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Introduction 
 
The sport of baseball has long benefited from its imitable ability to invoke nostalgia. The clean-cut grass, the 
epochal organ interwoven into the action, food only befitting of a ballpark, and proverbial heckling of umpires 
represent experiences fans have grown to cherish. Each of these pastime familiarities remind baseball enthusiasts of 
the smells, sights, sounds, feelings, and social interactions which consistently accompany America’s favorite past 
time (Springwood, 1996). Consequently, memories emanating from baseball become effective outcomes worth 
marketing to consumers. 
 
The experience of nostalgia, defined as “a preference toward objects that were more common when one was 
younger” (Holbrook & Schindler, 1991, p. 330), is shown to impact individuals’ emotions and behavior. Previous 
research has demonstrated the practical marketing outcomes including enhanced attitudes toward brands (Merchant 
& Rose, 2013), increased purchase intentions (Lasaleta, Sedikies, & Vohs, 2014), and enhanced brand attachment 
(Fournier, 1998). Other literature has exhibited the social and psychological benefits of nostalgia including enhanced 
self-esteem, optimism (Baldwin & Landau, 2014), social connectedness (Wildschut, Sedikides, Routledge, Arndt, & 
Cordaro, 2010), and future well-being (Zauberman, Ratner, & Kim, 2009).   
 
While much research has explored the role of nostalgia within baseball, scant research has focused on the level of 
nostalgia experienced among spectators. Several facility audits were previously conducted, exhibiting the nostalgic 
features present within modern ballparks including facilities’ use of brick facade, exposed steel beams, and manual 
scoreboards (Ritzer & Stillman, 2001; Seifried & Meyer, 2010; Stride, Thomas, & Ramshaw, 2015). Only recently, 
though, has research turned toward a focus on measurement of spectators’ nostalgic responses within these facilities 
(Slavich, Dwyer, & Hungenberg, in press). The purpose of this study is to build upon existing research by using a 
novel method of data collection to attempt to ascertain evidence of environmental cues and interactive elements 
being presented at ballparks that elicit nostalgic responses. 
 
Method and Data Analyses 
 
Data were collected at six Double-A Minor League Baseball (MiLB) games in the southeastern region of the United 
States. A systematic random sampling method rendered a useable sample size of 46. Two methods unique to the 
study of sport nostalgia were employed to address the purpose of the study. First, Ecological Momentary 
Assessment (EMA) was used to elicit real-time responses. This method served as an extension and much stronger 
form of data collection compared to previous studies that have relied upon retrospective, self-reported data. 
Additionally, electroencephalography (EEG) headsets were used to integrate a neurological component to the study. 
Possessing the ability to monitor neurological responses and compare its output with self-reported data being 
elicited from fans real-time (via EMA) creates a unique perspective on fan nostalgia that has yet to be explored in 
the sport marketing field. 
 
Each participant was fitted with an EEG mobile headset that captured brainwave data. Data were collected at a rate 
of 128Hz, and down-sampled through FFT into brainwave frequency data at a rate of twice per second. The 
frequency data captured was then transformed into three affective states (e.g., motivation, inward attention, and 
arousal), all of which have been linked to trait nostalgia in previous literature. Spectators’ level of nostalgia, as well as 
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their assessment of environmental senses triggering their nostalgia, were elicited via the EMA mobile application 
accessed through each participant’s cell phone. In attempt to cross reference variations in mental states real time 
with spectators’ self-reported nostalgia, the EMA application prompted respondents every 20 minutes throughout 
the game. This helped mitigate some of the limitations associated with retrospective bias by eliciting feedback from 
spectators real time.   
 
Participants’ mental state scores were then used to analyze whether psychological characteristics would explain the 
frequency by which spectators identified feeling nostalgic. Moreover, this study was interested in exploring 
nostalgia’s effect on spectators’ behavioral intentions and social well-being. Structural equation modeling affirmed a 
hypothesized model that included favorable fit indices and significant path relationships between each exogenous 
and endogenous variable.   
 
Results and Discussion 
 
As anticipated, motivation demonstrated an inverse relationship with nostalgia, indicating that those more prone to 
withdrawal motivational states possess a greater disposition toward nostalgia. Secondly, belief that spectators who 
exhibited greater levels of inward attention (e.g., meditated reflection) would report experiencing nostalgia more 
frequently was reinforced. Arousal, considered by some to be a subsequent effect of state nostalgia, was also shown 
to have a significant and positive relationship with spectators’ reporting of nostalgic moments.  Evidenced by their 
large effect, the study’s model provided support of brainwave frequencies’ ability to indicate dispositions which are 
indicative of nostalgia. 
 
The number of nostalgic instances spectators reported experiencing serve multiple functions for team 
administrators. First, greater number of nostalgic instances cited throughout the game accounted for 22% of the 
variance in spectator behavioral intentions. Thus, much of the value MiLB attendees attribute to the game lies in the 
reminiscent experiences felt. As to what senses were triggering one’s longing for the past, visual stimuli appeared to 
elicit the greatest nostalgic response from spectators upon them entering the ballpark. However, as the game 
progressed, social interactions became the most consistent elicitor, further propagating sport as a social experience. 
Secondly, respondents’ social well-being was moderately related to the frequency by which a respondent cited feeling 
nostalgic. Although the explained variance was minimal, the relationship demonstrates the power of sport to yield 
hedonic affects that are residual in value. 
 
When narrowing the focus to data captured within each 20-minute time epoch, trends continued to appear in 
support of the study’s suppositions. To illustrate, logistic regression signified inward attention to be a unique 
predictor of spectators’ nostalgia in three of the six time epochs. Descriptive data associated with nostalgic versus 
non-nostalgic respondents also reinforced existing speculations with respect to mental states consistent with 
nostalgic feelings. In sum, the method of data collection employed and subsequent findings extend the study of 
nostalgia in sport. The results provide both theoretical and practical evidence for the positive impact of nostalgia, 
which extends the study of the topic and yields results that provide credence for sport organizations’ continued 
focus on creating environments likely to evoke such nostalgia.  
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