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Nostalgia can improve consumers’ preference for domestic brand 

                       ----the moderating role of materialism 

Abstract
²² ²²

In China market, a well known fact is the foreign brand, especially the Western countries’ 

brand account for the high-end position, Domestic brand as a whole still does not get rid of the negative image 

of low quality cheap. How to improve the consumers’ preference for domestic brand has been a common 

challenges for Government and enterprises. On the other hand, companies used nostalgia as elements of 

advertising or brand, but we still don’t know how the nostalgia mood (as incident mood, not trigger by 

advertising or brand) affects the consumer behavior. The present research investigates the effect of Chinese 

consumers’ nostalgia mood on domestic brand preference, we found that nostalgia mood can decrease the 

consumer’s materialism, then decreases the preference for foreign brand. 
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