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Retro marketing is extremely prevalent in the sporting world. This is evidenced by a company such as Mitchell and 

Ness, who by 2000 had locked in deals with the four major professional sport leagues (Century, 2003) and has since 

been purchased by ADIDAS and then Juggernaut capital partners, each time for a greatly increased value (Ryan, 

2016). Professional teams also rely heavily on retro jerseys, on the field and in the team shops. For the 2017-2018 

season, seven NBA teams unveiled throwback uniforms as a new alternate (Burry, 2018) and for the 2018-2019 

season the NFL will be utilizing throwback merchandise to celebrate their centennial (Porter, 2017). This craze is 

not only evident in America, as one can regularly see retro kits in the English Premier League (“Premier league kits,” 

2017). Despite the heavy usage of retro marketing in sport, specifically merchandising, very little is understood about 

the mechanics behind its’ effectiveness from a consumer behavior standpoint. 

 Retro marketing is considered a mix of new and old where a product is produced that pays homage to the 

past, with updated technology and materials (Brown, 1999). In the sporting world, nostalgia has frequently been 

considered a brand association (Gladden & Funk, 2002; Ross, James, & Vargas, 2006). Many scholars have simply 

relied upon nostalgia as the reason for retro marketing’s success. Scola and Gordon (2018) created the five practical 

areas of retro marketing in sport, which included: imagery, merchandising, venue, gameday promotions, and 

advertising. The authors suggested examining the impact of retro merchandise on the consumer. Additionally, they 

utilized the stimulus-organism-response framework, which details how the three factors work to lead to a 

consumer’s emotions and actions. Sport marketers using retro marketing are manipulating the stimulus (Scola & 

Gordon, 2018) and seeing success in the terms of sales and behavior, but not much is understood about why the 

consumers act this way. One way that scholars can do this is to establish consumer-based variables that should be 

elicited by retro merchandise and test them within a theoretical model. The purpose of this study was to examine 

how nostalgic feelings impacted sport consumers perceived value, purchase intentions, and willingness to pay a price 

premium towards merchandise. 
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 The authors used Amazon mechanical Turk to geographically recruit sport fans (N = 419). Specifically, fans 

of the Houston Rockets and Denver Broncos were recruited for this study. Respondents (n = 201) were presented 

with a piece of retro merchandise (Broncos or Rockets) as a prompt and asked to complete a 21-item survey while 

another set of respondents (n = 218) were provided with a modern merchandise prompt and responded to the same 

set of questions. The constructs that were examined in the model were: nostalgic feelings (Cho et al., 2017), 

perceived value (Eggert & Ulaga, 2002), purchase intentions (Kwon, Trail, & James, 2007), and willingness to pay a 

price premium (Netemeyer, et al., 2004). All items were measured on a 1-7 Likert scale. To examine the model, the 

following hypotheses were tested: 

H1: There will be a significant, positive relationship between nostalgic feelings and perceived  value. 

H2: There will be a significant, positive relationship between perceived value and: 

 H3a: Purchase intentions 

 H3b: Willingness to pay a price premium 

H3: Perceived value will mediate the relationship between nostalgic feelings and:  

 H3a: Purchase intentions  

 H3b: Willingness to pay a premium 

 
 When examined for fit, the model showed reliability with composite reliability scores above .70 for each 

factor within both conditions (Bagozzi & Yi, 1988). The factor loadings all were near or above the suggested cut-off 

of .50 (Hair et al., 2006) and the cross-loading was examined with all factors to suggest discriminant validity. 

Analysis was run using R 3.5.2 for both models fit, regressions, and bootstrapping. Addressing hypothesis one, 

under both conditions nostalgic feelings had a significant (p < .01) positive relationship with perceived value (retro β 

= .386; modern β = .563). Therefore, hypothesis one was accepted for both conditions. Examining perceived value’s 

relationship with the two outcome variables, it was found that perceived value had a significant (p < .01) and 

positive relationship on both purchase intentions (retro β = .517; modern β = .794) and willingness to pay a price 

premium (retro β = .468; modern β = .707) in both conditions, leading the authors to accept hypothesis two 

completely. To test mediation, first direct effects of nostalgic feelings and all other constructs were examined in each 

pool. In the modern pool, there was not a significant relationship between nostalgic feelings and either outcome 
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variable, therefore partially rejecting hypothesis three. In the retro condition, there was a significant relationship 

between both variables. Furthermore, bootstrapping showed that perceived value mediated the relationship between 

nostalgic feelings and purchase intentions (standard effect: .19; p < .05) and willingness to pay a price premium 

(standard effect: .18, p < .01). These results allowed led to the acceptance of hypothesis three for the retro 

condition.  

 The results of this study indicated that nostalgic feelings could lead to consumers having increased 

perceived value towards a piece of merchandise. This is important as perceived value has been found to be 

influential in purchase behaviors of sportswear and sport purchases in general (Chi & Kilduff, 2011; Kwak & Kang, 

2009). Additionally, it was found that nostalgic feelings impacted consumers purchase intentions and willingness to 

pay a premium in the retro condition. It has been suggested that sport may be a venue that is most successful for 

retro marketing usage (Sierra & McQuitty, 2007) and findings like this may extend that idea. Furthermore, perceived 

value acted as a mediator in this situation and in doing so extends the usage of the S-O-R framework suggested by 

Scola and Gordon (2018). The group in the retro pool was influenced by their nostalgic feelings more than the 

modern group. Therefore, it will be important for future research to dive into two key ideas: what elicits nostalgic 

feelings and what types of marketing and merchandise are impacted by consumer’s nostalgic feelings.   
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