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1. Introduction  

Nostalgia in consumer behavior is shown to be effective and is discussed in many 

studies (Holbrook and Schindler, 1991; Marchegiani and Phau, 2010; Pascal, 2002; 

Shields et al., 2016). Every generation has their own views of nostalgia. Their ability, 

proneness and intensity to process nostalgia is different for each generation (Yi & 

Minggui,2012). The Chinese one-child generation in terms of their special growth 

environment and characteristics was chosen as the object of study. China executed one-

child policy from 1978 to 2015 that every Chinese family only can have one child unless 

there are some special circumstances (Finance, 2015). Many researchers have studied 

this special one-child generation and gave many opinions on it (Leiping, 2009; Chujun, 

2005; Weihai, 2015). The paper discussed from nostalgic consumption aspect of 

Chinese one-child generation. The direct factors, indirect factors towards nostalgia and 

their views on 2 nostalgic products, one Finnish brand Nokia and a Chinese brand 

Arctic Ocean Soda (AOS) were investigated in the paper.  

 

The nostalgic products are sometimes good at using advertisements to make the 

consumers believe that their past time is better than present (Holbrook, 1994). 

Consumers buy the nostalgic products for memory of their wonderful childhood. So 

they prefer nostalgic products that bring them back to the past, like a time machine. 

 

1.1 background 

Nostalgic consumption is not a new method of consumption in modern life. Nostalgia 

is a special emotion connecting people with a utopian world (Turner, 1987). It is 

multicultural and across regions. Many western scholars researched on it, such as 

Turner (1987) who advanced this research topic through their scholarly work. Brown, 

Kozinets, and Sherry (2003) studied retro products, combining brand with nostalgia in 

terms of 6 key characteristics. Goulding (2001) did in-depth interviews with British 

consumers about nostalgia and aesthetic consumption. All these studies are western-

oriented; Chinese consumers, on the other hand, have their unique feelings on nostalgia 
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that would influence their consumption behavior when products contain some nostalgic 

elements. Especially for the Chinese one-child generation whose living background and 

growth environment are quite different from other countries. Furthermore, this unique 

generation of Chinese consumers increasingly cares about nostalgic elements such as 

past people, old things, and previous events in their memory (Culture monthly, 2013).  

 

Nokia is an extremely well-known cell phone brand, which had been for 14 years the 

top cell phone in the global market but failed and thus quit cell phone market in 2014. 

At the beginning of 2017, Nokia 6 as a revived brand returned to the mobile market and 

targeted Chinese consumers. Another revived brand is a Beijing beverage brand called 

Arctic Ocean Soda (AOS), which disappeared for 15 years and returned to the Beijing 

market again. Both brands rely heavily on nostalgia to re-enter the market. Thus, this 

thesis will take Nokia and the Arctic Ocean soda (AOS) as examples to explain how 

Chinese consumers perceive old brands and how retro brands bring back wonderful 

young age memories, thus influencing consumption.  

 

While nostalgia may become more relevant with age, it is still a powerful force for 

relatively young people (Kewen et al., 2010). Chinese young people, especially people 

who were born during 1980 to 1999, are a very special generation. The most special 

characteristic of this generation is great majority of them have no sibling because of the 

Chinese one-child policy. The Chinese one-child policy started from 80s and end in 

2015, the Chinese government changed the policy into a ‘two children policy’. The 

trend in the future is to eliminate the Chinese family plan policy. Chinese one-child 

generation have their own unique personalities and behaviors as a consumer. 

 

How does the nostalgia influence the one-child generation in China? What factors 

influence Chinese one-child people’s nostalgic consumption behaviors? Thus, the 

research question comes up as: 
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1.2  Research question 

How does nostalgia influence the consumption behavior of the Chinese one-child 

generation? 

 

1.3  Introduction of Chinese one-child generation  

From 1978, China published the popular one-child policy, stating that every Chinese 

family can only have one-child. Before that, Chinese families always had more than 

one-child (Finance, 2015). In 2015, China introduced the two children policy, which 

meant that each Chinese family could have at most 2 children. The trend is towards 

eliminating this Chinese bearing policy in the future (Leiping, 2009). Thus, the only 

people who were born during around 80s and 90s are a special one child in their families. 

One-child generation is similar as the term millennials (also some researchers called it 

as generation Y) but the ages range is wider. 

 

The amount of the Chinese one-child generation is not a small number. The exact 

number of one-child families in China has always being a matter of argument, so the 

figure is not known. There is still an approximate number of 150 million around 2010 

(Zhigang, 2010; Chujun, 2015), hence this object deserves more research attention.  

 

China’s one-child generation has experienced huge changing period of China. Their 

environment of grow up is quite different comparing with former generations. First, 80s 

and 90s was an important historical period, that China got an effective result from 

carrying out reform and open policy (Yi & Taihong, 2004). Second, at the same time, 

Chinese developed quickly in information era (Yi & Taihong, 2004). The internet 

environment lead consumers to face fictitious digital goods and market. The previous 

researches include many aspects of one-child generation’s growth and development, 

such as their attitude towards marriage and relationship, personalities, individuality, 

behavior and so on (Weihai, 2015).  
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There are three main perspectives about the one-child generation, which are 

disadvantages perspective, undifferentiated perspective and advantage perspective 

(Weihai, 2015), but the development and policy truly makes this individual group as a 

special generation. According to former quantitative analyze of Sixteen Personality 

Factor Questionnaire(16PF), Chinese one-child generation was better than any other 

generation based on emotional stability, dominance and liveliness, while the 

apprehension factor is lower (Xiaoyuan et at., 2007). This means that the personalities 

of this generation are that they are emotionally stable, mature and face reality calmly. 

They are also dominant, aggressive, lively, happy go lucky, and confident (Conn & 

Rieke, 1994) However, some researchers negatively view this generation, such as they 

are self-centered, weak willed, admire wealth, and distrust others (Rongyun, 2007; 

Cameron et al., 2013).   

 

The Chinese one-child generation remains a source of debate but they are growing up 

and shaping the future of China. Many companies have their own methods to attract 

customers of one-child generation. The nostalgia is an interesting psychological 

situation associated with this generation (Hao, 2013). Correctly using the nostalgia in 

branding and marketing seems to become an opportunity for some old brands of 

traditional companies.  
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2. Model and theoretical background 

This part will introduce the nostalgic consumption model adapted from Yi and Minggui 

(2011) and the theories associated with it. The model includes 6 parts, which are: the 

indirect factors, the direct factors, nostalgia proneness, nostalgia intensity, brand 

knowledge and consumption behavior part.  

 

2.1 Definition and content of Nostalgia 

The consumer behavior field has many discussions about nostalgia. Holbrook and 

Schindler (1991) summarized historical, psychological and other social perspectives. 

They defined consumer’s nostalgia as: 

 

“a preference (general liking, positive attitude, or favorable affect) toward objects 

(people, places or things) that were more common (popular, fashionable, or widely 

circulated) when one was younger (in early adulthood, in adolescence, in childhood, 

or even before birth)” (Holbrook and Schindler, 1991, p.330). 

 

Holbrook stated in 1994 that Nostalgia is also that people believe things were better 

than they are now. Nostalgia started to be used in marketing and consumption field 

from the late twentieth century (Kessous, 2015). Consumers form their nostalgia 

proneness during a long-term, while some marketers’ trigger consumers’ nostalgia 

intensity in a short-term (Yi & Minggui, 2012). Then, nostalgia becomes a marketing 

tool for brands, dragging consumers into a time machine and back to their past utopia 

world. Many companies use nostalgia to attract consumers (Turner, 1987). In the Nokia 

case, people associate themselves with the melody of turning on the device. In the 

Arctic Ocean soda, people easily remember the logo of a naive bear on the bottle.  
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2.2 Model of nostalgic consumption 

According to Yi and Minggui (2011) and Chen (2014), they created a model explaining 

the process from nostalgia to final behavior of consumers. They explained that there is 

no direct connection with nostalgia and consumption, but nostalgia can influence 

consumption behavior through brand knowledge. Combining other research studies 

(Keller, 1993; Holbrook and Schindler, 1991), the refined model is presented below.  

Figure 1. Nostalgic consumption model 

 

Many external factors could influence consumers’ nostalgia. These factors are divided 

into the indirect factors and direct factors (Chen, Yeh & Huan, 2014). The indirect 

factors refer to the process through which an individual form his or her Nostalgia 

proneness, which mainly include social, cultural environment and their childhood 

experiences. The three main factors are listed detailed in the model, which are plentiful 

parental attention and care in childhood, loneliness and changing of Chinese society. 

The direct factors are triggers created by corporations, they will inspire consumer 

nostalgia intensity (Yi & Minggui, 2011). 

 

Consumers’ nostalgia can be distinguished into implicit nostalgia proneness and 

explicit nostalgia intensity (Christopher et al., 2010). Nostalgia proneness refers to 

individual’s attitude and opinion, which remains stable and is created over a long-term. 

The nostalgia intensity is the degree of an individual remember the past. Triggers 

initiate nostalgia and to a great extent determine the intensity. Nostalgic intensity is 
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flexible and explicit. It is created quickly and can disappear very quickly as well (Yi & 

Minggui, 2011). For example, a man listens to old familiar music (the trigger), which 

initiates nostalgia to some particular level of intensity, which is explicit, then when the 

music ends the nostalgia quickly disappears (flexible).  

 

Nostalgia has no direct connection with consumption, however nostalgia needs a 

process of transformation. That is from the trigger arising nostalgia which then transfers 

into the emotion to buy a certain brand (Chen et al., 2014). To affect awareness of brand 

and create brand image in consumers’ mind, the more brand knowledge is built, the 

more possibility that the brand will be chosen as a result (Kevin, 1993). When the 

consumers connect more to a brand, then the company behind the brand may be able to 

gain an enduring competitive advantage (Escalas and Bettman, 2003). 

 

Thus, the model expresses the relationship among the nostalgia, brand and the 

consumer behavior.  

 

2.2.1 Nostalgia proneness and Nostalgia intensity 

The nostalgia has been associated with a myriad of physiological and psychological 

symptoms (Holak and Havlena, 1992). The marketers use the nostalgic physiological 

and psychological needs to attract consumers is shown more effective (Marchegiani 

and Phau, 2009). 

 

The inner structure of nostalgia in consumers could divide into nostalgia proneness and 

nostalgia intensity (Yi & Minggui, 2012). The evocation of nostalgia has two processes, 

implicit and explicit. The nostalgia proneness describes the attitude and views of an 

individual towards the past. The indirect factors influence nostalgia proneness in a long 

duration. Nostalgia proneness is implicit, which expresses an individual’s general 

tendency to nostalgia (Barrett et al., 2010). It could be influenced and changed by 

different events happening in an individual’s whole life.  
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Nostalgia intensity is triggered by an external stimulator, i.e. nostalgic objects (The 

past people, places and things.) It is explicit and different people have different degree 

of nostalgia. Such as some people who experience high nostalgic intensity about past 

places, means they miss those places a lot and often. Marchegiani and Phau’s (2010) 

found that attitudes and intentions of consumers would increase when the degree of 

nostalgic intensity moves up.  

 

Nostalgia proneness cannot directly affect brand or the consumer as the model shows, 

but the nostalgia intensity does (Yi & Minggui, 2012). For Chinese one-child 

generation, they began forming their nostalgia proneness from their childhood. The 

three influencing indirect factors are (1) They enjoyed plentiful parental attention, care 

and occupied all educational resource (Chow & Zhao, 1996). (2) Their loneliness leads 

them have no sibling can share their interesting childhood memory, thus make them 

pay more attention to their friends and treat the friendship precious. (3) the change of 

Chinese society is extremely huge (Yi & Taihong, 2004), which lead one-child 

generation feel quite difference from their environment of childhood. When one-child 

consumers have formed their own tendency to nostalgia (nostalgia proneness), some 

marketers would use this nostalgia proneness to do their advertisements. Therefore, 

marketers would use triggers (the direct factors) to stimulate consumers. At this 

moment, consumers show their different nostalgia intensity according to different 

triggers. Take Nokia for example, some people maybe have a deep nostalgia with Nokia 

phone because that the Nokia was his or her first cell phone; However, some people 

maybe have no deep nostalgia with Nokia but Sony Ericsson because they used Sony 

Ericsson first. 

 

2.2.2 The indirect factors 

The indirect factors influence the forming of implicit nostalgia proneness. The social 

environment and individual development is important in the forming process. For the 
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object that was studied in the research question, the one-child generation grew up in a 

different social and family environment. These factors will influence and form their 

nostalgia proneness from their every period of life, starting from childhood to adulthood. 

These factors are described below. 

 

Plentiful parental attention and care in childhood. In 1980s, a study was conducted 

in Beijing, it showed that one child families were more child centered than families 

with multiple children (Chow & Chen 1994). Parents spent more time and care on their 

one child. They treat the child as the most meaningful and fulfilling part of their life 

(Deutsch, 2006). One child was called “little emperors” who asked their parents to buy 

them what they wanted through temper tantrums (Crowell & Hsieh, 1995). Therefore, 

the Chinese one-child generation received more toys and lucky money, hence were 

more likely to have a bank account that means they received and had control over their 

money (Chow & Zhao, 1996). The carefree and happiness filled childhood gradually 

transformed into a wonderful memory of their past time. When they grow up, the 

nostalgia proneness is rooted in their mind.  

 

Loneliness. The Chinese one-child generation had no siblings but had only peers (or 

friends) that shared the process of growth with them. Many Chinese movies seize this 

characteristic and produce films talking more about friendship. This generation had no 

siblings to share their ’secrets’ and interesting moments as they grew older, thus friends 

become the people they shared their growth experiences with. The one-child friendship 

could influence their feeling of being alone and the loneliness could cause depression 

(Ying, 2010). American psychological book, Children’s friendships, pointed out that 

the friendship among children have a huge potential value. It can increase the 

opportunity of learning social skills and make children create self-cognition (Rubin, 

2000). Lack of the company of siblings, the Chinese one-child generation is the only 

generation with such acute loneliness as a shared group experience.  
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Changing Chinese society 

In 1978, China started the revolution of planned economy, which is a kind of economy 

that manages all social production, resource distribution, and product consumption at 

the level of the government (Yi & Taihong, 2004). Nevertheless, from 1978 to 1990 

more than 20 years, did China get an obvious progress on market economy (1978-2001: 

Chinese market economy develops fast, 2007). The society is changing very rapidly in 

the recent few decades and hence the Chinese economy developed a lot. Also, the 

internet grew very rapidly in China. In 2015 there were 679 million Chinese people 

using cell phones to surf the internet (IImedia research, 2016). In particular, the one-

child generation is very used to consuming (purchasing and selling) online. Moreover, 

with the development of economy, many new brands are created replacing the 

traditional and old brands. That could produce them nostalgia to brands, which they 

liked in their childhood.  

 

2.2.3 The direct factors-triggers 

The triggers bring out the nostalgia and influence the nostalgia intensity (Yi & Minggui, 

2012). Wildschut and Sedikides (2006) state that there are nine triggers, which are 

negative affect, social interactions, sensory inputs, tangibles, similar events, inertia, 

positive affect, anniversaries and settings. The first three triggers occupy 81% 

proportion, which are: (1). Negative affect: people who think about nostalgic 

experiences when they encounter negative things in their real life, (2). Social 

interactions: every person has their own group and community; they affect and can be 

influenced by people in the communities. (3). Sensory inputs: these mainly include the 

sense of smell, vision, and voice which could then trigger the sense of nostalgia. Thus, 

this paper will take these three main triggers as research objects.  

Negative affect. From the former theory, Davis (1979) states that nostalgia occurs in 

the context of present fears, discontents, anxieties and uncertainties these negative 

effects. People would retrieve nostalgic memories to attempt counteract negative affect 

(Josephson, Singer, and Salvey, 1996). Such as when a person has a huge pressure 
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(negative affect) on his house loan, he would have a nostalgia about his relaxed, non-

pressured childhood. 

 

Chinese one-child generation face an aging society, and each one of them at least assist 

4 elder people financially in their family (Deutsch, 2006). In the one-child family, 

parents will revolve their lives around their one-child, which make them feel full love 

from parents. For one-child, their childhood will always be spoiled (Lewis, Feiring & 

Rosenthal, 2000). Their personalities easily become self-centered, unsociable and 

immature. When they grow up, they should adapt to the pressure from cooperation with 

others in their later life. They have had a happiness filled childhood due to their parents 

which brought them a greater sense of security, confidence and love. However, when 

they come to society and work in a company, cooperation and communication with 

peers is important but that could be a challenge for the single child. Thus, they are 

triggered by pressure and start to miss their relaxed childhood period (Cameron, Erkal, 

Gangadharan, & Meng, 2013). 

 

Social exclusion and brand connections have suggested that consumers may aim to 

alleviate insecurity by seeking comfort through former familiar products ( Josephson, 

Singer, and Salovey, 1996; Zhou, 2013). These products have the function of relieving 

negative affection (Hart et al., 2005). 

 

Social interactions arise the nostalgia in another way, such as having conversations 

with friends who had shared the wonderful childhood time. Individual in the interaction 

is not only the objects of nostalgia but also the trigger (Wildschut and Sedikides, 2006). 

Individuals who are able to efficiently get support from social interactions are more 

likely to overcome the obstacles and revel in life’s delights (Pennebaker, 1997). 

Therefore, when individuals meet up with people who were there with them in the past 

and discuss what happened; laughing or crying about it is easy to trigger the nostalgic 

intensity (Wildschut and Sedikides, 2006). 
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Falbo’s (1993) study done in China and America showed that the one-child seems to 

have a more positive relationship with parents and peers than a child in a family with 

multiple children. The two possible interpretations are: First, the one-child has a good 

relationship with parents because they supply them more resource and they have more 

opportunities to communicate. Second, single child has more motivation to foster their 

relationship with their classmates (or peers) because they have no siblings to 

communicate (Sandler, 2010; Falbo, 1993). Thus, the social interactions of peers and 

parents of Chinese one-child generation could influence their nostalgia intensity.  

 

Sensory input is also a very common trigger of nostalgia (Wildschut & Sedikides, 

2006). People have five senses: taste, sight, touch, smell and hearing. The emotions 

emerging from an idealized past are associated with the senses that were experienced 

in the moment when an individual was using these intimate objects (Hirsch, 1992). For 

instance, a drink could address our five senses, especially the sense of smell and taste 

which imprint the mind with strong memories (Vignolles & Pichon, 2014). Hirsch 

(1992) demonstrated that the sense of smell has the deepest imprint, which thus has the 

most possibility to instill the nostalgia intensity. Some literature mentioned that music 

evokes nostalgia. Barrett (2010) addressed the music-evoked nostalgia and individual 

differences in the nostalgia. Lundqvist (2008) studied the emotional reactions to music, 

including nostalgia.  

  

2.2.4 Nostalgic Consumer behavior chain 

Ying (2016) noted that the nostalgia is not only a cultural phenomenon, but also an 

economic phenomenon that could finally influence consumers’ behavior. Therefore, the 

company whose products aim the one-child generation should take care about the 

phenomena. The process is: (1) the nostalgia intensity is triggered by negative affect, 

social interactions, and sensory inputs, (2) different nostalgia intensity would varyingly 

influence the brand knowledge of consumers. For example, consumers with high 
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nostalgia intensity are more suitable and easier to accept to the brand with historical 

branding strategies (Zimmer et al., 1999), and (3) the brand knowledge link with the 

consumer behavior. The consumer with more brand knowledge have more possibility 

to choose the brand, and have more loyalty (Keller, 1993).  

 

There is also an interesting phenomenon in nostalgic consumption that Iverson and 

Ceverlonet (2010) have stated in their theories that Vintage products contain elements 

of nostalgia not only for consumers who actually lived during the period when the 

goods were produced but also for younger consumers who have not experienced that 

era. 

 

2.3 Case study  

After description of the model, there are 2 brand cases that can serve as the typical 

examples of the model: a European brand Nokia and a Chinese brand Arctic Ocean. 

The thesis focuses on the Chinese market, so these brands were chosen as they are 

famous among China’s one-child generation. During the 2 focus groups, each group 

discussed about one brand according to their preference of these two brands.  

 

Because of powerful competitors, the two brands exited Chinese market for a long 

period. The Arctic Ocean exited 15 years and came back to Chinese beverage market 

in 2011. In addition, Nokia exited market 3 years and came back with a new product, 

Nokia 6, in 2017 (Sohu news, 2017). To compare the revived products with their 

competitors of each one, the Arctic Ocean Soda sales of glass bottles’ version surpassed 

Pepsi and Coca cola’s glass bottle version in 2014. Similarly, Nokia 6 got 1.3 million 

pre-sales after it got re-introduced in the market (Tianji website, 2017). Most of Chinese 

consumers consume these two brands arising from their nostalgia.  
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2.3.1 Nokia’s return in Chinese market 

In the middle of 1990s, Nokia started local production through building its joint venture 

enterprise. It gradually fostered China as the main place for production. (Chikezie, 2011) 

After 2000, Nokia continued developing the cooperation with China and made China 

as its R&D and talent base. In 2003, the sale of Nokia was roughly 2 billion in China 

and the amount of export was 1.7 billion. Nokia was also voted as the most respected 

company twice times (The Economic Observer, 2003, 2004).  

 

Within the few decades, Nokia influenced the one-child generation a lot. Chinese 

consumers have their own special emotional and cultural connection with Nokia. It 

retains some interesting positive characteristic such as durability, resistance to breakage 

when it falls down, novel appearance, and innovation. Every Chinese consumer 

remembers classic games, wonderful melody, and the ‘hand in hand’ picture when they 

turn the cell phone on (Sohu new, 2017). The most three interesting memories about 

Nokia are following: first, the durability, there was some urban myths about Nokia 

phone falling down from high buildings but was not broken and it still is able to make 

the call before user reinstalled the antenna (Tianji website, 2017). Thus, the news made 

people interested in proving the durability of Nokia, even some people cracked the 

chestnuts with a Nokia phone. The result was that the chestnut was cracked but Nokia 

remained a good condition. Second, when in the mobile phone era prior to smartphones, 

the storage space of Nokia was quite limited. Take the classical Nokia 3310 for an 

example, the only functions of Nokia 3310 were making calls, SMS messages, using 

alarm clock and the calculator. The 80s people used it when they were in high school. 

They used the flat board performance keyboard for sending messages within the 

classroom even they did not need to look at the screen by using thumbs to feel the 

keyboard. The maximum of SMS word size was 201 in the past, thus, they needed to 

carefully choose the messages they wanted to send (China’s mobile, 2017). Most of 

them were ‘love letters’. For the one-child generation, the memories associated with 

their first ‘lover’ is quite precious. Third memory is about the classical game in Nokia, 
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‘Snake game’, which brought young people great entertainment during that period. 

Compared with thousands of applications of game on smartphone today, there was just 

one game in the phone but the one-child generation enjoyed it a lot. 

 

In 2014, with the pressure from competitors in the form of Apple and Samsung, Nokia 

exited cell phone market (Nokia news, 2016). Nevertheless, only after 3 years later, on 

8th January 2017, Nokia came back to the cell phone market again. Nokia launched its 

first reinvigorate phone NOKIA 6, which used Android system replacing Symbian or 

Windows system. The interesting point is Nokia chose China as its first place to 

introduce the new product. They published Nokia 6 on the Chinese popular e-commerce 

platform Jingdong Mall(JD). The number of pre-sales in the first 24 hours was more 

than 220 thousand. Before the formal selling date on January 19th, Nokia 6 got 

satisfactory sales of more than 1.3 million cell phones (Best sellers in Jingdong Mall, 

2017). When the first 24 hours of iPhone 5 published their pre-sale, they sold 2 million 

phones. But that was all over the world (The pre-sale of new iPhone set a new record, 

2014). 

 

Chinese one-child generation maintain so much precious memories about Nokia. Nokia 

did not want to waste its business value in cell phone market. So, Nokia returned using 

the nostalgic tool on their advertisements to attract old consumers (Suhu news, 2017). 

Referring to the model above, the people who bought or paid attention to return of 

Nokia could be the people who had good prior memory with Nokia. This could be the 

long-term reliance on Nokia brand, and Nokia used the positive nostalgic memory to 

rebuild their brand. The paper will continue to study how Nokia used the nostalgia tool 

to influence their brand and consumer. 

 

This year, Nokia launched Nokia 3,5, 6 and even a refined classical version 3310 in the 

Consumer Electronics Show(CES) in America and Mobile World Congress(MWC) in 

Spain. Nokia announced that they will launch 6 to 7 new phones in 2017 (2017 Nokia 
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to advance rashly, 2017). With a good start of nostalgic promotion, the Nokia still has 

a long way to go.  

 

2.3.2 Beijing people old memory-The Arctic Ocean Soda (AOS) 

The Arctic Ocean Soda (AOS) is a natural fruit carbonated beverage which was sold 

and was popular in Beijing before 1994. In the 80s, one bottle of AOS costed 0.1 RMB, 

but compared with a 20 RMB salary per month for a common family (HKTDC, 2012). 

The soda could be seen as a kind of ‘luxury drink’. Many Beijing people remembered 

the scene that in a hot summer, they could see many small grocery stores around streets. 

The small retailers of these stores got a big piece of ice with many grooves on, and they 

used to put AOS and beer inside. Because that generation did not have refrigerator, 

stores sold cold beverage in the ice for cooling the bottles (Yifan & Chen, 2014). The 

traditional cold AOS made a profound impression in the minds of 70s and 80s people. 

Post-80s consumers growing up in Beijing once had a unique passion for Arctic Ocean 

Soda by virtue of its stimulating taste with fresh tangerine flavor, but the tasty and 

popular AOS disappeared after 1994 (Baike, 2014). 

The AOS company has a long history, which was built in 1934 when Beijing was still 

called Beiping. After founding of new China in 1949, the AOS moved and enlarged its 

factory, created the classical naive little polar bear as its logo, and imported American 

equipment (News of Beijing Youth Daily, 2011). These changes made AOS became 

the most popular soda within China. During the most glorious period from 1985 to 1988, 

the production value of AOS was more than 100 million (Yifan & Chen, 2014). The 

AOS even became a specific drink on parliament meetings. When the crown cap used 

to be removed, the orange liquid inside the bottle would bubble with a "hissing" sound. 

The recycling system made every child in that era happy to collect the used glass bottle 

of AOS and exchange with the new one (Baike, 2014). 
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In 1994, Chinese government encouraged Chinese companies to cooperate with foreign 

companies. The AOS was caught in the acquisition of Pepsi. The AOS gradually 

stopped its production till 2011 when the CEO of AOS decided to buy his company 

back from Pepsi. The returned AOS retained its old version, they even asked many of 

their old workers to try if the taste is totally same as before (News of Beijing Youth 

Daily, 2011). In addition, AOS company published this information about their return 

on the internet. Many 80s-people expressed their strong expectation that the AOS can 

return. Then, the AOS returned to Beijing market, which then became loved by not only 

the 70s and 80s people who have the wonderful memories about the old AOS, but also 

AOS became popular and loved by a much younger generation in the 90s. Thus, AOS 

gets such a satisfied sales amount when it revived (Yifan & Chen, 2014). 

Nowadays, the AOS has become one of symbols of Beijing, just like panda is a symbol 

of China. People from other cities visiting Beijing always try the AOS. The AOS case 

is more connected with the Chinese one-child generation. From the website of AOS, 

both 80s and 90s people like it. The paper will research how one-child generation love 

and consume this nostalgic brand. 

        

Figure 2. The Arctic Ocean Soda(AOS)           Figure 3. the logo of AOS 
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3 Methodology 

Methodology part will explain which methods were used in research and aim to analyze 

the research question. Two qualitative methods were used, focus group and individual 

interview. The process of these two methods and some excerpts of participants’ answers 

will be presented in this chapter. 

 

3.1 Qualitative research and design 

The aim of the study is to explore How does nostalgia influence the consumption 

behavior of Chinese one-child generation? The exploratory research will help to clarify 

the problem (Saunders et al., 2012). Qualitative analysis is to measure the degree to 

which something is present (Goertz and Mahoney, 2006). In this thesis, the sample 

should be chosen from different age range and professions. Then, it will be valid to 

study how does nostalgia effect the brand and consumption. Therefore, the qualitative 

research is better than quantitative and will be used in this study. 

 

3.1.1 Qualitative research 

Focus groups and individual interviews both used in research to clarify the problem and 

refine the model. The combination of the two methods made three contributions: (1) 

the data aided with the conceptualization of the phenomena, (2) it enriched the 

interpretation of the findings, and (3) it increased the trustworthiness of the findings 

(Lambert & Loiselle, 2008). Based on the model presented in chapter 2, the aim of the 

study is to refine the model and gain a deeper understanding of the concepts in relation 

to the Chinese one-child generation. The combination of Focus group and individual 

interviews reached the aim.  

 

Focus group. From prior research, the one-child generation has a better relationship 

with their peers and they have many similar experiences (Weihua,2015; Conn & Rieke, 

1994); thus, the discussion among a focus group could encourage them to talk about 

their similar childhood. The definition of the focus group is following: 
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“an interactive discussion between six to eight pre-selected participants, led by a 

trained moderator and focusing on a specific set of issues. The aim of a focus group 

discussion is to gain a broad range of views on the research topic over a 60-90 minute 

period, and to create an environment where participants feel comfortable to express 

their views” (Hennink, Hutter, & Bailey, 2011, p. 136). 

 

The one-child generation may have unique interaction with peers, which could surface 

in a focus group context. On the one hand, there are some pros of focus group. It leaded 

more opinions from the discussion. The answer within a focus group is built on each 

other. Every participant is able to consider and give their own answers according to 

others’ views, which makes their answer developed unique. This way makes survey 

takers acquire more complete information, provide an increased reach and interesting 

result (Brandon, 2015). On the other hand, the focus group has its cons also. A leader 

would naturally emerge when they begin to discuss, the level of involvement of some 

participants could be minimal because of introverted personality (Brandon, 2015) and 

with an online discussion I could not observe or control how much they were paying 

attention. Based on the cons of the focus group, and for the further understanding of the 

research question. The individual interview was carried out after the focus group.  

 

Individual interviews are the most widely-used collection strategy in qualitative 

research (Lambert & Loiselle, 2008). This is the method to collect detailed accounts of 

participants’ thought, attitudes, beliefs and knowledge about a given phenomenon 

(Lambert & Loiselle, 2008). Since there are some surprised results that different from 

the previous model, the individual interviews were built for four key participants to find 

out the far-reaching reasons. Moreover, this approach includes structured, semi-

structured and unstructured forms (Bernard, 2002). In the focus groups, some 

participants wanted to say more about their innovative views but limited by time and 

some participants did not express more in discussion. These leaded me to start 

http://www.oxfordscholarship.com.ezproxy.its.uu.se/view/10.1093/acprof:osobl/9780199856169.001.0001/acprof-9780199856169-bibliography-1#acprof-9780199856169-bibItem-54
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individual semi-structured interview with four key participants.  The interview guide 

was prepared according to the findings of the focus groups, but also allowed the 

respondents freedom to raise issues that theory did not suggest or I had not considered 

(Lambert & Loiselle, 2008). 

 

Question development. The constructs and measures of focus groups and individual 

interviews are in the table 2. (There could be some temporary changes to adapt the 

direction of discussion): 

 

Table 2. Constructs and measures 

Constructs Survey measures Reference  

The indirect 

factors 

Plentiful parental 

care 

1.Do you feel that parent 

pay their whole attention 

on you when you were a 

kid? 

2.What are the influences 

do you think that are 

caused by the parental 

care? 

Chow & Chen 

(1994) 

Deutsch (2006) 

Crowell & Hsieh, 

(1995) 

Chow & Zhao 

(1996) 

Loneliness What are your 

personalities that would 

be if you have a sibling? / 

What things you will 

share with your siblings if 

you have one？ 

Ying (2010) 

Rubin (2000) 

 

Development of 

Chinese society 

1.What difference of 

consumption do you feel 

between past and now? 

IImedia research 

(2016) 
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2.What influence do you 

think the development of 

the society brought to 

you? 

Yi & Taihong 

(2004) 

The direct 

factors  

 

Negative affect  1.When you feel 

discontent or anxiety 

presently, will you think 

about the past time?  

2.Do you feel better when 

you retrieve nostalgic 

memories? 

Davis (1979) 

Wildschut & 

Sedikides (2006) 

 

 

Josephson, Singer 

and Salovey (1996) 

Social 

interactions 

What sort of nostalgic 

discussions do you have 

with your friends? 

Wildschut & 

Sedikides (2006) 

Pennebaker (1997) 

Sensory input 1.Did you retrieve some 

nostalgic memories when 

you tasted AOS? 

2.Did you retrieve some 

nostalgic memories when 

you hear the Nokia ring 

tone? 

Wildschut & 

Sedikides (2006) 

Hirsch (1992) 

Vignolles & Pichon 

(2014) 

Barrett (2010) 

Lundqvist (2008) 

Connection 

of nostalgia 

to brand and 

consumption 

behavior  

 1.what is the Nokia/AOS 

brand image in your 

mind? 

2.How does the brand 

influence your 

consumption? 

Keller (1993) 

Yi &Minggui 

(2012) 
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3.1.2 Sample selection 

The focus group use a theoretical sampling model (Mays, 1995), as the participants are 

selected to discuss the relative topics. The subject of the research question is the one-

child generational people of China. They are all one-child in their families and their 

ages range from 18 to 37. They have different jobs and different income levels. There 

are 2 popular cases which were mentioned previously, Nokia and Arctic Ocean 

Soda(AOS) which will be used to give rise to participants’ memories, ideas and 

experiences (Lindlof & Taylor, 2002, p. 182), and push the discussion go further. 

Because it is more interesting and inspire more common ground than just introduce 

nostalgic theories. Also, the AOS is only produced in Beijing Area, which means only 

Beijing people familiar about this brand. Thus, one criteria of the selection of 

participants is the people who grew up or live in Beijing of China. 

 

Table 1. The description for each participant 

Num

ber 

Case Name age gender Field of work and 

Profession 

Nostalgia 

intensity 

towards 

AOS/Nokia 

1 Arctic 

Ocean 

Soda 

(AOS) 

Zou Jun 26 M Engineer of China quality 

certification 

High 

2 Zhang 

Chao 

34 M Video editing of 

advertisement company 

High 

3 Li Qing 18 F Human resource Medium 

4 Gong 

Xiaoxue 

31 F Human resource in salary 

and welfare 

Low 

5 Zhang 

Xiaoxing 

25 M Chemical teacher of 

educational institution 

Medium 

6 Cai Yu 25 M Pharma consultant Medium 
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7 Nokia Zhang 

Xing 

24 F Marketer of China 

Telecom 

Medium 

8 Zhao 

Yifan 

25 M Master student of Beijing 

University of Technology 

 

High 

9 Wei Tao  24 M Master student of UK Medium 

10 Liu 

Yuyang 

37 M IT of USA Medium 

11 Gu Yiran 23 F Statistical analysis worker Low 

12 Zhang 

Hanzhao 

24 F Master student of Uppsala 

university 

Low 

13 Wu Xu 32 M Freelancer Medium 

 

3.2 Sample and data collection process 

The tool of data collection was WeChat, which is the most popular instant messaging 

application in China (Penguin intelligence, 2016). It comes from one of Chinese biggest 

internet companies TenCent. Based on information from the TenCent website in 

September 2015, the users of WeChat were around 650 million (Penguin intelligence, 

2016). Also, WeChat has the function of group chat. Thus, WeChat become the tool to 

do the focus group with its convenience for collecting and recording data of participants 

from everywhere, which is better for me to collect Chinese data from Sweden due to 

such a long distance.  

 

Because of using of WeChat application, the focus group should not to be a big one as 

it would decrease the efficiency. Therefore, data was collected by 2 focus groups with 

6 and 7 people in each group (totally 13 people). Though there were only 13 people that 

joined in the research, it can gather a broad range of insights from people from different 

background (Hennink, 2014). Those insights would help to discover the attitude of one-

child towards the nostalgic consumption. Each group discussed the 2 different brands 
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(one group discussed Nokia and the other one discussed the Arctic Ocean Soda). The 

reason of doing so is exclude the influence of certain one brand. For example, one 

participants said she never use Nokia at all and she drank and liked AOS in her 

childhood. She cannot have any nostalgia with Nokia brand but prefer AOS; thus, I put 

her into the discussion of AOS case. 

 

Every group discussed the related theme for more than 60 minutes. This time period 

could be easy to manage and collect people in the same time online. The facilitator 

should explain that the aim of focus groups is to encourage people to talk to each other 

rather than to address themselves to the researcher (Kitzinger, 1995). 

 

3.2.1 Focus groups and Individual interviews 

The 2 groups were built in the WeChat, AOS group and Nokia group. A former inquiry 

about ‘which brand do you prefer: AOS or Nokia’ was included. At the beginning 22 

people agreed to attend the focus group, because of time problem. Finally, 13 people 

were present. The 13 participants chose their preferable brand that benefit them 

discussing more about it in the focus group. Finally, 6 of them chose AOS case and the 

other 7 chose Nokia. For most participants having free time and can concentrate on the 

discussion, the 2 focus groups hold on 1st and 2nd of July. Those 2 days are weekends; 

thus, most participants could manage their time. Each of group discussed over 1 hour. 

(AOS group discussed from 8pm-9:15pm 1st of July; Nokia group discussed from 9pm-

10:10pm 2nd of July). 

 

According to the constructs and measures (Table 2), a prologue and host words were 

prepared before 1 week of the discussion. The topic ‘nostalgic consumption’ and 

constructs of questions were sent to both groups. I asked the whole participants to read 

and prepare for them. The discussions of two groups went well and most participants 

gave their helpful opinions. After the discussion in the group, there are some surprised 

result showing differences from the model.  
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After the discussion 3 to 4 days, four participants from the focus groups accepted the 

individual interview. Few days allowed me clearing up and classified views of every 

participant, and within a short term, they still remembered what they had said in 

discussions. The interview did by video chat and messages through WeChat. Every 

participant took 30 to 50 minutes answering my questions to complete their opinions 

expressed during the focus groups. There I list part of selected questions and some 

innovative answers. 
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4 Analysis 

The analysis will be detailed to explain and summary the participants’ opinions and 

refine the model.  

 

4.1 Findings 

The findings from the two methods would be presented in this part. The Focus groups 

was executed first then come with the individual interviews for some key participants; 

therefore, the findings started with some surprising aspects from the Focus groups. 

These aspects are different from the original model. The findings of individual 

interviews will show some interesting and important views from four participants.  

 

4.1.1 Findings of Focus Groups  

First, plentiful parental care. Most participants expressed that they did not feel that. 

They got no so much pin money from their parents. Chao, Jun and Yuyang said that, “I 

had never get any pin money from my parents” the similar views were expressed by 

other 5 participants. Qing also said that, “I have little pin money in my childhood. If I 

had get some money in case, I would buy the gum. I broke it into 5 pieces, eating them 

in 5 days” also Xing mentioned that she was sent to a boarding school when she was 

in the primary school, her parents paid a little time on companying with her. If she 

wanted to buy a toy, even if she cried very loudly and sat on the floor, her parents still 

would not satisfy her; thus, we can see that some one-child did not feel excessive care 

from their parents. Even the family only have one-child, parents did not pay plentiful 

attention on and allow their children to waste money.  

 

Second, loneliness. About half participants (6 participants) said that they do not want a 

sibling they enjoy the situation that they are the one-child in their families. Jun said that, 

“I could feel that parents love me very much. I did not feel any loneliness at all. If I 

want to play or chat with someone, I would chat with my friends. I do not need a sibling. 

I have lots of friends. You will see that, do your parents always contact with your uncles 
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and aunties (their siblings)? I don’t think so. That is a universal phenomenon in our 

generation. If we have siblings, when we grow up, we would not be very close to each 

other.” Besides these 6 participants, there were other 4 participants expressed that they 

want an elder brother or sister. Xing said that, “I could have talked to my elder brother 

which I did not want my parents know. But I don’t like little brothers or little sisters 

anymore. I have a younger female cousin, sometimes I feel like I am her mother.” Their 

answers mostly tended to have an elder sibling or nothing.  

 

Third, Negative affect. As single child in the family, some of them might feel the 

pressure in society now and they miss their relaxed childhood period as Cameron (2013) 

stated. But most participants emphasized that the nostalgia would not help them 

alleviate insecurity or relieving negative affection which seems that the theories of Hart 

(2005) and Josephson (1996) did not suitable for every one-child. Xing was just 

graduated from a university from UK. She complained about her hard time of hunting 

a suitable job. Also, she denied that she would buy nostalgic products to relieve her 

pressure. She said that, “I think the nostalgic products did not do any help on reliving 

my pressure, I bought some retro products because I like the design of it. If I bought 

Nokia or crispy instant noodle (a popular snack in Chinese 90s), I could even feel sad. 

Because I cannot return to my childhood. Buying the products reminds me my lovely 

childhood.” Some other participants agree what Xing remarked that nostalgic products 

drag them into an imagination that their life is not good as before, which make them 

more upset to their reality now. There were also some participants said they did not feel 

any pressures in realities but they still like nostalgic products. 

 

Forth, Nostalgia Intensity to Brand to Consumer behavior. There was an interesting 

result occurred in the two discussions. The AOS group more trended to consume AOS 

but Nokia group stated that they would never buy Nokia unless its function beyond 

iPhone or other Android phones. Xiaozhao said that, “I would never buy Nokia again, 

I think nostalgic products are suitable to visit but not suitable to purchase.” After I told 
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them that Nokia has returned to cell phone market. Some participants expressed that 

they wanted to buy very tiny nostalgic products but they still did not want to buy Nokia. 

 

4.1.2 Findings of individual interviews 

After the focus groups, four key participants were selected to do the individual 

interviews. All of these four people hold some innovative opinions about one-child 

generation, the nostalgia and nostalgic consumption. 

 

Participant 1. Zou Jun. 

Jun has his special perspective about ‘plentiful parental attention and care in childhood’. 

But he said something contradictory. Jun expressed that his parent would like to give 

him everything but in his after speech of discussion, he said also he never got pin money 

from his parents. For example, he said when he got red bag (In Chinese traditional 

festival, lunar New Year, elder family members will give money in a red bag to 

children), he would hide in the wall to prevent his parents from finding it. Therefore, 

that leaded me to explore the reason in his individual interview. 

 

I asked that he had no financial support from his parents, thus, how could he feel parents 

love in his childhood and said his parents would like to give him everything. Jun 

answered that, “I feel my parents pay all their attention on me. Even my family had not 

a very good financial condition when I was young. But my parents did their best to 

satisfy me with what I wanted. They will always support me in material and mental 

aspects. Such as they bought me Nike sneaker, which was very popular. They bought 

me Nokia N86 when I went to university. That was a top-level cell phone at that time. 

Every of my classmates admired me…also, they took me to travel a lot when I was 

young…” 

 

Participant 4. Gong Xiaoxue 
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Xiaoxue has her opinion on one-child generation and she is the representation who 

enjoy the one-child policy. I followed asking her about the advantage towards one-child 

generation. She answered that, “I was born in the beginning of birth policy. I feel the 

most advantage from the one-child policy. For instance, in my childhood, the house is 

not large, but I could manage an area just for myself. If I had any siblings, I would have 

had no such area or many toys. In the kindergarten, there were only 30 children in one 

classroom, comparing with previous generations, that was a quiet small classroom. The 

same things happened in school. Teachers could take care of every students. Also, I do 

not need to wear old cloth that was belongs to elder siblings. I felt no lonely cause I 

could play with my neighbors and classmates. I think that I had more friends and I 

treated the friendship more precious than nonone-child.” 

 

Participant 7. Zhang Xing 

Xing stated her opinion on ‘negative affect’ caught my attention. Her main points are 

two. First, she does not feel the high pressure (negative affect) when she grows up, but 

she feels her childhood wonderful. Second, she feels that nostalgia would drag people 

into an imagination that their life is not as good as before, which makes them more 

upset to their reality now. These two points got agreement of most participants. I asked 

in Xing’s later interview that why the nostalgia brings her negative affect but she still 

buy nostalgic products. She answered like that, “It is just a memory. Like in my third 

year in my high school, every student was fighting for their final examination for their 

bright future. That was a meaningful period in my life, I should never forget it. But it 

was too difficult time to experience it again. I bought the nostalgic products cause their 

design, they like my souvenir of that period.” 

 

Participant 13 Wu Xu 

Xu has his views in trigger of nostalgia. Other participants in the Nokia case said when 

they hear the start-up tone or see the classic games of Nokia they would initiate their 

nostalgia. But Xu said he would be triggered by the new products in a certain field. His 
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interview shows that, “When I buy a new product, I will miss the old product that was 

popular before. Such as when I bought iPhone, I thought how Nokia was amazing few 

years ago. Its durability was excellent! I dropped my phone on the floor many times but 

it still keeps in good condition. When I bought Nike sneakers, I recalled Lining (an old 

Chinese brand of sport) sneaker, which had quiet high quality and brought me lots of 

good memorize in my childhood.” 

 

4.2 Refining the model 

After the Focus groups and Individual interviews. The model is developed. Every factor 

of the model will be explained; thus, the separated models give more detailed analysis.   

 

4.2.1 The indirect factors 

 

Part of Figure 1. Original Indirect factors 

 

Figure 2. New indirect factors 
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The indirect factors involve people’s experience of growth. Chinese one-child 

generation have their unique and special experience. These experiences made them 

form their nostalgia proneness in subtle way. 

 

Every participant expressed that they felt their parents paid full attention and love on 

themselves. They have very good relationship with their parents. But they did not admit 

they are spoiled by their parents. Tao said, “When I was young, I was interested in a 

Lego toy but my parents never allowed me to buy it. I think my parents believe boys 

need to be foster in poor situation.” Xing said that, “I have no pin money at all. When 

I interested in any toys. Even if I cry, my mother would not agree me to buy. But my 

parents always took me to travel, we have a very good relationship. When I was in 

boarding primary school, I bought a phone card and I will call them every day.” 

 

In the old version of model, the second indirect factor is Loneliness. But after the Focus 

groups and Interviews, all participants said they do not feel any loneliness, even they 

do not have any siblings. Six of them want an elder sibling for they can be taken care 

and they can share interesting things with their siblings. Hanzhao said, “I want an elder 

brother or sister not because I feel loneliness, I have many friends, but no one took care 

of me when I was young. My parents are too busy.” The others four participants who 

do not want any siblings said that, “If I have siblings, my parents would not pay much 

attention on me and they may take me to compare with my siblings. I can imagine if I 

had one sister, my mother would have compared my score with my sister. That would 

make me treacherous.”    

 

For the one-child friendship and society factors, all participants feel that their friends 

in they childhood are precious. There is a special Beijing word ‘faxiao’(发小儿), which 

describes that the old friends who grow up with you. They could be your primary school 

closet classmates, or neighbors. After people growing up, there are various people 

around you, especially benefit relationship-liked friends. But ‘faxiao’ are always keep 
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pure friendship with you. Beijing people treat ‘faxiao’ as their siblings (Li & 

Chengyong, 2015). ‘Faxiao’ was mentioned 9 times by 5 participants. That also because 

of the changing of the Chinese development. At the beginning of 80s and 90s, people 

live mostly in bungalows and always live in a big yard together (Min & Dongjiang, 

1987). After 21st century, China came to build more and more apartments and extend 

its area of residential house. Especially in Beijing, such as in the year 2001, the scale 

of new buildings increased more than 50% compare with 2000 (Beijing housing market 

2004, 2005). People moved to new, high apartments and improve their life quality. But 

at the same time, they have no many opportunities to communicate with neighbors. 

They even don’t know their neighbors (Min & Dongjiang, 1987). Chao said that, “I was 

born in a traditional Beijing alley, in my childhood, there were many kids living near 

each other. I have many ‘faxiao’. We played football together after our class. We had 

no money to buy a new ball, our ball was so dirty and old. I still remembered the leather 

of the ball was almost rubbed, but we were still very happy. We even took our 

schoolbags as our goals,” Chao has had good friendships, but he moved to apartment 

after his middle school. “there is no chance to find friends playing football like my 

primary school.” 

 

Some participants mentioned about other changing of Chinese society. Such as the 

uncluttered street, more high buildings and more convenient public transportation. But 

at the same time, they emphasized that some brands and products disappeared. Chao 

said that, “I missed the old CD in my middle school. Even they had notch, I still took 

them as my valuable treasure. Now you can hardly find that kind of CD.” Many of them 

remarked the convenience of online shopping. Yu and Xing said they sometimes will 

buy some tiny nostalgia products on the internet. The changing of the Chinese internet 

environment makes consumers have more choices and much easier to buy and sell 

nostalgic products.  
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4.2.2 The direct factors 

 

Part of Figure 1. Original direct factors 

 

Figure 3. New direct factors 

 

The direct factors (triggers) always are used as advertisement and a marketing strategy 

to attract consumers. There are three main triggers, positive affect, social interactions, 

sensory inputs.  

 

There came up a difference from the original model, ‘positive affect’. The old model 

was ‘negative affect’. That was modified according to the result of Interviews and Focus 

groups. The consumers buy the nostalgic product because they would remember their 

happiness past, but that does not mean they are in negative affect in reality life. Actually, 

one-child feels not so much pressure when they grow up. Because this generation can 

own the most resource from their families and they can get support from their parents 

almost time. As Xiaoxing said about pressure that, “I feel not so much pressure now. 

Even the price of the house increasing so crazy, but my parents have bought me one 

house few years ago for my future marriage.” As Chao said about his happy memory 
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about AOS “I remembered when I was in primary school, every summer, the Arctic 

Ocean Soda was put in a piece of a big ice and the gas of the soda was so strong, which 

make me feel satisfied in such the hot weather.” In the Nokia case, Yuyang said that, “I 

used Nokia 5700 for more than four years. I do not believe which brands of cell phone 

can be used for so long period as Nokia did before. I enjoyed listen to music by my 

Nokia 5700. That was so cool!” 

 

Social interactions were mentioned also many times in Focus groups and Interviews. 

As I stated before, one-child treat their friendship very preciously. Sometimes, they 

think that their friends as their family members. As Xiaoxue said, “I have a WeChat 

group called ‘Don’t forget your relatives’. I think my ‘faxiao’ just like my lovely 

relatives. We are very close to each other. We will gather and chat very often. If 

anybody has any difficult we must do our best to help him or her.” Some nostalgia built 

on the social interactions; thus, if there are no interactions, the nostalgia disappeared. 

As Yu said, “I did miss the time when I was young, lots of my classmates collected the 

cards which was given as gift of crispy instant noodle. That bring me a lot of fun. I 

bought them again on the internet recent years. But the feeling is not as fun as before 

when every of my friends collected and we compared cards with each other.”   

 

Finally, the sensory inputs. Although little participants mentioned it directly. But when 

they talked about AOS and Nokia, they described their sense. One-child very take care 

about the nostalgic products can keep its original. Such as Xiaoxue said, “I prefer the 

AOS in the bottle but now I found that it has the canned new version, I do not like it 

very much. I feel it changed and not tasty when it changed into new packaging.” And 

Xu had his comment on an ice cream, “I like that ice cream since I was young, I can 

still buy that ice cream now. I can recognize that brand from hundreds of brands of ice 

cream. If it changed its packaging…well…I still want to buy, but I would like it keeps 

the packaging as before.” The packaging seems very important in nostalgic products, 
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especially in foodstuff. Consumer will connect the packaging with the taste and their 

memory with it.  

 

4.2.3 Nostalgic consumer behavior 

 

Part of Figure 1. Nostalgic consumer behavior 

 

 

Figure 4. New nostalgic consumer behavior 

 

The final consumption includes many influence aspects. The brand knowledge could 

influence some of consumer behavior, but functional and price aspects are also very 

important in the purchasing decision of consumers.   

 

I asked participants to describe their nostalgic consumption, what aspect would 

influence them to consume nostalgic produces. They mentioned mostly two aspects, 

function and price. The products range is limited. Such as food, shoes, toys and CDs. 

As Chao said that, “I really have the nostalgia with AOS. Every time I go to restaurant 

I mast order a bottle of AOS. The shoes I will think about the style first, if I have a 

suitable cloth can match with them. Actually, I feel that ‘huili (an old brand of shoes)’is 

not an old-fashion now. But for the old game machine, I truly missed them but I shall 

never buy them again. I think I can find replacement, for example, I can download a 

similar game from my laptop. But I am not interested in purchasing that old game 
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machine again.” Another participant Yu said that, “I would buy nostalgic products, but 

I think most of them are food.” Yu admitted the price would influence his nostalgic 

consumption. He said that he would not pay a lot on them. He continued saying that, “I 

will not buy a Nokia, because I still have some Nokia phones in my home. They are not 

broken but the version is too old to be used. Also, I think the fun of using Nokia is no 

more than collecting cards from crispy instant noodle. When I was young, lots of my 

classmates collected the cards which was given as gift of crispy instant noodle. That 

brought me a lot of fun.” 

 

Besides Nokia and AOS. There were other brands mentioned in focus groups and 

interviews, which were listed below. 

 

Table 3. nostalgic products that participants mentioned  

Type Brand Mention times of this type 

Food KFC, Mcdonald's, Small 

milk 

9 

Drink Blackcurrant, Coca cola, 

Fanta 

4 (except AOS) 

Shoes Huili, Lining, Nike 4 

Toys Little coati cripy instant 

noodle, Anki drive, Lego 

10 

Game  Zillionaire, Tetris 1 

Film and television Ultraman, Pokémon, 

Hong kong series, The 

little dragon club 

5 

Music Michael Jackson, Vinyl 

record 

3 

Books  Japanese Cartoon, 

Transformer 

2 

Cell phone LG, Sony Ericsson, Moto  3 (except Nokia) 

 

As the list showed, most products are tiny and cultural. There is no exact number of 

price that how much would a consumer pay for a nostalgic product. But the products 

they have mentioned were almost under 100 RMB (about 122SEK) except cell phone. 

Toys and foods were mentioned the most times. One of reasons is that in the period of 
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childhood of one-child generation, the level of price is lower than now. A bottle of AOS 

is 0.15RMB, but now it costs 5RMB (Yifan & Chen, 2014). Foods and toys are easy to 

buy in the store or on the internet now and the price is acceptable. Almost one-child 

buy them for memory and fun. But for the products of high frequency of utilization. 

The function of the products seems more important. Consumer hardly to buy an old-

fashion cell phone or game machine just because nostalgia. 

 

4.3 Summary of analysis 

The forming of nostalgia proneness in Chinese one-child generation nearly includes 

three main direct factors, which are parents’ love in childhood, friendship in childhood 

and changing of Chinese society. The one-child generation is a special and unique 

generation that their parents supply them whole resources. They treat their old friends 

as family members and they are living in the huge changing process of Chinese society. 

Everything around them develops very fast, the environment changed a lot. Many 

researchers and media gave the pessimistic forecast to one-child. But until now, they 

did not show many differences with other generations. Conversely, they grow up with 

no loneliness, with more friends and good relationship with parents. What’s more, 

because of the limitation of birth policy and the development of economy, the resource 

to every one-child individual is a lot. One-child generation have not so much living 

pressure.  

 

The nostalgia leaves one-child generation most about their happiness childhood not 

about the negative affect. The other two triggers are social interactions and sensory 

input. They trust their old friends. They told about secrete and interest to their old 

friends that makes they have many relative and precious memory with each other. This 

memory deserves nostalgia. For the products, the sensory input is very important. One-

child consumers prefer to buy the nostalgic products with the original appearance and 

taste. A little change on packaging would arise their unwillingness.  
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Besides the nostalgic strategy, the function and price of products are also important. 

Some one-child has a high nostalgic intensity. They would pay money on purchasing 

some nostalgic products. The small and cheap products are easier to attract them. 

However, the expensive or common used nostalgic products need pay more attention 

on their innovation and development. For the long term, every nostalgic product should 

not just adapt to the surplus value to attract old consumers, but also need to transfer the 

nostalgic consumers to loyal customers by develop the function and quality of their 

products.  
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5 Discussion 

This part will discuss two points. Managerial contribution and conclusion. Combining 

with the analysis of the new model. There will give some suggestions to brand 

renaissance of Nokia and AOS, and how to use the nostalgic strategy to attract 

consumers of one-child generation. The conclusion will summary the whole thesis to 

make all points integrated and clearly. 

 

5.1 Managerial contribution 

(1) Increasing social interactions. By using social networking services, supply some 

nostalgic topics and encourage discussion. The one-child generation treat their 

friendship very precious and they would like to share their nostalgia with peers. 

Self-media is a popular and effective method can encourage their discussion about 

nostalgia.  

(2) Creating a wonderful past time image for brand attracts the consumers who never 

use the product before. Potential consumers who have no related past experiences 

would image the period before their birth. A wonderful association with brand 

image could increase their possibility of consumption. 

(3) Keeping the old version products target old consumers. Consumers take care about 

nostalgic products keep their old characters. For the AOS, the old package and taste 

are very important to the nostalgic consumers who have had experienced it before.     

(4) Focusing on innovative functions, and combine with classic appearance. For the 

Nokia, the cell phone products, its functions are more important. Although Nokia 

company launched classic Nokia 3310 in 2017 again but could not attract many 

nostalgic consumers. Thus, to focus on the innovation is necessary. The innovative 

function with the appearance of classic phone would attract nostalgic consumers 

probably. For example, classic 3310 with the virtual laser keyboard.      

(5) Diversifying the product line. The Chinese society changes very fast. The new 

products are launched constantly to adjust the consumers’ needs. The nostalgic 
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products and brands also need to adjust that. For AOS could launch soda water 

market. Cause the people who have the deep nostalgia with the AOS are mostly 

over 35 years old. They have nostalgia with AOS but they do not like high-

carbohydrate drink as they were young. They need healthier drink like soda water. 

Furthermore, there is not a popular Chinese soda brand exist in the drink market 

now. The import brands are also limited and expensive.   

 

5.2 Conclusion  

The research question is ‘How does nostalgia influence the consumption behavior of 

Chinese one-child generation?’. The thesis began with the model of nostalgic 

consumption. It gathered many different studies of researchers. The model aims to 

answer the research question. It includes the indirect factors towards nostalgia 

proneness, the direct factors towards nostalgia intensity and the consumption of 

nostalgic products. The focus group and the individual interview were used as method. 

2 brands Nokia and AOS were used to encourage the discussion. Totally 13 participants 

from different fields and age range took part in 2 focus groups, and part of them 

attended individual interviews. Their ideas and views helped to refine the model. The 

main important results are following:  

1. One-child generation enjoy the love from their parents in their childhood.  

2. One-child generation take their friendship as precious even as kinship.  

3. Most one-child generational people did not feel loneliness when they were young.  

4. Nostalgic products give them positive affect. 

5. The nostalgia intensity has effect on brand knowledge. The brand knowledge would 

continue to influence consumer behavior with also the influence of function and 

price of the nostalgic products. 

Finally, some suggestions were given to Nokia and AOS companies to attract Chinese 

one-child generation. 
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6 Suggestions for future research 

This paper did the research from the qualitative method for construct interpretation. It 

supplies a possibility for future researchers continue the similar topic with quantitative 

method. What’s more, for the accuracy of the collected data, the controlled variable is 

the area--Beijing. Beijing is the city contains more than twenty-one million population 

of China (National Bureau of Statistics, 2015). Most families live in Beijing are one-

child families if their children were born in 80s and 90s (Chujun, 2015). But maybe 

there is any different characters of one-child in Beijing area. Cause every area of China 

has its characteristics. Such as the differences between northern people and southern 

people. They have the differences in climate, historical culture, customs and even 

economic aspect (Dianting, 2001). People from different areas have different partial 

brands and nostalgia proneness. That could influence their nostalgic consumption. The 

further research can be based on different Chinese area and expend the model. 
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Appendix 1 Focus Group Guide (English version) 

Good afternoon, tomorrow we will discuss on the theme of "nostalgic consumption”. 

Please be actively during the discussion. The discussion is not limited to the following 

questions. Please feel free to express your ideas and say as much as possible. Here list 

what we're going to discuss. Discuss content: we are the one child generation who born 

during 80s to 90s. We live in a rapidly changing society. Our memories of children's 

time may form our unique view of consumption 

 

Question 1-3 The grow up process of nostalgia proneness  

1. Parental care in your childhood (1. Do you feel that parent pay their whole attention 

on you when you were a kid? 2.What are the influences do you think that are caused by 

the parental care?) 

2. Lonely growth (What are your personalities that would be if you have a sibling? / 

What things you will share with your siblings if you have one？) 

3. The rapid development of Chinese society (1. What difference do you feel between 

you and other generations? 2.What influence do you think the development of the 

society brought to you?) 

 

Question 4-6 Nostalgia triggers-take Nokia and AOS as cases 

Nokia was our symbol of our adolescence, but it left our life from 2014. The 

unforgettable snack game, start up picture, ringtone, the limited SMS, touch screen, the 

durability, one can even break the nut using a Nokia...all of these precious memories 

disappeared with the exit of Nokia. But at the beginning of this year, Nokia came back 

to cell phone market. Nokia company launched Nokia 6. Many consumers booked it on 

JINGDONG website. They expressed that they want to buy it because of nostalgia…   

what do you remember the Nokia have had given to you? 

4. Negative affect (1. When you feel discontent or anxiety presently, will you think 

about the past time? 2.Do you feel better when you retrieve nostalgic memories?) 

5. Social interaction (What sort of nostalgic discussions do you have with your friends?) 
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6. Sensory input (1. Did you retrieve some nostalgic memories when you tasted AOS? 

2.Did you retrieve some nostalgic memories when you hear the Nokia ring tone?) 

 

Questions 7-8 Brand and consumption 

7. What is the Nokia/AOS brand image in your mind? 

8. How does the brand influence your consumption? 
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Appendix 2 Focus Group Guide (Chinese version) 

朋友们好，明天我们将进行对“怀旧消费”的主题讨论，请大家积极发言，讨论内容不局限于

下面的问题，大家畅所欲言，不用怕和大家观点不一样，观点越多，对我信息收集越有利，

尽量多说一些，蒋蒋感激不尽。以下是我们要讨论的内容和注意事项。 

讨论内容：我们 80 90 后都是独生子女，我们生活在日新月异的社会中，我们对儿童时光的

怀念可能会形成我们独特的消费观 

问题 1-3 有关成长过程中形成怀旧倾向的过程 

1. 父母在你儿时的关爱（你是否觉得小时候父母对自己过分关爱甚至溺爱？这种爱对现在

的影响是什么？） 

2. 孤独成长（你觉得在我们这种独生子女的成长环境中和在非独生子家庭成长有什么不同？

如果你有兄弟姐妹，你会和他/她分享什么？） 

3. 中国社会的快速发展（你和前几代人的区别是什么？你体会到了哪些中国的变化，这些

变化影响了你什么？） 

问题 4-6 有关触发怀旧强度的因素-以北冰洋汽水举例讨论 

北冰洋汽水是 80 年代时北京地区最畅销的饮料，最早没有冰箱，小卖铺一般用一个大桶装

满凉水，或者往里面扔一两块冰泡着冰镇，一桶还没泡凉，北冰洋就卖光了。歌手蔡国庆也

曾表示年轻时演出，主办方能送他一瓶北冰洋是最大的享受。90 年代，北冰洋退出市场，

2011 年时带着原来的配方和味道重回饮料市场，并获得了新老顾客的喜爱，甚至有很多原

来没有尝过北冰洋的 90 后也非常喜欢，你为何会购买或者喜爱北冰洋汽水？你认为它代表

了什么？ 

4. 消极因素（你现在的工作是什么？工作/学习压力如何？如果你现在感到不满或者焦虑，

是否会想到过去，怀旧或复古的产品是否减轻你这些消极情绪？） 

5. 与朋友的互动（你与朋友一起讨论过过去美好的事情或者复古的产品吗？） 

6. 感官体验（喝北冰洋汽水时候的一鼻子气儿，原汁原味的香甜橙子口味，瓶身上那只小

白熊，等感官的体验，当你喝北冰洋的时候会回想起什么？或对没有经历过的旧时光想

象过什么？） 

问题 7-8 有关品牌和消费 

7. 你认为北冰洋汽水的有着怎样的品牌形象？以及它的知名度有多高？ 

8. 汽水品牌怎样的品牌形象和知名度会提高你购买的可能性？ 

 

 

 

朋友们好，明天我们将进行对“怀旧消费”的主题讨论，请大家积极发言，讨论内容不局限于

下面的问题，大家畅所欲言，尽量多说一些。以下是我们要讨论的内容和注意事项。 

讨论内容：我们 80 90 后都是独生子女，我们生活在日新月异的社会中，我们对儿童时光的

怀念可能会形成我们独特的消费观 

问题 1-3 有关成长过程中形成怀旧倾向的过程 

1.父母在你儿时的关爱（你是否觉得小时候父母对自己过分关爱甚至溺爱？这种爱对现

在的影响是什么？） 

2.孤独成长（你觉得在我们这种独生子女的成长环境中和在非独生子家庭成长有什么不

同？如果你有兄弟姐妹，你会和他/她分享什么？） 

3.中国社会的快速发展（你和前几代人的区别是什么？你体会到了哪些中国的变化，这

些变化影响了你什么？） 
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问题 4-6 有关触发怀旧强度的因素-以诺基亚手机举例讨论 

诺基亚手机曾经是我们的青春，2014 年却离开了我们的生活，随之离开的还有：贪吃蛇游

戏，开机手拉手画面和音乐，精打细算储存着数目不多的短信，闭着眼睛就可以在课堂上或

工作时打字的非触屏键盘，坚固的手机特性甚至可以砸核桃……今年初，诺基亚手机品牌回

归中国市场，推出 Nokia6，很多小伙伴们一听到消息就在京东上踊跃订购，他们说买的就

说情怀……你还能记得诺基亚手机带给你过哪些美好吗？ 

4.消极因素（你现在的工作是什么？工作/学习压力如何？如果你现在感到不满或者焦虑，

是否会想到过去，怀旧是否减轻你这些消极情绪？） 

5.与朋友的互动（你与朋友一起讨论过过去美好的事情吗？都讨论过什么？） 

6.感官体验（当你听到诺基亚的开机铃声和看到大手拉小手的开机画面的时候是否会想

起过去？或玩儿贪吃蛇游戏的时候使你回忆起什么？） 

问题 7-8 有关品牌和消费 

7.你认为诺基亚手机有着怎样的品牌形象？以及它的知名度有多高？ 

8.手机品牌怎样的品牌形象和知名度会提高你购买的可能性？ 


