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Abstract
Solving environmental problems is important for the sustainable development of human beings. And consumers play a key role in solving environmental problems. However, there are many challenges in promoting consumers’
participation in sustainable behaviors, such as “green fatigue”, ego-others
trade-off, and “long-term perspective”. Starting from how to enable consumers to overcome challenges and participate more in sustainable behaviors, this
research focused on the impact of cognition and emotion on sustainable consumption behaviors. More specifically, this research mainly explored how
arousing consumers’ nostalgia will affect their continuous participation in sustainable consumption behaviors. Through three studies, current research found
that nostalgia affects consumers’ willingness to participate in sustainable consumption behaviors, while nostalgia type and self-construal interact to influence consumers’ willingness to participate in sustainable consumption behavior, and collective efficacy and personal efficacy play a mediation role respectively.
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1. Introduction
Environmental issues are related to human sustainable development. On the one
hand, the demand of natural resources has grown rapidly, and these resources
have been overexploited; on the other hand, environmental pollution caused by
human activities has become increasingly serious. In China, environmental isDOI: 10.4236/ajibm.2020.102029
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sues have become one of the main factors restricting economic and social development and threatening people’s health. Environmental problems are largely
caused by human behavior, and especially depend on human sustainable behavior decisions.
However, encouraging consumers to engage in sustainable consumption, and
in particular to encourage consumers to continue participating in sustainable consumption behaviors, actually faces many challenges. For example, participation
in sustainable consumption behaviors first requires overcoming the self-other
trade-off (White et al., 2019). At the same time, research has found that as climate change and other issues are serious and vague, they can have large-scale
consequences that make individual actions seem trivial. This can lead to “green
fatigue”. And negative emotions will also be aroused due to information overload and lack of confidence in meaningful changes (Strother & Fazal, 2011), and
these negative emotions may demotivate consumers to persist.
Given the many challenges in promoting consumer participation in sustainable behaviors, how to overcome them has become the focus of scholars. Existing
researches have focused on many impact factors like social impact, individual
self, tangibility, the formation of habitual patterns, cognition and emotion, etc.
(White et al., 2019). This study also starts with how to increase consumers’ participation in sustainable behaviors, focusing on the impact of cognition and emotion on sustainable consumption behaviors. More specifically, this research is
mainly exploring how stimulating consumer nostalgia can affect their continuing participating in sustainable consumption behaviors.

2. Conceptual Background
2.1. The Impact of Nostalgia on Consumers’ Continued
Participation in Sustainable Consumption Behavior
The Oxford Dictionary defines nostalgia as “the longing for the past.” Hepper et
al. (2012) believe that nostalgia is a complex emotion, involving past-oriented
cognition. Familiar tastes, sounds, souvenirs, a conversation, or just a feeling of
loneliness, can often trigger nostalgia. Nostalgic content mostly involves positive, meaningful personal experiences or a close relationship in childhood. With
such memories, individuals will produce the desire to return to the past, and this
desire to return to the past will be accompanied by complex emotions of happiness, longing and loss.
There are many positive effects of nostalgia on an individual’s mental health
and social behavior. Nostalgia serves four pivotal psychological functions: posi-

tive affect self-regard social connectedness existential meaning (Hepper et al.,
2012). Based on the above four functions of nostalgia, prior researches found
that nostalgia has a more widespread and universal impact. For example, nostalgia can reduce loneliness (Zhou et al., 2008) and promote prosocial behaviors
(Zhou et al., 2012) because of social connectedness functions. Through a series
of studies, researchers have found that nostalgia increases empathy for the beneDOI: 10.4236/ajibm.2020.102029
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ficiaries of donations, making people kinder and more willing to donate (Zhou
et al., 2012).
In addition, nostalgia can increase trust in and reduce prejudice against outgroup members. In one of the experiments, the researchers found that just letting people recall a nostalgic event that had a communication with a fat person
would increase people’s tolerance for obese outgroup members, increase trust in
them, and thereby reduce Prejudice and discrimination against outgroup members (Turner, Wildschut, & Sedikides, 2012).
Nostalgia can also mitigate the decline in organizational citizenship and cooperative behavior caused by procedural injustices. Procedural injustices in organizations often reduce social connections, which in turn reduces organizational
citizenship and cooperative behavior of employees. Nostalgia mitigates the reduction in organizational citizenship and cooperative behavior due to procedural injustice by promoting perceived social connections (Van Dijke et al., 2015).
At the same time, previous researches suggested that collective nostalgia is a
group-level emotion. Compared with personal nostalgia, collective nostalgia increases the recognition and support of a certain related group (Wildschut, Bruder, & Robertson, 2014). Also, nostalgia may have a repairing effect. In other
words, in addition to increasing self-esteem, it may also increase self-efficacy
(Vess et al., 2012). Studies have shown that in social contexts, nostalgia can indeed enhance individuals’ social self-efficacy to motivate them to achieve social
goals (Abeyta et al., 2015). It is worth noting that some previous nostalgia research has suggested that nostalgia can positively affect sustainable consumption
behaviors, such as stimulating nostalgia can increase people’s charitable donations (Zhou, Wildschut, Sedikides, Shi, & Feng, 2012). This is because charitable
donations and sustainable consumption behaviors are both prosocial behaviors,
of course, there are differences between the two. For example, charitable donations are altruistic prosocial behaviors, emphasizing attention to the interests of
other individuals or a group, while sustainable consumption behaviors are compliance and public welfare-type prosocial behaviors, and more concerned about
the overall interests of the public and even society (Li, Peng, Li, & Ling, 2014). In
terms of influencing factors of sustainable consumption behavior, past research
has explored the impact of emotion on sustainable consumption behavior. For
example, in terms of negative emotions, studies have shown that fear (Banerjee,
Gulas, & Iyer, 1995; Lowe et al., 2006; Li, 2014), guilt (Mallett, Melchiori, &
Strickroth, 2013; Muralidharan & Sheehan, 2018; Onwezen, Antonides, & Bartels, 2013) and grief (Sevillano, Aragones, & Schultz, 2007; Schwartz & Loewenstein, 2017) affect consumers’ sustainable consumption behaviors, consumers can
weaken these negative emotions by participating in sustainable consumption
behaviors. Positive emotions such as “feelings of warm glow” (Giebelhausen et
al., 2016), pleasure (Peter & Honea, 2012), and pride (Bissing-Olson, Fielding, &
Iyer, 2016) will also promote consumers engage in sustainable consumption behavior in certain conditions. Nostalgia is a common emotional experience in toDOI: 10.4236/ajibm.2020.102029
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day’s era, and it is often used by companies for marketing. Current research
suggested that nostalgia can affect consumers’ willingness to participate in sustainable consumption. Based on the above analysis:
H1: Nostalgia influences consumers’ willingness to continue participating in
sustainable consumption behaviors.

2.2. Types of Nostalgia and Self-Construal
Nostalgia can increase consumers’ willingness to continue participating in sustainable behaviors, but there are many types of nostalgia, so which kind of nostalgic stimulation can better strengthen consumers’ willingness to continue to
participate? In which context will it be more effective? This is the key concern of
this research.
Self-construal is a very important part of the individual’s self-system. They affect the individual’s views on personal characteristics, Interpersonal relationships, the emotions that individuals experience in different situations, and the motivations that drive individuals to take action (Markus & Kitayama, 1991). There
are two self-construal: independent self-construal and interdependent self-construal
(Markus & Kitayama, 1991). In the field of consumer psychology and consumer
behavior, studies have shown that self-construal affects individuals’ cognition,
emotions, motivations, and actions (Aaker & Lee, 2001; Aaker & Williams, 1998;
Mandel, 2003; Monga & John, 2008; Ng & Houston, 2006). Once an individual’s
self-construal form is activated, subsequent self-related mental activities will be
consistent with the activated self-construal form (Markus & Kitayama, 1991) to
achieve cognitive coordination. For example, for people with a high degree of
independent self, they will be sensitive to important information about their
attributes, appreciate the situation that allows individuals to express important
internal attributes and confirm that individuals are independent, because individuals with high independent self emphasizes that themselves are Independent
individuals, personal self-definition lies in their own characteristics, abilities and
achievements; on the contrary, for people with a high degree of interdependent
self, they will remain sensitive to important information about others and appreciate the kind of personal expression that is important to society, the commitment of the relationship, and the confirmation that the individual is connected with important others, because interdependence emphasizes that the individual is integrated with the situation, the self is defined in the interpersonal
relationships, and they attaches importance to the situation, role, and obligation.
Self-construal is closely related to the nostalgic experience, because nostalgia is a
combination of psychological response and emotional investment (Schindler &
Holbrook, 2003). Nostalgia encourages individuals to recognize, recall, and even
reconstruct the good times of the past to expand and create an ideal self (Belk,
1988). Nostalgia enables individuals to increase their self-support through identification with past experience, which indicates that nostalgia itself is a process of
idealizing self. It is for this reason that the self-construal form of an individual
DOI: 10.4236/ajibm.2020.102029
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will affect or even determine the self-image created by the individual through the
nostalgic experience. According to the above analysis of personal nostalgia, collective nostalgia, independent self, and interdependent self, personal nostalgia
mainly starts from the individual’s own experience, focusing on the nostalgic
emotions caused by the individual’s past experience and life experience; the independent self emphasizes that the individual is an independent, the individuals
with a high degree of independent self are sensitive to information about their
own attributes, so for people with a high degree of independent self, they are more
likely to indulge in personal nostalgia. In contrast, collective nostalgia is a group
of people with the same culture, history, and life experience because they have
similar memories and experiences. Collective nostalgia is based on relationship
orientation and tends to social, cultural, generational, and group levels, emphasizing the connection between the individual and the past shared experience;
while the interdependent self considers that the individual and the situation are
integrated, the individuals with a high degree of interdependent self are sensitive
to important information about others, so for people with a high degree of interdependent self, they are more likely to be immersed in collective nostalgia
(Chai et al., 2011). In particular, how individuals view their self-construal may
predict sustainable behavior. Self-construal can be used to measure individual
differences and act as a starting psychological state (White, Argo, & Sengupta,
2012). Some studies have also suggested that different self-construal can affect
consumers’ sustainable behavior (Arnocky, Stroink, & DeCicco, 2007). In addition, some scholars have suggested that the activation of a broader and more
transcendental self-construal which not only includes the self and others, but also other species and the biosphere may effectively increase environmental behavior (White et al., 2019). Based on the above analysis:
H2: The interaction between nostalgia and self-construal affects consumers’
willingness to participate in sustainable consumption.

2.3. Mediating Effect of Personal Efficacy and Collective Efficacy
Previous researches have indicated that collective nostalgia is a group-level emotion. Compared with personal nostalgia, collective nostalgia increases identification and support for the certain related groups (Wildschut, Bruder, & Robertson,
2014). Group identity is one of the most frequently mentioned concepts in the
field of social psychology, and it reflects the degree to which individuals integrate group identity into self-construal. According to social identity theory, the
higher the inner group identity of an individual, the more obvious the sociality
in self-construal, and the stronger the psychological belonging to the inner group
(Tajfel, 1982). Psychological belonging will cause individuals to have a more
positive impression of ingroup (e.g., high perceived group effectiveness is a positive impression). Under this effect, the individual will emphasize the influence
and appeal of ingroup. At the same time, a strong sense of identity will cause individuals to think that there are more similarities between members of the inDOI: 10.4236/ajibm.2020.102029
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group and themselves in terms of goals, principles, values and beliefs, which will
also affect the individual’s awareness of group cohesion and cause them to feel
that they unite within the ingroup. These feelings can in turn improve the individual’s ability to evaluate the group, that is, it can improve the collective efficacy of group members (Koudenburg, Postmes, Gordijn, & van Mourik Broekman,
2015). At the same time, it is worth noting that for people who have a high degree of interdependent self, they will be sensitive to important information about
others and the collective, and appreciate the kind of situation that allows individuals to express their commitment to social relationships and confirm that individuals are interconnected with important others, because the interdependent
self-construal emphasizes that the individual and the situation are integrated.
The interdependent self is defined in the interpersonal relationship, and attaches
importance to the situation, role, and obligations. Based on this, current research
argues that for consumers with a high degree of interdependent self-construal,
collective nostalgia can better stimulate their collective efficacy. Personal nostalgia can also promote an individual’s sense of efficacy. Previous research has found
that nostalgia may have a self-repairing function, that is, it may increase self-efficacy
in addition to increasing self-esteem (Vess et al., 2012). At the same time, research in recent years showed that in social situations, personal nostalgia (such
as recalling situations with children and playmates in childhood) can indeed enhance individuals’ social self-efficacy to motivate them to achieve social goals
(Abeyta et al., 2015). Based on the above analysis:
H3a: Personal efficacy mediates the interaction between personal nostalgia
and independent self-construal on consumers’ willingness to continue participating in sustainable consumption behaviors.
H3b: Collective efficacy mediates the interaction between collective nostalgia
and interdependent self-construal on consumers’ willingness to continue participating in sustainable consumption behaviors.

3. Study 1
The goal of study 1 is primarily testing hypothesis 1, that is, exploding that whether nostalgia can affect consumers’ willingness to participate in sustainable consumption behaviors.

3.1. Procedure
The experiment used a single factor design (nostalgia vs. control). Participants
were recruited in online questionnaire platform “Wen Juanxing”, participants
completed the questionnaire online. The questionnaire contains a series of situational tasks and measurement of the variables this research focused on. These
situational tasks and variable measurement are as following.
Participants first watched a video ad (nostalgia: Southern black sesame paste
vs. control: Coca Cola advertisement). Pre-tests indicated that the nostalgia caused
by the materials of the nostalgia group was significantly higher than that of the
DOI: 10.4236/ajibm.2020.102029
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focus condition (Mnostalgia = 5.15 vs. Mcontrol = 3.09, t = 21.85, df = 51, p <
0.01).The measuring of nostalgia is based on the scale developed by Pascal et al.
(2002). After watching the video ad, the participants were told to complete a
task. They can touch the “like” button for some pictures that are about a green
campaign to support this green campaign. They viewed and liked these pictures
in sequence, but these pictures could be “like” and viewed once. There were 25
pictures in the survey, while the participants can end viewing at any time and
they didn’t need to view and “like” all pictures. The number of “like” will be an
index for measuring the willingness to participate. Finally, participants provided
demographic characteristics, including age, gender and so on.

3.2. Results
A total of 60 participants were in the experiment (24 women and 36 men; the
average age was 22 years old). In order to preliminary verify hypothesis 1 of current research, only 60 participants were recruited for this study 1. And the sample size was enough for T test. Participants got paid after completing the experiment. The results showed that the number of “like” in the nostalgia group was
significantly higher than that in the condition (Mnostalgia = 15.16 vs. Mcontrol =
13.09, t = 21.85, df = 51, p < 0.01). The hypothesis 1 was initially verified. The
results of study 1 are shown in Figure 1.

3.3. Discussion of Results
This experiment initially validated hypothesis 1. However, nostalgia can increase
consumers’ willingness to continue to participate in sustainable behaviors, but
there are many types of nostalgia, so which kind of nostalgic stimulation can
better strengthen consumers’ willingness to continue participating in sustainable
consumption behaviors? In which context will it be more effective? At the same
time, this experiment did not rule out the interference of some factors, such as
the familiarity with the green campaign. This will be solved in study 2.

the number of "like"
16

15.16
13.09

14
12
10
8
6
4
2
0
nostalgia

control

Figure 1. Study 1 results.
DOI: 10.4236/ajibm.2020.102029
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4. Study 2
This experiment is mainly used to test whether the self-construal form of consumers and nostalgia have a joint effect on consumers’ willingness of continuous
participation in sustainable consumption behavior, that is, to verify hypothesis 2.

4.1. Procedure
The experiment was 2 (nostalgia: personal nostalgia vs. collective nostalgia) × 2
(self-construal: independent self vs. interdependent self) design, nostalgia and
self-construal were manipulated through experimental stimuli. Participants were
recruited in online questionnaire platform “Wen Juanxing”. The questionnaire
contains a series of situational tasks and measurement of the variables this research focused on. These situational tasks and variable measurement are as following.
First, participants were randomly divided into two groups and told that they
were now participating in the evaluation of an advertisement. The advertisements
were adapted from the experimental materials of Aaker and Williams (1998), Ng
and Houston (2006), and experimental materials here were different from the
materials in study 1, and were used to manipulate participants’ self-construal.
After the participants watched the advertisement, they needed to fill out a scale
for self-construal manipulation check (Aaker & Lee, 2001). There were 6 items
in total. 3 items of them were used to measure the degree to which the participants focus on others, and the rest were used to measure the degree to which the
participants focus on themselves. In addition, the participants also needed to
write down any associations about the advertisements. This task can be used to
further strengthen the manipulation of self-construal and can also be used as
supplementary materials for manipulation inspection.
Secondly, on the basis of self-construal manipulation, the participants in each
group were randomly divided into two groups and told that a popular online
green campaign, “Ant’s Forest” in Ali Pay, had prepared a promotion article recently. The reason for choosing “Ant’s Forest” in Ali Pay is that it has a high
reputation among the young people. After viewing the advertisements, participants were asked to fill out a scale for nostalgia manipulation check (Pascal,
Sprott, & Muehling, 2002; Baker & Kennedy, 1994; He, 2010). The scale consists
of 14 items. Participants are required to evaluate the degree of agreement with
the statement in the question according to their actual situation, and grade five
points from 1 (completely disagree) to 5 (completely agree), including interpersonal nostalgia and family nostalgia. And personal nostalgia, this study divides
nostalgia into personal nostalgia and collective nostalgia, so the interpersonal
nostalgia and family nostalgia in this scale are combined into collective nostalgia. In addition, the participants also needed to write down any associations
about the soft text, which can be used as supplementary materials for manipulation inspection.
In the measurement of willingness of continuous participation, the particiDOI: 10.4236/ajibm.2020.102029
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pants were told to complete a task. Just like study 1, they can touch a “like” button
for each picture that was about a green campaign to support this green campaign.
This green campaign was “Ant’s forest” in app “Ali Pay”, which is well-known in
China. They viewed and liked these pictures in sequence, but these pictures
could be “like” and viewed only once. There were 25 pictures in the survey, while
the participants can end viewing at any time and they didn’t need to view and
“like” all pictures. The number of “like” will be an index for measuring the willingness to participate.
Control variables mainly measure participants’ familiarity with keywords such
as “Ant’s Forest”, 2008 Olympic Games, and college entrance examination. There
are 3 items in total. Demographic characteristics include age and gender.

4.2. Results
There were 124 participants in the experiment (60 women and 64 men; the average age was 23 years old). Participants got paid after completing the experiment.
4.2.1. Control Variable
Consistent with expectations, participants had a high degree of familiarity with
“Ant’s Forest” (M = 5.82). For the 2008 Olympic Games, the results also showed
that participants had a high degree of familiarity (M = 5.93). Most of the participants were also familiar with the college entrance examination (M = 6.6). It can
be seen that the participants have high familiarity with the experimental materials, indicating that it is appropriate to use them in this experiment. In addition,
there were no significant differences in the familiarity of the participants with
the “Ant’s Forest” (F (3, 122) = 0.16, p > 0.10) between four conditions. The participants’ familiarity with the college entrance examination (F (1, 61) = 0.06, p >
0.10) and the 2008 Olympic events (F (1, 61) = 1.17, p > 0.10) were not significantly different either.
4.2.2. Manipulation Check
A 6-item scale (Aaker & Lee, 2001) was used to check whether self-construal (the
independent self-construal and interdependent self-construal) was successfully
manipulated. 3 items of them were used to measure the degree to which the participants focus on friends (others) (α = 0.84); and the other 3 items were used to
measure the degree to which the participants focus on themselves (α = 0.89). The
results show that in the independent self-construal condition, the participants’
degree of focus on themselves was significantly higher than their degree of focus
on others (Mfocus on themselves = 5.15 vs. Mfocus on others = 3.09, t = 21.85, df = 62, p <
0.01); in interdependent self-construal condition, the degree that the participants
focused on themselves was significantly lower than the degree that they focused
on others (Mfocus on themselves = 3.03 vs. Mfocus on others = 4.97, t = −17.84, df = 62, p <
0.01). It can be seen that the manipulation of self-construal was successful. At
the same time, the analysis results of the participants’ associations with advertising also supported this conclusion.
DOI: 10.4236/ajibm.2020.102029

440

American Journal of Industrial and Business Management

T. Le

In order to check the manipulation of personal nostalgia and collective nostalgia, participants were required to finished a 10-item measurement scale (Pascal, Sprott, & Muehling, 2002; Baker & Kennedy, 1994), of which 5 items were
used to measure personal nostalgia (α = 0.89); The other 5 items are used to
measure collective nostalgia (α = 0.91). The data processing results showed that
in the personal nostalgia condition, the personal nostalgia of the participants was
significantly higher than the collective nostalgia (Mpersonal = 5.04 vs. Mcollective =
4.59, t = 19.26, df = 62, p < 0.01); in the collective nostalgia condition, personal
nostalgia was significantly lower than collective nostalgia (Mpersonal = 5.12 vs.
Mcollective = 3.89, t = −18.25, df = 62, p < 0.01). All in all, the manipulation of nostalgic appeal was also successful, and qualitative data analysis on advertising association also supported this conclusion.
4.2.3. Main Effects and Interaction
Taking the number of touching “like” button for the pictures as the dependent
variable, self-construal and nostalgia as independent variable, the result of two
way ANOVA indicated that the main effect of nostalgia is significant(F (1, 122)
= 74.22, p < 0.05); the main effect of self-construal is not significant (F (1, 122) =
3.58, p > 0.05).
The joint effect of self-construal and nostalgia on the number of touching the
“like” button was significant (F (1, 122) = 78.96, p < 0.01). The results are shown
in Figure 2.
A further simple effect analysis found that in the independent self-construal
condition, more participants liked the advertisement which is about personal
nostalgia, compared with the collective nostalgic one (Mpersonal = 17.71 vs. Mcollective =
14.49, F (1, 61) = 74.35, p < 0.01); in the interdependent self-construal condition,
more participants liked the advertisement which is about collective nostalgia,
compared with the personal nostalgic one (Mpersonal = 14.12 vs. Mcollective =16.33, F
(1, 61) = 63.35, p < 0.01). It can be seen that H1b and H2b were supported.

the number of "like"
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Figure 2. Study 2 results.
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4.3. Discussion of Results
The experimental results showed the self-construal form of consumers and nostalgia have a joint effect on consumers’ willingness of continuous participation
in sustainable consumption behavior. These results suggested that in environmental protection activities, nostalgic demands that perform well in one situation may not be effective in the other, and the self-construal form of consumers
is a subdivision variable that enterprises should consider when adopting sustainable marketing (such as launching green products or initiating environmental protection activities).
Although the experimental results support the hypothesis, there are still some
problems to be solved. First, what is the reliability of the experimental results?
Secondly, the internal mechanism of this effect has not been explored. These
problems will be solved in study 3.

5. Study 3
Study 3 aimed to replicate the results of study 2. The mechanism of the joint effect of self-construal and nostalgia on consumers’ willingness of continuous participation in sustainable behavior will be explored in study 3.

5.1. Procedure
The experiment uses 2 (nostalgia: personal nostalgia and collective nostalgia) × 2
(self-construal: independent self and interdependent self) between subject design, nostalgia and self-construal were manipulated through experimental manipulation stimuli. Participants were recruited in online questionnaire platform
“Wen Juanxing”. The questionnaire contains a series of situational tasks and
measurement of the variables this research focused on. These situational tasks
and variable measurement are as following.
First of all, before the experiment started, the information on the questionnaire informed the participants that the study was a cognitive survey. Then, the
self-construal of participants were manipulated, which was different from study
1 and study 2. In study 3, the method of “finding words” was used (Brewer &
Gardner, 1996) to start the type of self-construal of the participants. Participants
were randomly divided into two conditions, each condition would read a different
version of a travel journal, and were asked to circle all the personal pronouns, each
of which was 20. The difference between the two versions is the inadmissibility
of personal pronouns. The personal pronouns of the independent self-construal
condition are singular word “I”, and the interdependent self-construal conditions
are the plural word “we”. After the word-finding task was completed, the participants completed the manipulation check, and the scale used to manipulation
check was developed by Singelis (1994) and modified by Aaker (2000). Based on
self-construal manipulation, the participants in each condition were randomly
divided into two conditions again and informed that Company A had recently
prepared an ecological environmental protection activity. To this end, they deDOI: 10.4236/ajibm.2020.102029
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signed a text advertisement and wanted to hear consumers’ opinions. Except
that the company name and logo were virtual, the advertising used in study 3
was the same as the one used in study 2. Participants were then required to complete a nostalgia manipulation checks (Pascal, Sprott, & Muehling, 2002; Baker &
Kennedy, 1994; He, 2010). The next step is the measurement of the mediation
variable. The scale for measuring collective efficacy and self-efficacy were referenced from Van Zomeren (2013) and Bandura & Locke (2003). This study was
modified in accordance with the characteristics of the participants. Finally, the
participants were required to complete measurement scales for dependent variable and control variables. The measurement of the willingness to continue participating in sustainable consumption behaviors was to touch a button to “like”
the company A’s environmental protection record pictures to support their environmental protection activities. There were 25 pictures, each of which can be
“like” and viewed only once. At the same time, each picture provided an end button. Participants can end this part at any time, and at the beginning of this part,
they were told that their “like” can support the environmental protection activities of company A. Finally, participants were asked to finished basic demographic
characteristics.

5.2. Results
There were 116 students participating in study 3, including 52 women and 64
men; and the average age was 22 years old. Participants received corresponding
compensation after completing the experimental questionnaire.
5.2.1. Manipulation Check
Experiment 3 used a different method to manipulate the self-construal of participants, the results indicated that the manipulation was successful. The independent self-construal score of the independent self-construal condition was
significantly higher than the interdependent self-construal Score (Mindependent
self-construal

= 5.16 vs. Minterdependent self-construal = 3.38, t = 31.22, df = 57, p < 0.01); the

independent self-construal score of the interdependent self-construal condition
was significantly lower than the interdependent self-construal score (Mindependent
self-construal

= 3.44 vs. Minterdependent self-construal = 5.07, t = −30.51, df = 57, p < 0.01). And

the results also showed that the different types of nostalgia were successfully
manipulated. In the personal nostalgia condition, the personal nostalgia was significantly higher than the collective nostalgia (Mpersonal = 5.01 vs. Mcollective = 3.72, t
= 18.70, df = 57, p < 0.01); in the collective nostalgia condition, the personal
nostalgia was significantly lower than the virtual collective nostalgia (Mpersonal =
3.42 vs. Mcollective = 5.13, t = −17.51, df = 57, p < 0.01). All in all, nostalgic manipulations are also successful.
5.2.2. Main Effects and Interaction
Taking the number of touching “like” button for the pictures as the dependent
variable, self-construal and nostalgia as independent variable, a two way ANOVA
DOI: 10.4236/ajibm.2020.102029
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indicated that the main effect of nostalgia is significant (F (1, 112) = 71.92, p <
0.05); the main effect of self-construal is not significant (F (1, 112) = 2.98, p >
0.05). The joint effect of self-construal and nostalgia on the number of touching
the “like” button for the pictures of company A’s ecological environmental protection activities was significant (F (1, 112) = 73.56, p < 0.01). The results of
study 3 are shown in Figure 3.
A further simple effect analysis found that in the independent self-construal
condition, more participants liked the advertisement which is about personal
nostalgia, compared with the collective nostalgic one (Mpersonal = 18.41 vs. Mcollec= 14.76, F (1, 56) = 77.38, p < 0.01); in the interdependent self-construal con-

tive

dition, more participants liked the advertisement which is about collective nostalgia, compared with the personal nostalgic one(Mpersonal = 13.33 vs. Mcollective =
19.18, F (1, 56) = 33.35, p < 0.01). It can be seen that H1b and H2b were supported again.
5.2.3. Mediation
To analyze the data regarding the mediation effect of personal efficacy and collective efficacy, study 3 used PROCESS, a regression-based approach developed
by Hayes (2012). The sample size was selected as 5000 and the deviation correction method was adopted. The confidence interval was set as 95%.
First, in order to verify the mediating effect of personal efficacy, personal efficacy was taken as a mediating variable, nostalgia type as an independent variable, self-construal type as a moderating variable, and the number of participants’
“like” as a dependent variable. With a sample size of 5000, model 8 is selected for
analyzing. The results showed that there was a confidence interval [−1.5484,
−0.2527] for mediating effects, which was excluding 0, indicating that mediating
effects exist. Further results show that when the nostalgic type was personal nostalgia, the mediating effect of personal efficacy existed, with a confidence interval of
[−1.4332, −0.3244], excluding 0, and the effect size is 0.8278. When the nostalgic

the number of "like"
25
20
15

19.18

18.41
14.76

13.33
personal nostalgia

10

collective nostalgia

5
0
independent self-construal
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Figure 3. Study 3 results.
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type was collective nostalgia, the mediating effect of personal efficacy didn’t exist. The confidence interval was [−0.3241, 0.4057], including 0. The above results
supported H3a.
In addition, in order to verify the mediating effect of collective efficacy, the
collective efficacy was also taken as the mediating variable, nostalgia type was
taken as the independent variable, and self-construal type acted as the moderating variable. At the same time, the number of participants’ “like” still acted as a
dependent variable. With a sample size of 5000, model 8 is selected for analyzing.
Finally, the results show that there was a confidence interval [−1.1521, −0.1113]
for mediating effects, excluding 0, which indicated that mediating effects exist.
Further results showed that when the nostalgic type was collective nostalgia, the
mediating effect of collective efficacy existed, with a confidence interval of [0.3029,
1.1884], excluding 0, and the effect size was 0.6745. When the nostalgic type was
personal nostalgia, collective efficacy had no mediating effect, and the confidence interval was [−0.1954, 0.4887], including 0. The above results supported
H3b.

5.3. Discussion of Results
Study 3 aimed to explode the mechanism of the joint effect of self-construal and
nostalgia on consumers’ willingness of continuous participation in sustainable
behavior. The results of the study 3 indicated that when collective nostalgia and
interdependent self-construal have a joint effect on the willingness to continue
participating in sustainable consumption behaviors, collective efficacy plays a mediating role. However, when personal nostalgia and independent self-construal
have a joint effect on the willingness to continue participating in sustainable consumption behaviors, personal efficacy plays a mediating role. At the same time,
the experimental results of study 2 were replicated in study 3.

6. General Discussion
6.1. Theoretical Implications
Some previous nostalgia researches have suggested that nostalgia can positively
affect consumers’ willingness to participate in sustainable consumption behaviors, such as stimulating nostalgia can increase people’s charitable donations
(Zhou, Wildschut, Sedikides, Shi, & Feng, 2012). Both charitable donations and
sustainable consumption behaviors are prosocial behaviors, so nostalgia seems
to increase people’s prosocial behavior. However, there are seemingly contradictory discoveries in the nostalgia field (Wang, Keh, & Chao, 2018; Chen Rui,
Chen Huihui, & Zheng Yuhuang, 2017). For example, some studies have found
that stimulating nostalgia will increase preferences for hedonic products (Chen
Rui, Chen Huihui, & Zheng Yuhuang, 2017), and nostalgia will also increase indulgent food consumption (Wang, Keh, & Chao, 2018), and often hedonistic
preferences Indulgent consumption is linked to low self-control, which seems to
imply that nostalgia will weaken consumers’ ability to control themselves in susDOI: 10.4236/ajibm.2020.102029
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tainable behaviors and thus negatively affect their participation in sustainable
behaviors. So, can nostalgia promote consumers’ continuous participation in sustainable consumption behavior? Current research pointed out that for consumers with different self-construal, different types of nostalgic content play different roles. Specifically, consumers with independent self-construal are more suitable to adopt personal nostalgic content to promote their willingness to continue
participate in sustainable consumption behaviors, while consumers who have
interdependent self-construal need to adopt collective nostalgic content.
Previous researches have explored the impact of emotions on sustainable consumer behavior. For example, in terms of negative emotions, studies have shown
that fear (Banerjee, Gulas, & Iyer, 1995; Lowe et al., 2006; Li, 2014), guilt (Mallett, Melchiori, & Strickroth, 2013; Muralidharan & Sheehan, 2018; Onwezen,
Antonides, & Bartels 2013) and grief (Sevillano, Aragones, & Schultz 2007;
Schwartz & Loewenstein 2017) affects consumers’ sustainable consumption behaviors. Positive emotions such as “feelings of warm glow” (Giebelhausen et al.,
2016), pleasure (Peter & Honea 2012), and pride (Bissing-Olson, Fielding, & Iyer
2016) will also promote consumers engage in sustainable consumption behavior.
Nostalgia is already a common emotional experience in today’s era, and it is often used by companies for marketing. Whether nostalgia will increase consumers’ continued participation in sustainable consumption behavior is worth exploring. Current research also enriched the researches on the influencing factors
of sustainable consumption behavior.

6.2. Managerial Implications
In terms of marketing practice, nostalgia can improve people’s sense of effectiveness, so for some sustainable consumption behaviors, such as the choice of
green products, by triggering occasional nostalgic emotions may promote people’s
evaluation and purchase intention of green products. In addition, it is noted that
nostalgic content types and consumers “self-construal can simultaneously affect
their willingness to participate in sustainable consumption behaviors. Enterprises should pay attention to nostalgia when conducting activities. Nostalgic content types should match the participants” self-construal, or the self-construal can
be started to match the nostalgic type. All of these can further enhance the consumer’s willingness to participate.

6.3. Limitations and Future Research
Current research explored how nostalgia affects consumers’ willingness to continue participating in sustainable consumption behaviors. However, there are
still many limitations in this research, which can be further improved in future
study.
First, the coverage of the sample can be extended. The participants in 3 studies
were undergraduates and graduate students. The structure of participants was
simple. This part can be improved in future research.
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Second, the experimental materials and manipulation methods can be improved. 3 studies in current research collected data by simulating consumption
scenarios in reality. However, the experiments in current research did not last
for a long time, especially for the measurement of continuous participation willingness. This part can be improved in future research.
Finally, the choice of mediation variables and moderators should be further
deepened. In view of the limitation of the research, only personal efficacy, collective efficacy, and type of self-construal were chosen as mediating and moderating variables, but there may be other mediating effects on them in practice.
And some factors also have certain effects, such as consumers’ nostalgic tendencies. Therefore, in the future research, the influence of other possible psychological mechanisms can be explored.
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