., 2016). 

H2: Consumer Attitude has an impact on Young Consumer Purchase Intentions. 

3.3. Collective Nostalgia 

Collective nostalgia, on the other hand, is driven by shared group experiences and contrasts with 

personal nostalgia (Kao & Faye, 2012). It is a group-level emotion that fosters a sense of belonging 

and interpersonal connections (Baumeister & Leary, 1995; Wildschut et al., 2014). This type of 

nostalgia focuses on significant events experienced collectively (Maswood et al., 2019; Roediger & 

Abel, 2015) and has been leveraged by marketers to provide comfort through advertising 

(Kessous, 2015; Merchant et al., 2013; Muehling et al., 2014). Food-related nostalgia, for example, 

is often linked to past social and cultural experiences, enhancing consumers' intention to purchase 

nostalgic products (Muehling et al., 2014). Effective marketing strategies that incorporate 

collective nostalgia can enhance social connectivity and increase individual motivation (Bunch, 

2022). Transgenerational brands like Levi’s, and Lego were less nostalgic and were found to 

produce more collective memories, more cultural than personal (Grebosz-Krawczyk, 2019). 

Therefore, according to the above, it is arguable that collective memories are more triggering than 

personal memories to young consumers.  

H3: Collective Nostalgia has an impact on Young Consumer Purchase Intentions. 

3.4. Purchase Intentions 

Purchase intention is followed by a relationship between brand attitude, product consumption, 

and willingness to purchase (Santoso & Bidayati, 2020; Younus et al., 2015). Purchase intention is 

a form of making informed buying decisions while understanding the drive behind purchasing a 

certain brand. A study based on purchase intentions towards traditional Chinese tea, a nostalgic 

heritage commodity in the Asian regions, had shown that perceived value associated with 

traditional tea positively influenced purchase intentions. Findings revealed consumers’ nostalgia 

proneness and preference for traditional tea (Tang et al., 2023). Advertising changes a consumer’s 

cognitive and affective attitude towards the brand resulting in purchase intentions according to 

Ju et al. (2016), while it was found that nostalgic advertising may have an even bigger influence 

on attitudes towards the brand and purchase intentions. Purchase intentions may be influenced 

by brand attachment, i.e., loyalty, trust, and commitment while having strong ties with a brand and 

past events (Belaid & Temessek Behi, 2011). In the context of social media, nostalgic brands are 

more likely to create engagement among the youth due to commenting, sharing, and liking brand-

related uploads. This enhances the affective connection between the consumer and the brand 

(Koetz & Tankersley, 2016). Further, it was found that ad-evoked nostalgia on Pinterest (a unique 

platform for self-expression and exploration greatly used by Generation Zs) had been vastly 

impactful on consumers’ brand attitudes (YPulse, 2023), purchase intention, and the motivation 

to share brand messages and content (Youn & Jin, 2017). Another agent that pushes the 
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willingness to purchase is the personality of the brand where nostalgic elements could advance 

consumer-brand relationships (Youn & Dodoo, 2021). However, it also indicates expectations of 

future behaviour such as brand choice and purchase intentions (Gordon et al., 2016). Sierra & 

McQuitty's (2007)  study posits that the attitudes and emotions of individuals who have social 

connections are likely to purchase more, i.e., with the desire to be a part of the past and the 

strength of their purchase intentions.  Opposing views have been shared by Özhan & Talih Akkaya 

(2021) that ad-evoked nostalgia may get positive brand reactions and attitudes but may not have 

a direct impact on one’s purchase intention. However, it supports that, brand attitude is still a 

variable that has a strong impact on purchase intentions. 

3.5. Theoretical Foundation 

Two seminal theories were adopted in developing the hypotheses and constructing the conceptual 

framework: (1) Theory of Autobiographical Memory and (2) Theory of Collective Memory. 

3.5.1. Theory of Autobiographical Memory 

The ‘Theory of Autobiographical Memory’ supports the impact of personal nostalgia on attitudes 

and the mediation of attitudes toward purchase intentions which is in line with H1 and H2. 

According to Neisser (1988), autobiographical memory is a result of personal life experiences and 

serves a “self” and “social” function (Özbek et al., 2018). Likewise, past studies conducted by 

Marchegiani & Phau (2010); Reid et al. (2015), have proven that nostalgia evoked through vivid 

autobiographical memory, i.e., song lyrics, written letters, and scents, add positive affect (attitude) 

which enhances self (personal) authenticity. Marketers have come to identify that product-related 

experiences are kept in the memory of consumers (LaTour et al., 2010), thereby triggering a sense 

of personal nostalgia which stimulates positive affect to a great extent (Sujan et al., 1993). 

3.5.2. Theory of Collective Memory 

The ‘Theory of Collective Memory’ supports the premise that collective nostalgia impacts 

purchase intentions, in line with H3. Collective nostalgia involves a ‘need to belong’ factor, in the 

form of maintaining interpersonal connections with collective groups (Baumeister & Leary, 1995). 

This disposition urges the intensity of willingness to want something by experiencing a collective 

memory. Primarily, it focuses on the memory of a significant group of people who encountered 

events as one (Maswood et al., 2019; Roediger & Abel, 2015). This prompted marketers to engage 

in advertising efforts that provided collective comfort to consumers (Kessous, 2015; Merchant et 

al., 2013; Muehling et al., 2014). As a matter of fact, food-related nostalgia tends to transpire owing 

to a recollection of past social and cultural experiences, which strengthens the intensity of 

consumers' intention to purchase such products and brands as their willingness to purchase is 

manoeuvred around (Muehling et al., 2014). 

04. Methods 

The research employed a quantitative, cross-sectional design to examine the impact of nostalgia 

on the purchase intentions of young consumers in Sri Lanka, based on the premise that nostalgia 

influences consumer behaviour (Cui, 2015) and that young consumers show a love for the past 

(Riivits-Arkonsuo & Leppiman, 2015). Following the positivist paradigm (Winterton, 2008), the 

study statistically described the population and sample characteristics without manipulating 
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variables. The convenience sampling technique, a part of non-probability sampling, is employed 

based on the accessibility and practicality of gauging the target population. To perfectly apply this 

technique, the population was defined as young consumers in Sri Lanka aged 15-29 years, 

characterised by their current consumption interest towards the resurgence of nostalgic fashion. 

Potential participants were reached out to in shopping centres, universities, organisations with a 

youth workforce, and the social media community across several geographic parameters, which 

ensured that a significant portion of the sample fits the demographic profile of interest. The final 

count of 104 responses was obtained with the support of a structured set of five-point Likert scale 

(1 “strongly disagree” to 5 “strongly agree”) questions which were sectioned by variable. The data 

cleaning process ensured that the dataset matched the sample frame and fit the study criteria. The 

questions maintained close rigour and uniformity parallel to the existing dimensions and scales 

employed by seminal authors who studied the field. Data was analysed using the SEM to test 

complex, structural relationships between observed and latent variables and test the 

predetermined hypotheses. The analytical tool used, therefore, is Smart-PLS which enables a 

graphical output of the structural model, while portraying the relationship between latent 

variables and intricacies such as the outer loadings per item in each variable. As for this study, this 

tool will bootstrap the obtained limited sample size of 104 participants, and ensure validity and 

reliability per the measurement model, thereby testing the significance.  

 

Table 1: Operationalisation of Variables 

Independent 

Variables 

Definition of the 

Variable 
Dimension Source 

Personal 

Nostalgia 

A remembered past 

from one’s personal 

experience. 

“The way I was”. 

▪ Nostalgia proneness 

▪ Childhood memories 

▪ Cognitive responses 

▪ Positive affect 

▪ Nostalgia 

▪ Brand or message 

recall 

▪ Advertising 

association 

(Sedikides & 

Wildschut, 2019)  

 

(Gilal et al., 2020)  

(Muehling & 

Pascal, 2011)  

Collective 

Nostalgia 

A longing for a past 

that represents a 

collective group, 

culture, nation, and 

generation with 

which one 

identifies and finds 

meaningful. 

▪ Strength of 

intergroup contact 

and values 

▪ Self Esteem and 

Personal Sacrifice 

(identity, private and 

public collective self-

esteem, and 

membership) 

▪ Collective action 

▪ Past imagery 

(Sedikides & 

Wildschut, 2019)  

(Jain et al., 2019)  

Mediating 

Variable 

Definition of the 

Variable 
Dimension Source 

Consumer 

Attitude 

Perception of a 

brand, be it positive 

or negative 

▪ Attitude based on 

executional features, 

message of the ad, 

(Gilal et al., 2020) 

(Ju et al., 2017)  
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emotions towards 

the brand implied 

by a personal 

connection to it. 

means of ad 

communication, 

exposure to 

historical and 

personal nostalgic 

ads. 

▪ Life satisfaction 

(Chi & Chiu, 2020; 

Muehling & Pascal, 

2011)  

Dependent 

Variable 

Definition of the 

Variable 
Dimension Source 

Purchase 

Intentions 

The deliberate need 

to purchase 

followed by the 

relationship with 

the brand or 

product. 

▪ Nostalgia strength 

▪ Novelty seeking 

▪ Evoked nostalgia 

(Chi & Chiu, 2020)  

(Fei et al., 2015)  

 

Source: Authors’ Compilation. 

05. Data Analysis 

Subsequent to the preceding sections, to ensure validity, reliability, and stringency, the targeted 

participants were expected to complete a structured five-point Likert scale survey, which 

ultimately covered an aggregate of 104 participants in the sample. In addition to the questions, 

the survey contained supplementary information to offer knowledge on the background of the 

study as well as concept definitions for the respondents to better comprehend the study and the 

rationale behind it.  

The table below is a collation of the demographic characteristics of the 104-count sample. 

5.1. Descriptive Statistics 

Table 2: Descriptive Statistics of Demographic Results 

Variable Item Frequency Percentage 

Age 

15-29 

30-44 

45-59 

60+ 

94 

10 

- 

- 

90.4% 

9.6% 

- 

- 

Gender 
Male 

Female 

44 

60 

42.3% 

57.7% 

Province 

Southern 

Western 

Central 

Sabaragamuwa 

Eastern 

Uva 

Northwestern 

North Central 

North 

14 

76 

11 

- 

- 

1 

- 

- 

2 

13.5% 

73.1% 

10.6% 

- 

- 

1.0% 

- 

- 

1.9% 
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Current Employee 

Status 

Full-time 

Part-time 

Unemployed 

Student (School or University) 

Other (Entrepreneur) 

54 

9 

3 

37 

1 

51.9% 

8.7% 

2.9% 

35.6% 

1.0% 

Educational Status 

High School Diploma 

Bachelor’s Degree 

Master’s Degree 

Professional Qualifications 

Other (PhD) 

22 

65 

8 

8 

1 

21.2% 

62.5% 

7.7% 

7.7% 

1.0% 

Average Monthly 

Expenditure on 

Clothing Shopping 

Less than 10,000 LKR 

10,000 LKR-20,000 LKR 

20,000 LKR-30,000 LKR 

More than 30,000 LKR 

67 

23 

10 

4 

64.4% 

22.1% 

9.6% 

3.8% 

(Source: Survey Data, 2024) 

The survey results show that most respondents were young adults aged 15-29 (90.4%), followed 

by those aged 30-44 (9.6%), with a slight female majority (57.7%). This aligns with studies 

indicating that young consumers exhibit nostalgic attitudes towards certain brands. Regionally, 

most responses came from the Western Province (73%), with fewer from Southern (13.5%) and 

Central (10.6%) provinces, and minimal from the North (1.9%) and Uva (1%), suggesting urban 

youth's higher engagement with nostalgic fashion trends. Employment data reveals most 

respondents were full-time employees (51.9%) or students (35.6%), and educationally, the 

majority held bachelor's degrees (62.5%). Additionally, 64.4% of respondents spend less than 

10,000 LKR monthly on clothing, indicating that employment, education, and spending habits 

influence preferences toward nostalgic fashion. 

06. Results and Discussion 

As a part of the measurement and structural models, the results of this research are revealed 

through illustrations of its value outcomes obtained via SmartPLS within which SEM was used for 

analysis. The results indicate a positive direction, validating and supporting the hypothesis tested. 

6.1. Measurement Model 

6.1.1. Factor Loadings and Construct Reliability & Validity Test 

In SmartPLS, outer loadings indicate the correlation between the observed indicators and the 

latent constructs. Upon analysis, the four variables demonstrated questions that maintained the 

acceptable threshold, which ensured rigour. Furthermore, the consistency of the values was tested 

and indicated by Cronbach’s alpha and AVE. 

Table 3: Factor Loadings and Construct Reliability & Validity 

Construct Items 
Outer 

Loadings 

Cronbach's 

alpha 

Average Variance 

Extracted (AVE) 

Convergent 

Validity 

CA 

CA - 01 

CA - 02 

CA - 03 

CA - 04 

0.849 

0.815 

0.750 

0.742 

0.880 0.626 Established 
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CA - 05 

CA - 06 

0.768 

0.819 

CN 

CN - 01 

CN - 02 

CN - 03 

0.729 

0.830 

0.876 

0.748 0.663 Established 

PI 

PI -   01 

PI -   02 

PI -   04 

0.762 

0.890 

0.825 

0.770 0.684 Established 

PN 

PN - 01 

PN - 02 

PN - 03 

0.824 

0.874 

0.921 

0.845 0.764 Established 

Source: Results from SmartPLS. 

The values remained within the range of 0.626 to 0.886. In terms of Cronbach's Alpha, a value of 

0.7 or higher is usually considered acceptable, and a value of 0.8 or higher is good. It is accepted 

that a value of 0.8 or above for Composite Reliability and AVE is acceptable. The outer loadings in 

the table are strong. The outer loadings for all indicators are above the threshold of 0.70, therefore, 

suggesting that there are strong measures of collective nostalgia, consumer attitude, personal 

nostalgia, and purchase intention. In summary, the outer loadings indicate that all indicators 

effectively measure their respective latent variables, which supports the validity of the path 

model. 

6.1.2. Discriminant Validity – Heterotrait-monotrait (HTMT) Matrix 

Table 4: HTMT Values 
 

CN CA PN PI 

Collective Nostalgia 
    

Consumer Attitude 0.889 
   

Personal Nostalgia 0.807 0.848 
  

Purchase Intentions 0.832 0.898 0.789 
 

Source: Results from SmartPLS. 

The HTMT values range from 0.789 - 0.898. While these values are close to the 0.85 cut-off, they 

remain within the acceptable range for moderate discriminant validity, suggesting that the 

constructs are sufficiently distinct.  

6.2. Structural Model 

6.2.1. Variance – R-squared Values 

The R-squared values indicate the proportion of variance in the dependent variables, consumer 

attitude and purchase intentions, explained by the independent variables in the model. A value of 

0.550 for consumer attitude signifies that 55.0% of its variability is accounted for by the model's 

independent variables, including personal nostalgia. Similarly, a value of 0.600 for purchase 

intentions indicates that 60.0% of its variability is explained by the model's independent variables, 

including consumer attitude. 
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6.2.2. Path Coefficient Results 

This section posits the relationships between the constructs in the structural model upon 

examination of the path coefficients, mean, standard deviation, t-values, and p-values. 

Table 5: Value Path Coefficients 

Hypothesis Path 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

t-

statistics 

p- 

value 

Significance 

/ Decision 

H1 
PN 

→CA 
0.742 0.746 0.059 12.602 0.000*** 

Significant / 

Supported 

H2 
CA 

→ PI 
0.591 0.579 0.112 5.280 0.000*** 

Significant / 

Supported 

H3 
CN 

→ PI 
0.230 0.244 0.116 1.982 0.024 

Significant / 

Supported 

Source: Results from Smart PLS. 

Note: *** Indicates high significance, i.e., p ≤ 0.001 

The path coefficient results upon analysis demonstrate that all tested hypotheses were supported 

with statistically significant relationships. H1 which examined the impact of Personal Nostalgia 

(PN) on Consumer Attitude (CA), showed a highly significant p-value of 0.000 (p ≤ 0.001). H2, 

assessing the impact of Consumer Attitude (CA) on Purchase Intentions (PI), also revealed a highly 

significant p-value of 0.000 (p ≤ 0.001). Finally, H3, the impact of Collective Nostalgia (CN) on 

Purchase Intentions (PI), reflected a significant p-value of 0.024. These results, derived from 

SmartPLS, confirm the fundamentality of both personal and collective nostalgia in significantly 

impacting consumer attitudes and purchase intentions, providing valuable insights for leveraging 

nostalgic themes in marketing strategies. 

Structural Equation Model 

 

Suffice to say, findings indicated that each variable has a strong positive effect on each other, i.e., 

Personal Nostalgia (PN) on Consumer Attitudes (CA) and CA on Purchase Intentions (PI), while 

Collective Nostalgia (CN) demonstrated an acceptable significant impact on PI. This supports the 

validity of the primary objective of this research, which is to assess the impact of personal and 

collective nostalgia on the attitudes and purchase intentions of young consumers in Sri Lanka. 

These findings are consistent with previous research indicating that nostalgia can evoke positive 

consumer attitudes and purchase behaviour towards nostalgic products. The results extend these 

Figure 1: Structural Equation Model 
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insights by highlighting the significant part played by both personal and collective nostalgia in 

shaping consumer behaviour. Therefore, echoing previous studies, nostalgia proneness positively 

impacts consumer attitudes and purchase intentions (Ju et al., 2016; Pascal et al., 2002). According 

to Khan & Hussainy (2019), the research findings have robustness in terms of evoked nostalgia, 

consumer attitude, and purchase intentions, thereby validating the premise of construct 

correlation. Findings of Ford & Merchant (2010); Marchegiani & Phau (2010); Muehling et al. 

(2014) are consistent with H2, with higher nostalgic intensity having a significant positive impact 

on the attitude towards the product and intention to purchase. The attitude factor emerges as key 

in impacting purchase intentions in alignment with Ju et al. (2016); Sierra & McQuitty (2007). 

Furthermore, the research aligns with H1, the notion that nostalgic marketing uses self-

referencing, i.e., connecting with personal memories and experiences, improving consumer and 

brand attitudes (Youn & Jin, 2017). (Loveland et al., 2010) demonstrated studies that align with 

the need to belong factor of collective nostalgia through the consumption of nostalgic products 

(H3), providing a tangible connection to collective memories (Seehusen et al., 2013).  

07. Conclusion 

This research serves as a foundational step toward deciphering the complexities of nostalgic 

fashion consumption among young consumers in Sri Lanka. The findings underscore the 

significance of nostalgia as a powerful driver of consumer behaviour in the fashion industry, 

particularly among the younger demographic. Through rigorous quantitative analysis using 

Structural Equation Modeling (SEM), the study confirms the positive influence of both personal 

and collective nostalgia on consumer attitudes and purchase intentions. This suggests that 

personal nostalgia evokes strong consumer attitudes, while collective nostalgia demonstrates a 

significant albeit slightly lesser impact on purchase intentions. These results align with existing 

literature, emphasizing the role of nostalgia in shaping consumer perceptions and behaviours 

towards nostalgic fashion products. By rendering the underlying mechanisms through which 

nostalgia influences consumer behaviour, this study not only contributes to academic scholarship 

but also provides actionable insights for marketers seeking to capitalize on the nostalgic trend in 

the dynamic landscape of the fashion industry in Sri Lanka. 
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