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ABSTRACT
Consumer researchers have long recognized the power of con-

texts in facilitating theoretical insights (Arnould and Thompson 
2005; Arnould, Price, and Moiso 2006) and have discussed the im-
portance of historicizing (Brown, Hirschman, and Maclaran 2001), 
as well as the need to pay attention to the context of context (Askeg-
aard and Linnet 2011; Earley 2014). This conceptual article further 
expands these discussions on how context matters by focusing atten-
tion on the predominant level of analysis linked to particular theo-
retical constructs. Because consumer researchers have been utilizing 
contexts as platforms for their theorizations, the ontological status of 
certain concepts reflects a particular level of analysis demanded by 
particular contexts. This eventually leads to an inherent link between 
the conventional understanding of a concept and a particular class of 
context and level of analysis. In this article, we illustrate and discuss 
how contexts can be utilized to rethink the ontological status of con-
cepts—once derived through study within particular contexts—by 
highlighting the importance of a circuit of analysis that involves vari-
ous levels of analysis.

We exemplify this argument by a focus on the concepts of con-
sumer acculturation and nostalgia, and demonstrate how a particu-
lar research context—in this case a divide in consumption patterns 
between formerly East and West Germany—can challenge the con-
ventional understanding of these concepts colored by prevalent indi-
vidual or microsocial levels of analysis. By moving the analysis to a 
macrosocial level we can break free of conceptual conventions de-

rived from earlier contexts and raise novel research questions about 
the interplay between different scales of observation (Desjeux 1996). 
This opens the door to rethinking the ontological status of consumer 
acculturation and nostalgia, to derive new theoretical insights, un-
cover complex interactions, and identify theoretical boundary condi-
tions that have eluded us so far. 

The paper is structured as follows: We start with a description of 
the facilitating research context before discussing how contexts can 
be leveraged for theory building using a multilevel circuit of analy-
sis. We proceed with an illustration of a concrete example of this 
process by taking inventory of existing literature on consumer ac-
culturation and nostalgia, and showcasing how a macrosocial level of 
analysis stimulates reinquiry of these concepts. This in turn fertilizes 
new theoretical insights and links, which are synthesized in Figure 
1. We conclude with a discussion of methodological, conceptual, and 
theoretical contributions and implications. 

FACILITATING RESEARCH CONTEXT: 
CONSUMPTION IN GERMANY

The research context, which serves to illustrate how a shift in 
the level of analysis exposes voids in previous literature and thus 
new theoretical connections, revolves around consumption behavior 
in contemporary Germany. When it comes to consumption, Germany 
is still a divided country: consumers of the former East (GDR) and 
West (FRG) differ in their purchase choices and patterns as well as 
the meanings they attribute to consumption overall. 

FIGURE 1
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Facilitating research context: Prevailing divide in East and West German Consumption Behavior
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What belongs together would soon grow back together: The fall 
of the Berlin Wall and subsequent reunification in 1990 induced a 
process of adaptation and acculturation to a new market and con-
sumption system among East Germans. A consumption culture 
characterized by abundance (as opposed to the ubiquitous scarcity 
previously experienced) was a key driver of the peaceful revolution 
and something East Germans had yearned for. Hence the expectation 
was that East German consumers would eagerly adapt and accultur-
ate to the Western consumption culture they had fought so hard to 
access. However, the assumption that both consumer cultures would 
soon converge proved delusive. On the contrary, the sphere of con-
sumption across the formerly separate states even today highlights 
the fact that considerable differences prevail. While some former 
GDR brands regained an 85% market share in East Germany, they 
remain largely unknown in the West. In some product categories the 
disparity appears insurmountable to the point where large Western 
manufacturers have started to refocus their marketing efforts by con-
centrating on the former Western territory only, thereby disregarding 
the East—a market they had once taken by storm after the Wall fell, 
when East German products were quickly discarded, rejected and 
replaced by long-desired Western goods perceived to be “the real 
thing” (Berdahl 1999; Veenis 1999).

Following the initial phase of hyperconsumption of Western 
brands, we now witness a nostalgic revival of formerly disliked 
GDR-associated brands, objects, practices and consumptionscapes 
(Merkel 2006). Formerly discontinued products reappear on super-
market shelves with retailers offering “GDR product” promotions 
customized only for the former GDR territory. Mail order companies 
selling solely GDR brands are flourishing and dispatching parcels 
to East Germans living inside and outside their former home base. 
The love and idealization for East German consumer products is 
accompanied by a resurgence of consumptionscapes such as GDR-
themed hotels, “city safaris” in the iconic Trabant car, restaurants 
offering GDR cuisine, GDR product fairs, as well as consumption 
communities celebrating GDR consumption objects and practices in 
social media spaces. After 25 years of consumer adaptation and ac-
culturation, the undiminishing disparity in consumption cultures and 
resurgence of formerly despised and rejected consumption objects 
and services surprises.

The paradoxical nature of the persistent gap in consumption be-
havior in a country that has been politically reunified in 1990 renders 
it a highly stimulating context for research. Contexts with extreme 
features are valuable in that they enable detection of previously un-
covered construct properties, processes and relationships as well as 
interactions with other constructs (Arnould et al. 2006; Mook 1983). 
When compared to similar research contexts, such as nostalgia in 
Eastern Europe, the German context presents an extreme case. While 
the evolution from a socialist to a capitalist society took place gradu-
ally in the rest of the former Soviet Bloc, the sudden nature with 
which these two opposing cultures collided and had to be negotiated 
by East German consumers presents an ideal opportunity to rethink 
existing theories and their boundary conditions, as exemplified in the 
latter part of this paper. 

The consumer acculturative processes of adapting to a new 
market system that followed the fall of the Wall, as well as the ob-
served nostalgic revival of GDR-related consumption, foreground 
consumer acculturation and nostalgia. Comparing opposing con-
sumption cultures and their negotiation moreover allows for a re-
framing of similarity and difference in fruitful ways (Arnould et al. 
2006). Hence we follow the call for extraordinary research contexts 
which, based on their extreme features, enable us to scrutinize and 

expand extant theories, their boundary conditions and interactions 
(Mook 1983). 

LEVERAGING THE CONTEXT FOR THEORY 
BUILDING – THE MULTILEVEL CIRCUIT OF 
ANALYSIS

There are several approaches to levels of analysis: be it the rigid 
abandoning of levels of hierarchical relationships such as those ad-
vocated by some theoretical lenses like Actor-network theory (ANT) 
that rely on flattening levels of analysis to derive theorizations on 
consumption and marketing phenomena (Bajde 2013; Giesler 2012); 
the recognition of the interplay between more immediate microlevel 
consumer experiences and more hidden macrosociological pro-
cesses (Askegaard and Linnet 2011; Earley 2014); and Desjeux’s 
(1996) scales of observation of consumption that suggest biological, 
individual, microsocial, or macrosocial levels of analysis as start-
ing points for observing social reality in order to break down the 
complexity that emerges in attempts to observe social and cultural 
dimensions at once.

While Arnould and Thompson (2005, 875) state that consumer 
culture theoretical (CCT) research in particular strives to “systemati-
cally link individual (or idiographic) meanings to different levels of 
cultural processes and structure” situated “within historical and mar-
ketplace contexts,” researchers have come to critique the shortcom-
ing of CCT research to deliver the kind of integrative theorizing it set 
out to achieve, and pointed out that the existential-phenomenological 
tradition endemic in consumer research has led to an overemphasis 
on the individual level of analysis, and therefore neglects the mac-
rosociological forces that shape consumption behavior (Askegaard 
and Linnet 2011; Earley 2014). We intend to encourage more re-
search that takes advantage of a circuit of various levels of analysis, 
thereby complementing insights from one level of analysis with an-
other one. This is grounded in Desjeux’s (1996) original argument 
that a particular scale of observation serves merely as the entry point 
for analyzing consumption, followed by what we call a circuit of 
investigation: the subsequent, hermeneutical and triangulated use of 
various levels of observation. Because knowledge is co-constituted 
in Desjeux’s (1996) terms between the different scales of observa-
tion—biological, individual, microsocial, macrosocial—theorizing 
within contexts requires a greater focus on the forces that shape the 
consumption phenomenon under investigation, which contextualize 
the predominantly used scale of observation. This means it is cru-
cial to shed light on the meaning of the context—in Askegaard and 
Linnet’s (2011) terms “the context of context”—and acknowledge 
that ontological claims about concepts are derived from the use of a 
particular level of analysis; albeit that these claims have to be situ-
ated vis-à-vis knowledge that is derived from the use of other levels 
of observation. 

Our research context presented above exposes the predominant-
ly applied foci of individual and microsocial lenses as embedded 
in complex larger political, institutional and cultural environments 
and conditions. The one-to-one transfer of West German hegemonic 
structures turned East Germans into largely passive receivers (vs. 
active co-creators) of a new political, economic and social system. 
The dominant manner in which systemic changes occurred sowed 
the seeds for later contestations. In terms of consumption, East and 
West Germany were characterized by opposing cultures, each with 
their own value grids, patterns and ideological infrastructures. While 
West Germany’s culture of consumption was adhering to a capitalist 
market ideology, East Germany’s culture of consumption followed 
a socialist ideology. This context therefore specifically foregrounds 
the negotiation of these two diverging consumer cultures rooted in 
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opposing market systems and political value systems and therefore 
presents an opportunity to explore as yet untouched facets of con-
sumer acculturation and nostalgia by emphasizing the relevance of 
macrosocial levels of analysis. That is, the German context high-
lights how supposedly microsocial and individual consumption phe-
nomena of acculturation and nostalgia have to be understood vis-
à-vis the larger institutional, political and historical trajectories of 
which they are part.

AN INVENTORY OF EXISTING LITERATURE 
Using Desjeux’s (1996) scales of observation to analyze extant 

research on consumer acculturation and nostalgia, it becomes clear 
how theorizations and conceptualizations are tainted by the use of a 
particular level of analysis, rather than a circuit of investigation ex-
ploiting the range of different scales of observation. Predominantly, 
we find that individual and microsocial scales of observation are 
used to research nostalgia and acculturation. As argued previously, 
we suspect that this is related to the particular contexts chosen for 
studying the operation of these concepts. 

Consumer acculturation. In the case of consumer acculturation, 
with a few exceptions that analyze the concept at the individual level 
of analysis, such as Chai and Dibb’s (2014) recent exploration of how 
acculturation influences interpersonal trust, the majority of studies 
take a microsocial approach based on contexts of migrating groups 
of consumers and their adaptation to subjectively new host cultures 
(e.g., Chytkova 2011; Dion, Sitz, and Remy 2011; Fernandez, Veer, 
and Lastovicka 2011; Oswald 1999; Peñaloza 1994; Vihalemm and 
Keller 2011). Only a few studies explicitly address the interplay be-
tween microsocial and macrosocial levels. For example, Askegaard, 
Arnould, and Kjeldgaard (2005) relate the construction of ethnic 
identities to larger scales of global consumer culture and home/host 
culture, and others integrate institutional domination in acculturative 
processes (Üstüner and Holt 2007; Üstüner and Thompson 2012). 
While these recent studies have begun taking advantage of macro-
social levels of observation to inform consumer acculturation, they 
still conceptualize consumer acculturation primarily as a microso-
cial phenomenon shaped by macrosocial forces. Through the lens 
of the context of Germany’s reunification, however, questions arise 
as to how consumer acculturation can be understood primarily as a 
macrosocial phenomenon shaped by microsocial forces, because it 
challenges the ontological status of acculturation involving physical 
migration of particular groups of consumers.

Nostalgia. As for nostalgia, a similar pattern emerges, with the 
individual level of observation as its predominant anchor point in-
stead. While there are studies conceptualizing nostalgia through a 
biological scale of observation, such as Hofer’s (1688) description 
of nostalgia as a medical condition linked to homesickness and mel-
ancholy and Zhou et al.’s (2012) conceptualization of nostalgia as 
maintaining physiological comfort and mental health by increasing 
perceptions of physical warmth, the majority of consumer research 
portrays nostalgia as an individual phenomenon. This is reflected in 
the conventional understanding of nostalgia as sentimental longing 
for the past (Holbrook and Schindler 1991) and the interpretation of 
this “longing” as an emotion, cognition or experience on the indi-
vidual level that has either some consequences for consumption or 
is reflected in consumption choices. In this line of thought, prior re-
search includes a focus on the emotional and cognitive components 
of nostalgia (Holak and Havlena 1998; Hepper, Ritchie, Sedikis, and 
Wildschut 2012), consumption preferences (Holbrook 1993; Hol-
brook and Schindler 2003; Loveland, Smeesters, and Mandel 2010), 
and proneness to nostalgia (Holak, Havlena, and Matveev 2005). 
Interestingly, a number of studies suggest microsocial and macro-

social facets that play a role in consumers’ individual nostalgic proj-
ects (Havlena and Holak 1996; Kao 2012). However, these studies 
are grounded in the individualistic conceptualization of nostalgia. 
Only very few studies develop a perspective on nostalgia through 
the use of micro- or macrosocial levels of observation such as Hol-
ak’s (2014) investigation of nostalgia in the context of a consumer 
group’s diaspora (microsocial), or Stamboli and Visconti’s (2012) 
work opening up the (macrosocial) study of nostalgia as the collec-
tive quest for cultural comfort. Yet we know surprisingly little about 
the operation of nostalgia on a macroscope. Comprehending nostal-
gia through the lens of the context described above highlights our 
limited understanding in terms of the macrosocial facets and roles of 
nostalgia against the backdrop of political and cultural trajectories. 

A MACROSOCIAL SCOPE: REINQUIRING 
EXISTING CONCEPTS AND FERTILIZING 
THEORETICAL LINKS

Because previous literature indicates, but does not develop fur-
ther, the role of macrosocial facets in the operation of both consumer 
acculturation and consumer nostalgia, these concepts invite re-ex-
amination from a macrosocial perspective. As illustrated in Figure 1, 
the selection of a unique research context can facilitate such shifts in 
scales of observation, thereby exposing limitations of conventional 
understandings of these concepts, which shall be briefly discussed 
hereafter:

Rethinking acculturation and its spatial dimensions: Consumer 
acculturation is generally considered as a “process of movement and 
adaptation to the consumer cultural environment in one country by 
persons from another country” (Peñaloza 1994). Hence the majority 
of previous consumer research frames consumer acculturation as a 
process of physical migration. While this is accurate for a certain 
class of contexts, the German case highlights another class of context 
for acculturative processes. Here, with the fall of the Wall, East Ger-
man consumers were crossed by the border (rather than physically 
migrating across the border), and thereby exposed to a new cultural 
environment. Such acculturation without migration presents a new 
form of adaptation currently not captured by a microsocial definition 
of acculturation. Because the dominant view of acculturation holds 
that territorial frames are generally considered fixed, there is little 
known about how shifts in territorial definitions impact consumer 
culture. The German context exposes this boundary condition.

With territorial changes and redefinitions ongoing globally 
(e.g., new countries forming, borders being built and falling, eth-
nic groups striving for independence), this class of context presents 
opportunities for rethinking the spatial dimensions of consumer ac-
culturation. 

Macroinstitutional variables shape acculturative processes: As 
previously highlighted, prior studies focused mainly on microsocial 
processes of migrants. The historical instance of a political merger in 
Germany foregrounds the previously underexplored role of macroin-
stitutional forces in shaping consumers’ acculturative processes and 
their subsequent manifestations in consumption behavior. Very little 
attention has been devoted to the role of macroinstitutional variables 
in consumer acculturation. Hence the German context presents a 
unique opportunity to explore how macroinstitutional variables im-
pact patterns of consumer adaptation, and it opens the door to the 
study of ways in which other institutional forces (e.g., economic cri-
ses, military conflicts, globalization) may shape acculturative pro-
cesses.

Exposing a conceptual link between acculturation and nos-
talgia: The shared goal of consumer acculturation theory is “to 
understand and conceptualize the various forces that define, allow, 
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facilitate, or complicate consumer acculturation under specific cul-
tural conditions” (Luedicke 2011, 238). While the concepts of ac-
culturation and nostalgia have been treated largely separately in the 
literature, conceptual links are suggested when the level of analysis 
is raised to macro perspectives. Acculturative processes still ongo-
ing in Germany today are intertwined with nostalgia. The dominated 
cultural conditions of the reunification suggest that in addition to 
the acculturation forces identified and defined by Luedicke (2011), 
nostalgia is likely to be a previously unaccounted for cultural re-
source that shapes acculturation processes by facilitating, inhibiting 
or reversing adaptation. Hence the German context reveals the op-
portunity to study the interaction of these concepts by investigating 
the cultural roles of nostalgia in acculturative processes.

Rethinking nostalgia: As highlighted by the literature review, 
nostalgia has been primarily investigated by applying individual 
(and very few microsocial) scales of observation. Our context sug-
gests that nostalgia in East Germany emerges as a special form of 
collective nostalgia rooted in contested sociohistorical processes. 
Thus it is important to conceptualize nostalgia as a sociocultural 
phenomenon vis-à-vis existing individualistic and microsocial con-
ceptions and explore the macrosocial facets and roles of nostalgia 
against the backdrop of political and cultural trajectories.

Extant literature fails to explain the processes inherent in Ger-
many’s reunification with regard to consumer acculturation of con-
sumers who have become migrants in their own country, and with 
regard to the role of nostalgia in contemporary German consumer 
culture against the backdrop of historical and institutional trajecto-
ries on the macroscope (Askegaard and Linnet, 2011; Brown et al. 
2001). That is, the context explicitly foregrounds the interrelation 
of individual-level experiences with microsocial practices with the 
German reunification as a macrosocial process. As summarized by 
Figure 1, zooming out in the scale of observation (i.e, shifting atten-
tion toward these macrosocial levels) allows researchers to zoom in 
on new opportunities for theoretical insights by making previously 
undiscovered conceptual links discernible.

CONCLUDING REMARKS
Neither consumer acculturation nor nostalgia take place exclu-

sively on biological, individual, microsocial, or macrosocial levels, 
and therefore should not be studied through an exclusive application 
of just one scale of observation. Rather, we encourage more research 
to take advantage of the circuit of various levels of analysis. Our 
contribution to the field of interpretive consumer research is three-
fold, namely of methodological, conceptual, as well as theoretical 
nature: 

(1) Following Arnould et al. (2006) we contribute to a much-
needed discussion on how to make unique contexts matter theoreti-
cally, by showing how a change in the scale of observation facilitates 
breaking free of pre-existing assumptions, leading to theoretical in-
sights and the exposure of boundary conditions as well as conceptual 
interactions previously undetected. 

(2) We conceptualize and substantiate our suggestion with the 
help of a concrete example and showcase how the unique context of 
a prevailing divide in East and West Germany’s consumption behav-
ior, if moved to a macrosocial level of analysis, can not only extend 
existing theories of consumer acculturation and nostalgia, but more-
over expose conceptual links between both bodies of literature that 
were previously treated as separate. 

(3) From a theoretical perspective, our context informs four im-
portant extensions to existing research on acculturation and nostal-
gia. Firstly, the situation presented here of consumers being “crossed 
by a border” rather than physically crossing the border into a new 

sociocultural environment exposes a boundary condition of extant 
acculturation literature, namely that territorial frames are generally 
considered fixed and little is known about how shifts in territorial 
definitions impact on consumption culture. Secondly, the case of a 
political merger foregrounds the previously underexplored role of 
macroinstitutional forces in shaping consumers’ acculturative pro-
cesses and their subsequent manifestations in consumption behavior. 
Thirdly, the dominated cultural conditions of the reunification sug-
gest that in addition to the acculturation forces identified and defined 
by Luedicke (2011), nostalgia is likely to be a previously unaccount-
ed cultural resource that shapes acculturation processes. Raising the 
analysis to a macrosocial level exposes a complex conceptual inter-
action between theories of nostalgia and acculturation that has so far 
been largely neglected. Fourthly, in contrast to the largely biological, 
individual, or microsocial contexts informing the study of nostalgia 
thus far, nostalgia also emerges as a special form of collective, so-
ciocultural resource that has roots in contested sociohistorical pro-
cesses. Hence existing individualistic and psychological theories of 
nostalgia have to be complemented by sociocultural conceptions that 
explore the macrosocial facets and cultural roles of nostalgia against 
the backdrop of historical, political and cultural trajectories.

In this article, we have suggested that the application of a 
macrosocial scale of observation to a particular context—zooming 
out, in the scale of observation—is conducive to zooming in on a 
theoretical and conceptual level, i.e., the operation of such concepts 
within consumer culture. That is, we advocate zooming out as an 
important step in the multilevel circuit of analysis—an approach 
that challenges the assumption that a concept, here exemplified with 
nostalgia or consumer acculturation, can be accurately understood 
through an exclusive focus on either individual and/or microsocial 
levels of analysis. 

The challenge ahead for consumer researchers lies in tackling 
the emerging complexity that goes hand-in-hand with the applica-
tion of macrosocial scales of observation. For this, prior knowledge 
created using other (individual or microsocial) scales of observation 
provides important landmarks and conceptual starting points for 
macrosocial investigations and the subsequent exposure of theoreti-
cal voids and boundary conditions.

REFERENCES
Askegaard, Søren, Eric J. Arnould, and Dannie Kjeldgaard (2005), 

“Postassimilationist Ethnic Consumer Research: Qualifications 
and Extensions,” Journal of Consumer Research, 32, 160–70. 

Askegaard Søren and Jeppe T. Linnet (2011), “Towards an 
Epistemology of Consumer Culture Theory: Phenomenology 
and the Context of Context,” Marketing Theory, 11(4), 
381–404.

Arnould, Eric J. and Craig J. Thompson (2005), “Consumer culture 
theory (CCT): twenty years of research,” Journal of Consumer 
Research, 31(4), 868–882.

Arnould, Eric J., Linda L. Price, and Risto Moisio (2006), “Making 
contexts matter: Selecting research contexts for theoretical 
insights,” in Handbook of Qualitative Research Methods in 
Marketing, ed. Russell W. Belk, Northhampton, MA: Edward 
Elgar, 106–12.

Berdahl, Daphne (1999), “‘(N)ostalgie’ for the present: Memory, 
longing, and East German things,”Ethnos, 64(2), 192–211.

Bajde, Domen (2013), “Consumer culture theory (re)visits actor–
network theory—Flattening consumption studies,” Marketing 
Theory, 13(2), 227–242.



Advances in Consumer Research (Volume 42) / 259

Brown, Stephen, Elizabeth C. Hirschman, and Pauline Maclaran 
(2001), “Always Historicize! Researching marketing history in 
a post-historical epoch,” Marketing Theory, 1, 49–89. 

Chai, Joe Choon Yean and Sally Dibb (2014), “How consumer 
acculturation influences interpersonal trust,” Journal of 
Marketing Management, 30(1–2), 60–89.

Chytkova, Zuzana (2011), “Consumer Acculturation, Gender, 
and Food: Romanian Women in Italy Between Tradition 
and Modernity,” Consumption Markets and Culture, 14 
(September), 267–291. 

Desjeux, Dominique (1996), “Scales of observation – A 
microsociological epistemology of social science practice,” 
Visual Sociology, 11(2), 45–55.

Dion, Delphine, Lionel Sitz and Eric Remy (2011), “Embodied 
Ethnicity: The Ethnic Affiliation Grounded in the Body,” 
Consumption Markets and Culture, 14 (September), 311–331.

Earley, Amanda (2014), “Connecting contexts: A Badiouian 
epistemology for consumer culture theory,” Marketing Theory, 
14(1), 73–96.

Fernandez, Karen V., Ekant Veer, and John L. Lastovicka (2011), 
“The Golden Ties that Bind: Boundary Crossing in Diasporic 
Hindu Wedding Ritual,” Consumption Markets and Culture, 
14 (September), 245–265.

Giesler, Markus (2012), “How doppelgänger brand images 
influence the market creation process: Longitudinal insights 
from the rise of botox cosmetic,” Journal of Marketing 76, 
55–68.

Havlena William J. and Susan L. Holak (1996), “Exploring 
Nostalgia Imagery Through the Use of Consumer collages”, 
Advances in Consumer Research 23, 35–42.

Hepper, Erica G., Timothy D. Ritchie, Constantine Sedikis, and 
Tim Wildschut (2012), “Odyssey’s end: Lay conceptions of 
nostalgia reflect its original Homeric meaning,” Emotion, 12, 
102–119.

Hofer, Johannes (1934/1688), “Medical Dissertation on Nostalgia,” 
Trans. Carolyn K. Anspach, Bulletin of the History of 
Medicine, 2, 376–91.

Holak, Susan L and William J. Havlena, (1998), “Feelings, 
fantasies, and memories: An examination of the emotional 
components of nostalgia,” Journal of Business Research 42(3), 
217–26.

Holak, Susan L., William J. Havlena, and Alexei V. Matveev 
(2005), “Exloring Nostalgia in Russia: Testing the Index of 
Nostalgia Proneness,” in: European Advances in Consumer 
Research, 7, 195–200, Association for Consumer Research 
(Goteborg).

Holak, Susan L. (2014), “From Brighton beach to blogs: Exploring 
food-related nostalgia in the Russian diaspora,” Consumption, 
Markets and Culture 17(2), 185–207.

Holbrook, Morris B. (1993), “Nostalgia and consumption 
preferences: Some emerging patterns of consumer tastes,” 
Journal of Consumer Research, 20, 245–256. 

Holbrook, Morris B. and Robert M. Schindler (1991), “Echoes of 
the dear departed past: Some work in progress on nostalgia,” 
Advances in Consumer Research, 18, 330–333. 

———(1994), “Age, sex, and attitude toward the past as predictors 
of consumers’ aesthetic tastes for cultural products,” Journal 
of Marketing Research, 26, 412–422.

———(2003), “Nostalgia for Early Experience as a Determinant 
of Consumer Preferences,” Psychology and Marketing, 20(4), 
275–302. 

Kao, Faye (2012), “An exploratory study of collective nostalgia,” 
Advances in Consumer Research, 40, 514–518.

Loveland, Katherine E., Dirk Smeesters, and Naomi Mandel 
(2010), “Still Preoccupied with 1995: The Need to Belong and 
Preferences for Nostalgic Products,” Journal of Consumer 
Research, 37 (3), 393–407.

Luedicke, Marius K. (2011), “Consumer Acculturation Theory: 
(Crossing) Conceptual Boundaries,” Consumption Markets & 
Culture, 14, 223–244.

Merkel, Ina (2006), “From stigma to cult—Changing meanings in 
East German consumer cultures,” in Consumer: Knowledge, 
Power and Identity in the Modern World, ed. Frank 
Trentmann, Oxford: Berg, 249–270.

Mook, Douglas G. (1983), “In defense of external invalidity,” 
American Psychologist, 38(4), 379–387.

Oswald, Laura R. (1999), “Culture Swapping: Consumption and the 
Ethnogenesis of Middle-class Haitian Immigrants,” Journal of 
Consumer Research 25 (4), 303–18.

Peñaloza, Lisa (1994), “Atravesando Fronteras/Border Crossings: 
A Critical Ethnographic Exploration of the Consumer 
Acculturation of Mexican Immigrants,” Journal of Consumer 
Research, 21 (June), 32–54.

Stamboli Celina and Visconti Luca M. (2012), “Home sweet 
home: The role of home country nostalgia on immigrants’ 
acculturation and consumption,” in: Lindridge, A. (chair) 
Stereotypes, memories and nostalgia: Contested states of 
longing, belonging, and being within consumer acculturation. 
Advances in Consumer Research 40, ed. Z. Gurhan-Canli, 
C. Otnes, R. J. Zhu, Duluth, MN: Association for Consumer 
Research.

Tierney, John (July 8, 2013). “What is Nostalgia Good For? Quite 
a Bit, Research Shows,” The New York Times. Retrieved 
15th of January 2014: http://www.nytimes.com/2013/07/09/
science/what-is-nostalgia-good-for-quite-a-bit-research-shows.
html?_r=0

Üstüner, Tuba and Douglas B. Holt (2007), “Dominated Consumer 
Acculturation: The Social Construction of Poor Migrant 
Women’s Consumer Identity Projects in a Turkish Squatter,” 
Journal of Consumer Research, 34 (1), 41–56.

Üstüner, Tuba and Craig J. Thompson (2012), “How Marketplace 
Performances Produce Interdependent Status Games and 
Contested Forms of Symbolic Capital,” Journal of Consumer 
Research, 38 (5), 796–814.

Veenis, Milena (1999), “Consumption in East Germany—The 
Seduction and Betrayal of Things,” Journal of Material 
Culture, 4 (1), 79–112.

Vihalemm, Triin and Margit Keller (2011), “Looking Russian 
or Estonian: Young Consumers Constructing the Ethnic 
“Self” and “Other,” Consumption Markets and Culture, 14 
(September), 293–309.

Zhou, Xinyue, Tim Wildschut, Constantine Sedikides, Xiaoxi Chen, 
and Ad J.J.M. Vingerhoets (2012), “Heartwarming memories: 
Nostalgia maintains physiological comfort,” Emotion, 12(4), 
678–84.


