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ABSTRACT
HOW PERSONAL NOSTALGIA INFLUENCES GIVING TO CHARITY

Altaf Merchant
Old Dominion University, 2008
Director: Dr. John B. Ford

Charitable organizations in the U.S. have found it increasingly difficult to raise
funds from donors. With a decline in the number of donors and with the number of
charitable organizations increasing, there is a greater need than ever to engage the giver
and encourage him/her to increase their giving to charitable organizations. NPOs (not-
for-profit organizations) can facilitate this engagement through the identification of
emotional constructs that can drive donor commitment to the NPO and increase
charitable giving. In a recent study, Sargeant et al. (2006) have shown that charities
which engage the giver emotionally are able to create stronger commitment from the
giver. One such emotionally engaging construct is personal nostalgia. Personal nostalgia
is a longing for a past which has been personally experienced by the individual. Personal
nostalgia evokes warmth and joy arising out of remembering the past but there is also a
sense of loss that the past is no more. The author has not found any study that has linked
personal nostalgia to giving to charity. This research links personal nostalgia to charitable
giving. From an academic standpoint it adds to the literature in the areas of personal
nostalgia and not for profit marketing. From a Managerial standpoint, NPOs could benefit
by identifying significant personal experiences of the donor and evoke personal nostalgia
in their fundraising appeals. This research presents a theoretical model and ten research

hypotheses. It shows that age, discontinuity, loneliness, past experiences and recovery



from grief positively influence the donor’s personal nostalgia. Personal nostalgia in turn
provides emotional utility and familial utility to the donor. These in turn strengthen the
commitment of the donor to the charitable organization which facilitates charitable
giving. Data were collected from 502 U.S. charitable donors. Structural equation
modeling was utilized and tests were carried out to ascertain the significance of the
hypothesized relationships. The study found support for nine out of the ten hypothesized
relationships. It is argued that this study would be relevant to those NPOs which can
evoke personal nostalgia among their donors. Some examples would include alumni

associations of academic institutions, hospitals, etc.
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CHAPTER 1: STATEMENT OF THE PROBLEM

INTRODUCTION

Philanthropic institutions in the U.S. have found it increasingly difficult to raise
needed funds from givers (Eikeﬁberfy, 2005). In fact this has been seen in other
countries as well. Over the past 10 years éhaﬁties in the U.K. have also been finding it
increasingly difficult to raise funds (Sargeant ve't al., 2000). There are a number of reasons
for this. First of all, there is a decline in the number of donors in the U.S.. As per the
Index of National Fundraising Performance of the Target Analysis Group (Association of
Fundraising Professionals, 2007) the number of donors has declined by 1.3% in 2006
over 2005 and by 1.7% in the first half of 2007 over 2006. This implies that NPOs would
have to work harder to increase per donor contributions to make up for the decline in the
number of givers. Secondly, many current givers ohly give small amounts to charities. It
has been shown that individuals give less than 2% of their personal income to charitiés
(Burke, 2001). Thirdly, there has been an increase in the number of charitable
organizations (Sargeant et al., 2000), which raises the competitive intensity across a
larger number of organizations fighting for a share of a limited pool of donor funds. The
picture is not a promising one.
The key challenge for Marketing Managers of not-for-profit organizations (NPOs) is to
increase the amount of giving among current givers and to attract new and younger
givers. To achieve this, NPOs are urged to engage their givers with appeals that interest
and involve them. They can facilitate this engagement through the ;dentiﬁcation of
emotional constructs fhat can drive commitm_eﬁt and increase éharitabié giving.

o Recently, Sargean‘t‘ et al. (2006) proposed a perceptual model of donor giving behavior



which showed significant linkages between such perceptual dimensions as emotional
utility (giving to feel better about oneself), familial utility (giving connected to a family
- member affected by the cause associated with the cilarity) and commitment which in turn
was,foﬁnd to drive donor giving. While this study took a major step in the right direction,
the authors noted that additional research into other driving vperceptual constructs 1is
Warrénted. |

One such potentially relevant affecting construct is nostalgia. Academic work
involving nostalgia has shown it to evoke a variety of emotions (Davis, 1979; Gardener,
1985). It evokes a poignant mixture of mental pain and joy (Freud, 1926; Akhtar, 1996).
The American Heritage Dictionary (1972) defines nostalgia as a “longing for things,
persons or situations that are not present.” It is basically a longing for a perceived
utopian past (Bassin, 1993, Batcho; 1998) without the actual acceptance that it is over
(Kaplan, 1987). Nostalgia has been found to affect old and young alike (McCann, 1941),
and it appears to be not only a longing for a past which has been personally experienced,
but it also represents a longing for a “lost past paradise” (Peters, 1985) which one has
possibly never experienced (Stern, 1992). There is an increasing use of nostalgia in the
marketing of consumer goods (Baker and Kennedy, 1994). There is an attempt to
“reenact the reunion” with the lost past with appeals of “vintage retro” (Bassin, 1993),
traditions, rituals and the ideal American cémmunify. One can easily see these attempts
in the use of the songs of the 1960s and 1970s and the strong emotional connections
made between thé past and such products as automobiles, hamburgers and soft drinks.
What might fhe cohnectiori be between nostalgia and charitable giving behavior?

* Sargeant et al. (2006) suggest that familial utility may actually be affected by 'nostallgia



since desire for the situation experienced or perceived to have been experienced when a
loved one was still alive may influence giving in memory of that loved one. However,
we are not aware of any research that has been done tb understand the relationship |

* between the experience of nostalgia and charitable giving and the factors that influence
this relationship. |

WHY DO PEOPLE GIVE TO CHARITY?

All n&otives for giving are not altruistic. Giving may result in a direct gain to the giver.
Examples of pure altruistic motives would include a warm glow (Andreoni, 1990), a
desire to cause social change (Radley and Keﬁnedy, 1995), empathy, sympathy, fear,
guilt, pity (Feldman, 1985; Fultz et al., 1986) and a pure belief in the caﬁse (Webber,
2004). The non-altruistic motives would be either emotional or economic. Emotional
benefits would include prestige and respect in the community (Olson, 1965), self-esteem
(Mathur, 1996), recognition (Kottasz, 2004), peer pressure (Webber, 2004) and the
alleviation of negative feelings (Cialdini, 1987). Economic benefits would include such
things as tax benefits and invitations to gala events (Kottasz, 2004; Sargeant et al., 2006).
Sargeant et al. (2006) summarized the intrinsic determinants of giving under three
categories: familial utility (benefits to family members either alive or in memoriam),
emotional utility (emotions felt) and demonstrable utility (a direct economic benefit
accruing to the giver like the chance to attend a performance, dinner, event etc). Those
who are committed to the NPO &e more likely to give to the NPO. The higher the
emotional utility (emotions felt out of giving) and familiél i;tility (link to family), the
greater the. deg;ee 6_f commitnient. and the greater the level of giving that would be '

_exhibited by- the donor to that charitable organization (Safgea‘ﬁt et -aL, 2006). The |



perceived demonstrable benefits (selfish gains like invitations to gala events (Kottasz,
2004)) associated with charitable giving helps to persuade non-donors to become donors.
quever, it does not impact commitment nor does it impact trust in the charitable
organization (Safgeént et al., 2006). |

PERSONAL NOSTALGIA

Holbrook (1993) defines nostalgia as “A longing for the past or a fondness for
possessions ancf activities associated with the days of the past” (page 245). It is the
remembering of the past. There are two types of nostalgia - Vicarious nostalgia and
personal nostalgia. While vicarious nostalgia refers to the longing for a past not
personally experienced by the individual, personal nostalgia refers to the longing for the
past that has been personally experienced by the individual. Since baby boomers are
agihg, they are becoming increasingly nostalgic (Unger et al., 1991) and as a result there
is an increasing use of nostalgia in the marketing of consumer goods. There is an attempt
to “reenact the reunion” with the lost past (Bassin, 1993), traditions, rituals and the ideal
American community (Daniels, 1985). One can easily see these attempts in the use of the
songs of the 1960s and 1970s and the strong emotional connections made between the
past and such products as automobiles, hamburgers and soft drinks. Since it is evident
that connecting with the past through personal nostalgia is effective and relevant, this
study shall focus on the relationship between personal nostalgia and charitable giving.
The personal nostalgia experience involves remembering the memories of the days gone
in theAform of images which lead to a variety bof emotions. There is the warmth and the
joy ar'isi.ng'out- of remembering.the;. past but there is also a sense of ioss that the past is no

more (Holak and Havlena, 1998). It is a bittersweet experience. Some people are more’



prone or have a higher propensity to be nostalgic than others. This depends on various
factors including their biological make up. People who are more nostalgia prone are more
likely to be lstirred by nostalgic commuﬁications (Batcho, 1998). Sbme of the factors that
influence personal néstalgia are as‘follows:

1) Discontinuity: Those that face discontinuous er experiencés tend to get more
nostalgic and look to the past for a sense of stability (Mehta and Beik, 1991).The person
takes comfort in the memories and the emotions of the days gone by (Ornstein and
Ornstein, 1985).

2) Past experiences: Significant life experiences are better recalled. Hence, people feel
nostalgic for more significant past experiences than less significant past experiences
(Baumgartner, 1992).

3) Loneliness: When people feel lonely they tend to get nostalgic as the past acts as a
“coat of comfort” (Lomsky-Feder and Rapoport, 2000). By indulging in personal
nostalgia they remember the past events with friends and family, and relive the times
which were happier.

4) Aging: As people age they get more nostalgic (Davis, 1979). They tend to long for the
days gone by and want to relive the past.

5) Recovery from grief by continual involvement with deceased: In some cases the grief
that an individual feels and tries to cope with also influences the personal nostalgia that
he or she may experience. The person copes with grief by developing continual bonds

with the deceased person by remembering the past (Bdnnano and Kaltman, 1999).



PURPOSE OF THIS RESEARCH

This research links personal nostalgia to charitable giving. It presents a conceptual
model (see figure 1-1) and proposes ten hypotheses. This research argues that age,
discontinﬁity, loneliness, past experiences and recovery ﬁom gri;ef all influence personal
nostalgia that a donor may experience. Personal nostalg-ia‘in turn will provide emotional
utility and familial utility to the donor. These in turn will strengthen the commitment of
the donor to the charitable organization which would lead to charitable giving by the
donor. Does this mean that this is relevant to all NPOs? It is argued that this would be
relevant to those NPOs which are able to evoke personal noétalgia among their donors.
Organizations with which donors share emotional memories of the past are likely to
evoke personal nostalgia. Some examples would include alumni associations of academic

institutions, hospitals, and the American Cancer Association.

Figure 1-1 - Conceptual Model

@ Emotional
Personal
Nostalgia
H5

from grief

Past
xperiences associatey]
‘with charitable
QIganizatiop

H10
Intention
To Donate

Trust

Professionalism

(Adapted from Sargeant et al s 2006)



CONTRIBUTION
Theoretical contribution
| This research has several important theoretical contributions. Firstly, the author.

has not found any resear_ch which has examined the relationship bétweén personal
nostalgia and charitable giving. By exploring this linkage in detail the author fills a
crucial gap in the literature. Secoﬁdly, the author has also not found any study that has
comprehensively looked at the role of the potential factors that influence nostalgia, and in
particular the context of charitable giving would be a new and relevant dimension.
Thirdly, this research studies the relationship of recovery from grief and nostalgia.
Though other researches have looked at this construct, how it relates to nostalgia and its
potential inﬂuence on giving to charity is an area which has also not yet been studied by
other researches in this area.
Managerial Implications

NPOs that give the donor a window to experience personal nostalgia are likely to
benefit through the creation of stronger bonds with current donors and by attracting non-
givers. The NPO Marketing Manager would be able to develop communications that
could trigger personal nostalgic memories for the giver and elicit the warmth of fond
personal experiences. This warmth would be imbued to the organization evoking the
emotional engagement. Emotional engagement is key to donor commitment, and donors
who are emotionally engaged are more likely to give to charity (Sarganet et al., 2006).
This could facilitate the creation of long-term irtimate relationships' betWeeh nonprofits .
and kéy donors. It would éeém reasonable that stirring up memories'related to significant

~personal experiences could be particularly helpful_fdr such organizations as uniV.ersities,



hospitals, schools and social causes as well as health-related charities. Marketing
Managers of these NPOs could benefit by identifying significant personal experiences of

the donor and evoking nostalgia by giving them a window to re-experience those events.

ORGANIZATION OF THIS DISSERTATION

The rest of the dissertation is organized as follows. Chépter two presents an
indepth review of the relevant literature related to giving behavior, personal nostalgia and
the factors that influence personal no.stal‘gia. The conceptual model is discussed in greater
detail and the research hypotheses are presented. Chapter three then examines the
methodological issues with a discussion of various scales to measure the psychological
constructs and their psychometric properties. Chapter four presents a discussion of the
data collection process and an assessment of the model constructs and how the structural
equations model is run and the various hypotheses are tested. Finally chapter five
presents theoretical and manageriai implications, limitations and suggestions for future

research.



CHAPTER 2: REVIEW OF THE LITERATURE

INTRODUCTIQN

This chapfer focuses on the review of the relevant literature. At first a review of
the giving behas/ior literature is presented. The focus then moves to a review of the
literature on nostalgia and the experiences of personal nostalgia. The chapter then also
discusses in detail the various factors that affect personal nostalgia. F'inally the theoretical
model] linking personal nostalgia and charitable giving is presented and related research

hypotheses are posited.

GIVING BEHAVIOR

Non-profit organizations attracted more than $250 Billion in donations in 2005
from individuals (Lipman, 2007). Individual giving represents 75.6% ef all philanthropic
giving (Giving USA, 2007). However, what is troubling for non-profit managers is that
there has been a decline in the number of givers (Association of Fundraising
Professionals, 2007) and thus NPOs must increase the donations from current givers to
make up for the decline in the number of givers. An examination of giving trends shows
that both the most and least affluent individual givers give more proportionally than their
middle-income counterparts (Silver, 1980).
Giving can take many forms. It includes outright financial donations, planned giving
(regular giving - this could be during the giver’s lifetime, (e.g. Kottasz, 2004), or after his
or‘her death in the form of legacies (e.g. Webber, 2004), and ,hybrid givihg (a mixture of
outright and’ planned g1v1ng, (e.g. Brown, 2004) leers may also express thelr support

for chantable causes by attendlng fundralsmg events (Webber 2004 Kottasz 2004) and .
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by buying related merchandise/mementos (Mottner and Ford, 2003). Other forms of
giving include time and talent types of gifts, but these are beyond the scope of the present
s';udy.

Giving behavior and the motivation for giving vary across different groups of
givers. Radley and Kennedy (1.995) found that lower-income givers Were motivated by
empathy while wealthier givers were concerned W1th bringing about social change.
There are also sexual differences in giving behavior. Women tend to give smaller
amounts but to a greater number of charities than men. (Braus, 1994). Studies have also
shown that underlying religious conviction also has a direct positive effect on giving
(Edmundson, 1986; Halfpenney, 1990). What is apparent in an examination of this
literature is that most of the charitable giving is done by older adults (Mathur, 1996;
Pharoah and Tanner, 1997), while the younger generation is less motivated to give
(Sargeant et al., 2000). This appears to be primarily due to the breakdown of traditional
family units and the increasing pace of life (Kottasz, 2004) along with a desire to fulfill
increasing materialistic needs (Kottasz, 2004). The important opportunity for non-profit
managers is that non-givers have been found to give when they feel a genuine interest
and identification with the cause (Sargeant and Jay, 2004). As an example, young males
have been found to be attracted to arts and cultural charities (Kottasz, 2004). If NPO
managers can engender that identification, they can improve their financial health while

increasing their potential impact on the cause involved.
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Intrinsic determinants of giving

All motives for giving are not altruistic. There are also non-altruistic motives for
giving. Giving may result in é direct gain to the giver. Pufe altruistic motives include a
warm feeling or glow (Andreoni, 1990), a desire to cause social change (Radley and ”
Kennedy, 1995), empathy, sympathy, fear, guilt, pity (Feldman, 1985; Fultz et al., 1986) :
and a pure belief in the cause (Webber,2004). The non-altruistic motives are either
emotional or economic. Emotional benefits include the achievement of prestige and
respect (Olson, 1965) in the community, self-esteem (Mathur, 1996), recognition
(Kottasz, 2004), the alleviation of peer pressure (Webber, 2004) and the diffusion of
negative feelings (Cialdini, 1987). Economic benefits are those benefits which result in a
direct economic or monetary benefit to the giver. It includes such things as tax incentives,
free entry tickets and invitations to dinners, art performances, gala events (Kottasz, 2004;
- Sargeant et al., 2006), etc. Sargeant et al. (2006) summarized the intrinsic determinants
of giving under three categories: familial utility (benefits to family members either alive
or in memoriam), emotional utility (emotions felt) and demonstrable utility (a direct
economic benefit accruing to the giver).
Giving as a relationship

In this burgeoning era of relationship marketing, the focus is on establishing long-
term intimate relationships between buyers and sellers. Equally appropriate is the
establishing of a relationship between donor and recipient (Belk, 1979). Building
rf;lationships with consumers helps move the conipany from one-time transactions to long
term “partnerships” of exchanges (Morgan and Hunt, 1994). - Fbr this to héppen, it 1s '

" proposed that commitment and trust are vital to create and maintain _,relatiQnships, -
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(Morgan and Hunt, 1994). Trust and commitment also drive giving behavior (Sargeant
and Lee, 2004). Trust is the confidence in the other party’s reliability and integrity
(Morgan and Hunt, 1994), and in the not—for-pfoﬁt literature, trust has been found to bé ,
influenced By two organizational factofs: fhe professioﬁalisin demonstrated by the charity
and the quality of its communications (Sargeant et al., 2006). Commitment is thé ,
enduring desire to maintain a valued relationship (Morgan and Hunt, 1994). Those who
develop commitment to charitable ofganizations remain in these relationships as it serves
to reduce uncertainty and vulnerability (Sargeant et al., 2006). The degree of personal
association with the cause affects the commitment to the cause (Sargeant and Lee, 2004).
The higher the levels of emotional utility (emotions felt out of giving) and familial utility
(link to family), the greater the degree of commitment and the greater the level of giving
that is exhibited by the donor to that charitable organization (Sargeant et al., 2006). The
perceived demonstrable benefits (selfish gains like invitations to gala events (Kottasz,
2004)) associated with charitable giving helps to persuade non-donors to become donors.
However, it does not impact commitment nor does it impact trust in the charitable
organization (Sargeant et al., 2006).
In order to increase giving among current givers and bring in new younger givers,
NPOs need to focus on emotional constructs which can drive commitment to the charity,
which in turn can increase giving behavior. This study proposes that one such emotional
construct is nostalgia.
‘NOSTALGIA
There is much academic discussion on nostalgié. Many scholars have desé_ribed it as a

fatal disease, whichAeveryone experiences at one time or another (Hofer, 1688). Many
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others have called it a hook of continuity in changing times (Tannock, 1995). They argue
that the more dissatisfied consumers are with life as it is today, the more they will want to
revert back to the ways df the past (Baker and Kennedy, 1994). Still others argue that
sincc baby boomers are aging, théy are bééoming increasingly nostalgic (Unger ét al.,
1991; Stern, 1992). As a result, fher’e is a growing interest in the use of nostalgia in
markéting (Baker and Kennedy, 1994).

There are four broad definitions of nostalgia. The first is the temporal definition:
“A positive feeling for the past, with a negative feeling for the present or
Sfuture...THINGS WERE BETTER...THEN THAN NOW” (Davis 1979, page 18). The
second describes nostalgia as a sad mood: “A wistful mood that may be prompted by an
object, a scene, a smell or a strain of music” (Belk, 1990, page 670). Holbrook and
Schiﬁdler, 1991, define nostalgia on the basis of what cued the occurrence of nostalgia:
“A preference toward objects that were more common when one was younger” (page
332). Finally Holbrook (1993) provides a more comprehensive definition: “A longing for
the past or a fondness for possessions and activities associated with the days of the past”
(page 245). The Holbrook (1993) definition is more widely used in the literature (e.g.
Holak and Havlena (1998), Schindler and Holbrook (2003)) since it encapsulates the
emotions involved in the nostalgia experience. As this study proposes a link between the
emotional utility and familial utility arising out of personal nostalgia and charitable
giving this study will employ the definition proposed by Holbrook (1993).
There are cognitive as well as affective':dimensions to the experienc'e of nostalgia
(Wénnan, 1977; Baumgartner, 1992). The cog_nitivé side focuses on the mémofies of the

g past, and the affective side _involveé the emotions that these memories evoke. Research
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has shown that by stimulating the consumer’s memory, they can be made to feel the
emotions they felt when they had the original experience (Braun-Latour and Latour,
2005). By providing stimuli to consumers which remind them of days gone by, marketers
can evoke emotions of the past which the con;suiners 4a.re hoping for. This would help
emotionally engaée fhe cénsumer and strengthén the existing emotional bonds. It should
be ﬁoted that the emotions that are associated with nostalgia are complex. The nostalgic
experience is not comprised of all positive émotions; it ié a “bittersweet” experience
(Davis, 1979). Nostalgia evokes both positive and negative emotions (Holak and
Havlena, 1992). By remembering the past, the person feels warmth, joy and affection
(Holak and Havlena, 1998), but at the same time, there is a feeling of sadness and loss
with the realization that the past cannot be recreated. (Holak and Havlena, 1998).

Some individuals show higher propensities for nostalgia than others (Holbrook,

1993). Therefore even among the same age group some people may be more nostalgic
than others. Nostalgia proneness is thus a facet of a person’s personality. Nostalgia
proneness (propensity to become nostalgic) is influenced by the individual’s life stage
and other personal factors. Holbrook (1993) defined nostalgia proneness as “a facet of
individual character- a psychographic variable or aspect of life-style, or a general
customer characteristic-that may vary among consumers (p 246)”. Batcho (1998) also
explained that a person highly prone to nostalgia, rather than being depressed, would
have a better capacity for emotionality. Therefore he or she would be very happy when
_feeling happy and very sad when feeling sad. His or her capacity_fo feel emotions more
'intensely would increase the likelihood of expe'rienciﬁg both the “sweet” ahd the “bitter”

emotions of n{)stalgia. Individuals in the high nostalgia group were found to perceive the .
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past as more favorable than those in the low nostalgia group (Batcho, 1998). Therefore,
‘ people who are more prone to nostalgia are more open to nostalgic appeals, branding
strategies and advertising (Zimmer et al., 1999).

| Nostalgia is evoked by a variéty of triggers (Holbrook and Schindler, 2003;
Schindler and Holbrook, 1993). Nostalgia can Ee triggered by sensory experiences
(pleasurable sensory experiences from the past), links with the individual’s hdmeland
(bonding with objects associated with a distant land), items that remind the individual of
rites of passage, friends and loved ones (bbjects representing close social relationships),
objects linked with aspects of continuity and security, and finally items associated with
the arts, culture and entertainment (mental or spiritual freedom). Researchers have also
found that men and women have different triggers for nostalgia (Baker and Kennedy,
1994). There are two types of nostalgia, personal or direct nostalgia and vicarious

nostalgia (see Table 2-1). Each of these would be discussed in order.
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Table 2-1
Types of Nostalgia

Vicarious Nostalgia

“Vicarious nostalgia deals with nostalgia for a period outside of the individuals living
memory” (Goulding, 2002, p 542). This nostalgia is not linked to any direct personal
experience in the past. Unlike personal nostalgia, it is the grieving for the loss of
something that was never directly experienced by the individual in their past (Croft,
1989, Baker and Kennedy, 1994). It is not influenced by age. Goulding (2002) found that
even 25 year olds felt nostalgic for the era of the 1960s. Vicarious nostalgia represents a
yearning for traditional, conservative and community values of past eras. Experiencing
vicarious nostalgia is an individualized blend of fantasy and reality (Rose and Wood,
2005). It is remembering tirﬁes which an individual has not personally experienced but
ycafns for. Sohn (1983) argues that vicarious nostalgia should be conside;red | as

‘paramnesia that is the feeling that one has seen it before or heard it before, the basis of
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which could be pure fantasy. Vicarious nostalgia is transformative (Sohn, 1983). For

example, by attending an Opera, the audience might feel transported to another era and

briefly relive that era. A visit to a museum becomes a retreat from the real world,

spatially and'temporally, and a .transpertation' to the real times of the past (Joy and

Sherry, 2003). When indulging in vicarious nostalgia, the past becomes present which is

- followed by a feeling of loss and melancholy that the past was but a thought and not a
reality (Daniels, 1985). Therefore vicarious nostalgia becomes a quest for an illusion that
can never be found. This identification with the past influences thought, action and
behavior (Goulding, 2002). Individuals experience the etuthentic “golden” past
vicariously by consuming objects that help take them back to that time (Rose and Wood,
2005). The factors that have been found to influence vicarious nostalgia are discontinuity,
alienation and a search for authenticity (Stern, 1992).

Discontinuity: Like personal nostalgia, vicarious nostalgia can also serve as a
basis for coping with discontinuity. When faced with uncertainty and anxious
circumstances, individuals tend to go back in time and link with the past as that gives
them a sense of security. It represents an “old tweed coat” (Davis,1979), as much as
many things may chatnge, there are always some things that remain the same. Thus, the
link to the past provides a hook of continuity in turbulent times (Davis, 1979; Tannock,
1995). In other words, it facilitates an escape from the problems of reality by allowing the
individual to seek shelter in the security of the past (Baudrillard, 1983).

Alienation: Alienation refers to “the separation of human beings from fellow human
| belngs and from their institutions” (Kanungo, 1979, p 120) This could be related to the

' workplace the changlng face of the family,etc. In a trad1t10nal society people have
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stronger connections and roots with family and other social institutions. Unbridled
individualism leads to extreme competition and thus people tend to feel that personal
iiiterests are incompatible with those of others. Hence a Iiositive outcome for one would
have to me;m a negative outcome for anqther (Waterman, I981).AAdding to this, the fast
pace of life has led to pressures, frustrations, and a lﬁck of interpersonal involvement
(Bewes, 1997, Leais, 1998). This has resulted in individuals leading more private lives
and a society which is impersonalized (Chase and Shaw, 1989). Some people no longér
have strong ties with one another. This would lead to a decline in the feeling of
belongingness and security. If individuals feel the need to be associated with societal
groups but are unable to do so, this will lead to frustrations and insecurity thus making
the individual feel a sense of meaninglessness in life and loneliness (Kanungo, 1979). By
indulging in vicarious nostalgia, individuals indulge in the values of a community of the
past, or connect with times when they perceive that family and social groups had a
presence and meaning in everyday life (Daniels, 1985). Thus the transference to another
era through vicarious nostalgia becomes a way of healing the sense of insecurity and
loneliness. By identifying with specific objects associated with nostalgia, individuals will
experience the times when they believe that community values were cherished.

Individuals experiencing vicarious nostalgia feel that they are a part of a group
sharing the same interest and hence form a collective identity. This creates a “neo tribe”
where the group shares something in common that is mutually valued. This becomes a
. basis for socializing and Buiiding alternzte communities (Maffesoli, 1996). This therefore
. sei'ves as the foundation foi a larger identity for the inarginaliz_ed individiial (Price et alv.-,

I, 2000). An,eXample of this is the reliving of the _“mountain man .myth” fantasy, where a
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group of people get together and live, dress, eat and drink just like the mountain men did
many years ago. Not only does it enable them to relive the days when there was a strong
sense of community, but it also helps create a social group of people for friendship,
bonding, and networking 'among those with a common interest (Belk and Costa, 1998).
l.“his would anply for many who practice creative anachronism and dress and act as those
from different periods of history.

Search for authenticity: Authenticity of an object refers to its perceived
genuineness (Trilling, 1972). Authenticity gives a feeling of purity and sacredness. For
some people nothing appears as how it should be. Products, fashion, art, and even the role
of the family is perceived to have deteriorated. Lears (1998) argues that the individualist
culture of pleasure seeking has created disillusionment with everyday life. It is this
discontentment with the present that creates an urge to seek a “golden age” of the past
(Chase and Shaw, 1989). For some individuals, they cannot believe what has happened
around them (Baudrillard, 1983). This has prompted a feeling of deterioration and decline
with a need for authenticity (e.g., the Coke catch phrase “The Real Thing” as suggested
by Belk, Wallendorf and Sherry, 1989) and for a simpler and more authentic way of life
away from present day complexities (Seremetakis, 1994). Thus, when the present is no
longer appealing, individuals want to simulate (Baudrillard, 1983) and create an alternate
“authentic” reality (Firat and Venkatesh, 1995). This authentic object of the past is
perceived to be genuine, true and eternal.

Vicarious nostalgia therefore offers a link to the past and the values associated
with that pést (Lears, 1998). The authenticity of the past gets reSurrected by the

experience of nostalgia and the individual relives that authentic past. Nostal_gia becomes a
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way to take refuge away from everyday life retreating into the values of the past. This is
reflected in the consumption undertaken by the individual. For example, Belk (1991)
argues that individuais consume antiques or antique looking memorabilial because it
evokes a time associated with the era to which the antiques belong, which is valued or
admired by the owner. It is thesé positive emotions that give a sense of continuity and a
feeling of authenticity and nostal.gic escapism.
Personal Nostalgia |

This is based on the person’s direct experiences. It is a longing for the actual
“lived” past (Baker and Kennedy, 1994) and the things, memories and people associated
with that past (Goulding, 2001). The person experiencing personal nostalgia remembers
things and events more positively than they actually were. They look to the past as if it
represents the way things should always be and regret the fact that things have changed
(Bricklin, 2001; Stern, 1995). Therefore, the person experiencing nostalgia is not only
looking for the object of nostalgia but the time before it was lost (Ahktar, 1996; Lomsky-
Feder and Rapoport, 2000). Personal nostalgia serves different functions. It serves as an
anchor of continuity and identity (Mehta and Belk, 1991) during changing circumstances
in life (Noble and Walker, 1997). When circumstances change, people feel insecure and
unsure of themselves and therefore tend to revert to past memories for comfort and
support amidst fears of an uncertain future (Nawas and Platt, 1965). It also helps to
alleviate feelings of loneliness (Lomsky-Feder and Rapoport, 2000). When people feel
lonely, they tend to remember pést events with friends and family and relive the times

which were happier.
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THE PERSONAL NOSTALGIA EXPERIENCE

Models of autobiographical memory (Conway and Pleydell-Pearce, 2000) state that
memory is organized in a hierarchical .manner. The upper layers contain general
information and are linkéd to thé more ‘specific and detailed lower la_yers..A ggneral
memory is a general summary of events over extended peribds of time (e.».g.,'. school
years). Specific memories, on the other hand, contain descriptions of events at a
particular time (e.g., a 21% birthday, wedding day, graduation, etc.). In the model
proposed by Conway and Pleydell-Pearce (2000), the specific memory is rich in sensory-
perceptual detail. For example, the memory of a birthday party may bring to mind the
emotions felt, the look of the guests, the music played, etc. (Mansell and Lam, 2004).
Research has shown (Williams et al., 1999) that specific memories are more likely to
involve mental imagery than general memories. Consistent with this, brain ifnaging
studies have shown that the retrieval of specific autobiographical events involves the
activation of the posterior regions of the brain that are associated with mental imagery
(Conway, 2001). Mental Imagery has been defined as a “process by which sensory
information is represented in working memory in the absence of genuine and perceptual
counterparts” (Maclnnis and Price, 1987, p 473). Imagery recall is a multi-sensory
experience. It involves visual elements, taste, smell, touch, etc. (Maclnnis and Price,
1987). Maclnnis and Price (1987) stated that imagery plays an important role in reliving
past experiences. Davis (1979) stated that personal noétalgia is the reconstructidn and
reliving of the .'past. It refers to.‘remembering’ or ‘recollecting’ autobiographical events
of the past. Rememberiﬁg involvés the individual re-experiencing of ;che event with‘

d¢tails. Since personal nostalgia involves remembering past memories in detail, the. |
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nostalgic experience involves the summoning up of the images of the past, such that the
distinct past becomes disconcertingly close (McDermott, 2002).

Morris and Hampson (1983) state that in order to understand the dimensions of
mental irﬂagery, thé _vividnéss and .the quantity of images must be measured. The
vividness of evoked images refers to the clarity with which the individual experiences
these images. It has been termed as the most irﬁportant characteristic of the imagery
experience (Betts, 1909; Baumgartner, 1992). The clearer the quality of images recalled,
the richer the mental .imagery experience. Another aspect of imagery measurement is the
quantity of images evoked. It has been argued that the greater the number of images
recalled, the richer the imagery experience (Ellen and Bone, 1991). The number and
quality of images recalled are not the same. For instance, one person may recall many
images with low vividity, whereas another may recall just a few images but with high
vividity (Ellen and Bone, 1991).

The personal nostalgia experience involves recalling experiences of the past and
feeling the emotions of nostalgia (Holak and Havlena, 1992). Maclnnis and Price (1987)
stated that imagery plays an important role in reliving past experiences. The nostalgic
experience involves the summoning up of the images of the past, such that the distinct
past becomes close (Probyn, 1996). It is the summoning of the images of the past with an
accompanied longing (McDermott, 2002). The recall of the past leads to the evoking of
. both happy and sad emotions (Bernsten and Rubin, 2002; Holak and Havlena, 1992).
There is the warmth and comfort in the pastvalong with the accompanying pain, regret

-and sadness that the past cannot be relived (Davis, 1979).
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Baumgartner (1992) studied the emotions experienced while remembering key
experiences of the past while lis‘gening to music. He found that the emotions evoked by
personal nostalgia in this contéXf loaded onto five groups. They were happiness/arousal,
serenity, sleepy, tired .and the negzitivé emotion of gloominess. HoWevef, lo.oking beyond
the emotions related to musié, in a broader context of personal nostalgia, Holak and
Havlena (1998) found that the emotions evoked during personal nostalgia loaded onto six
differént emotional factors. They asked individuals experiencing nostalgia to write down
their nostalgic experiences, and two sets of judges were then asked to rate the emotions
that would have been felt by the authors of the nostalgic accounts. The six emotional
factors were identified as follows: the positive emotions of tenderness/warmth, elation
and serenity and the negative emotions of irritation, loss and fear. More recently,
Wildschut et al. (2006) measured the emotions experienced during the nostalgic
experience and found that the positive emotions exceeded the negative emotions, and that
rather than evoking “exhuberation” or “exaltation”, nostalgia evoked a “gentle
contentment”.

The positive emotions of the personal .nostalgia experience arise from
remembering the past while the negative emotions arise from the sense of loss. The key
question is whether people can feel happy and sad at the same time or whether the two
sets of emotions are bipolar (e.g., the person experiencing personal nostalgia either feels
happy or sad)? Russell and Carroll (1999) stated that positive and negative emotions are
bipolar, that is when someone‘ felt happy, he or she could not feel sad and vice versa.
However, Diener and 'Iran-Neja_d (1986) found that positive and negative _emdﬁons often

~ - occur concurrently at moderate-levels. Therefore, they said that when one feel_é happy,
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one can also feel sad, and thus positive and negative emotions may coexist. Cacioppo and
‘Bernston (1994) found that the neural processes involved in positive and negative affect
are partially distinct and hence faise the possibility tflat these systems can be co'-activatéd.
Larsen et al. (2001) found that in at least three situations (watching a powerful film “Life
is beautiful”’, moving out of a dormitory, and gfaduation day) people felt positive
emotions (happy, calm, relaxed, etc) and negative emotions (sad, depressed, etc). They
found that while only 20% of the participants felt both happy and sad on a typical day,
~ 50% felt happy and sad on graduation day. At graduation the subjects were happy that
they had completed their degree but were also sad when they remembered the good days
they had had in college. These studies support the possibility that positive and negative
emotions can both coexist.
FACTORS INFLUENCING PERSONAL NOSTALGIA
Personal nostalgia is influenced by many factors. They include discontinuity, past

experiences, loneliness, age and the recovery from grief. Each will be discussed in turn.
Discontinuity: People experiencing discontinuity tend to become nostalgic (Davis 1979).
Negative and stressful events in life may result in depression and negative feelings which
the person must deal with (Tesser and Beach, 1998). This is evident when a loved one
passes away, when one moves to a new country, the loss of a job or any event which
disturbs the equilibrium of life. When faced with these disjunctive episodes, individuals
tend to draw on inner resources so that they can restore a sense of stability, security and
continuity (Elson 1992). The individual then clings to objects and events experienced in
the past. The individual looks for a stimulus which enables him or her to elicit the

memories of the past. This could be a strain of music, a memory or a current experience.
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This leads one to revive the past and re-experience the memories and emotions of days
gone by (Ornstein and Ornstein 1985). Nostalgia provides a mesh of security and helps
the individual to alleviate the insecurity that discontinuity brings. Bést and Nelson
: (1‘985), found that men who traveled a lot tended to be more nostalgic than women vi/ilo _
stayed 'at. home. Mehta and Belk (1991) found that Indian mi’grants to the U.S. would
keep objects from their home in India in their U.S. homes and would often indulge in
personal nostalgia while coping with the separation from their homeland. The objects of
" nostalgia help to maintain a sense of continuity (Belk 1990). For example, when a loved
one dies, his or her belongings become objects that can remind the individual of the
deceased person and bring back associated memories and emotions.

Past experiences: Nostalgia is influenced by past experience. The more intense
the past experience, the stronger the memories associated with that experienée
(Baumgartner, 1992; Holbrook, 1993). Events which have been more intense or more
significant are retained (hence, more vivid) in the autobiographical memory more than
less intense and less important events (Sehulster, 1989). In a study of the recall of 25
seasons of the Metropolitan opera, Sehulster (1989) found that individuals better recalled
those seasons which had intense emotions or significant events linked to them. For
instance, one individual remembered the 1979-80 season of opera more than any other
season because it was the first that his wife and he had attended together. Novel events
are also remembered better (Rubin ét al., 1998). These events are remembered better -
because they are subject to more elaborate cognitive précéssing because of their novelty,
as they are distinct from other events.i Evénts associated with life scripts are also recalled

better. Life scri'pts.. refer to developmental changes that are expected ‘to take place at
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various points of life and different life phases that people are expected to live through at

different ages (Bluck and Habermas, 2000; Clarke, 1995). For example, graduation,

. marriage and childbirth are part of the life script. Since these events are recalled better,

people get more nostalgic for these events as they have s'pecial' memori.es' around these
events. Does this mean that non significant events are not recalled? Sehulster (1989)
found that the non significant events recalled were neither accurate nor precise, and there
was much distortion.

Loneliness: In one national survey (Bradburn, 1969) 26% of Americans reported
having felt very lonely or remote from others during the recent past. In traditional
societies people had stronger connections and roots with family and other social
institutions. Some people no longer have strong ties with one another, which leads to a
decline in the feeling of belongingness and security. Though individuals feel the need to
associate themselves with groups, they are unable to do so. This leads to frustrations and
insecurity making the individuals feels a sense of meaninglessness in life and thus
loneliness (Kanungo, 1979). Loneliness is related to a number of personal characteristics
including low self esteem, shyness, a feeling of alienation and a lack of control (Jones,
Freemon and Goswick, in press). Among both younger and older adults loneliness is
linked to negative affects including boredom, unhappiness, and dissatisfaction (Perlman,
Gerson, and Spinner, 1978). Personal nostalgia also helps to alleviate feelings of
loneliness (Lomsky-Feder and Rapoport, 2000). When people feel lonely, they tend to
remember past events with friends and family and relive the times which were happigr.

'A'ging:’ Is personal«nostal'gia purely a factor of aging? Certainly as peoble age,

they develop a preference for bygone days (Davis, 1979). Some say that personal
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nostalgia is a part of the normal aging process. For example, Batcho (1995) found that as
people aged they got more nostalgic and remembered the times of their youth with
considerablev' nostalgia as they entered older stages in life. However,‘, some studies show
: ithat nostalgia is not purely a function of age. Nostalgia rises and Wanés across different
.ége groups depending on the experiences and the demands imposed by life. For example,
Eatcho (1995) found that some young college students were found to be more nostalgic
than some older individuals. Larsen et al. (2001) measured the emotions felt by students
graduating and the emotions felt by students moving out of their dormitories. These
instances made the individuals experience nostalgia with both the positive emotions of
happiness and the negative emofion of regret felt at the same time.

Recovery from grief by continual involvement with the deceased: 1s there a relationship
between grief and nostaigia while giving in memoriam? Is giving in memoriam only a
reaction to grief? Would this wane over a period of time? A review of the literature on
grief shows that there are three phases of grief (Goalder, 1985). The first phase is
comprised of disbelief in the death of the loved one. It is a phase of shock. The second
phase refers to the beginnings of coping with the death. This involves a search for
meaning in the death. This also involves a searching for the dead individual in his or her
belongings and memories. The final phase is recovery. This involves proceeding with life
and overcoming the pain involved. However, this does not mean that the individual stops
grieving for théir loved one. Scharléch (1991) found that when some adults were
reminded of the death of their parent, they cried even years after the‘death of that parent.
Personél, nostalgia refers to the remembering of thé events of thé past and reiiving the

‘positive emotions with a sense of los;S. Thus, one can argue that getting nostalgic for a
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loved one who is dead allows them to cope with the loss and the grief involved with the
death. Bonnano and Kaltman (1999) argued that one of the means of coping with the
death of an individual is to develop “continued bonds with the deceased to “foster” the
. continuity of identity” (p 562). Recently, Carnelly et al. (2006) found that grief due to the
death of a spouse among widows led to a feeling of continual involvement and emotional
resolution. The grievér would often talk with the deceased and wanted to feel his
presence in her life. The griever often felt that she .had not received closure with the
deceased emotionally and wanted to say many things to the deceased which she had not
had the chance to say. Therefore, it appears that by making a donation in the memory of
the deceased, the giver remembers the loved one and is provided a sense of continuity.
Therefore, one can argue that it helps in the grieving process as it aids in recovery from
the grief.

Memories of a loved one may simultaneously bring comfort and also cause distress.
Weiss (2001) found that emotionally charged objects (objects which had a special
meaning in the relationship like an anniversary gift) from the loved one led to the
bereaved feeling a continued connection with the deceased. Many theorists have
maintained that the memories of the deceased person decline over time (Worden, 2002),
however, this assumption has been questioned recently. Bonnano et al. (2004) found that
it was common for the bereaved to think about their loved one almost daily in the first six
months but this dropped down to around four times a week 18 months after the death.
This reduction in thinking about the deceased comes és a result of coping, by getting on
- Qith lifg, as well aé tﬁrough gaining comfort fromb the ﬁositive ‘m'emc‘)ries of the deceaséd.

.In‘'many cases the bereaved still ruminated about the loved one or even had conversations
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with the deceased spouse. The grievers felt a continual connection with the deceased and
Wanted some kind of emotional closure. Carnelly et al. (2006) found that the positive
emotions that were evoked with the memories of the deceased did not change with time.
Even though the frequency of thoughts that fesulted in negati;/e emotions were reduced
over time, the frequency of thought that resulted in pleasantness did not drop over time.
Therefore one can say that while thinking of the loved one, the bereaved remembers the
loved one and it is likely that he or she will get nostalgic about the person. This continual
connection with the loved one can prompt him or her to give to a charity in memoriam of

the loved one.

PROPOSED CONCEPTUAL MODEL AND RESEARCH HYPOTHESES

Looking to the work of Sargeant et al. (2006), charitable giving is affected by
commitment, which in turn is affected by trust and by émotional and familial utility,
which are intrinsic, while trust is driven by organizational elements such as
organizational professionalism and quality of communications, which are extrinsic.
The proposed model here (Figure 2-1) extends the work of Sargeant et al. (2006). The
model proposes that the emotional engagement associated with personal nostalgia is
likely to have a bearing on both emotional and familial utility. Personal nostalgia is
likely to impact the emotional utility and familial utility derived by the giver, which in
turn would drive commitment. The effective use of advertising cues to elicit nostalgic
reactions to ads or communications would be expected to affect the donor’s feelings
. about the organiéation doing .the communicating/advertising. The positive pofential

associated with the reliving of fond personal experiences and' memories and/or the
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connection to a happier past should enhance the chance of donor giving to the charity in
question. However, the extent to which the NPO can evoke nostalgia depends upon the
life stage of the donor and invoives the discdntinuity he or she feels, the loneliness he or
she feels, the emotional impbrtance of the paét experiences ¢V0ked by the NPO gmd th¢
récovery'from grief. The rest of this chapter will discuss the hypotheses connected to the

various linkages in the conceptual model.

Figure 2-1 - Conceptual Model
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(Adapted from Sargeant et al , 2006)
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Factors influencing personal nostalgia

As discussed earlier, certain factors influence personal nostalgia among
individuals. The factors that influence personal nostalgia are discontinuiiy, past
experiences, loneliness, age and the recovery frorri grief.

Discontinuity: People experiencing discontinuity tend to become noétal gic (Davis
1979). Negative and stressful events in life may result in depression and negative feelings
with which the person would want to cope (Tesser and Beach 1998). The individual then
would cling to objects and events experienced in the bast. This would lead iiim or her to
revive the past and re experience the memories and emotions of the past (Ornstein and
Ornstein 1985). Personal nostalgia provides a mesh of security and helps overcome the
insecurity that discontinuity brings. It is argued that in the context of giving to charity
NPOs that can assure continuity for donors facing discontinuity are likely to provide
* emotional benefits to the giver. For example, giving to a cancer hospital in memory of a
person lost to cancer is likely to help the members of the bereaved family cope with the
discontinuity. Therefore, it is hypothesized that:

H1: There is a positive causal link between discontinuity and personal
nostalgia

Past experiences: Events which have been more intense or more significant for
the individual would be retained (hence more vivid) in the autobiographical memory
more than less intense and less important events (Sehulster, 1989). In a study of the recall
of 25 seasons of the Metropolitan opera, Schulster (1989) found that iiidiyiduals recalled
those seasons better which had in.ténse emotions or significant events linked to them.
Events assoi:iafed With Life scripté,_ are also :r.ecalled more éffeétively. For example-

graduation, marriage and childbirth are remembered better than other life events. Since
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these events are recalled better, people would be expected to get more nostalgic about
these events as they have special memories. Thus it is hypothesized that:

H2:  There is a positive causal link between past experiences associated
with the charitable organization and personal nostalgia

Loneliness: Unbridled individualism léads to extreme competi_‘tiAon' and thus some
people tend to feel alienation. Adding to this; the fast pace of life has led to pressures,
frustrations and a lack of interpersonal invélvement_. This has resuitéd in individuals
leading more private lives and an impersonalized society (Chase and Shaw, 1989). When
people get lonely, they tend to get nostalgic about the days of the past and remember the
events and people they associated with in their past. Thus it is hypothesized that:

H3:  There is a positive causal link between loneliness and personal
nostalgia

Aging: As people get older they tend to get more nostalgic (Davis, 1979). They
tend to remember the days when they were younger. People long for the friends, loved
ones and experiences of the past and want to relive the days now past. This is evident
from the nostalgic appeals by various companies targeted towards the baby boomers (e.g.
Unger et al., 1991). Hence, in line with extant literature, it is hypothesized that:

H4: There is a positive causal link between aging and personal nostalgia

Recovery from grief: Bonnano and Kaltman (1999) argued that one of the means
of coping with the death of an individual is to develop “continued bonds with the
deceased to “foster the continuity of identity” (p 562). Memories of a deceased loved one
may simultaneously bring comfort and also cause distress. Bonnano et al. (2004) found
that grievers felt a continual connection with the deceased and also wanted fQ get

~ emotional closure. Carnelly et-al. (2006) found that the positive emotions that were |



33

evoked with the memories of the deceased did not change over time. Even though the
frequency of thoughts that resulted in negative emotions diminished over time, the
frequency of thought that resulted'i_n pleasantness did not decrease over time. Therefofe,
one can say that while thinking of the léved one, the bereaved remembers the loved one
and it is likely that he orlb she will get nostalgic about that person. This continual
connection with the loved one can prompt him or her to give to a charity in memoriam of
the loved one. Therefore it is hypothesized that:

HS: There is a positive causal link between recovery from grief and

personal nostalgia.

Personal nostalgia and giving to charity

With changing circumstances in life and aging, people remember the past with
increasing fondness. They remember the experiences they have undergone. They begin
to long for the past (Baker and Kennedy, 1994) and the things and memories of
experiences and people associated with this past (Goulding, 2001). The triggering of
nostalgia is associated with fond memories of friends and loved ones who may have died.
Nostalgia opens a variety of positive and negative emotions. Though there is often a
sense of loss, there is also comfort and warmth in the memories. In a charitable giving
context, when thinking of one’s loved ones, the individual is likely to feel a personal
affinity for the people being remembered. This personal affinity should motivate the
individual to donate to a charity in memoriam (Sargeant et al., 2006). In this case, the
 likelihood is that the giver will feel a-connection to th¢ past loved one through the giving
of a gift in that individual’s name (Fischer, Gainer and:Arnold, 1996). This acts as.va‘

plat,fbrm for the individual to experience nostalgia and hence be closer to the loved one.
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For example, if someone has lost a relative to cancer, by giving to charities associated
with cancer in the name of the lost relative, this will help to keep the memory of the
loved one alive and bring the i‘ndividuai a step closer to that lost relative or friend. This is
what is described by Sargeant et al. '(_2006).53 familial utility aIi;sing out of giving, Th\is it
is hypothesized that:

H6: There is a positive causal link between personal nostalgia and familial
utility :

Nostalgia creates a fantasized reunion with the idealized past. The berson
experiencing nostalgia is not only looking for the object of nostalgia, but the time before
it was lost (Ahktar, 1994; Lomsky-Feder and Rapoport, 2000). Thus an academic
institution could evoke nostalgia in their appeals for donations by stimulating school
memories (Braun-La Tour et al., 2004) among its ex students. Hence by giving to his
school, the individual would feel closer to his school days, reminding him of the
memories of the past and thus experiencing nostalgia. This could result in feelings of
elation, happiness, and warmth (Holak and Havlena, 1998). As a result, personal
nostalgia would therefore contribute to emotional benefits (Sargeant et al., 2006).
Therefore one would expect that the emotions evoked by personal nostalgia would result
in emotional utility. Thus it is hypothesized that:

H7: There is a positive causal link between personal nostalgia and
emotional utility

Commitment is the enduring desire to maintain a valued relationship (Morgan and Hunt,
1994), and those who develop a commitment to non-profits will maintain that
relationship as-it serves to reduce uncertainty and vulnerability (Sargeant et al., 2006).

- Certainly how much personal assbciation the donor d_évelOps with the charity will affect
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the level of commitment he or she will have towards that charity (Sargeant and Lee,
2004). The higher the emotional utility and familial utility, the greater the degree of
* commitment and the greater the level of giving that will be exhibited by the donor to that
charitable organization (Sargeant et al., 2006). The familial utility-and emotional utility
derived through personal nostalgia could be expected to strengthen the commitment to
the charity. Logically then, charity giving becomes a way for the giver to reconnect with
the past or feel close affinity to his or her lost loved one. This commitment to the charity
drives giving behavior. Thus it is hypothesized that:

H8: There is a positive causal link between the familial utility derived
through personal nostalgia and the commitment to the charitable
organization

H9: There is a positive causal link between the emotional utility derived
through personal nostalgia and the commitment to the charitable
organization

H10: There is a positive causal link between the commitment to the
charitable organization and the intention to donate

In this section the conceptual model was discussed, the linkages in the model

were explained and research hypotheses were presented. In the next section the
measurement of the constructs will be examined and the methodology that will be

followed for collecting, analyzing the data and testing the research hypotheses will be

discussed.
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CHAPTER 3 : METHODOLOGY

INTRODUCTION

~ The previous-chapter presented a review of the lliterature, the conceptual model
and research hypotheses. This chapter will present thé discussion of the methodolo.gy that
was employed to collect the data and fest the proposed hypotheses; The scales for |
measuring the various constructs are examined along with a discussion of the sampling

frame and mechanism for data collection.

CONSTRUCT SCALES
Discontinuity

Discontinuity was measured using the Life Experiences Survey (LES) developed
by Sarason et al. (1978). The LES is a 45-item measure (Table 3-1) that was designed to
capture a variety of life changes frequently experienced. Some examples are “Serious
illness or injury of close family member, death of a close family member, marital
separation, ending of education, new job etc. (Sarason et al., 1978, p 944)”. The
respondents are asked to check if they have experienced any of those events in the recent
past and when. They are then asked to rate the positive (+3) or negative (-3) effect this
may have had on them. This was tested among 345 respondents by Sarason et al. (1978)
and was found to exhibit a reliability of 0.88 for the effect of negative events in life. This
scale has also been used more recently by Tesser and Beach (1998) to. measure the
discontinuity experienéed by families due to changes in life exper.iences.‘ The authors :
studied the- éffect_ of discontini;ity on tﬁe _ conflict in the parent / adolescent child .

relationship.' They anaﬂ}}-zed the effect of negative and positive life events separately.
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Another scale that has been used for measuring discontinuity was developed by Holmes
and Rahe (1967) and is known as the Schedule of Recent Experiences (SRE). However,
this scale has been criticized since it doés not ask respondents how various life events
have impacted them either positively or negatively, but.askls them to judge as to how
much social readjustment they were asked to make (Brown,1974, Sarason, De Monchaux

and Hunt, 1975). It was therefore felt that this scale would not be relevant in the current

context
Table 3-1 - Life Experiences Survey (LES)
Listed below are a number of events which sometimes bring about a change in the lives of those who
experience them. Please check those events which you have experienced in the last 12 months. Also, for
each item checked below please indicate the extent to which you viewed the event as having either a
positive or a negative impact on your life at the time the event occurred. A rating of -3 would indicate an
extremely negative impact. A rating of 0 suggests no impact either positive or negative. A rating of +3
would indicate an extremely positive impact.
Check if you
expenenc.ed If you did experience the event, how did the
the event in event impact you
the last 12 )
months
ol 2| 2 2l e
5| @l 8 ol G| =
o0 [5) o0 N [=] ©n
Q = ) R=1 o, =3
= S = 17 - o
2| 8| 8| 5| &l 8| =&
Q = = < h=1 Q
£ 8 P al »| g g
S| S| Bl E| B 3| 2
. e =1 5 ° .20 =4 =
(5] g 172} = 7} g (P}
1 | Marriage 312 14 0 1 2 3
Detention in jail or comparable institution 312 1A 0 1 2 3
3 [ Death of a spouse 310244 0 1 2 3
Major change in sleeping habits (much more
4 | or much less sleep) 32 ] 4 0 1 2 3
5 | Death of a close family member ' 30214 0 1 2 3
Major change in eating habits (much more or
6 | much less food intake) : 32 ] - 0 1 2 3
7 | Foreclosure of mortgage or loan : 431 2141 0 1 2 3
8 | Death of a close friend ' 3 (2010 ] 1 ]2 |3
Minor law violations (traffic tickets, »
9 | disturbing the peace etc) ' . _ 3121110 112 |3
10 | Male : Wife. girlfriend pregnancy - B34 2d - 0 1 2 3
11 | Female: Pregnancy - S : 31l 2]aflol112]3




Changed work situation (different work
responsibility, major change in working hours
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Separation from spouse (due to work travel,

2.

12 | etc) 312 - 1 2 3

13 | New Job 32 - 1 2 3
Serious illness or injury of close family

14 | member ' : 3 2 ] - 1 3

15 | Sexual difficulties 32 0 1 3
Trouble with employer (danger of loosing

16 | job, being suspended, demoted etc) 312 - 1 3

17 | Trouble with in laws 3 2] 1 3
Major change in financial status (a lot better

18 | off or a lot worse off) 3 2] 0 1 2 3
Major change in closeness of family members .

19 | (increased or decreased closeness) 302 ] - 0 1 2 3
Gaining a new family member (through birth,

20 | adoption, family member moving in etc) 3| 2| a 1 3

21 | Change of residence 32 |4 1 3

22 | Marital separation from mate (due to conflict) 3 2| A 1 3
Major change in church activities (increased

23 | or decreased attendance) 3 2] 4 1 3

24 | Marital reconciliation with mate 3| 2] 4 1 3
Major change in number of arguments with

25 | spouse (a lot more or a lot less) 312 ] - 0 1 2 3
Married male : Change in wife’s work
outside the home (beginning work, ceasing

26 | work, changing to a new job etc) 31 2 |- 0 1 2 3
Married female : Change in husband's work
(loss of job, beginning new job, retirement

27 | etc) 3 21 - 0 1 2 3
Major change in usual type and/or amount of :

28 | recreation 32 ] - 0 1 2 3
Borrowing more than $10,000 (buying a

29 | home, business etc) -3 2 1 0 1 2 3
Borrowing less than $10,000 (buying a car,

30 | TV, getting a school loan etc) 3| 21110 1 2 3

31 | Being fired from a job 312 ] A 0 1 2 3

32 | Major personal illness or injury 32 |1 0 1 2 3
Major change in social activities e.g. parties,
movies, visiting (increased or decreased

33 | participation) S 2] 4 0 1 2 3
Major change in living conditions of family
(building a new home, remodeling,

34 | deterioration of home, neighborhood etc) 3l 2] 4 0 1 2 3

35 | Divorce 3 2] A 0 1 2 3

36 | Serious illness or injury of close friend Sl 21110 1 2 3

37 | Retirement from work ' 3l 2101 ]2]3
Son or daughter leaving home (due to ' . .

38 | marriage, college etc) L S 20100 1 2 3

39 | Erding of formal school 3l 2lalol1]2]3

40 -3 -1 1 3
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etc)

41 | Engagement -3 -1

42 | Breaking up with boyfriend/girlfriend

43 | Outstanding personal achievement

I' 1 1 U
e FR [ 1Y
o |lo|o e

44 | Leaving home for the first time

1
1
1
1
1

NI NN [N
AV VS I (VN I VA |

1
-1
-1

1

[ R ' 1
(VST LS Iy VS Iy [VE B

45 | Reconciliation with boyfriend/girlfriend 2 0 3

Source:-Sarason- etal (1978)
Past experiences

The presence of significant past experiences linked with the charity in question
were measured by following the approach used by Schulkind et al. (1999) and
Baumgartner (1992). chhulkind et al. (1999) studied key life experiences linked to songs.
They measured whether the songs cued any key event in the respondent’s life. They
asked the respondent whether the song reminded the respondent of anything from their
life (Yes, a specific event/Yes, a general period/No). Baumgartner (1992) also studied
how specific key life events get associated with certain songs. He asked respondents
whether the music piece reminded them of any personal experience. He then measured
the vividness of the memories evoked and the emotions that were aroused while
remembering those events. He asked respondents, “How vivid are the recollections of the
personal experience brought about by the piece of music?” (seven-point scale from not-
at-all vivid to extremely vivid) and “How emotional were the recollections?”’(seven point
scale from not-at-all emotional to extremely emotional). Since a review of the literature
did not show any scales which measure the presence of significant life events associated
with a charity in questidn, the measures used by Schukind et ;11. (1999) and Baumgartner
(1992) were utilized in this study (Table 3-2). Instead of asking the memories associated
with soﬁgs, the respondents were asked about their memOriés associated Wlth charitable |

. organizations.
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Table 3-2 - Measure of the presence of a significant life experience associated with
the charitable organization

Does this charitable organization remind you of any
personal experience?

Yes
No

Not at : Extr
all emely

How vivid are the recollections of the personal
experience that you are reminded of when you think of
this charitable organization? 1 2 3 41516 7
How emotional were the recollections of the personal
experience that you are reminded of when you think of
this charitable organization? 1 2 3 41516 7

Adapted from: Schulkind et al. (1999) and Baumgartner (1992)

Loneliness

Loneliness was measured using the 20-item Revised UCLA Loneliness Scale
(Table 3-3) developed by Russell et al. (1980). This scale utilizes statements that
measures the loneliness felt by an individual. Exampies of scale items include “I lack
companionship and There is no oﬁe I can turn to ...”. Russell et al. (1980) tested this
scale among 237 individuals and it demonstrated good reliability (Alpha = 0.94). More
recently this scale was used by Wildschut et al. (2006) to measure loneliness among
students, the scores of which were then used to inform respondents if they were in the
high or low loneliness condition.
The other scale available to measure loneliness is the Psychological Screening Inventory
developed by Lanyon (1970). The Psychological Screening Inventory (1970) is a 130-
item scale which. measures alienation, social nbn confomity and discomfort. The focus of

this s¢ale was on measuring these conditions among those who face major psychiatric ..
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disorder. Since this scale is overly lengthy and was developed to measure psychiatric

disorders, it was felt to be inappropriate for use in this study.

Table 3-3 - Revised UCLA Loneliness Scale -

Indicate how often you feel the way described in each of the following statements. Circle one number for
each. ' 3 '

. ‘ Never | Rarely | Sometimes | Often

1 | I feel in tune with people around me 1 2 3 4
2 i I lack companionship 1 2 3 4
3 | There is no one I can turn to 1 2 3 4
4 | I do not feel alone 1 2 3 4
.5 | Ifeel part of a group of friends 1 2 3 4
6 | I have a lot in common with the people around me 1 2 3 4
7 | I am no longer close to anyone 1 2 3 4

_ My interests and ideas are not shared by those around
8 | me 1 2 3 4
9 | I am an outgoing person 1 2 3 4
10 | There are people I feel close to 1 2 3 4
11 | I feel left out 1 2 3 4
12 | My social relationships are superficial 1 2 3 4
13 | No one really knows me well 1 2 3 4
14 | I feel isolated from others 1 2 3 4
15 | I can find companionship when [ want it 1 2 3 4
16 | There are people who really understand me 1 2 3 4
17 | I am unhappy being so withdrawn 1 2 3 4
18 | People are around me but not with me 1 2 3 4
19 | There are people I can talk to 1 2 3 4
20 | There are people I can turn to 1 2 3 4

Source: Russell et al. (1980)

Recovery from grief by continual involvement with the deceased
Bonnano and Kaltman (1999) argued that one of the means for coping with the
death of an individual is to develop “continued bonds with the deceased to “foster” the
continuity of identity” (p 562). Carnelly et al. (2006) found that the positive emotions that
were evoked with the memories of the deceased did not éhange over time. Even though
the frequency of thoughts that resultea. in negative emotions decreased over time, the
frequency of thoughts that resulted in pleasantness did not decrease 6vér time. T_'hereforé,

one can argue that while thinking of the loved one, the bereaved fgmembérs the loved one



42

and it is likely that he or she will get nostalgic about that person. This helps the recovery

from grief, as the griever feels that he or she has continual bonds with the deceased.
-Recovery from grief was assessed using the measure developed By Carnelly et al.

(2006). This measure (Table 3-4) was developed"with reference to spous'ai death with

reference to widows.

Table 3-4 — Measure for Recovery from Grief

Less 2o0r3 2-3
than times About times
once a | About once a once a a Dai

Never | month a month month | week week | ly

How often during the last 12
months did you have thoughts or
memories about a very close
relative / friend that is deceased? 1 2 3 4 5 6 7
How often during the last 12
months did you talk about a very
close relative / friend that is
deceased? 1 2 3 4 5 6 7

Almost
.| Never | Rarely | Sometimes | Often | always

How often thinking about your late
close relative/friend made you feel
happy? 1 2 3 4 5
How often thinking about your late
close relative/friend made you feel
sad? 1 2 3 4 5

Source: Carnelly et al. (2006)

Personal Nostalgia

Personal nostalgia was measured using the Personal Nostalgia Inventory (Table 3-5)
developed by Batcho (1995). This comprises a 20-item survey on which respondenfs rate
“the extent to which they miss each of the items from when they were youhger” (Batcho,
1995, page 139). These items ranged from concrete categories like toys, TV shows,
friends to abstract categories like the way society was theﬁ, thev Way p}eop_leiwere then efc.
Batchb (199_5)_testedl her 20-item,s¢ale wiﬂl 648 individﬁals. Using ‘the split half method.

she found thét_'ltlié scale had good reliability (r=0.78, p<.01); Using test retest method.
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(administering this scale to the same individual twice, using an interval of one week), she
found good correlation between the average rating across the twenty items (r=0.84,
p<.01). She also found ‘tha.t the more concrete items demonstrated better reliability (for
example TV shows. r=0.84, toys r=0.81, schéol r=0.81). More recbent.ly,‘ Wildschut et al.
(2006) used the Batcho (1995) scale to measure the effect of mood on personal nostalgia.
They also found the scale to ha?e good reliability (a=0.88).

The other scale that has been used to measure nostalgia is the scale developed by
Holbrook (1993). This scale has statements that measure the proneness to both vicarious
(longing for a time period not personally experienced) and personal ﬁostalgia (longing
for a time period personally experienced), as opposed to personal nostalgia alone
(Batcho, 1995). In fact Batcho (1998) argues that if we eliminate the items with small
loadings, the Holbrook (1993) scale really only measures vicarious nostalgia. Hence, she
argues that the Holbrook (1993) scale is not a good measure of personal nostalgia. Since
this study aims to measure personal nostalgia, the Personal Nostalgia Inventory

developed by Batcho (1995) was appropriate for measuring personal nostalgia.

Table 3-5 - Personal Nostalgia Inventory
How much do you miss each of the following items from when you were younger:
Not at Very
all much
1.Family 1 2 3 4 5
2.Heroes/Heroines 1 2 3 4 5
3.Not having to worry 1 2 3 4 5
4 Places 1 2 3 4 5
5.Music 1 2 3 4 5
6.Someone you loved 1 2 3 . 4 5
7.Friends ‘ 1 2 3. 4 5
8.Things you did 1 2 3 4 5
9.Toys - ’ 1 2 3 4 5
[ -10.The way people were 1 2 3 4 5
11.Feelings you had ' 1 2 '3 4 - 5
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12.TV shows/movies 1 2 3 4 5
13.School 1 2 3 4 5
14.Having someone to depend on 1 2 3 4 5
15.Holidays 1 2 3 4 5
16.The Way society was 1 2 3 4 5
17.Pets . 1 2 3 4 5

| 18.Not knowing sad or evil things 1 2 3 4 5
'19.Church/religion : 1 2 3 4 5
20.Your house 1 2 3 4 5

Source : Batcho (1995)

Emotional Utility (EU) and Familial Utility (FU)

Emotional utility refers to the emotional benefits donors dérivé out of giving to
charity. Familial utility refers to the benefits of giving accruing to someone known to the
giver such as a friend or a relative (Sargeant et al., 2006). For this study the scales
developed by Sargeant et al. (2006) will be utilized (Table 3-6) to measure EU and FU.

Sargeant et al. (2006) developed scales to measure EU and FU along with four
other constructs using the procedures recommended by Churchill (1979). They first
started with a pool of 50 items to measure the constructs (based on extant literature). This
was reviewed by a panel of judges. They shortlisted 42 items. These were then tested
among 1000 individuals working in three public institutions. The final EU scale had two
items and the FU scale had three items. These scales measure the emotional benefits and
the familial benefits derived and hence this scale is relevant to the study. The Cronbach
Alpha for EU was 0.68 and the Cronbach Alpha for FU was 0.73. These reliabilities are

seen as weak but acceptable (Churchill, 1979).
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Table 3-6 — Scale for EU and FU
Strongly Strongi
disagree . y agree
Emotional utility
1.1 often give to this non profit because I would feel guilty if [ .
didn't o _ 1 2 3] 4
2.If I never gave to this non profit I would feel bad about myself 1 2 [3] 4
Familial Utility »
1.1 give money to this non profit in memory of a loved one 1 2 [3) 4 5
2.1 felt that someone I know might benefit from my support 1 2 |3 4 5
3.My family had a strong link to this non profit 1 2 13} 4 5
' - Source: Sargeant et al. (2006)
Commitment

Commitment is the enduring desire to maintain a valued relationship (Morgan and
Hunt, 1994). The higher the emotional utility (emotions felt out of giving) and familial
utility (link to family), the greater the degree of commitment and the greater the level of
giving that is exhibited by the donor to that charitable organization (Sargeant et al.,
2006). Commitment was measured using the four item scale developed by Morgan and
Hunt (1994) and adapted by Sargeant et al. (2006) to a non profit context (Table 3-7).

The scale demonstrated a reasonably good reliability (o = 0.76).

Table 3-7 - Commitment scale
Strongly Strongly
disagree agree
1.1 feel a sense of belonging to this organization 1 2 3 4 5
2.1 care about the long term success of this organization 1 2 3 4 5
3.I'would describe myself as a loyal supporter of this
organization 1 2 3 4 5
4.1 will be giving more to this non profit next year 1 2 3 4 5

Source: Morgan and Hunt (1994) and adapted by Sargeant et al. (2006)
Age and Giving to charity
| Age was determined by asking the respondents to mention the year Of their birth.

The intention to donate to the specific charity in the future was recorded. This was-
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measured using the Ranganathan and Henley (2007) intention to donate scale. They
adapted the Coyle and Thorson (2001) behavioral intention scale to the context of giving
to charity. Ranganathan and Henley (2007) tested the four item intention to donate scale

(Table 3-8) among 214 individuals and it showed good reliability (a=0.89).

Table 3-8 - Intention to donate scale
Indicate how likely are you to agree / disagree with the following statements:
' Neither
agree
Completely nor Completely
disagree disagree agree

1 | 1 am likely to donate to the charity in question 1 2 3 4 5

I will donate the next time 1 2 3 4 5
3 | 1 will definitely donate 1 2 3 4 5

I will recommend the charity to others to
4 | donate 1 2 3 4 5

Source: Ranganathan and Henley (2007)

RESEARCH PROCESS
Data source

Since this study aims at studying the personal nostalgia involved in giving to
charity, data was collected from donors (those people who have donated money to charity
in the last twelve months). In order to enhance generalizability of the findings a wide mix
of demographic profile of the donors would be desirable. At the same time it would also
be key to have a good mix in the type of charitable organization the money was donated
to and the donation amount.

Keeping this in mind data was collected from members of a national.on line
consumer panel i'n‘the. U.S. There has been increasing support of this technique of data
collection in the écademié literature. Braunsberger et al. (2007) fq_unci that survey data

collected from an online consumer panel to be of good quality. They collected data from



47

two waves of telephone surveys and web-panel surveys. They found that web panels can
produce more reliable data estimates than telephone surveys. They also found that, web
péne,ls were cheaper'and less time consuming to conduct than telephone 'surveys. They
state that on line consumer pé.nel surveys are a viablé alternative that allow researchers tb
conduct high-quality research. Fielding (2007) recognizes web based coﬁsumer panels for
enabling researchers to leverage technology to collect data from a wide range and types
of participants. This has also been supported by Punj (2006), who states that 4futuré
researches that use structural equations modeling, may use on line consumer panels for
data collection. Recently, Bosnjak et al. (2007) used on line consumer panel td study the
personality determinants of purchase intentions.

Issues and Answers Research Agency was briefed to collect data from their on
line consumer panel from those individuals who had donated to charity in the last twelve
months. The research agency was asked to get a good mix of respondents across
demographic profiles as well as type of organization the money was donated to. To
maintain the quality of data the research agency was asked to constantly monitor the data
to ensure that the profile requirements were met and that there were no incomplete
surveys. A sample of 500 completed surveys was targeted.

Analysis

Data was analyzed using SPSS and AMOS. The following steps were followed :

Step 1 : Sample profile

The sample was profiled for age, sex, race, education and income. This analysis would
help confirm that the data was not skewed. 'The sample was also analyzed for donation

“behavior. The amount dohated, the type of charitable organization donated to and the
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frequency of donation‘ to the concerned charitable organization was to be examined. This
helped reconfirm that the data had a good spread and thus the findings would be
'generbalizable to the population. .. | | |
Step 2: Measurement model |
- Confirmatory factor analysis (CFA) was then conducted for the various constructs using
AMOS. At first CFA for individual constructs was conducted which was followed by a
CFA for all the constructs together. ThoAse items which had a low loadiﬂg were dropped.
Modification indices were run and those items with a modification index more than 20
were also dropped. The fit of the model was also examined. Reliability was for the latent
constructs were determined using Cronbach’s alpha (in SPSS).
Step 3 : Structural model
Once the measurement model was found to be satisfactory, structural equation modeling
was conducted using AMOS. The model fit indices were analyzed along with the
variance explained for the endogenous constructs. The regression weights for the
hypothesized links were tested for statistical significance.
Step 4 : Data Summarizing
The results of the profile analysis, the final list of scale items with the standardized
loadings, the fit indices of the measurement model, the standardized weights and
statistical significance of the links in structural model and the fit indices of the structural
model were summarized in the form of tables. |

In chapter four a detailed discussion on the questionnaire design and data
collection will be presented. The profile of the respondents will be examined, along with

a detailed note on the sfeps followed for studyiﬁg the measurenient model. The results of
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the CFA will be discussed and the structural model and hypothesis tests will also be

presented. An alternate model will be discussed and key findings will be analyzed.
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CHAPTER 4: RESULTS OF THE STUDY

INTRODUCTION»

This ;:hapter will present the ﬁndings of the study. There will first be a discussion
~ of the questionnaire and its deveiopment, folloWed by a note on the process involved in
the data collection. Then the profile of the fespond‘ents in the survey will be discussed.
This will be followed with the findings of the conﬁrinatory factor analysis and the
structural equation model. Lastly, the results of the hypothesis testing will be presented.
DATA COLLECTION
Questionnaire Design

The questionnaire was developed using the scales presented in chapter 3. In order
to strengthen the measures additional questions were added to two of the scales -
Emotional Utility and Recovery from Grief. The following statements were added to the
Emotional Utility scale (Sargeant et al., 2007): “I felt happy when I gave money to this
charitable organization” and “I felt good when I gave money to this charitable
organization”. These statements were added to help capture the positive emotional
benefits derived by the donor by giving to charity. The following statements were added
to the Recovery from Grief scale (Carnelly et al., 2006): “When you think about your late
friend or relative how happy do you feel?” and “When you think about your late friend or
relative how sad do you feel?”. These two questions were aimed at capturing the depth of
the positive and negative emotions experienced while remembering a deceased friend
/relative.

Additionally questions were 'added« to record the demographig details of the respondent as

Wéll as details of the charitable donation the respondent had m'ade.. The demographic
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questions included the respondent’s race, sex, education qualification and the annual
household incpme. Details of the respondent’s most recent charitable gift were also

, solicited. '.The respondent was asked to furnish information such as the type of charitable
6rganizati0n he or she last donated money to, how mény times in the past théy had |
donated and which type of charitable organization vhe or she regularly donated money to
(Please see Appendix A for the questionnaire).

Data collection process

Issues and Answers Research Agency (Virginia Beach) was contacted to collect

data from an online consumer panel. They were asked to supply 500 completed surveys
from U.S. consumers who had donated money to a charitable organization in the last
twelve months. Their online consumer panel contained 16,000 members. This panel was
constructed and selected in line with the U.S. census. The research agency utilized the
following process for data collection. The total panel universe was divided by the
required sample size to create a selection interval. Every nth record was selected
according to the selection interval. Once the end of the universe was reached, the
computer program used by them went back to the beginning for additional records to
fulfill the needed sample size. The resulting target sample was sorted randomly before
emailing, using a standard Oracle random sorting algorithm. When samples were
emailed, each batch represented a mini version of the entire sample, virtually identical in
demographics, geography, etc. to every other batch. For the current project 905
respondents answered the first question and then 505 (56%) qualified aé having donated

' tQ charity in the last 12 months and continued the entire survey 3 respondeﬁts ’w‘ere

‘removed from the data for having missing values). The invitations to participate in the
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study were sent to: an even split of males and females, 18 years and older, mostly with
$30K+ household income, representing a national geographic spread. The agency

, returned cbmpleted responses from 502 consumers who had donat¢d money to charity in
fhe’ ‘last 12 months. The data was received in SPSS formai.

Profile of the respondents

The data were checked for any inconsistencies. Frequéncies for every third scale
item were analyzed. The check indicated that there were no major issues and the data
appeared balanced. The data was also eyeballed for an& issues on the respondent’s
demographic profile. The initial analysis showed that there were no major issues.

A detailed analysis of the respondents showed that there was a balanced age break
down on age (see Table 4-1). The average age of the respondents was 51 years. All
income groups were represented in the sample (see Table 4-2). There was also a balance
between male and female respondents (Table 4-3). The racial profile of the respondents
was skewed more towards Caucasians (Table 4-4). The respondents in the sample were
educated, 84% having done some college education or more (Table 4-5). The balanced

demographic profile of the sample was encouraging as it enhances the generalizability of

the study findings.
Table 4-1
Age of the respondents
Age Percentage

18-30 Years 8.0
31-40 Years 14.0
41-50 Years 22.0
51-60 Years 32.0
Over 61 Years 24.0

Mean age-

51 years




Table 4-2
Annual household income of the
respondents
Income Percentage
Less than $25,000 per year 3.0
$25,000- $49,999 per year 24.5
$50,000- $74,999 per year 28.3
$75,000- $99,999 per year 19.3
$100,000- $149,999 12.7
$150,000- $199,999 4.4
Over $200,000 per year 2.0
Undisclosed 5.8
Table 4-3
Sex of the respondents
Percentage
Male 49.0
Female 50.4
Undisclosed 0.6
Table 4-4
Racial background of the
respondents
Racial Background | Percentage
African American 3.0
Caucasian 87.6
Hispanic 24
Native-American 1.2
Other 3.2
Undisclosed 2.6

Table 4-5
Education level of the respondents
Education Level Percentage
Some school 0.4
High school completed 15.6
Some college 32.5
College graduate 27.9
Some post graduate 7.8
Post graduate completed | . 11.2
Some doctoral 1.4
Doctorate completed - .24
Undisclosed 0.8

53
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When examining the charitable donation recipients, 38.3% of the respondents had
donated to Church and Religious organizations. This was followed by humanitarian
~organizations (22.9%) like Red Cross and United Way. 16.3% had donated to hospitals
apd 17.7% of the respondents had donated to environment and police/miiita‘ry related
charities. In summary, there was a good mix of charitable organizations répresentcd in
the éample (Table 4-6). There was also a good spread in the amount of money donéted
(Table 4-7). The median giﬁ amount was $40, with 46% of the respondents indicating
donations of less than $25 and 14% with relatively large amounts (more than $150). In
terms of the number of times the respondents had donated to that charitable organization,
77.7% of the respondents in the sample indicated that they had given to that charitable
organization over four times ever before (Table 4-8). This implies that they had a
relationship with the charitable organization. Lastly, the respondents had made their last
donations relatively recently. In fact 70.9% of the respondents had made their donations
less than three months ago (Table 4-9). This mix of charitable organizations and gift size

also enhances the generalizability of the study findings.

Table 4-6
Type of charitable organization last donated
Type Percentage

Churcl/ Religious organization 383
Hospital/Medical organization 16.3
Academic institution 3.2
Humanitarian organization 229
Arts organization 1.6
Others (E.G. Environment, police

etc) . 177
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Table 4-7
Amount last donated
Gift amount Percentage
Less than $25 46.0
$26 - $50 21.0
$51 - 8§75 4.0
$76-$100 12.0
] $101- 8125 1.0
$126- $150 2.0
Qver $150 14.0
Median: $40
Table 4-8
How many times EVER donated to the charitable
organization
Frequency Percentage
Just once 9.7
Twice 7.0
Thrice 5.6
Four times 42
More than four times 73.5
Table 4-9
When last donated
When last donated Percentage
Within the last week 23.5
Within the last month 24.7
Last three months 22.7
Last six months 11.8
Six months to twelve
months 17.3

DATA ANALYSIS

Before the data were analyzed some of the measures needed to be refined. Age
Wés calqulated by su_btractiné the year of birth from the current calendar year (2.008). In.
order to capfure the magnitudé of discontinﬁity faced by each respbndent, the ‘absolilte

discontinuity impact for each of the respondents across all the items of discontinuity were -
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added. Thus, a single measure of discontinuity was arrived at. Ten items of the loneliness
scale were reversed coded.
Measurement Model

- At first the reliabilities (Cronbach’s Alpha) of each of the latent constructs Were
calculated in SPSS. ~Opportunitie$ for improving _the reliability were evaluated by looking
at the analysis of the improvements in Cronbach’s Alpha if any item were deleted.
However, none of the items were dropped at this juncture. A confirmatory factor analysis _
was conducted across the eight latent constructs using AMOS 5.0. The standardized
regression weights were studied and a note was made of all the items that had a
standardized loading less than 0.45. Modification indices were also run. Those error
terms which had a high covariance (modification index>20) with other error terms were
identified and noted. However, at this juncture no items were deleted from any of the
scales.

In order to evaluate the measurement properties of the endogenous and exogenous
variables used in the study, a confirmatory factor analysis model was estimated (using
AMOS 5.0) with all the scales for the eight latent constructs (Anderson and Gerbing,
1988), measured using 63 items — Personal Nostalgia (20 items), Loneliness (20 items),
Recovery from Grief (4 items), Intention to Donate (4 items), Commitment (4 items),
Emotional Utility (4 items), Familial Utility (3 items) and Past Experiences associated
with the NPO (2 items).

In terms of the validity of the measures, convergeiit validity is indicated by large
and significant standardized loadings of the constrticté on their posited indiéators.

(Andcrson and Gerb‘ing, 1988). In this analysis, loadings: w1th standardized factor
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loading greater than 0.45 were assessed to have good convergent validity, and were
retained. After deleting items with loading less than 0.45, the fit was re-assessed.
Modification indices were run for the error terms of the items. Items which had an error
term with a modification index more than 20 were deleted (see Tablé 4-10 fof the items
retained and their factor loadings and Appendix B for the scale items that were deleted).
As shown in Table 4-10, the measurement model demonstrates reasonable levels
of fit (x2 (674) =1228, 2 /df=1.82, CFI=0.94, [F1=0.94, TLI1=0.94, GF1=0.89,
RMSEA=0.041) to the data. As pointed out by Hair et al. (2006), the cut-off values of the
fit indices should be adjusted based upon sample size, model complexity, and degrees of
freedom in model specification to examine how accurately various fit indices performed.
They recommend that simpler models and smaller samples should be subject to a stricter
evaluation than more complex models with larger samples. Based o.n the guidance that
they provide, for sample sizes greater than 250, and the number of observed variables
greater than 30, CFI, TLI and IFI should be above 0.90, and RMSEA <0.07 with CFI of
0.90 or higher. Bollen (1989) and Bentler (1992) also state that CFI, TLI and IFI over
0.90 are considered acceptable for complex models. Hu and Bentler (1999) suggest that
RMSEA values of 0.06 or less are indicative of a good fit between the hypothesized
model and the observed data. Based on these criteria, the model fit for the complete
measurement model is deemed to be acceptable. Reliability measures the degree to
which the indicators represent the construct (Table 4-10). Reliability was assessed using
the Cronbach’s Alpha coefficient. All the constructs had acceptable A_lpﬁa c_oefﬁcient
| .(E.g. Personal Nostalgia - 0.88, Emotional Utility - 0.88, Intention To Donate.-.0.90,

Loneliness - 0.89, Commitment — .82, Recoyéry from Grief - 0.85 etc). Thef'only .
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construct which had a relatively low reliability was Familial Utility («=0.61). Additional
analysis was run for the increase/decrease in the Cronbach’s Alpha if any of the scale
items were dropped for the items of familial utility. The analysis showed that_thctc was
no opportunity to increas'e.the alpha as there was a drop in fhe alpha if any of the 'items

were dropped.
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Structural Model and Hypothesis Testing

After fine tuning the measurement model, the two single item constructs — age
and discontinuity were added to the m’odél; Table 4-11 shows the correlations among the
latent constﬁcts. The structural paths vs)ére defined as per the conc.cptual model in
chapter two. Structural equation modeling was run using AMOS 5.0. Figure 4-2 (also see
Table 4-12) is a pictorial depiction of the structural model. The structural model shows
reasonably good fit (¥2 (771) = 1626, y2/df=2.10, CFI=0.91, IFI=C.91, TLI=0.91,
GFI1=0.86, RMSEA=0.047). Based on the criteria recommended by Hair et al. (2006),
Bollen (1989) and Hu and Bentler (1999) (discussed earlier) it is argued that the measures

of the fit are acceptable.

Figure 4-1 — Structural Model: Results

motional
Utility
0.029

0.261** y

Personal
Nostalgia

0.151
@ 0. 151*

0,589%*

. 0.865** ~Tntention
Commitment
0.437 To Donate
i 0.747

0.279**

Past
gxperiences associatel]
with charitable
Qrganizatiop

_0'071\).191 **
. Recovery

Model diagnostics
x2 (771) = 1626, 2/df=2.10, CFI=0.91, IF1=0.91, TLI=0.91, GFI=0.86, RMSEA=0.047

Familial
Utility
0.048

**Standardized estimates significant at p<0.001, *Standardized estimates significant at p< 0.01
Figures in italics are the squared correlations for the endogenous constructs

The key constructs were assessed in terms of the squared correlations to assess the

| a‘ri_iount of variance explained by each of ‘th;e construct modéling (see Table 4-.1 3). As per
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Cohen (1992), in models using multiple independent variables, an effect size of 2% is
considered small, around 15% is considered medium and 35% or more is considered
largé. This model explains 15.1% of the variarice in personal noétalgia. Thus it means
that the variance exogenous variables (such as discontinuity, aging, loneliness etc) that
lead to personal nostalgia togethér eiiplain 15.1% of the variance of personal nostalgia.
Since, the primary objective of this study is not to explain all the variables that influence
personal nostalgia this is medium and a(;ceptable. This also means that there are a host of
other factors that influence personal nostalgia which have not been modeled in this study
and can be opportunities of future researches in this area. This model explains 2.9% of
the variance in emotional utility and 4.8% of the variance of familial utility, which are
both small. The scope of this study is to model the emotional utility derived out of
personal nostalgia. Since both the constructs (EU and FU) are extremely complex and are
influenced by a multiple other psychological constructs the variance explained can be-
considered acceptable. Finally, this model explains 43.7% of the variance of commitment
and 74.7% of the variance in the intention to donate, which are both large. This means
that the variance exogenous variables (like discontinuity, aging, loneliness etc.) and
endogenous variables (like personal nostalgia, EU and FU) in this model explain a
reasonably large amount of the variance of Commitment and Intention to Donate which
are the key dependent variables of this study. The fit looks reasonably good, and we can
say that the model does a reasonably good job explaining, so the indications are that the
model perfomis satisfactorily.

.Table 4-12 pr‘ovidés' a summary of the hypbthes'i‘-s tests. The hypotheses were

" tested using the path coefficient.
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Hypothesis 1: This states that there is a positive causal link between Discontinuity and
Personal Nostalgia. The path coefficient = 0.261, (t=5.462) is significant at p<0.001 (see
Table 4-12). Therefore, H1 is supported. As hypothesized, this means that as indi\}iduals
experience discoﬁti_nuity they are likely to get nostalgic for the past, as the past gives
them a sense of security. This finding builds on the work of Mehta and Belk (1991) and
Belk (1990) who had studied this relationship qualitatively.

Hypothesis 2: This hypothesis states that there is a positive causal link between Past
experiences associated with NPO and Personal Nostalgia. The path coefficient =0.134,
(t=2.698) is also significant at p<0.01 and thus hypothesis 2 is supported (see Table 4-
12). As hypothesized, it means that individuals tend to get nostalgic about past
experiences associated with the charitable organization. Therefore for an NPO to evoke
personal nostalgié it must ensure that the donors have fond memories linked to the NPO.
Hypothesis 3: The findings of this study confirmed thét loneliness has a significant
impactvon Personal Nostalgia The path coefficient = 0.151, (t=3.148) is significant at
p<0.01. Therefore, hypothesis 3 is supported. This implies that as individuals get lonely
they tend to think of the past and tend to get nostalgic and fondly remember the days of
the past.

Hypothesis 4: Contrary to what was hypothesized, this study found that Aging does not
have a significant impact on Personal Nostalgia, hence hypothesis 4 is not supported.
Hypothesis 5: As hypothesized, this study found that Recovery from Grief does have a
signiﬁcant and positive impact on Personal Nostalgia (Table 4-12) The path éoefﬁcient
=0.191, (t=3.338) is sigﬁiﬁcant at p<0.001 and thu_s hypqthesis"S is supported_.‘ This

s;ippofts the arguments made by this study that wheri reménibering the deceased friend or



64

relative, individuals get nostalgic about the times they have spent with the deceased loved
one. As people cope with the death of a loved one they seek solace in the memories of the
déceased_ and get nostalgic for the days spent wr[h the d'eceased. This finding is
significant as a.reView of the literature did not find any prior research which had léoked
at this relatioﬁship and tested it émpirically. |
Hypotheses 6 and 7: Both these hypotheses are supported as there is a significant causal
link between Personal Nostalgia and Emotional Utility (path coefficient =0.218, t=3..61 1)
is significant at p<0.001) and Personal Nostalgia and Familial Utility (path coefficient =
0.170, t=3.314) is significant at p<0.001). Thus, as argued in chapter three, personal
nostalgia results in emotional benefits for the donor. This finding is key as it confirms
that even in the charitable giving context personal nostalgia results in emotional
engagement with the donors.

Hypothesis 8 and 9: These two hypotheses posited a positive causal link between
Emotional Utility and Commitment (path coefficient =0.589, t=10.461) and Familial
Utility and Commitment (path coefficient=0.279, t=4.897) (see Table 4-12). The
coefficients of both these paths are significant at p<0.001 and hence Familial Utility and
Emotional Utility have a significant impact on Commitment of the donor, hence
hypotheses 8 and 9 are also supported. This means that the emotional utility and the
familial utility that the donor derives out of the personal nostalgia associated with the
charitable organization results in higher levels of commitment the donor has to the
charitable organization.

| Hypothe51s 10: It was argued that the Comrmtment of the donor results in Intention to

Donate As per Table 4-12, this path coefﬁc1ent =0. 865 (t-14 079) is 51gn1ﬁcant at
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p<0.001. Hence we can say that as the Commitment to the NPO increases the Intention to

Donate to the NPO also increases.

Table 4-11 — Correlations among latent constructs

: 1 2 3 4 5 6 7 8 9 10
INTENTION TO i
DONATE
COMMITMENT | .759** 1
EMOTIONAL - *
UTILITY 536 559 i
E?%III%I‘?L 228%* 379%* .296%* 1
l}:IIE:)RSST(;‘I:?}IIJA .016 .050 Jd47%% L 187+ 1
lggggVERY A73%* 1334 Jd90** | 142%* 187%* 1
LONELINESS - 191%% b - 164** | -.096* -.047 A76%% 1 - 173%+ 1
E?(IS’ERIENCES 1364 53+ Jd63%% | 298+ 176%* 133%% .044 1
DISCONTINUITY .084 072 189+ .080 330** 11 267 1 172%* 1
AGING .110* .107* .045 .044 - 126** -.021 -.083 .083 - 171%* 1

** Correlation is significant at the 0.01 level * Correlation is significant at the 0.05 level

Table 4-12- Structural Model Results and Hypotheses Tests (Full Model)

Standardized
Path in the Model Hypothesis Estimate t value
Exogenous-Endogenous Variables
Discontinuity—> Personal Nostalgia H1 0.261 5.462%*
Past experiences with NPO— Personal
Nostalgia H2 0.134 2.698*
Loneliness—> Personal Nostalgia H3 0.151 3.148*
Aging—> Personal Nostalgia H4 -0.071 -1.585
Recovery from Grief— Personal
Nostalgia H5 0.191 3.338**
Between Endogenous Variables
Personal Nostalgia— Familial Utility H6 0.218 3.611**
Personal Nostalgia— Emotiona o
Utlity - - H7 0.170. 3.314**
Familial Utility— Commitment H8 0.279 4.897**
Emotional Utility— Commitment H9 0.589 .. | 10.461**
Commitment—> Intention to donate "HI10 _ 0.865. 14.079**
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Model diagnostics

12 (771) = 1626, x2/df=2.10,

CFI=0.91, IFI=0.91, TLI=0.91, ’ ** significant at | * significant
| GFI=0.86, RMSEA=0.047 | p<0.001 at p<0.01
Table 4-13 - Variance Explained of Endogenous
Constructs .
Squared

Endogenous Construct Correlations
Personal Nostalgia 0.151
Emotional Utility 0.029
Familial Utility 0.048
Commitment 0.437
Intention To Donate 0.747

Structural Model without Aging and Discontinuity

One likely criticism of this structural model could be that it has two single item
exogenous constructs (Aging and Discontinuity). To retest the robustness of the model
both these single item constructs were eliminated from the structural model. The revised
model with eight latent constructs was then run. The results of this model are found in
Table 4-14. The structural model shows reasonably good fit (32 (694) = 1410,
¥2/df=2.03, CFI=0.92, IF1=0.93, TL1=0.92, GFI=0.87, RMSEA=0.045).

Since two of the influences of personal nos;talgia were eliminated, there is a
decline in the variance explained. The model now explains only 12.9% of the variance in
personal nostalgia (see Table 4-15). The other endogenous constructs were impacted less -
signiﬁéantly.‘ The model now explains 2.9% of the variance in emotional utility, 5% of
the Q.ariance of familial utility, 43.8% of the variance of comﬁitméht and 74.8% of the

variance in the intention to donate. Since the key dependents constructs of this study are -
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Commitment and Intention to Donate the model does a good job of explaining a large
amount of their variance and therefore it is acceptable.

Table 4-14 provides a summary of the hypothesis tests. The hypotheses were
tested using the path coefﬁ'cien,t.‘ Hypo.thes'esv 1 and 4 are not tested in this c1-1rrent model .
as they are concerned with the relationship between Aging and Persbnal Nostalgia and
Discontinuity and Personal Noétalgia, both of these exogenous constructs were excluded
in this current analysis.
Hypothesis 2: This hypothesis states that ther¢ is a positive causal link between past
experiences associated with NPO and Personal Nostalgia. The path coefficient =0.159,
(t=3.154) is also significant at p<0.01 and thus hypothesis 2 is supported (see Table 4-
14). As hypothesized, this means that individuals tend to get nostalgic about past
experiences associated with the charitable organization.
Hypothesis 3: The findings of this study confirmed that loneliness has a significant
impact on Personal Nostalgia (path coefficient =0.227, t=4.508, p<0.001). Therefore,
hypothesis 3 is supported. This implies that as individuals get lonely they tend to think of
the past and tend to get nostalgic.
Hypothesis 5: As hypothesized, this study found that Recovery from Grief does have a
significant and positive impact on Personal Nostalgia (Table 4-14) and thus hypothesis 5
is supported (path coefficient =0.228, t=3.926, p<0.001). This supports the arguments
‘made by this study that when remembering the deceased friend or relative, individuals get
nostalgic about the times they ha\}e spent with the deceased loved one.
H_ypofhese'S 6 and 7: Both fhese hypotheses are supported as there is a signiﬁcént causal

link between Personal Nostalgia and E_motionél Utility (path coefficient =0.170, t=3.326,
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p<0.001) and Personal Nostalgia and Familial Utility (path coefficient =0.225, t=3.729,
p<0.001). Thus, as argued in'chapter three, personal nostalgia results in emotional
benefits for the donor. | |

Hypothesis 8 and 9: These two hypotheses positea a positive causal link between-
Emotional Utility and Commitment (path coefficient =0.590, t=10.472), aﬁd Familial
Utility and Commitment (path coefficient =0‘.279, t=4.910) . The coefﬁciénts of both
these paths are significant at p<0.001 and hence Familial Utility and Emotional Utility
have a significant impact on Commitment of the donor, hence hypotheses 8 and 9 are also
supported. This means that the emotional utility and the familial utility that the donor
derives out of the personal nostalgia associated with the charitable organization results in
higher levels of commitment the donor has to the charitable organization.

Hypothesis 10: It was argued that the Commitment of the donor results in Intention to
Donate. As per Table 4-14 this path coefficient =0.865,(t=14.089) is also significant at
p<0.001. Hence we can say that as the Commitment to the NPO increases the Intention to

Donate to the NPO also increases.

Table 4-14 - Structural Model Results and Hypotheses Tests (without Aging and
Discontinuity)

Standardized

Path in the Model Hypothesis Estimate t value
Exogenous-Endogenous Variables

Past experiences with NPO— Personal

Nostalgia H2 0.159 3.154*
Loneliness—> Personal Nostalgia _ H3 0.227 4.508**
‘Recovery from Grief— Personal _ ‘
Nostalgia T H5 _0.228 3.926**

Between Endogenous Variables

[ Personal Nostalgia—s Familial Utility H6 | 0225 | 3.720%%

Personal Nostalgia—> Emotional Utility . CHT | 0170 .| 3.326** |
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Familial Utility—> Commitment H8 0.279 4.910%*
Emotional Utility— Commitment H9 0.590 10.472**
Commitment—> Intention to donate H10 0.865 14.089**
Model diagnostics _

x2 (694) = 1410, 2 /df=2.03, CFI=0.92,

IF1=0.93, TLI=0.92, GF1=0.87, ** significant at | * significant
RMSEA=0.045 p<0.001 at p<0.01

Table 4-15 - Variance Explained of Endogenous
Constructs (without Aging and Discontinuity)

Squared
Endogenous Construct Correlations
| Personal Nostalgia 0.129
Emotional Utility 0.029
Familial Utility 0.05
Commitment 0.438
Intention To Donate 0.748

The next chapter will focus on the theoretical and managerial implications of this

research. A discussion on the limitations of this study and some thoughts on what future

researches could focus on in the area of Nostalgia and Charitable Giving will also be

presented.
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CHAPTER S: CONCLUSIONS AND RECOMMENDATIONS

INTRODUCTION

This chapter will discuss the .keyv findings of the study. Theoretical contribution
will also be presénted alongVWith Aa' series of managerial implications. This will bé
followed by a discussion of the limitations of the study and suggestions for future
researches.
SUMMARY OF FINDINGS

This research has found that fife stage factors like: the discontinuity the donor is
experiencing, the extent to which the donor is feeling lonely, recovering from grief, along
with whether the donor has significant past experiences associated with the charity
influence the donor’s personal nostalgia. The donor’s personal nostalgia in turn provides
emotional utility and familial utility to the donor. This in turn helps increase the
commitment of the donor to the charitable organization. Which enhances the donor’s

intention to donate to that charity.

THEORETICAL CONTRIBUTION

This research has several theoretical contributions. It contributes to two streams of
literature, the charitable giving literature as well as the literature on nostalgia. In the
charitable giving literature it responds to the call for more research on constfucts that
emotionally engage the donor (e.g. Sargeant et al., 2006, Merchant and Ford, 2008). The _
author has not found any res¢arch which has studied the relationship Between personal
nostalgia and charitable giving. By explorin‘gbthis linkage in détail the author fills in a.

crucial gap in the literature. This research a]sd buildé on the Work of Wildschut (2006), '
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Holbrook (1993), Batcho (1998) and Holak and Havlena (1998) in the nostalgia
literature. The author has not found any study that has comprehensively looked at the role
of the factors that influence nostalgia. By developing an extensive model incorporating
the various factors that influence personal nostalgia, this reseérch fills in that gap. The |
context of charitable giving is a new and relevant dimension. This more extensive model
has incorporated and empirically tested many factors influencing personal nostalgia,
some of which (e.g. recovery ffom grief) had not been studied in the context of nostalgia
so far.
MANAGERIAL IMPLICATIONS
This study has many implications for the NPO Marketing Manager in the areas of
communications development, targeting and social networking.
Developing fundraising communications that evoke personal nostalgia
In the for profit sector in the U.S., marketers have frequently used nostalgic

appeals to evoke personal nostalgia in the advertisements and other communications of
products and services. Some recent examples are Nesquick (from Nestle) which urges
consumers to “Remember and relive the wonderful years of the past” by sipping on a hot
cup of Nesquick at a Shell gas station. Sellers of cars evoke personal nostalgia and
promise older consumers to “find their youth once again” (Saranow, 2008, page W2).
Makers of toys enable 30 year olds to relive their childhood by buying modern versions
of “oldie” toys for their kids (Lapp, 2008). This is evident in the comeback of classic toys

like cabbage: patch dolls and u'ansformers. This is true in other_markets as well. Holak ét
al. (2068) found that, in Russia, there is a surge in the demand for a variety of producfs-

like tea, cigarettes, etc which evoke personal nostalgia among the consumers.
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This study shows that in the charitable giving context personal nostalgia helps
emotionally engage the donor (Hypotheses 6 and 7). The NPO Marketing Manager could
develop fundraising communications that could bring back pers.onal nostalgic memories
for the giver and elicit the warmth of fond personal experiences. The results of this study
also show that past experiences associated with the NPO influence the personal nostalgia
of the donor (Hypothesis 2). Hence, Marketing Managers of these NPOs could benefit by
identifying significant personal experiences of the donor associated with the NPO and
evoke nostalgia by giving them a window to re-experience those events. This would be
particularly helpful for such organizations as universities, hospitals, schools and social
causes as well as health-related charities. An example of such an appeal in a fundraising

context is presented in Figure 5-1.

Figure 5-1 — Example of nostalgic appeal

Remember high school days... the classroom, the teachers, sports and prom
nights ....the fun and the dreams ....those were the days!

Now reconnect with the magic of the past by donating money to your

High School Alumni Association for a new computer laboratory for the students.

) - High School .
Reconnect with the magic of the past ! .  Alumni Association .
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Additional variables for segmenting and targeting the donors

Would the nostalgic appeal work with all kinds of donors? Personal nostalgia
literature (Holbrook, 1993, Batcho, 1995) shows that consumers differ in their propensity
to be nostalgic. Would nostalgic appeaIs havé an adverse effect on the low nbstalgia
prone donors? Would this isolate the forward loéking or progressive donors? Holbrook
and Schindler (1991) concluded that high nostalgia prone consumers are more open to
nostalgia appeals than low nostalgia prone individuals. Schindler and Holbrook (2003)
stated that since nostalgic appeals evoking the past may not be successful among the low
nostalgia prone individuals, they recommend that more progressive appeals need to be
used which could evoke the heritage of the product or brand but also cue modernity.

Thus, for a communication strategy that evokes personal nostalgia to be effective
it may be helpful to gauge the nostalgia proneness of the donor. The results of this
research show that donor’s who are experiencing discontinuity, loneliness and are
recovering from grief are more likely to feel nostalgic (Hypotheses 1,3 and 5). Hence it
may be relevant for NPOs to track these factors among their donors. Using these
variables, nostalgic communications could then be targeted more effectively to the
relevant donors. An issue that warrants discussion here is that how can the NPO track
these personality and life stage factors of the donor.

Gielens and Steenkamp (2007) provide some directions on this. In a new product
adoption context, they asked consumers who were members of a consumer club to fill out
- questions on an innovativeness scale. On the bases of each of the consumer’s score Qn,the
scale théy were grouped into the high innovative or the lqw. innovative group. Consumer -

product companies then modified their promotion package according to the different
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level of innovativeness of the consumer, thus new product news and deals were sent to
consumers who were more innovative. In the context of charitable giving as part of the
marketing research/ feedback initiative, NPOs.may 'request'fsome of the above stated
infon_r;ation from the donor by usi.ngA modified versions of the scales utilized in this study
to measure personal nostalgia, discontinﬁity,‘ loneliness and recovery from grief. This
information can then be used to segment the donors and target the relevant donors with

more nostalgic appeals.

Using personal nostalgia across the NPOs Integrated Marketing Communications
(IMC) program

The findings of this study show that the greater the emotional engagement derived
through personal nostalgia the greater the commitment to the NPO that is evoking
nostalgia (Hypothese 8 and 9). Thus, in addition to fundraising communications NPOs
must evoke personal nostalgia across their IMC program. An example of how this can be
used in another element of the IMC program is discussed below.
In today’s world of social networking it may also be viable for NPOs to create on line e-
groups or virtual communities where donors could bond, share their past experiences and
exchange stories. This could help create continual emotional engagement around the
NPO, as it would keep the web of memories around the NPO alive and vibrant. The NPO
evoking personal nostalgia thus becomes a platform fof socialization. An example of this
is seen in e-groups crcéted by ex students of Cféddock high school (VA). Alumni of
Cré_d_dock high school have created a web page to ’éxchaﬁge stories and mempries of the.

past. This 1000 member group’s key appéal is “Do you remember...The good old days in
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Craddock” (Hoyer, 2008, page 9). Another example is the group formed by parents of
children who died out of Sudden Unexplained Death. Around 700 members of this group
meet each year (in Virginia Beach) for an annual fund raiser run in the memdry ‘of their
deceased child. This nostalgic event aids them to cope with their grief (Jiggetts, 2007). |
| This event also serves as a platform for them to discuss their stories with each other. The
money they raise goes to hospitals for medication and research in the area of sudden

unexplained deaths.

LIMITATIONS OF THIS STUDY

This research has the following limitations and weaknesses. Firstly, this research
uses the Batcho (1995) scale to measure the proneness to be nostalgic, but it does not
measure the intensity of the personal nostalgia the respondent is experiencing. Secondly,
this study explains 15.1% of the variance in personal nostalgia. It is evident there are
other factors which also influence personal nostalgia and future studies may focus on
capturing them. Thirdly, this model takes the intention to donate as the proxy for giving
behavior. Marketers may take caution while extrapolating intention to donate for giving.
There may be other factors that may mediate or moderate the relationship between
intention to donate and actual giving. Future studies may want to study this linkage in
more depth. Fourthly, the model in this study assumes a single direction causal
relationship between emotional engagement and commitment. There may be actions of
th¢ NPO (like Thank You notes, acknowledg_ement etc) which could énhance the donors
emotional utility and further stréngthen the éommitment to the NPO. This coﬁld also be

an avenue for ﬁirth'er research. Fifthly, the emotional benefits derived out of giving have
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been grouped together under “emotional utility”. It is critical to unravel the construct of
EU to study the rich nuances of the emotions experienced in the process of giving to
charity. This study only retained the items of positiv_é emotions, future étudies could also
look at the role of negative emotions. Sixthly, this study did not study the influence of
personal nostalgia on the emotional engagerﬁent of non.donors. Lastly, the current study
used cross sectional data, future reséarches may want to use experimental design to test
the impact of nostalgic appeals on charitable giving. '
DIRECTIONS FOR FUTURE RESEARCH

The next couple of pages present some research ideas for future studies around
the areas of charitable giving and personal nostalgia.
NPO insights — WHRO

It may be relevant to test this model among the donors of a specific NPO like
WHRO. This study would enhance our understanding as well as revalidate the findings of
this study. This could also present an opportunity to test the effects of nostalgic appeals
(like Figure 5-1) among a real life donor sample.

Scale to measure the intensity of the personal nostalgia experience

A review of the nostalgia literature has shown that there are scales that measure
the proneness or propensity for an individual to be nostalgic (Holbrook, 1993, Batcho,
1995). However, these scales do not measure the intensity of the cognitive and emotional
elements of the experience of personal nostalgia. As personal nostalgia constitutes an
interplay of memories and emotioﬁs,'in order to effectively measure the intensity of the
persphal nostalgia-experience, future studies could proceed towards developing a scale
that megsdres both the dimenSibnS of persbnal ridstélgia — _cognitive and emotional

(Baumgartener, 1992).
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Effect of Time orientation on Charitable Giving: Going Beyond Nostalgia

This study has looked at the effect of nostalgia on charitable giving. However, a
review of the psychology litgrature shows that nostalgia is just one type of time
orientation and that there are five types of tirﬁe orientation: vpast .neéative; past positive
(nostalgia), present fatalistic, pfesent hedonistic and future (Zimbardo and Boyd, 1999).
Time orientation influences how consumers think, act and behave (Bergadaa 1990,
Gonzalez and Zimbardo, 1985), and influences values, behavior and emotions. The effect
of time orientation has been studied in the context of consumer inhovativeness,
recreational shopping, risky driving etc. However, the effect of all time orientations on
charitable giving has not yet been studied and could be a springboard for future
researches.
Emotions in giving

Roseman et al. (1990) have demonstrated that the most discrete emotions occur in
response to appraisals of evénts happening to persons or experiences they have. Sadness
is frequently accompanied by feelings to be comforted. People tend to maintain positive
mood states and focus on moving away or changing their negative mood states (Isen et
al., 1987). Thus it can be argued that when a person experiences stimulus that makes him
feel negative emotions, he would feel motivated to overcome the negative emotions. In
the context of charitable giving, appeals that generate negative emotions (e.g. figure 5-2)
and urge donors to help are likely to take the donor through different emotional stages -
emotions'_precediﬁg giving to chatity, the emotions anticipated by giving and the

emotions experienced after giving to“charity. There is not much academic work around
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this area and future studies could experimentally study the emotional nuances involved in

the various stages of giving to charity.

Figure 5-2 — Generating negative emotions

Jane and her brother have never been to school !

There are 77 million children worldwide unable to attend school and many others
will drop out before completing their primary education. Without education these
children have little hope of breaking away from the circle of poverty and abuse.

Role of being “Thanked”

In the branding literature Woodside et al. (2008) state that brands tell stories and
consumers want to be involved in these stories and want their roles reconfirmed. In the
context of NPOs, it can also be argued that the NPO brand tells the donor a story (e.g.
World Christian Fund, Operation Smile etc). The “Thank you” note that the NPO sends
to the donor may act as the confirmation of the donor’s role in participating in the story.
Bennett (2006) argues that there is a positive impact of “being acknowledged” by the
NPO on the Donor’s Lifetime Value. | |
To test the role of being thanked 502 donors (the dissertatio‘n sample) were asked whether
they were thanked by the NPO they had donated to. ANOVA waé run to see if the scores
for future intentions to donate, commitment, emotional utility and amoun;t‘ donated wéré.

: 's‘igniﬁcantly_'different between those who said that they did reééiv_é a thanks note versus
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those who said that they did not receive a thank you note. It was expected that the mean
scores would be higher for those who had been thanked. However, at an aggregate
sample level there were no significant differences.

| To probe this deeper the sample wﬁs bfoken into two groups. The first groﬁp
comprised those donors who had donated more frequently than the sample average (4
times or more) and the second group comprised those who were ipfrequent donors (3
times or less). ANOVA was run on both these groups separately. There was no difference
in the frequent donor group among those who received a thanks note versus those who
did not. Itvappears that a thanks note did not drive engagement to this group. The

ANOVA among the infrequent donor group had some interesting findings (see Table 5-

1).

Table 5-1 - ANOVA among infrequent donors

Sum of Squares | df [Mean Square| F [Significance

Between|

4357 1| 4357  |4.870] 0.029*
Groups
EMOTIONAL UTILITY Within 98.420 110 0.895
Groups|
Totall  102.777 111
Between 2815 1 2.815 2.950| 0.089%*
Groups
COMMITMENT Within 154930 |110]  0.954
Groups|
Tota]l  107.746 111
Between) 5 ,q 1 3278 [3.910] 0.051**
Groups|
INTENTION TO DONATE Within| 92213 110 0.838
Groups
Total 95.491 111
Between 01615320 | 1 | 103612.329 |5.825| 0.017*
_ Groups 1 ; - -
AMOUNT DONATED Withiny 1956760.091 |110] 17788.728
: - Groups|

. Tota] 2060372.420 |111
*p<0.05, ** p<0.10 :
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This showed that there was significant difference among those who said that they were
thanked versus those who were not. The mean scores of emotional utility, intention to
donate, amount donated and commitment was significantly higher among those who were
thankéd when vcompare‘d to thbse Who were not. Thus, it appears that aﬁlbng infrequent
donors "Thanking" does help increase engagement. This of coursé is 6n1y preliminary
and more work could be done by future researches to enhance our understanding of how
NPO brands tell stories and how being thanked reconfirms the donors role in the story
and strengthens his emotional attachment to the NPO.
Donation habits

As a part of many religious rituals and even routine behavior, donating to charity
sometimes becomes a habit. Does this habit endure forever? Would a proactive
reassurance from the NPO enhance the commitment the donor has to the NPO? On the
other hand would apathy from the NPO lead to a breaking of this habit. The area of
habitual donation has not been studied in depth and would be an interesting area for

future researches.

CLOSING REMARKS
This research has studied how various factors (like discontinuity, loneliness,
aging, recovery from grief and past experiences) influence personal nostalgia. It also
studied the effect of personal hostalgia on cor.hmitrherxit to the NPO and how this
co_mmitment.inf'lu.énces the intention to donate. Ten research hypotheses were presented.
‘Data were collected from 502 U.S. donors. Structu;al equation model Qés run and the

- statistical tests found sﬁpport for nine of the rescarch hypotheses. The manageriél 5
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implications of this study along with its limitations were discussed. Lastly, directions for

future researches were presented.
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APPENDIX A

QUESTIONNAIRE

1) When was the last time you donated money to any charitable organization in the last 12 months:

1. Within the last week

2. Within the last month

3. Last three months

4. Last six months

5. Six months to twelve months

2) What kind of charitable organization did you last donate money to :

1. Church/ Religious organization

2. Hospital/Medical organization — American Cancer Society etc
3. Academic institution

4. Humanitarian organization — Red Cross, United Way etc

5. Arts organization — Museum, Opera etc

6. Others , please specify

3) How much did you last donate to that charitable organization ?
4) How many times have you EVER donated to that charitable organization ?

1. Just once

2. Twice

3. Thrice

4. Four times

5. More than four times

5) What type of charitable organization do you regularly donate money to?

1. Church/ Religious organization

2. Hospital/Medical organization — American Cancer Society etc
3. Academic institution

4. Humanitarian organization — Red Cross, United Way etc

5. Arts organization — Museum, Opera etc

6. Others , please specify

6) Indicate your level of agreement/disagreement with the following statements with regard to the
charitable organization you last donated money to:

Neither
Completely agree nor Completely
disagree disagree agree
1. 1 am likely to donate to the charity in
question in the future 1 2 3 4 5
2. I will donate the next time 1 2 3 4 5
3. 1 will definitely donate to the charity A
in question in the future 1 2. 3 4 _ 5
4. T will recommend the charity to others . : - . ‘
for donation 1 2 -3 4 -
5. I feel a sense of belongmg to thlS . o
charitable organization ' 1 20 3 ' 4

6Icareaboutthelongtennsuccessof b 2 3 4



this charitable organization
7. I would describe myself as a loyal

supporter of this charitable organization 1 2 3
8. I will be giving more to this charitable
organization next year : 1 2 3

9. I often give to this charitable

organization because I would feel guilty

if I didn't 1 2 3
10. If I never gave to this charitable

organization I would feel bad about

myself 1 2 3
11. 1 felt good when I gave money to

this charitable organization 1 2 3
12. 1 felt happy when I gave money to

this charitable organization - 1 2 3
13. 1 give money to this charitable

organization in memory of a loved one 1 2 3
14. 1 felt that someone I know might

benefit from my support 1 2 3
15. My family had a strong link to this

charitable organization 1 2 3

7 A) Does the charitable organization you last
donated money to remind you of any personal
experience in the past?

Yes—1
No -2 (if no then go to question 8)

7 B) IfYES, please list your life experiences
related to the charitable organization in question:

a)
b)
<)
d)
Not at
all

7 C) How vivid are the recollections of the

personal experience that you are reminded of

when you think of this charitable organization? 1 2 3 4
7 D) How emotional were the recollections of the

personal experience that you are reminded of

when you think of this charitable organization? 1 2 3 4

The next set of questions focus on your general perceptions.
8)How much do you miss each of the following from your past.

Not at all

1.Family 1
2.Heroes/Heroines '
3.Not having to worry
4.Places
5.Music '

.. 6.Someone you loved - -
7 Friends '

RN NN NN
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Extremely

Very much
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8.Things you did

9.Toys

10.The way people were
11.Feelings you had

12.TV shows/movies

13.School

14 Having someone to depend on
15.Holidays v

16.The way society was

17.Pets

18.Not knowing sad or evil things
19.Church/religion

20.Y our house

21. Others (please specify)

a)

b)

9 A) How often during the last 12
months did you have thoughts or
memories about a very close
relative / friend that is deceased?
9 B) How often during the last 12
months did you talk about a very
close relative / friend that is
deceased?

9 C) How often did thinking about
your late close relative/friend make
you feel happy?

9 D) How often did thinking about
your late close relative/friend make
you feel sad?

9 E) When you think about your
late friend or relative how happy do
you feel?

9 F) When you think about your
late friend or relative how sad do
you feel?

1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
1 2
Less than
once a
Never month
1 2
1 2
Never Rarely
1 2
1 2

Not at all A little

W W W W W W W WwWw w w ww

W W

About
once a
month

Sometimes

Moderately

O N . T - . T R R S - S

S

4

2o0r3
times
a

month

Often

4
Quite
abit

5
5
5
5
5
5
5
5
5
5
5
5
5
23
About times
once a a
week week
5 6
5 6
Almost
always
5
5
Extremely
5
5
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10) Indicate how often you feel as described in each of the following statements.

1.1 feel in tune with people around me
2. I'lack companionship

3. There is no one I.can turn to

4. 1do not feel alone

5.1 feel part of a group of friends
6. 1 have a lot in common with the people around
me

7.1 am no longer close to anyone
8. My interests and ideas are not shared by those
around me

9. I am an outgoing person

10. There are people I feel close to

11.1 feel left out

12. My social relationships are superficial
13. No one really knows me well

14. I feel isolated from others

15. 1 can find companionship when I want it
16. There are people who really understand me
17. I am unhappy being so withdrawn

18. People are around me but not with me
19. There are people I can talk to

20. There are people I can turn to

Never

1

—

—_—

— it kb e e e e e e

Rarely
2

NN

NN

BN N NN NN NN NN NN

Sometimes

3

3
3
3
3

W W W W W W W W wwwww

Often

N

~
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11) Listed below are a number of events which sometimes bring about a change in the lives of those who

experience them. Please check those events which you have experienced in the last 12 months. Also, for
each item checked below please indicate the extent to which you viewed the event as having either a

positive or a negative impact on your life at the time the event occurred. A rating of -3 would indicate an
extremely negative impact. A rating of 0 suggests no impact either positive or negative. A rating of +3

would indicate an extremely positive impact

Marriage
- Detention in jail or comparable institution .
Death of a spouse ‘

W =

less sleep)

Major changg in sleeping habits (Ihuch mdrc or much.

Check if you
experienced
the event in
the last 12
months

If you did experience the event, how did the
event impact you.

¢ & extremely negative

t
w

L} .
w

& moderately negative

~ somewhat negative

[
—

-1

-1

© < < no impact

<o

= = = slightly positive

T

[ o]

&~ N moderately positive

w W @ extremely positive

W



19

20

21
22

23
24
25

26

27
28
29
30

31

32

33
34
35

36
37

38

39
40

Death of a close family member

Major change in eating habits (much more or much less
food intake)

Foreclosure of mortgage or loan

Death of a close friend :

Minor law violations (traffic tickets, disturbing the
peace etc)

Wife. girlfriend pregnancy

Getting pregnant

Changed work situation (different work responsibility,
major change in working hours etc)

New Job '

Serious illness or injury of close family member
Sexual difficulties

Trouble with employer (danger of losing job, being
suspended, demoted etc)

Trouble with in-laws

Major change in financial status (a lot better off or a lot
worse off) — Financial Problems

Major change in closeness of family members
(increased or decreased closeness)

Gaining a new family member (through birth, adoption,
family member moving in, etc)

Change of residence

Marital separation from mate (due to conflict)

Major change in church activities (increased or
decreased attendance)

Marital reconciliation with mate

Major change in number of arguments with spouse (a
lot more or a lot less)

Spouse’s change in work outside the home (beginning
work, ceasing work, changing to a new job, etc)

Major change in usual type and/or amount of recreation
Borrowing money

Being fired from a job

Major personal illness or injury

Major change in social activities eg parties, movies,
visiting (increased or decreased participation)

Major change in living conditions of family (building a
new home, remodeling, deterioration of home,
neighborhood, etc)

Divorce

Serious illness or injury of close friend

Retirement from work '

Son or daughter leaving home (due to marrlage college
etc)

Endmg of formal school .
Tlme ‘away from spouse (due to work travel etc)
Engagement :
Breakmg up w1th boyfnend/glrlfrlend

-3

3
3
3

-3
-3

3
3

3

3
3

-3

3

3
3
3
3
3

3

3
3
3

-3

-3

3

- -3

-3

2

2
2

2

2

-2
-2
-2

-2

-2

-2

-2

-2

2

2

2

2

2
2
2
2

2

-2
-2
-2

-2

-2

-2
T2
2.

-1

-1
-1

1

-1

o o o <
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41 Outstanding personal achievement
42 Leaving home for the first time
43 Reconciliation with boyfriend/girlfriend

12) DEMOGRAPHICS :

1. Year of birth:

3. Which group does your annual household
income fall into?

. Less than $25,000 per year
. $25,000- $49,999 per year

. $50,000- $74,999 per year

- $75,000- $99,999 per year

. $100,000- $149,999

. $150,000- $199,999

. Over $200,000 per year

I A DW=

00~ N Lt B WM -

2. Sex : Male/ Female

. What best describes your level of education?
. Some school

. High school completed

. Some college

. College graduate

. Some post graduate

. Post graduate completed

. Some doctoral

. Doctorate completed

5. Please check the one you feel best describes your racial background:
__African American __ Caucasian __ Hispanic __ Native-American __ Other
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APPENDIX B
LIST OF DELETED SCALE ITEMS

Intention to Donate Scale-

I will recommend the charity to others for donation

Commitment Scale

I care about the long term success of this charitable organization
Emotional Utility Scale

[ often give to this charitable organization because I would feel guilty if I didn’t
If I never gave to this charitable organization I would feel bad about myself
Personal Nostalgia Scale

Family

Not having to worry

Places

Friends

Recovery from Grief scale

How often thinking about your late close relative/friend make you feel sad?
When you think about your late friend/ close relative how sad do you feel?
Loneliness Scale

I feel in tune with people around me

I do not feel alone

[ have a lot in common with the people around me

I am an outgoing person

There are people I feel close to

I feel left out

I feel isolated from others

I can find companionship when I want it

There are people who really understand me

There are people I can talk to

There are people I can turn to
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Merchant, Altaf, John Ford and Mahesh Gopinath (2007), "How the emotions of personal
nostalgia influence giving to charity: A Research Agenda," Proceedings of the
International Colloguium on Non Profit, Social and Arts Marketing, 6, 55-59 (Abstract).
This paper was presented by me at the conference.

Theresa Kirchner, John Ford and Altaf Merchant (2007), "Coopetition In The Non Profits
Arts Sector," Proceedings of the International Conference on Arts and Cultural

Management, 9, 36-37

Poster Presentations

"Nostalgia and Giving to Charity" at the Old Dominion University Research Exposition,
2007

"Does Time Orientation Influence Consumer Innovativeness?: Going Beyond Nostalgia"
at the Old Dominion University Research Exposition, 2007

“How Personal Nostalgia Influences Giving To Charity” at the at the Virginia Council of
Graduate Schools’ Graduate Research Forum, 2008

Research Grants Received

2008 Old Dominion University- College of Business and Public Administration research
grant for $3500

2008 Old Dominion University- College of Business and Public Administration
dissertation research grant for $2,000

2007 Old Dominion University- College of Business and Public Administration research
grant for $2,000

TEACHING

Teaching Philosophy

As a teacher I see my role as a catalyst. This entails enabling the students to appreciate
marketing, and more importantly igniting their minds to think critically about marketing
issues and the application of the theories they have learnt. I believe this would help

prepare them for the professional world.

Teaching Experience
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Principles of Marketing (Summer 06, Summer 07)

International Marketing (Spring 07)

Consumer Behavior (Fall 07, Spring 08, Summer 08)

Retail Marketing (Summer 07, Fall 07, Summer 08)

New portals to appreciating our environment (inter disciplinary) (Fall 06)

Teaching Workshops Attended

Virginia Tidewater Consortium’s Summer Institute on College Teaching, 2006

BUSINESS EXPERIENCE

I have seven years experience in brand management, across different consumer product
categories - home care, OTC healthcare, foods, oral care. I also have experience in leading
cross functional, transnational teams to develop and drive innovations.

Ranbaxy Laboratories Ltd. (2004-2005)
Sr.Manager-Innovations (Global Consumer Healthcare)

Glaxo Smithkline Consumer Healthcare (India) Ltd. (2001-2004)
Marketing Manager: Nutritional Food Services Division (2003-2004)
Group Product Manager: Horlicks (health food drink for kids) (2002-2003)
Group Product Manager: Aquafresh Toothpaste (2001-2002)

Reckitt Benckiser India Ltd. (1999-2001)
Brand Manager (Innovations): Dettol (antiseptic soaps) (2000-2001)
Brand Manager: Disprin (analgesics) (1999-2000)
Godrej-Sara Lee Ltd. (1997-1999)
Brand Manager — HIT (household insecticides)
SERVICE
To students and the University
Representative of the Business PHD program on the Deans Student Advisory
Committee of the College of Business and Public Administration, Old Dominion

University, 2006-07

Member of the Deans Committee for developing a Student Code of Conduct for College
of Business and Public Administration, Old Dominion University, 2007

To the academic discipline
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Reviewer for the International Journal of Nonprofit and Voluntary Sector Marketing,
2008

Reviewer for the World Social Marketing Conference, 2008
Reviewer for the Academy of Marketing Conference, 2008
Reviewer for the American Marketing Association Summer Educator’s Conference, 2008

Reviewer for the Academy of Marketing Science Review - Special issue on cross-cultural
issues in marketing research, 2007

Reviewer for Academy of Marketing Science Doctoral Colloquium, 2007

Reviewer for the International Society of Marketing and Development and the Macro
Marketing Society Joint Conference, 2007

Reviewer for the Academy of Marketing Conference, 2007

To the industry

Analyzed the “FISO - Fit In, Stand Out” model for the Leadership for International
Finance and Enterprises, LLC (I am featured in the “Mastering the FISO Factor
Newsletter”, 2008, Volume 4, Issue 1)

Studied the psychographic profile of the donors of WHRO TV Network (Public
Broadcasting Services, USA)

ACADEMIC RECOGNITIONS

Awarded the American Marketing Association Foundation Nonprofit Travel Grant in
2008

Elected to be a member of the Honors Society of Beta Gamma Sigma in 2008

Fellow of the American Marketing Association-Sheth Foundation Doctoral Consortium
in 2007

Awarded the "Love of Learming Award" by the Honors Society of Phi Kappa Phi in 2007
Elected to be a member of the Honors Society of Phi Kappa Phi in 2007

Awarded the Outstanding Doctoral Student in Marketing Award by the College of
Business and Public Administration of the Old Dominion University in 2007
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Awarded the Marvin and Marilyn Simon Fellows Endowed Scholarship for outstanding
academic accomplishment in 2007

Awarded the Old Dominion University Dissertation Fellowship, 2007-08
Awarded Research Assistantship, 2005-2007
Other Recognitions

Awarded the “Glaxo Smithkline Spirit Award for Business Excellence,” for my
performance as a Brand Manager, 2002

Winner of the Dandekar Trophy of the Bombay Management Association for best paper
presentation by a MBA student, 1997

Winner of the Khandelwal Trophy of the Bombay University for best paper presentation
by a MBA student, 1996
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