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This study evaluated the cross-cultural generalizability of the Nostalgia Scale for
Sport Tourism (NSST), which was originally developed and examined in the context
of football tourists in the United States. Data were collected from baseball tourists
in South Korea, and multilevel confirmatory factor analysis and multilevel structural
equation modelling were used for data analysis. Results supported the reliability and
the validity of the scale both at individual and group levels, revealing an identical five-
factor structure across the 29-item scale. Additionally, this study found a significant
effect of sport nostalgia on revisit intention both at individual and group levels. The
findings indicate that the NSST is applicable in understanding sport tourists’ nostalgia
across different sport and cultural settings. Implications and suggestions for future
nostalgia research are also discussed.
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INTRODUCTION

Everyone has his or her own memorable moments. However, at the same
time, not every moment is remembered, and some moments are more cherished
than others. Memories may not need to be accurate representations, and often,
they are reconstructed images of what actually occurred. While how a moment
is denigrated may be another issue, the opposite situation where a moment is
romanticized has typically been understood as a nostalgic outcome. That is to
say, nostalgia makes individuals select certain moments over others, glamorize
them, and yearn to repeat them (Davis, 1979). Thus, in essence, nostalgia
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provides a selective and desirable image of the past regardless of what actually
took place.

As remembrance is an integral part of human cognition, nostalgia has been a
popular topic in many fields especially with respect to how consumers think and
behave. By arousing a favorable feelings toward objects, individuals, and expe-
riences of the past (Hirsch, 1992), nostalgia connects an individual with a par-
ticular time and shapes consumer preferences (Holak & Havlena, 1998). Indeed,
it is not unusual to infuse nostalgic messages when advertising products, ser-
vices, and places (S. Brown, 2001). Merchant and Ford (2008) even underscored
the influential role that nostalgia played as individuals become committed to
nonprofit works. Thus, it is no exaggeration to say that nostalgia is highly ubiq-
uitous and influential in individuals’ everyday life.

In tourism research, nostalgia has most often been discussed in the context of
sport tourism. When categorizing sport tourism, Gibson (1998) claimed that
nostalgia drives sport tourism where tourists visit sport-related sites and attrac-
tions. Later, Fairley (2003) highlighted the social aspect of nostalgia in sport
tourism by focusing on individuals cherishing their memories of socializing
with others. In fact, studies (e.g., Fairley, 2003; Fairley, Gibson, & Lamont,
2018; Mason, Duquette, & Scherer, 2005) have constantly supported the idea
that sport tourists often travel to relive the past where they spent time with fam-
ily and friends in sporting events. Cho, Ramshaw, and Norman (2014), in recog-
nition of this multifaceted nature of sport nostalgia, introduced a two-by-two
classification of sport nostalgia based on its structure and purpose.

Given the evolving nature of research focused on nostalgia in the context of
sport tourism, most studies pertaining to the topic have been undertaken utiliz-
ing exploratory qualitative research methods. While findings from such qualita-
tive studies have laid the groundwork on which further academic inquiries can
be made, little effort has been made to quantify and deconstruct nostalgia in
tourism settings. A rare exception is the Nostalgia Scale for Sport Tourism
(NSST) devised by Cho, Lee, Moore, Norman, and Ramshaw (2017). Yet, given
its short history, the use of the scale has been limited to college football tourists
in the United States. As nostalgia is socially structured, such limited application
may raise questions regarding the reliability and the validity of the NSST and
hinder its further use in other sport tourism contexts.

Responding to this research gap, the goal of this study was to establish the
cross-cultural applicability of the NSST, so the scale can be more widely utilized
in investigating nostalgia in sport tourism contexts. In doing so, the study uti-
lized a sample of baseball tourists in South Korea to see if the NSST functions
properly in a non-U.S. and nonfootball setting. In addition, this study tested how
sport tourists’ nostalgia toward baseball games influences their intention to
revisit other baseball games in the future. Theoretically, findings of this study
will help expand the scope of the NSST to serve various forms of sport tourism
undertaken in different cultures. This will also assist in conducting more quanti-
tative research on sport nostalgia and understanding how it shapes individuals’
perceptions and behavior in sport tourism contexts.
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LITERATURE REVIEW
Nostalgia in General

Nostalgia commonly refers to a highly selective and positive feeling toward
the past (Davis, 1979). In early research, the term “nostalgia” was usually asso-
ciated with abnormal symptoms such as depression or tiredness (Hofer, 1934).
However, more recently, its meaning has been broadened to include a feeling of
longing for the past which an individual experienced either directly or indirectly
(Cho et al., 2014). Nostalgia is intensified when individuals’ romanticized past
is compared with their unsatisfactory present or future (Davis, 1979).

Although nostalgia may appear similar to other concepts, it is distinct from
reminiscence (Castelnuovo-Tedesco, 1980), sentimentality (Wilson, 2005), and
autobiographical memory (Sedikides, Wildschut, & Baden, 2004). Most nota-
bly, nostalgia is an emotional mental process (Castelnuovo-Tedesco, 1980;
Cavanaugh, 1989), whereas reminiscence, sentimentality, and autobiographical
memory are considered cognitive mental processes (N. R. Brown & Schopflocher,
1998). Thus, nostalgia is commonly treated as an emotional construct (Stern,
1992) which is different from perceptions (Monteiro, 2017; Sedikides et al.,
2018) or attitudes (Ju, Jun, Dodoo, & Morris, 2017).

Recent research has scrutinized how nostalgia is structured and how it forges
individuals’ perceptions (Sedikides et al., 2018), attitudes (Turner, Wildschut, &
Sedikides, 2012), or behavior (Hwang & Hyun, 2013; Kessous, Roux, &
Chandon, 2015). For instance, Sedikides et al. (2018) examined how nostalgia
helps individuals find meaning in their lives. Similarly, others have looked at
how nostalgia contributes to immigrants’ level of excitement about the success
of their hometown sport teams (Yamamura, 2017) as well as consumers’ degree
of patience (Huang, Huang, & Wyer, 2016). Also, there have been efforts to
develop a scale for nostalgia in different contexts such as nostalgic feelings
toward specific brands (Shields & Johnson, 2016).

Nostalgia in Tourism

Until the early 2000s, little research focusing on nostalgia was undertaken
in tourism contexts. However, tourism scholars have recently started to inves-
tigate the impact of nostalgia on tourist behavior in diverse settings such as
rural tourism (Christou, Farmaki, & Evangelou, 2018), film tourism (S. Kim
& Kim, 2018), cultural tourism (Suntikul, 2017), educational tourism (Rahman,
Osmangani, Hassan, Anwar, & Fattah, 2016), food tourism (S. Kim & Iwashita,
2016), and heritage tourism (Ali, 2015; Verma & Rajendran, 2017).

Nostalgia research has been particularly active within the area of sport tour-
ism. Scholars have delved more deeply into the nature of nostalgia and its role
in reliving memories of places, people, identities, and artifacts related to sports.
For example, Fairley (2003) contended that memories from the past are more
motivating and meaningful when they are socially structured. In other words,
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Table 1
Classification of Nostalgia in the Context of Sport Tourism

Purpose

Structure Experience-Based Identity-Based

Object-based Sport nostalgia as experience Sport nostalgia as personal identity
Relationship- Sport nostalgia as socialization ~ Sport nostalgia as group identity
based

positive memories associated with family, friends, and other group members can
stimulate and intensify sport tourists’ nostalgia (Fairley, 2003; Fairley et al.,
2018). Furthermore, Gibson, Willming, and Holdnak (2002) noted that the
unique atmosphere of the sport environment may evoke sport nostalgia. These
ideas expanded the scope of sport nostalgia to include not only physical objects
(e.g., equipment or memorabilia) or places (e.g., stadia or museums) but also
social relationships (e.g., friendships; Fairley & Gammon, 2005).

Indeed, sport tourism can involve an extensive amount of social interaction
between tourists, thus strengthening ties among individuals who attend the same
sporting event. Mason et al. (2005) found that social experiences of spectators
contributed to shaping their nostalgia toward the sporting event. Furthermore,
individuals attending the same sporting event may take on different roles (e.g.,
athletes, spectators, or staff) that result in various forms of social experiences
and outcomes (Cho et al., 2014). Thus, it is possible that socializing experiences
are more prevalent among spectators, while athletes may have greater memories
associated with their personal identity.

Classification of Sport Nostalgia and the NSST

Given such a multidimensional nature, sport tourists’ nostalgia is not only
linked to a general yearning for the past but also to socialization, personal iden-
tity, and group identity, and it provides self-actualization and self-contentment
to individuals (Cho et al., 2014). According to Fairley and Gammon (2005),
there are “two broad conceptualizations of nostalgia in sport tourism: nostalgia
for sport place or artifact, and nostalgia for social experience” (p. 182). In addi-
tion, sport nostalgia is closely related to sport tourists’ identity with regard to
group experiences (Fairley, 2003).

Based on previous studies, Cho et al. (2014) suggested a two-by-two clas-
sification of sport nostalgia composed of two dimensions: (a) structure and (b)
purpose (Table 1). Depending on its structure, sport nostalgia can either be
object-based or interpersonal relationship-based. Based on its purpose, there
can be experience-based sport nostalgia and identity-based sport nostalgia. The
first dimension (i.e., structure) underscores the importance of both objects (i.e.,
people, place, and things) and social experience as structuralizing channels for
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sport nostalgia. The second dimension (i.e., purpose) is related to the value and
the pursuits assigned by individuals to their past experiences and how the mem-
ories can reinforce or provide continuity of one’s identity. This two-by-two
classification includes four factors of sport nostalgia: (a) experience, (b) social-
ization, (c) personal identity, and (d) group identity.

The first factor, sport nostalgia as experience, stems from objects, such as sport
players, coaches, teams, stadia, and general atmosphere (Cho et al., 2014). It high-
lights the role played by sport objects in reliving or symbolizing positive memo-
ries, rekindling emotional attachments, and capturing remote yet cherished
experiences. This type of sport nostalgia may encourage sport tourists to seek
opportunities to reconnect with a sport venue (Fairley & Gammon, 2005). On the
other hand, the second factor, sport nostalgia as socialization, focuses on social
interaction, such as exchanging team-related news, building friendships, and seek-
ing mutual benefits with others (Cho et al., 2014). It depicts that social interaction
directs the type of sport nostalgia that is formed (Fairley, 2003). Sport-based social
experiences strengthen ties among individuals in this specific context.

Sport nostalgia as personal identity is related to individuals’ feelings of self-
identification and self-importance (Cho et al., 2014). By participating in a sporting
event, an individual may feel more valued as a fan or an athlete, and the memory
can induce sport nostalgia. In other words, individual participation in a sporting
event increases one’s identity which can foster or lead to the development of nos-
talgic feelings as well. At the same time, the individual may also have positive
memories regarding group membership associated with a sporting event. Sporting
events feature a myriad of group rituals and group norms that effectively bond
individuals with one another (Cho et al., 2014). Furthermore, being acknowledged
in a group setting promotes the sense of group identity which increases the number
of group experiences, an essential element of sport nostalgia.

Using this classification of sport nostalgia as a guide, Cho et al. (2017) devel-
oped their NSST considering football tourists. To reflect that most football tour-
ists are also group tourists, they examined the data using multilevel analysis
which is capable of distinguishing individual effects (e.g., nostalgia induced by
personal experiences) from group effects (e.g., nostalgia aroused by group expe-
riences). As a result, Cho et al.’s (2017) statistical analysis revealed an addi-
tional fifth factor beyond what Cho et al. (2014) proposed. Specifically, sport
nostalgia as experience bifurcated into two factors, one for a sport team (i.e.,
sport nostalgia as a sport team) and the other for environments (i.e., sport nos-
talgia as environment).

Cross-Cultural Validation and the Conceptual Model

While the NSST remains the only scale measuring sport tourists’ nostalgia,
its application has been limited due to its short history. Although nostalgia is a
ubiquitous feeling, it is nevertheless a multifaceted and socially structured con-
struct (Cho et al., 2017; Fairley, 2003). While sport tourists, regardless of their



Cho et al. / CROSS-CULTURAL VALIDATION OF THE NSST 629

favorite sport or cultural background, may all be nostalgic, its degree and struc-
ture are likely to vary across the sport and the culture. For instance, team sports
may be more influential than individual sports. Also, individuals from collective
cultures may be more affected by group identity than those with a more indi-
vidualistic background.

This naturally leads to a question regarding the cross-cultural validity of Cho
et al.’s (2014) conceptual model and the NSST (Cho et al., 2017). As the NSST
was developed in a college football setting which is unique to the United States,
it is unclear if the scale will also be reliable and valid in other sport and cultural
settings. This cross-cultural validation of the scale is crucial in developing a
systematic and universal understanding of the construct and determining its uti-
lization in additional contexts (J. H. Kim & Ritchie, 2014).

Thus, the goal of this study was to validate the NSST in a non-U.S. context.
In doing so, this study employed multilevel analysis of data collected from
South Korean baseball tourists. More specifically, multilevel confirmatory fac-
tor analysis (CFA) and multilevel structural equation modelling (SEM) were
used to test if the NSST is reliable and valid in this novel context. In addition to
convergent validity, discriminant validity and criterion validity of the NSST
were examined (Oppenheim, 2000).

This study hypothesized a positive effect of sport nostalgia on intention to
revisit. Theories have assumed that individuals’ behavior is forged in part by
their self-identity (Stryker, 1987) or social identity (Tajfel, 1981), which are also
components of the NSST. Wann and Branscombe (1993) also depicted that indi-
viduals’ behavior is heavily influenced by their level of identification and asso-
ciation with favorite sport players or teams (i.e., team identity). Furthermore, in
diverse fields, previous research has found a positive association between indi-
viduals’ nostalgia and their behavioral intention (Hwang & Hyun, 2013; Kessous
et al., 2015). Therefore, this study posited revisit intention as a consequence of
nostalgia.

METHOD
Data Collection

Data were collected from baseball tourists who visited Jamsil Baseball
Stadium in Seoul, South Korea for one of six professional baseball games held
in April and May of 2017; respondents were all South Koreans. Prior to the
beginning of each game, four research assistants were stationed near parking
lots and asked incoming individuals or groups (i.e., individuals who came
together in groups) to participate in the survey. Those who agreed to participate
were provided with a self-administered, printed copy of the survey instrument to
be completed onsite. As an incentive, a pack of sanitary wipes and a bottle of
water were offered to each participant.

The sample was selected for numerous reasons. First, South Korea is
culturally distinctive from the United States; notably, it is a more collective
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society than the United States. Furthermore, although South Korean baseball
fans have rituals and traditions, they are less family-oriented than college foot-
ball tourists in the United States. Last, baseball is a more international sport
than American football, thus it is proposed that findings of this study will also
be more generalizable. Among many baseball stadiums in South Korea, Jamsil
Baseball Stadium was chosen considering its symbolic value and popularity. It
is home to two popular franchises (i.e., Doosan Bears and LG Twins) in Seoul.
Also, as a suburban and touristic center of Seoul, Jamsil is known for its shop-
ping and theme park opportunities as well as sport tourism experiences (e.g.,
Olympics Park).

Survey Instrument

The survey instrument contained questions regarding baseball tourists’ pur-
pose of visiting Jamsil (i.e., if they were visiting primarily for sport tourism or
not), nostalgia related to baseball, intention to revisit Jamsil, perspectives of
tourism in the area, interaction with Jamsil residents, attachment to the stadium,
and identification with the aforementioned teams. Some supplementary infor-
mation, such as fan history and demographic backgrounds (e.g., residential
postal codes, age, income, etc.), was also requested. For the purposes of this
study, the researchers particularly focused on responses concerning sport nostal-
gia and revisit intention.

Sport nostalgia was measured using the NSST developed by Cho et al. (2017).
As explained above, the scale is composed of 29 items across five factors: sport
team, environment, socialization, personal identity, and group identity. To mea-
sure revisit intention, the following three items were adopted from Carroll (2009):
“In the next three years, I intend to attend future KBO professional baseball games
held in Jamsil,” “In the next three years, I plan to attend future KBO professional
baseball games held in Jamsil,” and “In the next three years, the probability that I
will attend future KBO professional baseball games in Jamsil is high.”

The survey instrument was first developed in English and then back-trans-
lated into Korean by two researchers who are fluent in both English and Korean.
For enhanced reliability, the translation was conducted by each researcher, inde-
pendent of one another, and then compared for any inconsistency. Following
Sin, Cheung, and Lee’s (1999) suggestion, additional attention was placed on
assuring that each English word conveyed the same meaning in Korean after
accounting for cultural and linguistic differences. Prior to data collection, the
survey instrument was also reviewed by other Korean nonexperts to ensure its
clarity and readability.

Data Analysis

For data screening, expectation maximization algorithm and Mahalanobis
distance were used to treat missing values and extreme outliers respectively. The
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target population of this study was sport tourists from outside Jamsil and its sur-
rounding areas. Therefore, to filter out those who did not qualify as sport tour-
ists, this study used Gibson’s (1998) definition of sport tourists as those engaging
in “leisure-based travel that takes individuals temporarily outside of their home
communities to participate in physical activities, to watch physical activities, or
to venerate attractions associated with physical activities” (p. 49). Specifically,
this study asked respondents to provide a postal code of their residence which
was used to exclude those who lived in Jamsil and its surrounding areas. In addi-
tion, the survey instrument asked respondents’ primary purpose of trip, and the
researchers only considered responses of those who primarily traveled for sport-
related activities. After conducting the data screening, this study confirmed the
NSST’s reliability and multiple forms of validity, including convergent validity,
discriminant validity, and criterion validity.

Following such initial psychometric tests, multilevel analysis was conducted.
As Cho et al. (2014) claimed, sport tourists usually travel and experience a par-
ticular event in groups, and this affects how they feel and think. To disentangle
the influence that group’s common characteristics may have on an individual’s
nostalgia, multilevel analysis is necessary (Raudenbush & Bryk, 2002). As such,
this study first examined intraclass correlation coefficient (ICC) values. An ICC
value represents a ratio of the between-group variance (i.e., group influence) to
total variance (i.e., total influence). Any value greater than 0.1 indicates signifi-
cant group influence that needs to be addressed (Muthén, 1997). The terms
“Level 17 and “Level 2,” hereafter, respectively, refer to individual effects and
group effects.

When assessing a model fit, both absolute and comparative fit indices were
examined. To claim a “good” absolute fit, both root mean square error of approx-
imation (RMSEA) and standardized root mean squared residual (SRMR) need
to have a value less than 0.08 (Browne & Cudeck, 1992; Hu & Bentler, 1999).
For a comparative fit, nonnormed fit index (NNFI) and comparative fit index
(CFI) values greater than 0.9 were required (Hu & Bentler, 1999). The data
analysis was carried out using SPSS 25.0 and EQS 6.3.

RESULTS
Sample Overview

A total of 487 responses were collected, and the response rate was 85.3%.
However, 22 responses were discarded for having less than a half of the survey
instrument completed. Eight others were eliminated for containing extreme out-
liers as revealed through Mahalanobis distance. Furthermore, based on their
residential postal code and primary purpose of the trip, 26 responses were
excluded from the sample as the respondents lived in Jamsil and its surrounding
areas or did not visit primarily for sport tourism. In addition, 18 groups repre-
sented by a single respondent were deleted. Consequentially, 411 sport tourists
from 158 groups made up the sample of this study.
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Among the 158 groups, 98 groups had two respondents, 40 groups provided
three respondents, 13 groups were represented by four respondents, 2 groups
were represented by five respondents, 2 groups had six respondents, and 3
groups were represented by seven respondents. The group sizes in this study
were relatively small. However, as Hox (2013) noted, small group sizes gener-
ally do not cause a problem when there is a sufficient number of groups (i.e.,
N > 100).

Males comprised 57.9% (n = 238) of the sample, outnumbering females
(41.1%, n = 169). The average age for respondents was slightly under 30 (M =
29.57), and more than three fifth were younger than 30 years (60.8%, n = 250).
They were fairly well-educated as most completed or were attending a 4-year
college (52.6%, n = 213). This was followed by those with high school (17.5%,
n = 72), 2-year college (13.9%, n = 57), or graduate school (11.4%, n = 47)
education. About two fifth of respondents (41.4%, n = 170) reported an annual
income of $50,000 or greater.

Multilevel Structure of the Data

To confirm if the data were hierarchically structured and warranted the use of
multilevel analysis, ICC values of NSST items were reviewed. An ICC value
greater than 0.1 was observed for every item, indicating that multilevel analysis
is necessary to avoid biased results (Muthén, 1997). Specifically, ICC values
ranged from 0.121 (“my behavior expected by my group based on past profes-
sional baseball games™) to 0.253 (“the appearance of Jamsil Baseball Stadium”).
That is, nostalgia that someone felt by remembering the appearance of Jamsil
Baseball Stadium was much attributed to the group he or she belonged to. Given
such hierarchical structure of the data, the researchers proceeded with multilevel
CFA and multilevel SEM to address the purpose of the study.

When running multilevel analysis, Satorra and Bentler’s (S—B’s) method
(Satorra & Bentler, 1994) and robust standard errors (Bentler & Dijkstra,
1985) were adopted, as the data were found to be nonnormally distributed. The
initial multilevel CFA model demonstrated acceptable model fit indices: S—B
Yan = 1464.02 550, CFI = 0.950, NNFI = 0.945, RMSEA = 0.073, 90% CI
[0.068, 0.079], and SRMR = 0.028.

Next, the reliability and the validity of the measurement model was exam-
ined. Rho a coefficients of the total model were .988 at Level 1 and .995 at
Level 2 (Table 2). At Level 1, Rho a coefficients of each NSST factor ranged
from .926 for environment to .974 for group identity. At Level 2, the values were
between .962 for environment and .989 for group identity. Thus, the models
were confirmed reliable at both Level 1 and Level 2.

Following the reliability assessment, AVE values were reviewed for conver-
gent validity. Values of the five NSST factors ranged from .758 for socialization
to .806 for group identity at Level 1 and .863 for socialization to .906 for group
identity at Level 2 (Table 2). Thus, all AVE values satisfied the .5 cutoff that
Fornell and Larcker (1981) suggested.
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Table 2

Factor Loadings, Reliability Coefficient, and AVE

Factors and ltems

A

Rho a

AVE

Level 1 Level 2 Level1 Level 2 Level 1 Level 2

Sport team (M = 5.61)

Remembering my favorite baseball
players (NST,)

My favorite baseball team from the
past (NST,)

A particular player with a good
reputation (NST,)

A particular coach with a good
reputation (NST,)

A particular team with a good
reputation (NST;)

Environment (M = 5.33)

The music played at Jamsil
Baseball Stadium (NE,)

The appearance of Jamsil Baseball
Stadium (NE,)

The size of Jamsil Baseball
Stadium (NE;)

The design of Jamsil Baseball
Stadium (NE,)

Socialization (M = 5.48)

Positive memories shared with
others at past professional
baseball games (NS;)

Memories of building friendships
with others at past professional
baseball games (NS,)

Memories of socializing with others
at past professional baseball
games (NS,)

Memories of making friends at past
professional baseball games (NS,)

Personal identity (M = 5.47)

Identifying myself as a baseball fan
(NPL,)

How important | am to the results
of games as a baseball fan (NPI,)

Feelings of being a baseball fan
(NPI,)

A sense of accomplishment as a
baseball fan at past professional
baseball games (NPI,)

.839

.863

.920

.893

.850

.743

.896

.920

911

918

.883

.876

.830

.802

812

.897

.920

.931

.950

.949

.954

.958

.876

.982

.962

.891

.965

.976

.965

.830

.950

.880

.951

.940

.941

.926

.930

.962

.978

.962

.966

.984

.763 .900
.758 .863
.770 .876
.786 .899

(continued)
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Table 2 (continued)

N Rho o AVE

Factors and ltems Level 1 Level 2 Level 1 Level 2 Level 1 Level 2

Pride of being a baseball fan (NPI;)  .921 973

A feeling of satisfaction as a .931 977
baseball fan (NPly)

Positive feelings about myself as a 913 .964
baseball fan at past professional
baseball games (NPI,)

Group identity (M = 5.51) 974 .989 .806 .906
experiences of group bonding at .846 .952
past professional baseball games
(NGl,)
The fact that my favorite .847 .939

baseball team has enhanced a
community’s reputation (NGL,)

Unique characteristics of my .879 .959
social group at past professional
baseball games (NGl5)

The traditions of my group at past .896 975
professional baseball games
(NGl,)

Memories of being accepted as 917 .953
a member of my group at past
professional baseball games
(NGly)

Pride of being a part of my group .929 918
at past professional baseball

games(NGlg)

Group rituals at past professional .934 973
baseball games (NGl,)

My behavior expected by my .927 .948

group based on past professional
baseball games (NGlg)

Shared memories which affects my  .901 .950
group identity (NGlg)

Note: AVE = average variance extracted.

As for the criterion validity of the model, this study assessed the correlation
between the five factors of the NSST and revisit intention at both Level 1 and
Level 2 (Table 3). At Level 1, all five NSST factors were significantly corre-
lated with revisit intention, where » values ranged from .261 (socialization) to
316 (sport team). The significant relationships were also observed in the
Level 2 model as well but with substantially higher r values: .426 for environ-
ment and .695 for group identity. These results provided solid evidence for
criterion validity.
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Table 3
Assessment of Criterion Validity in the Level 1 and Level 2 Models

Revisit Intention

Level 1 Level 2
Sport team 316" .670**
Environment 296" 426"
Socialization 261 .638**
Personal identity 300" 687
Group identity 276" .695**

*Correlation is significant at an o = .05 level (2-tailed). **Correlation is significant at an
o = .02 level (2-tailed). **Correlation is significant at an o = .001 level (2-tailed).

Table 4
Correlations Among All Constructs in the Level 1 Model

Personal Group
Sport Team  Environment  Socialization Identity Identity
Sport team .874a
Environment .753 8712
Socialization .803 .870 .8772
Personal identity .844 .798 .825 .8862
Group identity .835 .786 .831 .879 .898a

aSquare root of the average variance extracted value.

To estimate discriminant validity, square root of AVE values of each NSST
factor were compared against their interfactor correlations at both Level 1 and
Level 2 (Tables 4 and 5). Results revealed relatively high correlations between
each factor at both Level 1 and Level 2. However, square root of AVE values of
all the NSST factors were greater than their interfactor correlations, supporting
their discriminant validity (Fornell & Larcker, 1981).

Finally, this study examined how the five NSST factors predict revisit inten-
tion at both Level 1 and Level 2, following Anderson and Gerbing’s (1988) two-
step approach to SEM. Specifically, multilevel CFA was conducted again with
revisit intention added to the model. The model showed a good fit to the data:
S-B %4y = 1578.03(g94), CFI = 0.956, NNFI = 0.952, RMSEA = 0.065, 90%
CI [0.060, 0.070], and SRMR = 0.026. Following this, multilevel SEM was
undertaken using composites of the NSST factors (Figure 1). The structural
model also demonstrated very good model fit indices: S-B 3%,y = 59.023 ),
CFI = 0.994, NNFI = 0.991, RMSEA = 0.053, 90% CI [0.023, 0.078], and
SRMR = 0.016. Sport nostalgia explained 12.4% of the variance in revisit
intention at the individual level and 23.6% at the group level.
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Table 5
Correlations Among All Constructs in the Level 2 Model

Personal Group

Sport Team  Environment  Socialization Identity Identity
Sport team 9482
Environment .815 .9282
Socialization .882 .684 .9362
Personal identity .905 .795 .930 .9482
Group identity 922 791 .934 .940 .952a

aSquare root of the average variance extracted value.

Figure 1
Standardized Coefficients of the Level 1 and Level 2 Structural Models

Sport team

0.849"
(0.888 ")

Intend to attend|
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0.937 " 0.984
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identity / probability ...
0.921 "
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Group

identity

Note: Standardized coefficients of the Level 2 are in parentheses.
*p Value is significant at an o = .05 level (2-tailed). **p Value is significant at an o = .001
level (2-tailed).

DISCUSSION

The aim of this study was to examine the cross-cultural applicability of the
NSST through the establishment of sound psychometric properties (i.e., assess-
ing multiple forms of reliability and validity), while considering multilevel anal-
ysis to gauge individual (i.e., Level 1) and group aspects (i.e., Level 2) of sport
nostalgia. A consistent theme that ran through analysis in this study was that the
significance and the size of the effects were generally stronger at Level 2, indi-
cating the impact that being in a group may potentially have when considering
sport nostalgia. In such instance, Level 2 effects were more pronounced. In the
way of psychometric properties, every form of the reliability and the validity
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(e.g., convergent, discriminant, and criterion validity) were highly significant.
These latter forms of validity, as Churchill (1979) purported, are the most diffi-
cult forms to establish for scales.

Given minimal research has utilized the NSST, psychometric comparisons
are limited to those relative to the study conducted by Cho et al. (2017) which
also found an identical five-factor structure (i.e., all items loaded appropri-
ately, and no item was removed). Interestingly, standardized factor loadings
generally improved within this study, with only one instance of an item falling
below the .80 threshold, compared with numerous within Cho et al.’s (2017)
study. Collectively, most psychometric estimates of reliability and validity
also improved from the study. Such improvement in factor loadings and most
psychometric properties has also been witnessed in a series of studies concern-
ing scale development and application (e.g., Woosnam & Norman, 2010;
Woosnam, Shafer, Scott, & Timothy, 2015).

An exception to this improvement in psychometric properties was the crite-
rion validity for the five factors relative to revisit intention at Level 1. Though
Level 2 demonstrated an improvement over Cho et al.’s (2017) findings, Level
1 correlations were not improved or even deteriorated to some extent. For
instance, in Cho et al.’s (2017) study, nostalgia as sport team, personal identity,
and group identity at Level 1 were more strongly associated with intention to
visit than what were found in this study. Such differences between the two
results may reflect differences between the cultures (i.e., South Korea and the
United States) and the sports (i.e., professional baseball and college football)
addressed in each study. That is, in the United States—where the culture is more
individualistic than that of South Korea—individual aspects of sport nostalgia
can be more prominent than in South Korea.

Yet group level sport nostalgia was found to highly influence revisit inten-
tion. Correlations between NSST factors and revisit intention were higher at
Level 2 than Level 1 in this study and that of Cho et al. (2017). At the same time,
it is noteworthy that group-level criterion validity in this study was more salient
than what was reported by Cho et al. (2017). This again may indicate the cultural
difference between South Korea and the United States. Closely related to this are
the findings on the effect of sport nostalgia on revisit intention. As mentioned,
Level 2 effects were more pronounced than Level 1 in explaining revisit inten-
tion. Considering this along with psychometric results, one can argue that revisit
intention in part is shaped by personal experiences, while groups play a larger
role in the onsite and recollection stages of travel. Similar findings were also
alluded to in the study by Leong, Yeh, Hsiao, and Huan (2015).

Though nearly a century has passed since Hofer (1934) wrote his seminal
study concerning nostalgia, the progress made involving the construct within the
travel and tourism literature has been slow in developing. This, however, is
changing, with the resurgence of nostalgia research, most notably undertaken
within contexts of identity development and authenticity (Vesey & Dimanche,
2003) in the general tourism literature as well as in heritage tourism (Lee, 2015)
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and sport tourism literature (Cho et al., 2014; Fairley et al., 2018; Mason et al.,
2005) most specifically. The development of the NSST (Cho et al., 2017) has
helped pave the way for further research utilizing a scale that captures the robust-
ness of nostalgia in a sport tourism context. As such, the aim of this study was to
build on the findings by Cho and his colleagues (e.g., Cho et al., 2014; Cho
et al., 2017) in examining the cross-cultural validity and applicability of the
NSST in a novel context.

As a gauge of the applicability of the NSST across cultures, assessing its fac-
tor structure in subsequent research is vital (Churchill, 1979). An identical five-
factor structure across the 29-item scale (i.e., no items removed from the current
study) was revealed in comparison with what Cho et al. (2017) reported follow-
ing their CFA: nostalgia as sport team (five items); environment (four items);
socialization (four items); personal identity (seven items); and group identity
(nine items). This is a testament to the robustness of the NSST in capturing the
variance explained by sport nostalgia, which gives greater credence to the utility
of the scale in other sport-related settings. Additional research employing the
NSST in contexts outside football and baseball venues would be advantageous.

Theoretical contributions of this study also include the demonstrated signifi-
cant relationship between sport nostalgia and intention to revisit. This study
marks the first time the NSST has served as a precursor to other variables.
However, others have also considered the role nostalgia plays in revisit intention
(Ali, 2015; Hwang & Hyun, 2013; Leong et al., 2015). While Ali (2015) and
Leong et al. (2015) examined the direct impact of nostalgia on revisit intention,
Hwang and Hyun (2013) considered a mediator (e.g., emotional responses)
between the relationship. Effect sizes of explaining revisit intention were com-
parable with what Ali (2015) and Leong et al. (2015) found within their studies.
Ultimately, the present study lays the foundation for a further theoretical model
to be formulated that encompasses the NSST and revisit intention, whereby
antecedent and mediator variables should be incorporated. A similar approach to
model development has been undertaken by Nunkoo and Gursoy (2012) con-
cerning residents’ perceptions of tourism development.

Finally, the findings of this study provide practitioners in tourism and sport
industries with greater confidence in employing the NSST to gauge the level of
sport nostalgia and utilize it in their marketing strategies. The reliability and the
validity of the NSST is not limited to college football whose popularity is most
limited to the United States, with the scale also being applicable in the examina-
tion of sport tourists in more global contexts. Especially, the strong association
between sport nostalgia and revisit intention—along with the high correlation
between each NSST factor and revisit intention—implies that sport nostalgia can
be an effective way of making sporting events more successful. In the meantime,
it is important for practitioners to remember that sport nostalgia has differing
natures across various cultures and sports. For instance, South Korean baseball
tourists were more sensitive to their group memberships than American college
football tourists studied by Cho et al. (2017). As such, marketing strategies
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focused on group experiences can be more effective in South Korea than the
United States.

Limitations and Future Research

As with any research, this study has its limitations. First, only sport tourists
to a single sports venue comprised the sample for this research. Carrying this
idea forward, the scale was administered to a specific group of tourists (i.e.,
Korean nationals) within one venue (i.e., those visiting Jamsil Baseball
Stadium). Though the NSST is largely focused on sport tourists, many of the
items are written in such a way to be applicable to local residents as well.
Further research should be employed to examine local residents’ responses to
the NSST items, which will arguably contribute to the continued generaliz-
ability of the scale. While this study embraced a second sample of tourists (in
addition to visitors to a U.S. college football venue from Cho et al., 2017), it
further only considered those within a Global North context. Additional
research needs to be undertaken in a Global South venue. Such proposed
research would also add to increased potential for applicability and generaliz-
ability of the NSST in novel contexts.

Building on the research of Cho et al. (2014) and Cho et al. (2017), this
study provides further support for the application of the NSST in multiple con-
texts outside of the United States, where it was originally developed. Though
the intent was to only consider the NSST in relation to revisit intention, addi-
tional outcomes of the former could have been included within the study. Based
on results from the effect of sport nostalgia on revisit intention, the findings
suggest further research is necessary to build a more robust theoretical model
that encompasses the NSST, revisit intention, as well as antecedents and out-
comes. As such, precursors to sport tourist nostalgia should be incorporated in
future studies. For instance, motivations for attending particular sporting
events, attachment to the sports venue, and degree of previous visits may all
serve as viable antecedents of sport nostalgia. Such model development sur-
rounding the NSST is in keeping with the lines of research surrounding the
Emotional Solidarity Scale (Woosnam et al., 2015) and the Memorable Tourism
Experience Scale (J. H. Kim & Ritchie, 2014). Subsequent research involving
this initial framework should examine how additional constructs can improve
the variance explained in revisit intention. Special attention should be paid,
however, to consider the inclusion of additional variables based on theoretical
grounds or empirical findings within the literature.

CONCLUSION

The purpose of this study was to test the cross-cultural reliability and validity
of the NSST, so the scale can be applied across different sociocultural settings.
To this end, this study collected 487 survey responses from baseball tourists in
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South Korea and analyzed them using multilevel CFA and multilevel SEM. The
results were in support of the reliability and the validity of the NSST both at
individual and group levels. The same 29-item, five-factor structure was discov-
ered in this study. Furthermore, the results also supported a significant effect of
sport nostalgia on revisit intention. Together, these results suggest that the NSST
can be applied in studying sport nostalgia across multiple sports and cultures.
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