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ABSTRACT. The branding literature assumes that brand
equity strongly affects consumers’ behaviours. In this
study the research framework explains the relationship
between brand equity and the nostalgic character of a
brand. The aim of this article is to examine the impact of
nostalgia on brand equity (on example of nostalgic and
non-nostalgic brands at Polish market), taking into
account the product and brand category as well as
consumers’ demographic characteristics. The results of
own empirical research conducted in 2017 on a group of
1000 Polish consumers are presented on the selected
brands in three product categories. The research results
confirm higher level of brand equity in the case of studied
transgenerational nostalgic brands. Brand equity of
nostalgic brands is higher than the brand equity of brands
perceived as non-nostalgic in food and cosmetic
industries and lower – in case of the automotive industry.
The research results vary depending on the age of
respondents. From the managerial point of view, these
results can serve as a guide on how to use the potential of
nostalgic brands. This may also help managers identify
the nostalgic value of customer needs that they need to
focus on.

Keywords: brand equity, nostalgic brand, consumers’ attitudes.

Introduction
The position of a company at a market is largely predetermined today by intangible
assets. Less and less enterprises base their profitability on the production features only.
Consequently, brand management has become know-how and the source of competitive
advantage, which is difficult for competitors to follow. Brands represent consumers’ opinions
and feelings about a product and its performance (Kotler & Amstrong, 2014). Brands are the
reference points that enable consumers assess both material characteristics of a product along
with the fundamental intangible values associated with a brand. Thanks to brand, consumers
have an opportunity to evaluate the degree of identification with a company and compare its
offer with counteroffers available at the same market. Therefore, brand is the source of added
value for clients and at the same time is also the source of added value for companies
(Grębosz & Otto, 2016).
Brand equity determines company’s position at a market and determines its power.
Brands enjoying higher level of awareness and customer loyalty usually require lower
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marketing expenses in relation to the achieved incomes. Strong brands facilitate negotiations
with distributors and permit easier launch of new products. As a strategic concept, brand
equity has already gained widespread approval among manufacturers, retailers and marketing
academics (Keller, 2003). For the purpose of this research, the author adopts Aaker’s (1991)
definition of brand equity detailed in the next section.
The aim of this article is to examine the impact of nostalgia on brand equity (on
example of nostalgic and non-nostalgic brands present at Polish market). This research
addresses the gaps in prior research. Prior studies on nostalgic branding have examined the
impact of nostalgia on consumers’ behaviours (e.g., Holbrook & Schindler, 1991; Holbrook,
1993; Loveland et al., 2010; Kessous et al., 2015), the impact of different categories of
nostalgia on the attitudes and behaviours of consumers (e.g., Holak & Havlena, 1992; Baker
& Kennedy, 1994; Goudling, 2001; Holbrook & Schindler, 1991; Holak et al., 2008;
Muehling et al., 2014), the impact of nostalgia on the attitudes towards brands (e.g.,
Lacoeuilhe, 2000; Kessous & Roux, 2010, 2013), the impact of demographic characteristics
on nostalgic attitudes of consumers (e.g., Holbrook & Schindler, 1991; Rousseau & Venter,
1999, 2000), the impact of nostalgia on consumers’ behaviours for certain product categories
(e.g., Rindfleisch et al., 2000; Holbrook & Schindler, 1991; Sierra & McQuitty, 2007;
Lambert-Pandraud & Laurent, 2010) or the impact of vicarious nostalgia on brand heritage
and brand attachment (Merchant & Rose, 2013). However, the impact of nostalgia on brand
equity was not yet examined, to the best of our knowledge. Additionally, taking into account,
political and economic changes which took place in Polish society during the 1980-1990s, the
country is potentially a fascinating venue for nostalgia research overall. In addition to
personal nostalgia that each consumer may feel, especially during the times of radical
transition, specific situation on Polish political and economic arena can be a source of
generational nostalgia development , particularly among older customers. Economic changes
have made retirement, one of the major life transitions (as discussed by Davis (1979), Holak
et al. (2006, 2008) and others) even more profound as a discontinuity, possibly resulting in
heightened nostalgic sentiments. Situation in other countries of the European Union, without
the communist background, is a bit different in this regard. Consumers from these countries
often perceive the current market situation as a unstable and unpredictable period in
comparison with the previous century. In such a context the weakened individual would find
themselves in search of security references, identity, well-being, dream, emotion and reenchantment (Lipovetsky & Charles, 2004). This situation also pushes the individual to seek
values of authenticity which leads to mixing old, nostalgic feelings with new technologies.
Maffesoli (1988) and Cova (2015) also underline this synergy between archaism and
technological development that is observed as a popular market trend.
1. Literature review
Brand equity as a theoretical concept has been developed since the 1980s. In recent
years, many authors have given their opinions and views on this topic, each varying from
another (Brahmbhatt & Shah, 2017). Several models have been created to assess the brand
equity. These models can be divided into research and financial models. In the case of the first
approach, the measurement of brand equity has behavioural framework, and the consumers
behaviours and attitudes are evaluated. In the case of financial models, the total value of the
brand is estimated based on accounting data. The most widely quoted and accepted studies on
the definitions, conceptualization and determinants of brand equity are those of Farquhar
(1989), Aaker (1991 and 1996), Srivastava and Shocker (1991) and Keller (1993).
Aaker (1991) defines brand equity as “a collection of assets and liabilities related to the
brand, its name, symbol and other elements that determine the value of a product or service
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marked with a given brand for the buyer”. Doyle (2000) emphasizes the symbolic nature of the
brand equity that results from the confidence that users give to branded products of a chosen
company. This trust creates a relationship between a brand and its consumers, encouraging them
to choose a brand, as well as loyalty and enthusiasm to consider buying new products or
services of this brand that the company can offer in the future. Similar approach is represented
by Vasquez et al. (2002). They describe the brand equity in a symbolic standpoint, as a
collection of elements that the consumer takes into account when using the brand, including
connotations expressing functional and symbolic benefits. An interesting viewpoint is presented
by Keller (1993). He has introduced the model of consumer-based brand equity (CBBE),
“defined as the differential effect that brand knowledge has on consumer response to the
marketing of that brand” (Keller, 1993). Consumer-based brand equity is connected with the
situation when the consumer has a high level of brand awareness as well as strong and positive
associations with the brand are recorded in his memory. Although in this model the problem of
brand equity is analysed from the consumer’s perspective, it also has a symbolic dimension.
According the broad approach, brand equity is a residual value based on positive impressions
and attitudes towards the brand from all those who have been influenced by various marketing
activities related to the brand. Brand equity is described also as the differential effect of brand
awareness and meaning on the customer’s response to marketing of the brand (Berry, 2000).
According to Mishra and Datta (2011), important dimensions of brand assets such as brand
name, awareness and personality should be treated as antecedents of brand equity and some
others like brand preference and purchase intention as consequences.
Brand equity − in terms of marketing − can be described as the difference between
customer’s behaviour in the case of a specific marketing element, closely related to a given
brand, and behaviour in the case of using the identical marketing element for a non-branded
product. For the purpose of this research, the author adopts Aaker’s (1991) definition of brand
equity according to which it is as a set of assets linked to a brand that add to the value
provided by a product or service to a firm and/or the firm’s customers. Aaker’s model of
brand equity was a conceptual model, but later studies have empirically tested this model
(Yoo & Donthu, 2001; Pappu et al., 2005) and have found it to explain most of the
contributions to a brand’s equity. The major asset categories are (Aaker, 1996): brand
awareness, brand loyalty, perceived quality and brand associations (Table 1).
Table 1 Aaker’s brand equity assets
Asset category
Brand awareness

Brand associations

Brand loyalty

Perceived quality

Characteristic
Brand awareness is the ability of an existing or potential buyer to identify and
recollect that a particular brand is assigned to a specific category of products or
services.
Brand-related associations include everything that is connected with a particular
brand in the customer’s mind. Associations linked to a brand can be described as
the features or benefits it provides and which distinguish it from its competitors.
Brand loyalty is non-random behaviour of a decision-making subject towards
one or more brands of a given set, which is a function of the psychological
decision-making process, demonstrating over a long period of time. Brand
loyalty is the result of a consumer’s emotional or symbolic relation with the
brand and represents a customer’s attachment to a particular brand.
Perceived brand quality is the quality level attributed to products marked with a
given brand by their buyers. Perceived brand quality is a non-material, general
feeling connected with a brand.

Source: Aaker, 1996 and Keller, 1993.
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Brand awareness is one of the most important aspects determining brand equity and
thus helping to achieve competitive advantage. Brand awareness is important in the purchase
decision-making process. Brand awareness is often based on brand-related associations to a
substantial degree. Brand-related associations strictly pertain to its identity and image and can
differ as far as their power is concerned. They also support the decision process, facilitate
substantiation, allow for the development of relations between customers and brands through
creating positive attitudes, make it possible to expand a brand to new markets and products by
building a stronger organisation on the basis of recognized values appears to be more reliable.
Another component of brand equity is the loyalty of customers, which conditions their habits
towards the brand. Loyalty towards a brand brings companies a lot of advantages, such as the
reduction of marketing costs, easier management of the sales policy and controlling the
relations between the product and the price. Besides, it attracts new customers, gives more
time to respond to the actions of competitors and, as a result, increases brand value. The last
component of brand equity is the perception of its value which makes it easier for the
customer to position a brand and compare it to other brands present on the market. It is a
rather abstract concept. However, these customer feelings are based on certain differentiators
connected with the brand. Their identification and measurement make it possible to
understand perceived quality. Perceived quality influences purchase decisions, allows raising
the product’s price, increases the attention of distributors, allows the brand to expand into new
product categories and reduces the cost of customer retention.
In this paper the question of the impact of nostalgia on the brand equity is examined.
Nostalgia is a specific emotion: a mixture of both joy and sadness (Batcho, 2007; Sedikides et
al., 2004). The nostalgia as a theoretical construct in the consumer psychological context was
prompted by Davis (1979). According to him, nostalgia is a “positively toned evocation of a
lived past in the context of some negative feeling toward the present or impending
circumstance”. He makes reference to the source of the positive emotion evoked by the past
and explained that “the nostalgic feeling is infused with imputations of past beauty, pleasure,
joy, satisfaction, goodness, happiness, love, and the like, in sum, any or several of the positive
affects of being”. Davis (1979) postulated also that nostalgia usually occurs in the context of
fear, discontent, anxiety, and uncertainty, and it aims at alleviating negative feelings.
Majority of nostalgic memories include elements of love, pride, and happiness (Davis,
1979; Holak and Havlena, 1992; Wildschut et al., 2006). Nostalgia can serve a variety of
functions (Huang et al., 2016). It can encourage feelings of being loved and protected (Juhl et
al., 2010) and thus can counteract feelings of loneliness (Wildschut et al., 2006; Zhou et al.,
2008). In addition, it can increase pro-social behaviour (Zhou et al., 2012) and decrease
antisocial acts (Turner et al., 2013) or it can motivate social interaction (Holak and Havlena,
1998; Vess et al., 2012; Wildschut et al., 2006). Diverse definitions of nostalgia have
emerged also in the marketing literature over the past decades. Belk (1990) and Divard and
Robert-Demontrond (1997) include some reference to actual stimuli that may prompt a
nostalgic response. Holbrook and Schindler (1991), described nostalgia as a time-based
preference, more specifically, as a preference toward objects that were common when one
was younger. Despite some differences, most conceptualizations of nostalgia view it as an
affective state, mood, or emotion that is somehow triggered by one’s thoughts of the past.
In this paper, the nostalgic brand is a brand which is associated with close or far, own
or historical past (Grebosz-Krawczyk, Siuda, 2017). Consequently, generational and
transgenerational nostalgic brands can be distinguished. Generational brands base on a real
nostalgia (relating to the own direct and personal memories), having the individual or
collective character and transgenerational brands base on a real nostalgia or simulated
nostalgia (referring indirectly to the individual experiences or memories of other people, as
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well as to the collective experiences and memories in case of historical nostalgia), having the
individual or collective character (Grebosz-Krawczyk, Siuda, 2017).
In the period of communism, the branding had a specific character in Poland, as well
as in other countries of Eastern Europe. It was primarily caused by limited access to
international brands. The market was dominated by Polish brands, universally recognizable
and associated with particular groups of products or services. Apart from the brands available
in the marketplace at that time, Polish consumers were aware of some products of foreign
brands which were perceived as luxury. The political, economic and social changes at the
beginning of the 1990s, transformed the Polish branding reality. The foreign brands,
previously unavailable, finally appeared on the Polish market and became very popular. This
situation can affect the nostalgic feelings of Polish consumers, especially the older one.
2. Methodological approach
The aim of this research was to evaluate the brand equity of generational and
transgenerational nostalgic brands in Poland, taking into account the product category and
selected consumers’ demographic characteristics. The scientific problem was developed
through the formulation of following hypotheses:
H1: Brand equity of nostalgic brands is higher than the brand equity of brands perceived
as a non-nostalgic.
H2: Brand equity of transgenerational nostalgic brands is evaluated higher than the brand
equity of generational nostalgic brands.
In order to test these hypotheses the quantitative empirical research was conducted to
evaluate brand equity of nostalgic brands in Poland. The following detailed objectives were
formulated:
C1: Identification of nostalgic brands existing on the Polish market, depending on their
category (generational brands and transgenerational brands).
C2: Identification and assessment of Polish consumers’ attitudes towards nostalgic
brands, taking into account the product category and selected demographic characteristics of
consumers.
C3: Assessment of brand equity of generational and transgenerational nostalgic brands.
The research process was composed of two main and five additional stages (Figure 1):
identification of generational and transgenerational nostalgic brands and non-nostalgic brands
and identification and assessment of Polish consumers’ attitudes towards nostalgic and nonnostalgic brands identified in the first stage.
The first stage of research included identification of generational and transgenerational
nostalgic brands and non-nostalgic brands. Research was conducted in the Lodz Province
(Poland) in the fourth quarter of 2016 and 100 respondents representing diverse demographic
characteristics indicated the brands associated with their life that evoke positive memories. A
method of the quota sampling was used. The first stage of research has not representative
character. Investigators created the list of brands of 24 brands, representing 6 categories of
products, taking into account such criteria as generational/transgenerational character of the
brand, the level of brand awareness and targeting women and men. A similar list of 24 nonnostalgic equivalent brands was also prepared. This number of brands complies with the
guidelines of Moore et al. (2002) in their study of the intergenerational influence, the
guidelines of Loveland et al. (2010) in their study on preferences for nostalgic products and
the guidelines of Kessous et al. (2015) in their study on consumer-brand relationship in case
of nostalgic and non-nostalgic brands (Grębosz-Krawczyk, 2018).
Research was conducted in the Lodz Province (Poland) in the first quarter of 2017
among 100 respondents representing diverse demographic characteristics through conducting
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a survey. Each brand was evaluated in 5-item scale. The aim was also to determine the degree
of nostalgia. The results confirmed that all selected nostalgic brands cause nostalgic attitudes
and in case of chosen non-nostalgic brands, the level of nostalgia is non-existent or very low.
A-I. Identification of generational and transgenerational nostalgic brands
Survey with open question, 100 respondents

A-II. Creation of the pre-list of 24 nostalgic brands and 24 non-nostalgic
brands on the basis of survey results, Investigators

A-III. Verification of the list of 24 nostalgic brands and 24 non-nostalgic
brands
Survey with 5-item scale question, 100 respondents

A-IV. Creation of the final list of 24 nostalgic brands and 24 nonnostalgic brands on the basis of survey results, Investigators

A-V. Creation of the questionnaire survey to identify consumers
attitudes and evaluate the brand equity of nostalgic (generational and
transgenerational) brands and non-nostalgic brands, Investigators

A-VI. Identification of consumers attitudes towards nostalgic brands and
non-nostalgic brands
Online Survey, 1000 respondents

A-VII. Assessment of consumers attitudes and brand equity of nostalgic
(generational and transgenerational) brands and non-nostalgic brands on
the basis of online survey results, Investigators

Figure 1. Research procedure
Source: own data.
The second part of the research included the identification and assessment of Polish
consumers’ attitudes and evaluation of the equity of nostalgic and non-nostalgic brands. A
quantitative research among 1,000 Polish respondents, in the fourth quarter of 2017 was
conducted. A method of random-quota sampling was used. Based on the data of the Polish
Central Statistical Office, the sample reflects the structure of population in Poland in terms of
age (over 19 years) and sex (Table 2). According to the sizes of research samples depending
on the type of cross-tabulation, the sample of 1000 respondents may be considered
representative (Grębosz-Krawczyk, 2018).
The indirect method of gathering information, using an online survey technique was
applied. The questionnaire was created with the use of alternatives closed questions and semiclosed questions. Questions would have disjunctive and conjunctive character. The author
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used different measurement scales like Holbrook’s (1993) 20 item nostalgia proneness index,
Baker and Kennedy (1994) nostalgic attitudes scale, the Aaker (1991) brand equity’s
measurement scale.
Table 2. Sample characteristic

19-24
25-34
35-44
45-54
55-64
65 +

F
3.70%
8.90%
9.10%
7.70%
10.20%
13.60%
53.20%

M
3.80%
9.40%
9.30%
7.40%
8.80%
8.10%
46.80%

Source: Polish Central Statistical Office, 2015.
3. Conducting research and results
For the following analysis, 3 transgenerational and 3 generational brands from the
food, automotive and cosmetics industries were chosen. The following statements were
evaluated by respondents based on 5-point Likert scale (Table 3).
Table 3. Indicators for evaluation of brand equity
Awareness (A)
Perceived Quality (PQ)
Associations (ASS1)
Associations (ASS2)
Loyalty (L1)
Loyalty (L2)

I know the brand X
The X brand products are of high quality
I have positive associations with the X brand
I have negative associations with the X brand
I would choose X brand products in the first place
I would choose X brand products in the first place, even if they
would be more expensive than others

Source: Aaker (1996).
The analysis of the research results show a positive evaluation of brand equity for
majority of studied nostalgic brands. A descriptive statistical study was performed. Pearson’s
chi-square test (χ2) was applied to sets of data to evaluate if there is a relationship between
two variables. For this analysis, the significance level was 0.05. The analysis confirmed that
there is a strong relationship between the brand character (nostalgic and non-nostalgic) and
brand equity evaluation in case of transgenerational brands. As we can see in the Table 4, the
chi-square values are higher in case of transgenerational brands. It means that nostalgic
character of brands is strongly related with high evaluation of the brand equity. It is
interesting that there is no relationship between the brand character (nostalgic and nonnostalgic) and brand equity evaluation in case of majority generational brands indicated by
group 65+. It confirms that the post-communist background does not affect the customers
perception and evaluation of brands (Table 4).
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Table 4. Brand equity evaluation for nostalgic and non-nostalgic brands (α = 0,05)
Sector/Brand category

A

BN1-BNN1-Automotive-TG
6.950
BN2-BNN2-Food-TG
203.870
BN5-BNN5-Cosmetics -TG
106.374
BN21-BNN21-Automotive-G (+65) 1.703
BN23-BNN23-Food-G (+65)
2.452
BN24-BNN24-Cosmetics-G (+65)
12.424

PQ

ASS1
ASS2
Chi-Square Value (χ2)
107.649 25.817
16.29
47.717 143.768 76.798
54.341
89.828 40.951
92.563
17.773 18.580
3.072
7.026
1.963
1.507
3.186
20.070

L1

L2

47.886
170.961
43.881
33.843
7.914
5.664

30.464
133.097
33.876
28.819
7.538
9.757

Source: own compilation.
The research results confirmed that for the major asset categories (brand awareness,
brand loyalty, perceived quality, brand associations), evaluation of transgenerational nostalgic
brands is higher than this one of generational nostalgic brands (Table 5). Over 95% of
respondents declared the awareness of nostalgic transgenerational brands and over 86% of
respondents representing the group “65+” declared the awareness of nostalgic generational
brands. Apart of the automotive sector, transgenerational nostalgic brands from the cosmetics
and food sectors are the most highly rated in terms of quality (89.44% of answers in case of
food sector and 83.40% for the cosmetic one). For generational brands, evaluation of the
products of nostalgic brand as high quality products is also satisfactory (79.52% and 63.10%),
but worse that for transgenerational brands. Similar situation is observed in case of
declaration of positive associations with brands and loyalty toward brands. It is important to
underline that evaluation of nostalgic brands in case of the food and cosmetic sector is always
better that evaluation of non-nostalgic brands.
Table 5. Evaluation of the brands equity
Sector/Brand category
Automotive-TG
Food-TG
Cosmetics -TG
Automotive-G (+65)
Food-G (+65)
Cosmetics-G (+65)

Brand character
BN1-nostalgic
BNN1-non-nostalgic
BN2-nostalgic
BNN2-non-nostalgic
BN5-nostalgic
BNN5-non-nostalgic
BN21-nostalgic
BNN21-non-nostalgic
BN23-nostalgic
BNN23-non-nostalgic
BN24-nostalgic
BNN24-non-nostalgic

Aa

PQb

95.40
92.60
98.50
77.90
97.60
84.40
86.18
81.57
96.77
93.55
86.18
85.85

32.29
52.59
89.44
79.85
83.40
69.79
22.13
44.18
79.52
75.34
63.10
51.19

ASS1c ASS2d
[% of answers]
53.56 12.99
53.02
8.10
90.86 10.25
71.24
6.67
85.86
8.91
69.78
8.29
25.90 13.90
34.90 12.43
77.14
4.29
69.95
4.93
72.73
5.88
64.88
5.77

L1e

L2f

14.89
21.38
70.36
40.95
57.28
42.06
16.04
25.42
53.81
43.35
41.71
39.04

12.16
18.04
62.64
36.33
46.31
33.53
8.02
7.34
42.38
34.48
32.62
21.35

Note: a declaration of brand awareness, b evaluation the brand products as high quality products, c declaration of
the positive associations with the brand, d declaration of the negative associations with the brand, e declaration of
choice of the brand products in the first place, f declaration of choice of the brand products in the first place, even
if they would be more expensive than others.

Source: own compilation.
The following conclusions can be formulated:
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● Brand equity of nostalgic brands is higher than the brand equity of brands perceived as
a non-nostalgic for food and cosmetic industries and lower in case of automotive
industry.
● The first asset – brand awareness of nostalgic brands – for all categories of products
was always higher than in case of non-nostalgic brands. Nostalgic brands due the
associations with close or far, own or historical past are better recognised.
● The brand awareness of transgenerational nostalgic brands for all categories of
products was higher than in case of generational nostalgic brands.
● The perceived quality was evaluated as high in case of transgenerational nostalgic
brands (over 80% of respondents evaluated these products as the high quality products
– for food and cosmetic sector) and quite high in case of generational nostalgic brands
(over 60% of respondents evaluated the these products as the high quality products –
for food and cosmetic sector).
● Only in case of automotive industry, the majority of respondents did not evaluate the
nostalgic-branded products (both transgenerational and generational) as the high
quality product. The technical parameters are crucial in this industry therefore
emotions and feelings do not change the customers’ opinions.
● Positive associations were stronger in case of nostalgic brands – for all categories of
products (except the generational brand representing automotive sector). Trust
associated with many years of knowledge evokes positive associations. They are
stronger in case of transgenerational brands, what can be explained by long-term
history and the presence in the life of several generations.
● It is interesting that majority of nostalgic brands evoke more often negative
associations than their non-nostalgic analogues. It can related with associations
connected with the times of communism.
● With the exception of automotive brands, the purchase intentions are always higher
for nostalgic brands. It means that Polish consumers are more loyal to the nostalgic
than non-nostalgic branded-products, even if they are more expensive.
In case of transgenerational brands, the research results vary depending on the
demographic characteristics of the respondents. Women, more often than men, evaluate the
nostalgic brands’ equity on a higher level, except for the product from cosmetic sector.
However, the statistical analysis (χ2, p=0.05) did not confirm that there is a relationship
between the sex of the customers and the evaluation of brand equity. In case of
transgenerational brands, older customers (45-54, 55-64 and 65+) and the youngest one (1924) are more willing to evaluate brand equity of nostalgic brands higher than other customers.
The statistical analysis (in all cases χ2>24, p=0.05) confirmed that there is a relationship
between the age of the customers and the evaluation of brand equity. However, the oldest
consumers (65+) are not fascinated by nostalgic brands characteristic for their generation.
Their evaluation of these brands is lower than in case of transgenerational brands. It can be
stated that nostalgic feelings are not the results of longing for the past associated with
communism, but with the own direct, personal memories as well as common memories
connected with their children and grand-children.
Conclusion
The requirement to be competitive forces companies to find the new sources of added
value for consumers and adjust to consumers’ preferences and predict competitors’ activities.
Brand equity provides a customer with additional value through their better understanding of
a product, confidence in the purchase process and satisfaction. This means additional revenue
for the company as well as a barrier for competitors.
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The research presented in this article examines how the nostalgic feelings of
consumers towards generational and transgenerational brands affect the elements of brand
equity, taking into account the changes in Polish society that can shape consumers nostalgia
and inspire the marketers to use their memories and the retro style in marketing activities. The
research analysis indicates that Polish consumers are nostalgic. However, majority of the
responses confirms that the post-communist background does not affect the consumers’
attitudes. Polish historical experiences are not a source of development of generational
nostalgia for the past era, among older customers, because the brand equity of
transgenerational nostalgic brands was evaluated higher than the brand equity of generational
nostalgic brands. Old generation (+65) is more nostalgic towards transgenerational that
generational brands. It means that consumers try to find in nostalgic brands the security
references, identity, well-being, dream, emotion and re-enchantment without positive
connotations with communist period. The attitudes of older generation is similar to the other
generations. It confirmed partially the research results of Holak et al. (2006, 2008) in Russia.
Like in this country, also in Poland, nostalgia may become a more common brand positioning
strategy. However, it should not base on the connotations with the political and economic
changes in the 80’ and 90’ of last century in Polish society and be associated with
communism.
Hypothesis H1 predicted that brand equity of nostalgic brands is higher than the brand
equity of brands perceived as a non-nostalgic. Based on the research results, it can be stated
that hypothesis is supported for food and cosmetic industries and is rejected for automotive
industry. Hypothesis H2 predicted that brand equity of transgenerational nostalgic brands is
evaluated higher than the brand equity of generational nostalgic brands. Based on the research
results, it can be stated that this hypothesis is supported.
This paper has resulted in two contributions. From a theoretical standpoint, it has
provided a better understanding of the impact of nostalgic feelings on the brand equity in the
Polish reality. The author has presented the specific case of the Polish market. From a
substantive standpoint, it has shed light on the potential of nostalgic brands as well as on the
sources of value for companies managing the brands with strong history. Nostalgia can
provoke a positive attitude towards brands that are directly or indirectly related to the
consumer past.
The conclusions in this study are presented with the caveat as to the limitations of the
sample (Polish respondents). To provide a more comprehensive picture of the evaluation of
the nostalgia’s impact on the brand equity, similar studies could be conducted in other
countries of post-communist block and include more sectors.
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