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ABSTRACT 

 This study examined the Nintendo brand of video games from a retail perspective by 

analyzing the purchasing behavior and perceptions of the people who purchase and play them. 

Concepts such as nostalgia, value and loyalty were defined based on secondary consumer 

research, and an online survey questionnaire was developed to measure these concepts within a 

gaming context. The research question was “Do consumers continue to buy older Nintendo 

games that have now been rereleased in some form because they are driven by nostalgia, which 

evokes fond memories of value they perceived in the past, in order to experience that same value 

they felt in those memories by purchasing the games again?” 

 According to the survey results, consumers do repurchase Nintendo games, and they do 

perceive a degree of both nostalgia and value. However, the results do not suggest that nostalgia 

is strongly connected to the repurchasing behavior. The type of value perceived by most 

consumers of Nintendo games is believed to be hedonic value, although there are many other 

factors to be considered such as specific characteristics about the games, the people whom these 

consumers play the games with and the intellectual properties that these games are based on. 

Although it is not believed that consumers are loyal to the Nintendo brand, they continue to 

repeatedly purchase newly released games to this day for a variety of reasons. 
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LITERATURE REVIEW 

 

 What is Nostalgia? 

 

 The term nostalgia has been defined in a number of ways. In her essay on nostalgia and 

its discontents, Boym cites the term “nostalgia” having pseudo-Greek roots when it was coined 

by Johannes Hofer in 1688 (Boym, 2007, p. 7). The word’s two Greek roots are “nostos” (which 

means “return home”) and “algia” (or “longing”).” Boym goes on to segment nostalgia into three 

parts. First, nostalgia is not just a longing for the local past, but is instead a new understanding of 

time and space which creates a possible division between the “local” and the “universal” (Boym, 

2007, p. 8). Second, nostalgia is a yearning for childhood with a desire to revisit it (Boym, 2007, 

p. 8). Finally, Boym states that when the present determines one’s needs, which are fulfilled by 

fantasizing about the past, this can impact the reality of the future (Boym, 2007, p. 8). Therefore, 

when people feel nostalgic, this feeling originates from a positive association with the past. This 

positive association can influence how people will act in the future. Boym’s discussion of 

nostalgia’s meaning is rather broad, and requires adaptation in the context of product 

consumption or consumer behavior. For this discussion, other perspectives are examined in order 

to create a deeper understanding. 

 William J. Havlena and Susan L. Holak (1991) at Rutgers University discussed their 

observations of nostalgia and its role in consumer behavior. In their research, nostalgia was 

defined as “the longing to return home, whether real or fantasized, whether in the recent or 

distant past – it exerts an influence in varied aspects of consumer and consumption behavior” 

(Havlena & Holak, 1991, p. 327). Boym, Havlena and Holak have a similar understanding of 
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nostalgia and describe it as a longing for the past due to a sense of familiarity or pleasantry that 

one associates with the previous time period, and the influence those feelings can have on the 

future. But while Havlena and Holak’s research has a narrower focus by discussing nostalgia’s 

relationship to consumer behavior, their work has two shortcomings. First, it was published in 

1991 so its relevancy is questionable in comparison to findings from more recent works. 

Secondly, the article’s discussion of nostalgic products and advertising focuses on the baby 

boomer generation. This is not the primary demographic of consumers who play video games, 

which is ultimately this paper’s focus.  

 In a 1999 study conducted at the University of Port Elizabeth, it was found that nostalgia 

emerges from cultural heritage, socio-demographic, socio-political and socio-biographical 

variables (Rousseau & Venter, 1999, p. 41). The authors developed a model that proposed 

impactful areas where consumer preference was influenced by nostalgia. Some of these areas in 

the model included family, movies, music, technology and entertainment. Also, this study 

indicates that nostalgia influences consumer preference for products. More specifically, the 

preference is directed towards products that were more commonly available when the targeted 

consumer was younger (Rousseau & Venter, 1999, p. 41). Furthermore, the consumer preference 

that stems from nostalgia also contains elements of positivity in consumer attitudes toward future 

progress (Rousseau & Venter, 1999, p. 41). This is similar to Boym’s (2007) belief about 

nostalgia having an impact on the future. Although, this study does not investigate video games 

as a potential entertainment factor impacted by nostalgia. 

 To further narrow the scope of this discussion, Alison Shields and Jennifer Johnson 

(2016) explored nostalgia through the connection between a consumer and a brand from his or 

her childhood. The researchers interviewed participating consumers about their feelings towards 
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brands from their childhood in categories like food, sports teams, toys and movies. After 

examining the results, Shields and Johnson defined childhood brand nostalgia as “a positively 

valenced emotional attachment to a brand because of the brand’s association with fond memories 

of the individual’s non-recent lived past” (Shields & Johnson, 2016, p. 368). In other words, 

consumers feel nostalgic for brands specifically from their childhood when their feelings for 

those brands were positive in the past. 

 Next, Gary Cross (2015) examines the marketing potential of addressing the needs of 

nostalgic consumers. While Rousseau and Venter (1999) examined nostalgia through 

applications such as entertainment, technology, art, family and so on, and Shields and Johnson 

(2016) explored the impact of childhood brands on nostalgia, Cross (2015) discusses nostalgia in 

regards to collectibles such as toys or dolls. He describes that these objects can fulfill the same 

role of making consumers experience longing for a previous pleasant time such as childhood. 

Consumers are reminded of “growing up in the stressful world of fast capitalism” (Cross, 2015, 

p. 102).  The difference between nostalgia for collectibles compared to nostalgia for something 

less tangible like music is that objects such as toys were ephemeral during the time period in 

which they were sold. They weren’t around in the market for long or were produced in short 

supply. Since the 1970’s up until now, consumers treasured and sought out these collectibles for 

their value and rarity, which grew over time. Some consumers invested in these products to 

potentially make a profit from holding on to them and selling them later (Cross, 2015, p. 102). 

Collecting them reveals the impact of the consumption experience that took place in early 

childhood years (Cross, 2015, p. 101). Memories of obtaining these collectibles gives consumers 

a sense of identity. Video games share a similar trait with these collectible toys. For consumers, 

replaying a game they first experienced in their childhood many years later takes them back to 
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the time of when that game was first purchased, which they often associate with positive 

memories. But video game nostalgia expands far beyond simply purchasing the game. 

 In the context of video games, nostalgia can originate from several different sources such 

as the emulation of older games, dedicated hardware and the four periods of history that video 

games have grown through as a medium. According to Nicolas Esposito (2005) from the 

University of Technology of Compiegne, technology has evolved and reached a state where 

portable video game consoles and even cell phones are powerful enough to emulate older, less 

technologically taxing classic video games such as 1978’s Space Invaders (Esposito, 2005, pg. 

1). Therefore, consumers have the convenience of playing older video games without needing to 

own the original hardware that ran the games such as arcade cabinets. Additionally, subsequent 

games in a series are being combined together into one playable collection through emulation as 

well, such is the case with the title Namco Museum (Esposito, 2005, pg. 1). But old video games 

are not living on simply through emulation alone. 

 Publishers are releasing physical hardware that is dedicated to preserving older video 

games. The Namco 5-in-1 Arcade Classics for example, is a physical joystick controller that 

contains the data for five classic Namco games, and can be plugged into a television for instant 

gaming (Esposito, 2005, pg. 2). More recently, the Japanese video game publisher Nintendo 

released miniature physical replicas of the first two video game consoles the company produced 

for North America back in the 1980’s and 1990’s: the Nintendo Entertainment System (NES) 

and the Super Nintendo Entertainment System (SNES), respectively. The NES Classic Edition 

(released in November 2016) and the SNES Classic Edition (released in September 2017), are 

each capable of emulating 30 of the most popular video games released for the systems back in 

the day. Consumers can simply plug these devices into their televisions, pick up the authentically 
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replicated controllers and let the memories come flooding back to them at an instant in an “8-Bit 

Wonderland” (Nintendo, 2017). In addition to the emulation of the games, the physical design of 

the hardware for the NES Classic Edition and SNES Classic Edition invokes feelings of nostalgia 

for the culture of video games as a whole; a culture that has persisted from 1971 up until today. 

 Finally, consumers have become nostalgic for video games because of the four periods in 

which significant, memorable developmental and technological achievements took place. 

Esposito (2005) describes these four periods as follows: 1971 through 1978 were the early years 

of “pioneer’s success,” 1978 to 1983 was the period of genre development in the “golden age,” 

1983 to 1994 brought strong ideas and fewer technological limitations, and the time from 1994 

until the present has been a time of big productions, less diversity and online gaming (Esposito, 

2005, pg. 3). In the first time period, consumers were introduced to arcade games; sporting 

minimalistic graphics and sounds, and controls that anyone could understand (Esposito, 2005, 

pg. 3) The second and third time periods brought forth new ideas for gameplay such as narrative 

elements, improved graphics, crossing of genres, multiplayer support and more powerful 

hardware (Esposito, 2005, pg. 4-5). Finally, the most recent, on-going time period has been an 

era of technological achievement through the introduction of the Sony PlayStation brand of 

consoles, and the ability to play games with fellow consumers all over the world through an 

internet connection in online gaming (Esposito, 2005, pg. 7). Video games invoke nostalgia in 

consumers as products, and companies have found ways to capitalize on this in order to benefit 

their businesses. 

What is Value? 

 The term “value” is very broad and can have multiple meanings. This is even true in the 

context of retail when it is paired with words such as “consumer” or “customer.” But what does 
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value mean in regards to video games? How can consumers of these products perceive value? 

This discussion begins with a more general look at how value is interpreted in business research. 

 James Anderson and James Narus (1998) define value as “the worth in monetary terms of 

the technical, economic, service and social benefits a customer company receives in exchange 

for the price it pays for a market offering” (Anderson & Narus, 1998). In other words, business 

customers measure value in terms of units of money like “dollars per unit,” the net benefit, or 

what benefit the customers obtain after incurring costs in order to get that benefit (excluding the 

price of the purchase), and what the customers get in exchange for the actual price paid. It’s 

about a give and take. What is the customer going to have to pay (by money or other means) in 

order to obtain the product and what value will the customer perceive from it? The authors also 

noted that market offerings typically have the value and the price as two elemental characteristics 

(Anderson & Narus, 1998). The relationship between these two characteristics is that price does 

not change the value itself of the market offering. Instead, the customer’s incentive for making 

the purchase changes depending on the price. If it is high, customers might not make the 

purchase at all, even if obtaining the product would give the customer some degree of perceived 

value. Still, this definition does not provide an actual depiction of what these “benefits” or 

“costs” actually look like. 

 Robert Woodruff (1997) proposes a definition for customer value based on existing 

empirical research. According to Woodruff, customer value is “a customer’s perceived 

preference for and evaluation of those product attributes, attribute performances, and 

consequences arising from use that facilitate (or block) achieving the customer’s goals and 

purposes in use situations” (Woodruff, 1997, pg. 142). Therefore, customer value is about what a 

product offers to the consumer, the quality or how well that product fulfills the purpose that it 
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offers and the risks or shortcomings of the product, all according to the consumer’s perception. 

Customers perceive value when they find a product that satisfies a need, does it well and 

minimizes any risk that might come along with purchasing it. This author’s definition is the 

culmination of previous works that examined value in a consumer context. It combines value that 

is delivered as well as received and states that the value comes from the customer’s own 

preferences, evaluations and perceptions (Woodruff, 1997, pg.142). 

 From a service perspective, there are certain roles that customers can fill in order to 

contribute to the value they perceive. According to the findings of Bitner et al. (1997), these 

roles include a productive resource, a contributor to quality, satisfaction or value and the role of a 

competitor (Bitner et al., 1997). In the first role of productive resource, customers assume a 

position as a “partial employee” and assist the service provider in creating the service. For 

example, a patient gives vital information about symptoms experienced to a healthcare official in 

order to help the latter diagnose the patient’s ailment. In the second role as a contributor to 

quality, satisfaction or value, customers participate in the process of creating the service 

alongside the employees in order to create a service that fulfills the customers’ needs. This is 

evident in areas such as education or personal fitness where customers have to take advantage of 

available resources and partner with instructors to make progress towards fulfilling customers’ 

established needs. Finally, the third role of a competitor, customers can choose to perform the 

service themselves, provided they have the skills to do so, as opposed to having the service 

provider do everything for them. To elaborate, a customer could perform maintenance on a car 

without needing to visit an auto shop at all, and perform the entire service that the employees at 

an auto shop would have done for them. In each of these roles, the customers themselves 

contribute to the value of the service created. 
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  Albert Wenben Lai (1995) provides separate definitions for “customer value” and 

“consumer value.” He describes that customer value is the evaluation of a product that the 

customer makes at the time of purchase (Lai, 1995). Meanwhile, consumer value is the value that 

consumers perceive from making the consumption or purchase itself (Lai, 1995). In other words, 

customer value is about whether or not the customer perceives value in the product itself, while 

consumer value focuses more on the act of purchasing or consuming the product and if doing so 

will give the consumer a sense of obtaining value. Although these definitions narrow the scope 

of the discussion of value’s meaning into the context consumer behavior, this research does not 

provide specific examples of the different types of customer value, nor the products or instances 

where perceived value of products, such as video games, or purchases takes place. 

 Smith & Colgate (2007) categorize customer value into four independent types. These 

value types are functional/instrumental, experiential/hedonic, symbolic/expressive and 

cost/sacrifice. First, functional/instrumental value involves the overall usefulness of a product or 

whether or not the characteristics or functions performed by the product are desirable (Smith & 

Colgate, 2007, pg. 10). Next, experiential/hedonic value details the emotions a customer feels 

from experiences, which the product creates (Smith & Colgate, 2007, pg. 10). Then, 

symbolic/expressive value indicates that customers associate psychological meaning with the 

product, such as self-worth or self-concept from owning a luxury good (Smith & Colgate, 2007, 

pg. 10). Lastly, cost/sacrifice value is concerned with minimizing the actual costs of the 

transaction (Smith & Colgate, 2007, pg. 13). This could mean the price of purchasing the 

product, as well as opportunity costs or the cost of switching products. Customers will perceive 

value in a product that can keep such costs low. But which category of customer value do video 

games fall under? 
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 Marchand & Hennig-Thurau (2013) created a framework in order to conceptualize value 

in the video game industry. A vertical path known as the “gaming environment” contains three 

actors: the content providers (producers of video games), the platform providers (producers of 

hardware on which video games can be run) and the consumers (Marchand & Hennig-Thrurau, 

2013). In the video game industry, platform providers such as Sony, Microsoft or Nintendo, 

produce physical hardware for consumers to buy. The content providers (i.e. Activision, EA, 

among others) develop the games and purchase licensing from the platform providers in order to 

sell games to consumers. Consumers perceive value not only from using the hardware itself from 

the pleasure of interacting with its functionality, but also from the games they can buy and run on 

that hardware. Consumers perceive more value in the hardware when they own a large collection 

of games that they enjoy playing on the system. Of the four types of customer value listed 

earlier, consumers predominantly perceive hedonic value.  

 Consumers will perceive hedonic value in video games when they enjoy playing them. 

However, due to the experiential quality in the act of playing the video game itself, consumers 

will not know beforehand if they like a game until they have actually played it. In addition, 

because games also possess a heterogeneous nature, consumers might enjoy playing one game, 

but not another (Marchand & Hennig-Thrurau, 2013). There are many different genres of video 

games for consumers to choose from, so there is a variety of possible sources of hedonic 

consumer value in video games. In April 2017, the Entertainment Software Association reported 

that the top 3 best-selling genres of video games based on unit sales in 2016 were shooter games 

such as Call of Duty: Infinite Warfare, action games like Grand Theft Auto V and role-playing 

games (RPGs) like Pokémon Sun and Pokémon Moon (Entertainment Software Association, 

2017, pg. 12).  
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 Hirschman and Holbrook (1982) define hedonic value in consumer behavior as 

something multisensory which evokes an emotional reaction and depicts a sense of fantasy 

(Hirschman & Holbrook, 1982). In other words, consumers perceive value when playing video 

games because the games tap into multiple human senses. For example, video games stimulate 

players’ vision from the on-screen visuals, hearing from the in-game audio and even touch as a 

result of the “rumble” feature. The controller will vibrate at certain points in the game and when 

the player feels that vibration, they perceive the game to feel more immersive; as if the action 

happening on-screen at that moment is real. Rumble has become standard in game controllers 

and games prompt the controller itself to physically vibrate in accordance with what is happening 

on the screen in order to make the consumer feel more immersed.   

 Malone (1981) researched what makes games fun and came to a conclusion of three 

motivational categories: challenge, fantasy and curiosity (Malone, 1981). Challenge is based on 

variables such as levels of difficulty, an element of randomness, information that is initially 

hidden from the player, and being presented multiple goals to accomplish in the game. Fantasy 

involves the skill of the player in completing the game’s presented goals and how much effort is 

required on the player’s part. Finally, players experience curiosity in video games when it is 

implied that the player’s set of acquired knowledge or skills is incomplete and that there is more 

for the player to learn.  

 Csikszentmihalyi’s (1988) concept of “flow experience” is particularly relevant to this 

discussion. It is described as a holistic sensation which people experience when they are 

completely involved in an activity (Csikszentmihalyi, 1988). According to Hsu & Lu’s (2004) 

discussion of the flow concept, it consists of four pieces which are control, attention, curiosity 

and intrinsic interest. When people are in the flow state, they become so engrossed in an activity 
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and narrow their attention to the point of only focusing on the activity itself, despite still being 

somewhat aware of their immediate environment. But the intensity of focus causes people to lose 

their sense of self-consciousness (Hsu & Lu, 2004). Hsu & Lu also mention that the concept of 

flow has already been applied to numerous areas of study, including gaming. 

 In summary, players experience hedonic value from playing the video games. To 

experience such value, they consume hardware products from the platform providers and games 

developed by the content providers. Playing video games stimulates the player’s senses, and 

evokes motivational reactions in the player through the use of challenge, fantasy, and curiosity. 

Consumers exhibit elements of the “flow experience” where they become heavily engrossed in 

playing the game and lose their sense of self-consciousness. Also, consumers perceive value in 

the consoles that run their games when they own more than one video game that they enjoy. 

Furthermore, there is value in collecting video games for similar reasons to what Cross (2017) 

discussed about collectibles in the context of nostalgia. 

 

What is Loyalty? 

 Oliver (1999) defines customer loyalty as “a deeply held commitment to rebuy or 

repatronize a preferred product or service consistently in the future, thereby causing repetitive 

same-brand or same brand-set purchasing despite situational influences and marketing efforts 

having the potential to cause switching behavior” (Oliver, 1999, pg. 34).  This definition 

indicates that customers who are loyal will repeatedly purchase products or services in the future 

out of a preference for a brand or set of brands. They will do so despite other possible influences 

or marketing efforts in the environment that will tempt them to switch over to other products or 
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services and develop new loyalties. This is a cohesive definition of customer loyalty because it 

states exactly what customers are doing to exercise loyalty, how often they do it and it also 

mentions the possibility that other factors exist in the environment to threaten a customer’s 

existing loyalty. 

 Loyalty is becoming increasingly necessary for products to be successful. For example, a 

study on online apparel shopping conducted by Molinillo et al. (2017) found that there is an 

indirect relationship between satisfaction and loyalty when consumers shop for clothing because 

of trust and perceived consumer value (Molinillo et al., 2017). To elaborate, when consumers 

trust an e-tailer and perceive value in its product offerings, they become satisfied and are more 

likely to become repeat shoppers (Molinillo et al., 2017, pg. 167). Creating trust and satisfaction 

is important in this context because consumers do not have the ability to touch or try on the 

clothing before buying it. To relate these findings to this discussion, many video game publishers 

such as Nintendo or Sony develop brands through the games they produce. Video game 

consumers grow to trust those brands and continuously purchase their games based on trust, 

value, satisfaction and the resulting loyalty. 

 In the context of brands and brand equity, Vazifehdust et al. (2017) define brand loyalty 

as “a behavioral response as well as a function of physiological processes” (Vazifehdust et al., 

2017, pg. 339). Essentially, consumers develop buying habits towards a brand that they trust. As 

a result of that trust, they become willing to repurchase products under a brand, pay a higher 

price or turn to this brand first when they are looking to satisfy a need. This buying behavior can 

be directly applied to consumers of video games. Consumers can become loyal to the brands that 

their favorite video games fall under. They trust these brands to deliver quality content in the 
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games that satisfy their need for hedonic value, and will exhibit other behaviors previously 

mentioned such as paying a higher price for a game or rebuying it. 

 Meyer & Allen (1991) detailed a particular type of loyalty with a three-component 

framework of employee commitment to an organization. The three components are affective, 

continuance and normative commitment. Affective commitment is an emotional attachment an 

employee has with an organization (Meyer & Allen, 1991, pg. 67). Employees continue working 

for an organization because they want to. Continuance commitment involves an employee 

analyzing the costs of leaving the organization (Meyer & Allen, 1991, pg. 67). In this case, 

employees feel they need to stay with an organization because the costs or risks of switching to 

another are too high. Finally, normative commitment explains that employees feel a sense of 

obligation towards an organization (Meyer & Allen, 1991, pg. 67). They continue to work there 

because they feel that they ought to. Research in marketing and customer behavior applies this 

concept. Evanschitzky et al. (2006) found that in service relationships, affective and continuance 

commitment have an impact on customer loyalty to services. Specifically, emotional bonds with 

customers (affective commitment) is a particularly strong source of customer loyalty 

(Evanschitzky et al., 2006). In other words, consumers are more loyal to a product or service 

when they have formed an emotional relationship with it through affective commitment.  

 Consumers of video games demonstrate very similar commitment, but to the games 

rather than an organization. Players behave with affective and continuance commitment in 

particular when playing online multiplayer games. One of the most noteworthy trends in modern 

gaming is online multiplayer because it has become commonplace for consumers to connect and 

play together wirelessly over the internet. Players of these games demonstrate affective 

commitment to a game in that the value they perceive from playing leads them to develop an 
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emotional attachment to the game. They continuously play the game because they want to do so. 

They also exhibit continuance commitment in that they feel as though they need to keep playing 

a particular game because the costs or risks associated with switching to another game are too 

high.  

 Ahmet Uysal (2016) discovered that players who enjoy one of these games can develop a 

more traditional consumer commitment to it as well. This is an equivalent to consumer loyalty in 

the retail world in that these particular consumers can remain loyal to a single product (the online 

video game) for years. The three predictors of player commitment are satisfaction, investment 

size and quality of alternatives (Uysal, 2016). As discussed previously, consumers perceive 

hedonic value from playing video games. If a consumer is perceiving hedonic value in the video 

game, said consumer is also perceiving satisfaction from it. Uysal’s (2016) study implies that 

consumers are invested in video games through the business practice known as micro 

transactions (Uysal, 2016).  

 Micro transactions are a form of video game e-commerce in which consumers can 

purchase in-game digital items in order to enhance their experience using real world currency. 

Consumers participate in micro transactions in order to gain a competitive advantage over other 

consumers in multiplayer environments. Therefore, consumers who engage in these digital sales 

that take place in the game itself, are increasing the size of their investment. They become locked 

into their investment because it is not transferable to other games. Therefore, switching to a 

different game would cause them to lose money. This may in fact increase continuance 

commitment. Addressing quality of alternatives, it is not uncommon for consumers to engage in 

this behavior in multiple online multiplayer games simultaneously. However, consumers may 

participate in more micro transactions in certain games than others. In summary, when a 
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consumer experiences hedonic value in a video game, invests in said game through micro 

transaction purchases and repeats this behavior across alternative games which offer the same 

experience, these elements all contribute to the consumer’s commitment to the video game. In 

other words, they contribute towards the consumer’s loyalty towards the product. 

 

METHOD 

  

 In order to gather insights from consumers of Nintendo brand video games about their 

purchasing behavior, a study was conducted to gather primary data in regards to their perceptions 

of consumer brand nostalgia, value and loyalty. The original research question was “Do 

consumers continue to buy older Nintendo games that have now been rereleased in some form 

because they are driven by nostalgia, which evokes fond memories of value they perceived in the 

past, in order to experience that same value they felt in those memories by purchasing the games 

again?”  In an attempt to answer this question, an online survey questionnaire was conducted 

through the Qualtrics software in January 2018. The goal of this survey was to gather insight as 

to why video game consumers buy older Nintendo games and how nostalgia influences such 

purchase decisions, if at all.  

 The survey consisted of 23 questions. Qualitative and quantitative data were each 

gathered through a series of free response, Likert scales and ranking questions (a full copy of the 

survey that was distributed through Qualtrics is available in Exhibit 26 of the Appendix). The 

Qualtrics survey questionnaire utilized a “skip logic” functionality, which means that survey 

respondents were not required to answer every single question present in the survey. This was 
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administered due to the highly varied nature of video games and the numerous reasons and 

motivations a consumer might have for purchasing, playing and enjoying them. It was 

anticipated that not every question would be relevant to the background, attitude or behavior of 

every respondent. Therefore, the skip logic allowed respondents to skip questions that were not 

applicable to their own perceived behavior or attitudes based on the responses given. The 

original goal of this survey was to obtain a sample size of at least 100 responses. The desired 

respondents were consumers of Nintendo video games aged 18 years or older. Responses were 

ultimately accepted from countries outside of the U.S. because using an online platform 

subjected the survey to exposure in front of a global audience and it was originally unknown 

whether or not utilizing an online platform would grow the sample size sufficiently enough to 

meet the goal initially. No incentives of any kind were offered for participation. 

 

SURVEY DISTRIBUTION 

 Using a random sampling technique, the survey was distributed online globally to 

anonymous users of the websites “reddit.com” (will be referred to as Reddit for the rest of this 

study), “nintendoforums.com”, and “forum.surveypolice.com.” On Reddit, a link was posted 

within several “subreddits,” which are self-contained forums within Reddit that are entirely 

devoted towards separate discussions of specific subject matter such as sports, news, music and 

video games, among dozens of others. For the purpose of gathering a relevant sample of 

respondents for this study, a link to the survey was posted in the following subreddits: 

“r/nintendo,” “r/casualnintendo” and “r/samplesize.” For the latter two websites, a separate 

“thread” was created within these forums to feature a link to the survey and contribute to the 
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discussions among the website’s users by encouraging them to participate in the survey due to its 

relevant subject matter. 

 Based on the researcher’s personal experience and prior knowledge of how Reddit is 

used, it was believed that users of these subreddits would not only be willing to participate in the 

survey as it would further their discussion of Nintendo games and why they are enjoyed by 

players, but also that they would not believe their responses provided would be misused. It was 

explicitly stated in the opening message of the survey that it was being conducted for academic 

purposes as part of an honors thesis, and that the identities of the respondents would remain 

completely anonymous outside of broad demographic questions. In addition, the subreddit 

“r/samplesize” is dedicated towards assisting survey creators in increasing their sample sizes. 

The site requires that descriptive information be provided so as to attract users who are 

knowledgeable and in some cases passionate about the survey’s subject matter and are therefore 

qualified to provide quality data. 

 

SURVEY DESIGN 

 Measuring Repeat Nintendo Game Purchases 

 Question 1 was designed to inquire general information about the respondent’s overall 

enjoyment of Nintendo brand video games. For the sake of easing the respondent into taking the 

survey, it was intended that the wording “most significant” in the question would illicit a shorter 

response of a few words. This question was designed to allow free responses in order to 

accommodate the initially immeasurable variety in potential answers from respondents. Question 

2 tied in more directly to the original research question as it asked whether or not the consumer 
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had ever purchased a Nintendo video game more than once. Those who answered “No” to this 

question were directed by the survey’s skip logic to question 8 because questions 3-7 pertained 

to repeat purchases, which would have otherwise been irrelevant to respondents who had stated 

that they had not purchased a Nintendo game more than once. Alternatively, respondents who 

answered “Yes,” to question 2 and therefore confirmed that they had at some point purchased a 

specific Nintendo video game more than once proceeded to question 3. 

 Question 3 asked the respondent to specify the title of the Nintendo game he or she has 

purchased more than once. It was believed that if a specific Nintendo game appeared as a 

recurring response, further research could be directed towards examining said game in particular 

as well as the qualities that make it enjoyable enough to be purchased by consumers more than 

once. Question 4 was designed to address whether the consumer had repurchased the original 

version of the Nintendo game, or a newer, updated version released much later by Nintendo. If 

the respondent answered “Yes,” to the question, then it was an indication that this was a 

repurchase of the original version.  

 When Nintendo games are rereleased, the newest version of the game is usually made 

available for a console other than the one on which the game was originally released for. 

Answering “Yes” to question 4 was an indication that when the Nintendo game was repurchased, 

the respondent still owned the original console on which they purchased and played that specific 

Nintendo game the first time. As a result, the second purchase of the game was likely another 

copy of the same game because it was likely played on the original console, instead of an actual 

rerelease of the game with differing features or qualities and availability on a different Nintendo 

console. However, if the respondent answered “No” to question 4, then it could be inferred that 

the consumer might have purchased an updated version of the game instead or at least purchased 
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the game with the intention of playing it on a different console other than the one currently 

owned. Questions 5-7 sought to confirm that this repurchase of a Nintendo game was in fact a 

newer, rereleased version. On the other hand, those who had answered “Yes” to question 4 were 

instead redirected to question 8. 

 Question 5 was displayed for respondents who had answered “No” to the previous 

question, and it was meant to determine if the Nintendo game had in fact been rereleased on 

more than one Nintendo console. If the consumer had not repurchased the original version of the 

game, then this was in fact an updated version. As mentioned before, Nintendo often releases the 

updated version of an existing game on a different Nintendo console than the one on which the 

original version was played. With that in mind, if a respondent answered “Yes” to question 5, 

then said respondent was given questions 6 and 7 in order to provide more details about the 

purchase of the rerelease of the Nintendo game. However, if the respondent selected “No,” or “I 

don’t know,” he or she was directed to question 8 instead. 

 In question 6, the respondent was asked to recall if the repurchased Nintendo title had 

been rereleased in its original form on a different console with no alterations, or in a new form 

with evident alterations present. This question was incorporated in order to address the existence 

of the “Virtual Console.” The Virtual Console is an online store hosted and maintained by 

Nintendo. On a Nintendo console such as the Nintendo Wii, Wii U or Nintendo 3DS, consumers 

can access this virtual store with an internet connection and purchase emulated versions of older 

Nintendo video games, which can then be played on any of the former systems mentioned. These 

emulated versions are faithful to the original games and do not contain any substantial updates or 

changes. In this study, Nintendo games purchased by consumers through the Virtual Console 

store were not considered as a purchase of an updated rerelease of the original game.  
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 Even though the consumer was then able to play the Nintendo game again on a different 

console than the original, said consumer was still technically playing the same game and not an 

updated rerelease. Respondents who answered “Yes” or “I don’t know” to question 6 likely 

repurchased the Nintendo game through means such as the Virtual Console and therefore 

skipped question 7. Whereas, those who answered “No” likely purchased a newer version of the 

Nintendo game with noticeable changes. Those respondents were then displayed question 7. 

 Question 7 assumed that the respondent repurchased a Nintendo game that he or she had 

previously owned, and that this was in fact a newer, updated version of the same Nintendo game 

with different, noteworthy changes. This question asked the respondent to select the substantial 

change present in the released game that he or she enjoyed the most. “Enhanced graphics” refers 

to upgrades to the visual presentation of the game, such as to high definition display. “New 

additional content” means that this newer version of the game contained some form of interactive 

content within the game itself that was not present in the original version. But, there was much 

variety as to what this type of content could actually be. “Changes to existing content” suggests 

that the consumer enjoyed something from the original game that was still present in the updated 

version, but had been changed or improved to some extent. Furthermore, if the consumer 

enjoyed something other than what was conveyed by the previous three choices, an “Other” 

option was included, along with a text box in which the respondent could specify what the 

noticeable alteration was.  
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 Measuring Nostalgia 

 Questions 8-10 were displayed to all respondents in the sample size, regardless of their 

answers to the previous questions. A basic definition of nostalgia was provided. In this survey, 

nostalgia was defined by the researcher as “a positive emotional attachment you might feel 

towards a Nintendo game because you associate that Nintendo game with positive memories 

from your childhood.” Respondents were then instructed to think about the specific Nintendo 

game they had mentioned purchasing more than once in question 2 (and potentially other 

questions as well depending on their answers to or eligibility to receive questions 3-7) and to 

recall their memories surrounding that game as they responded the next series of questions. 

 Questions 8, 9 and 10 were designed as Likert scale questions. For each statement, 

respondents were asked to indicate the degree to which they either agreed or disagreed with the 

statement provided to them depending on their feelings and memories of their repurchased 

Nintendo game. The phrasing of these questions was adapted from a scale (Tables 1 and 2 of the 

original study) developed by Shields & Johnson in a 2016 study measuring childhood brand 

nostalgia, and was utilized for the researcher’s own study in order to examine each survey 

respondent’s own perception of consumer nostalgia (Shields & Johnson, 2016). The statement in 

question 8 asked if the previously specified Nintendo game was not only featured prominently in 

the memory for the respondent, but also if that memory was a happy one.  

 Question 9 sought to establish if the respondent still had positive feelings towards the 

Nintendo game today, and if those positive feelings originated from the respondent’s childhood. 

Finally, question 10 inquired if the respondent’s childhood memory of the Nintendo game was a 

fond one. If the respondent agreed with the statement in question 10, then it was inferred by the 

researcher that the respondent would be able to recall specific details about his or her experience 
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with the game in question 11. Respondents who answered affirmatively in this matter were then 

asked in question 11 to describe their fond memories in greater detail. Those who answered 

either neutrally or with disagreement to the statement in question 10 were forced to proceed to 

questions 12-14 instead. Of this set of three questions, skip logic was implemented only in 

question 10. In other words, all respondents would be directed to questions 12-14 regardless of 

their choices in question 8 and question 9. The skip logic in question 10 determined whether or 

not it was logical for the respondent to be capable of and/or willing to answer question 11, based 

on the response chosen in question 10. 

  

Measuring Value 

 Like questions 8-10, a similar Likert scale question structure was used for questions 12, 

13 and 14. A definition for consumer value was designed and provided by the researcher. The 

definition of value which was displayed to respondents was “a positive feeling you might 

experience as a result of playing video games you purchase. This positive feeling might include 

fun, nostalgia or another consumer need that is being met.” There were two design differences 

between the previous three questions measuring nostalgia, and these ones measuring value. First, 

the statements used in questions 12-14 were not based off of a particular scale developed by 

another existing study in consumer behavior research or other fields. Second, respondents were 

not instructed to use their memory of their specific repurchased Nintendo game in order to 

answer the next set of questions. Rather, respondents were encouraged to simply think about 

their general perceptions of any Nintendo games they had purchased or played in the past.  
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 Questions 12, 13 and 14 measured the respondent’s perception of value when purchasing 

Nintendo brand video games. The intention behind question 12 was to determine if the consumer 

perceived any general sense of value from purchasing Nintendo games at all. Next, question 13 

was tied more closely to the original research question in regards to examining whether or not 

nostalgia was a potential factor in the consumer’s purchasing process. This question directly 

asked respondents to specify whether or not the value they currently perceived from purchasing 

Nintendo games was a direct result of their own nostalgia for the Nintendo brand or Nintendo 

games they purchased or played in the past. The word “mainly” was included so as to prevent the 

question from appearing as though it were leading respondents into agreeing that nostalgia was 

the only explanation for value they perceived and thereby disregarding any other factors. 

Likewise, the wording was still meant to imply that the question was designed to measure 

nostalgia and a degree of causality in the respondent’s perception of value.  

 Lastly, question 14 served as a direct contrast to question 13 and asked respondents if 

they believed their perception of value was connected to something other than nostalgia. 

Although, if respondents indicated agreement with this statement, they were not immediately 

asked to specify what they believed any of those other factors could be. There was no skip logic 

incorporated into question 12, 13 or 14 whatsoever. Therefore, all respondents proceeded to 

questions 15-17 regardless of their answers to questions 12-14. 

 

 Measuring Loyalty 

 Questions 15-17 followed a similar structure to the ones used to measure nostalgia and 

value. Questions 15, 16 and 17 were all Likert-scale questions intending to measure potential 
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consumer brand loyalty towards Nintendo games as well as other video game brands. Once 

more, the researcher provided a definition of a brand, which was as follows: “a type of offering 

from a particular company.” Respondents were asked to select a degree of agreement or 

disagreement with three statements examining their purchasing behaviors of video games with 

respect to differing brands. Question 15 inquired specifically about the respondent’s purchasing 

behavior in regards to Nintendo brand video games only. The researcher believed that 

respondents who agreed to any degree with the statement would be demonstrating a degree of 

brand loyalty towards Nintendo games. However, the statement was worded with the term 

“mainly” so as not to rule out the possibility of respondents being loyal to other video game 

brands in addition to or even instead of Nintendo.   

 Meanwhile, question 16 asked about the respondent’s purchasing behavior towards non-

Nintendo brands exclusively in order to allow for the possibility of respondents being loyal to 

other brands besides Nintendo. Finally, question 17 asked respondents about their purchasing 

behavior when factoring in both Nintendo and non-Nintendo brands of video games together. A 

survey logic was introduced in question 17, but not in questions 15 or 16. That logic was 

designed to skip over question 18 and direct the respondent to question 19 instead, provided the 

respondent selected “Neither agree nor disagree,” or either degree of answers indicating 

disagreement with the statement.  

 The skip logic was implemented because question 18 requested specific, qualitative 

reasoning as to why respondents purchased video games from brands other than Nintendo. It was 

believed that those who selected choices implying that they do not purchase video games from 

brands other than Nintendo, would be unable to answer this question and therefore, it would 

make sense for them to skip it. As mentioned before, the skip logic was only created for question 
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17. So a respondent’s choices for questions 15 and 16 did not have an impact on whether or not 

question 18 was to be displayed for the respondent. 

 Question 18 was designed to explore reasons as to why consumers might purchase video 

games from brands other than Nintendo. The researcher believed there was a possibility that 

consumers could be purchasing video games from other brands because they offer something 

that Nintendo lacks. So, question 18 was created to address this possibility and explore it. It was 

designed as a free response question in order to accommodate anticipated variety in responses 

that could not be sufficiently covered in a multiple choice format. As a result of the skip logic in 

question 17, only respondents who agreed with question 17’s statement and therefore purchased 

video games from both Nintendo and other video game brands alike were given this question. 

Those who disagreed or answered neutrally were not. 

 

 Measuring Other Potential Factors 

 Similar to question 18, question 19 was a free response question exploring other potential 

factors for purchasing video games in general besides nostalgia or brand loyalty. This question 

was included so as not to lead respondents into believing that the researcher felt nostalgia or 

brand loyalty were the only possible reasons consumers purchased video games and was 

therefore forcing them to answer according to this sentiment. Like question 18, question 19 was 

designed as a free response question in order to accommodate response variety that was 

anticipated by the researcher.  

 Question 20 asked respondents to rank factors such as nostalgia, brand loyalty and a 

different reason of the respondent’s specification in order of importance when making a decision 



NINTENDO RETAIL 

27 
 

about purchasing a Nintendo game. The choices were to be ranked from 1 to 3 with 1 being the 

most important factor in the consumer’s purchasing decision, and 3 being the least important. 

Respondents were also able to write in a specification in the “Other” option in order to clarify 

what that other option was for them personally. For simplicity’s sake, respondents were able to 

click and drag the three options around the screen in order to arrange them in their desired order. 

This functionality was communicated to the respondent. 

 

  

Measuring Demographics 

 Lastly, questions 21 through 23 were designed simply to collect broad information about 

the respondent’s age, country of residence and gender. Question 21 was a free response question 

that allowed respondents to type in their age. The data from respondents who identified 

themselves as under the age of 18 were to be discarded from the sample size. Question 22 was 

also a free response question which inquired about the respondent’s country of origin. Finally, 

question 23 requested that the respondent selected an option according to the gender with which 

the respondent identified. The questions requested vague information that could not be used to 

personally identify respondents so as to ensure their anonymity. With these questions, the 

researcher intended to examine if there were any potential relationships or trends between 

responses to previous questions in the survey, and specific age, gender or country demographics. 
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CODING AND QUALITATIVE DATA ANALYSIS 

 

 Collecting Qualitative Data  

 While the quantitative frequencies for questions 2, 4, 5, 6, 7, 8, 9, 10, 12, 13, 14, 15, 16, 

17, 20 and 23 were automatically collected and displayed by Qualtrics in the “Reports” tab, a 

coding system was manually developed by the researcher in order to analyze meaning behind the 

qualitative responses of the survey respondents, and to identify potential patterns and 

relationships amongst behavioral factors of video game consumers. The coding system was 

developed using Microsoft Excel spreadsheet tabs. This Excel file will be referred to as 

“Coding.xlsx.” A series of 11 individual tables were manually generated in the spreadsheet tabs 

of Coding.xlsx by the researcher. One table was assigned to each spreadsheet tab. The qualitative 

responses for survey questions 1, 3, 7, 11, 18, 19, 20, 21 and 22 were all analyzed using this 

coding method. 

 First, the researcher created a table compiling all of the qualitative data in the entire 

survey from the sample size in one spreadsheet tab of Coding.xlsx, which had been previously 

stored online in the Qualtrics software. The first column of this table assigned each survey 

response a number. The subsequent columns in this first table were dedicated to documenting the 

exact wording of the qualitative responses to each question provided by the survey respondents. 

Additionally, a series of nine separate tables was designed using nine additional individual 

spreadsheet tabs within Coding.xlsx for each qualitative question listed previously. Each of these 

nine tables retained the response numbers in the first column of the first table, added a second 

column containing the exact wording of all the responses to the specific question and also added 

a third column which would later be used to assign codes from the code book for each response. 
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These codes were assigned based on the researcher’s own interpretation of the wording, potential 

meaning and implications. Aside from the first table compiling all of the qualitative data 

gathered in its entirety and the nine separate tables devoted to examining each question 

individually, the eleventh and final table in Coding.xlsx was designated for creating the code 

book that would be used for assigning codes to each response and later for calculating 

frequencies. 

 

Developing the Code Book for Analysis of Qualitative Data 

 After a table for each question had been developed, the researcher examined all of the 

qualitative responses as a whole and developed a code book in the eleventh and final spreadsheet 

of the Coding.xlsx file. A total of 61 separate codes were created for the code book in order to 

attempt to accommodate the vast majority of factors and reasons present the responses in a 

sufficient manner and without too many responses being assigned by default to an “other” 

category. The full code book is available in Exhibit 16 of the Appendix section of this paper. 

 Once the code book was developed, the researcher carefully examined each response of 

each question and assigned single or multiple codes from the code book to the response in the 

third column depending on how the meaning was extracted and interpreted by the researcher. For 

example, code #1 in the code book refers to the factor of “fun” or hedonic value. If the researcher 

interpreted that the respondent described or mentioned “fun” in his or her response (or similar 

terms conveying an identical meaning such as enjoyment, joy or entertainment), then a “1” was 

entered into the third column reserved for code assignment. For every response that mentioned 

“fun” in the sample size and across all qualitative response questions, a “1” was assigned to the 

code for the response. A “1” was then written in the third column. Multiple codes were to be 
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assigned to a single response if the response was more detailed or listed multiple factors or 

reasons at once. This process of reading responses, interpreting meaning and assigning codes by 

referring to the code book began with question 1 and was repeated for survey questions 3, 7, 11, 

18, 19, 20, 21 and 22.  

 After all responses to all questions had been assigned a code (or multiple codes 

depending on the depth of the response), the same researcher repeated this process a second time. 

In this second examination, the researcher determined if the codes assigned during the first 

examination accurately captured the full meaning behind the response. If it was determined that 

this was not the case, the researcher either added additional codes, or removed or replaced 

existing codes depending on the conclusion reached by the researcher in the second examination. 

The code assignment process had been repeated a second time in order to address the fact that 

only one researcher was involved in the coding process. After the second examination was 

completed and all responses had been assigned their final codes, the frequency of each code was 

calculated and recorded. 

 

 Calculating Code Frequencies 

 In a second Microsoft Excel file titled “Frequency Tables.xlsx”, nine tables were created 

in nine separate spreadsheet tabs to record the frequencies of each code that had been assigned to 

the responses in each question in the spreadsheets of the Coding.xlsx file. The first column listed 

the code number from the code book in Coding.xlsx, the second column contained a description 

of the behavioral factor or reason represented by that code number (also from the code book in 

Coding.xlsx), the third column listed the frequency of the code (or the number of times the code 

had been assigned to a response out of a total of 163 responses) and the fourth column was 
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dedicated to calculating the percentage of the code’s frequency out of 163. Only codes that had 

been assigned to at least one response to the question in the sample size were included in the 

frequency table for a question’s data.  

 To ensure that an accurate frequency had been calculated, the researcher utilized the 

“Find & Select” function in Microsoft Excel to search for all cells in a single spreadsheet tab in 

Coding.xlsx containing a specified value. For example, to calculate the frequency for code #1 in 

question 1, the researcher utilized the Find & Select function to find all cells in the Coding.xlsx 

file’s spreadsheet tab for question 1 containing the value “1.”  

 However, because this meant that Excel would include all cells in the spreadsheet tab 

containing the value “1” such as cells containing values like 17 or even 100, the researcher kept a 

separate running tally on physical paper of all the instances where a single “1” value was 

encountered in the code column only. All other cells in the other columns or containing values 

other than simply 1 - which appeared in the results of the Find & Select function - were excluded 

from the tally. This process was repeated by the researcher for every code that had been assigned 

to a response to a specific question, and was done for every question that contained any 

qualitative data. In addition to the frequencies, a percentage frequency was also calculated in 

Frequency Tables.xlsx for each code that had been assigned to the responses. This percentage 

was calculated by dividing the frequency of a code by the total number of responses to the 

question - which was 163 – and then multiplying the resulting decimal by 100 to obtain the 

percentage value. Each percentage value was then rounded to one decimal place.   

 Originally, the codes had been listed sequentially by code number in Frequency 

Tables.xlsx. However as can be seen by the tables in the appendix section, this was later revised 

to make viewing the frequency tables easier. The code frequencies were then listed based on 



NINTENDO RETAIL 

32 
 

frequency size instead with the largest ones appearing first and sequentially decreasing. Only 

codes with a frequency greater than or equal to 5 will be discussed in the results section of this 

paper. Still, many questions had been assigned codes with frequencies less than 5. The frequency 

tables in Exhibits 16-22 in the Appendix section contain all codes that had been assigned to a 

response, including those with calculated frequencies of 5 or less. 

 

RESULTS 

 Initial Observations  

 In 24 hours after the survey links had been posted online to the subreddits and the other 

websites, the sample size grew exponentially. The goal of 100 respondents was greatly surpassed 

and the survey accumulated a total of over 1,000 responses. Due to the rapidly growing rate of 

data collection, the survey was manually closed earlier than expected for the sake of allocating 

enough time to complete this study prior to a submission deadline. Upon further examination of 

the data in the “Data & Analysis” tab in Qualtrics however, it was discovered that a large number 

of these responses were incomplete. In many cases, a survey had been submitted as completed, 

but further examination by the researcher revealed that the majority of the questions were left 

blank and Qualtrics stated that the questions had not been displayed to the respondent at all.  

 When this issue was discovered, the survey’s display and skip logic functionality were re-

examined for signs of systematic error in the survey’s design. But, there was simply too much 

variety in exactly which questions were left blank among all of the incomplete responses from 

which to derive a single source of systematic error. One possible explanation for the incomplete 

surveys is that they were submitted by internet bots as opposed to human participants. Internet 
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bots are software applications that run simple, repetitive tasks automatically over the internet and 

do so at a much faster rate than can be done by a human (Dunham & Melnick, 2008). This would 

explain how the number of completed surveys reached 1,000 in such a short amount of time, as 

well as why there was very little unique, qualitative data provided by these incomplete responses. 

Due to their lack of sufficient data, all incomplete responses were discarded from the sample 

size. 

  In addition, it was also discovered that some responses had been submitted by 

respondents under the researcher’s specified age requirement of 18. Furthermore, a small handful 

of respondents did not take the survey seriously as the qualitative responses of these individuals 

were not relevant to the questions that had been asked. Data provided by respondents under the 

age of 18 or containing irrelevant or otherwise unusable qualitative data were subsequently 

discarded from the sample size. A response was deemed irrelevant or unusable if the researcher 

perceived it to be a direct (and occasionally inappropriate) message aimed at the researcher 

rather than a legitimate answer to the question. However, respondents’ criticisms to the wording 

of certain questions - which had been expressed through some the qualitative responses - were 

noted by the researcher for the purpose of later acknowledging them in the limitations of this 

research study, even though the responses themselves were not included in the final sample size. 

Upon completion of the entire data reviewing process, the number of fully completed and valid 

responses was just over 780.  

 The sample size then underwent further refinement. In an effort to avoid sample bias, a 

random selection action was taken and every fifth response in the Qualtrics data collection under 

the Data & Analysis tab was selected for further analysis in order to aim for a final sample size 

of exactly 200 responses. All other responses were permanently deleted from the Qualtrics data 



NINTENDO RETAIL 

34 
 

collection so that only every fifth response remained in the collection. Unfortunately, an error 

was later committed on the researcher’s part during the random sampling process. Due to a 

misinterpretation of the remaining responses available according to displayed information in 

Qualtrics, more responses were deleted than was necessary and as a result, the remaining sample 

size available for coding was only 163 instead of 200. Therefore, the following analysis and 

conclusions were based on a final sample size of 163 total survey responses. 

  

 Findings From Survey Questions 

 Next, the frequencies and frequency percentages for all survey questions will be reported 

individually in detail. The percentages for questions 2, 4, 5, 6, 7, 8, 9, 10, 12, 13, 14, 15, 16, 17, 

20 and 23 were reported directly from the quantitative frequencies automatically generated in the 

“Reports” tab in Qualtrics. Meanwhile, the frequencies and frequency percentages for survey 

questions 1, 3, 7, 11, 18, 19, 20, 21 and 22 were all calculated manually by the researcher in the 

Frequency Tables.xlsx Microsoft Excel file. Questions such as 7 and 20 contained both 

quantitative and qualitative data due to the inclusion of an “Other” option as a potential survey 

question answer, accompanied by a space in which the respondent could write in his or her own 

answer. As a result of this, the researcher examined the quantitative percentages provided by 

Qualtrics, and coded and calculated frequency percentages for all qualitative answers provided 

for these questions as well. 

 It should be noted that the frequencies and percentages of the codes for these questions 

do not sum to the total number of question responses (163) or 100%, respectively. This is 

because it was common for multiple codes to be assigned to one question due to the respondent 
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providing multiple reasons in a single response. Therefore, each frequency in column 3 of each 

table states the number of times the code was assigned to a response out of potentially 163 times, 

but independent of all other assigned codes. For example, code 1 was assigned to 73 of the 163 

responses in the sample size. This does not mean that those 73 responses were only assigned 

code 1. Many of them were assigned multiple codes at once due to the researcher’s interpretation 

of the full meaning behind the response’s wording. 

 Question 1 (see Exhibit 17 in Appendix) was designed to inquire general information 

about the respondent’s overall enjoyment of Nintendo brand video games. The most recurring 

answer to this question was the perceived “fun” or general hedonic value itself (code 1), as 

46.6% of the respondents cited this factor as their reason. The game’s “gameplay” mechanics or 

how the game is actually played and experienced by the player (code 2) was the second most 

recurring factor mentioned in responses at 17.8%. Additionally, 15.3% of the responses included 

the game’s design, polish or overall quality as a consumer product (code 3), while 13.5% 

described the game as having traits that made it unique, innovative, original, creative, charming 

or simply different from other video games available on the market (code 4). Other frequently 

cited factors included the respondent’s loyalty or trust in Nintendo’s brand (code 12), nostalgia 

or fond memories of one’s childhood, past or just of simpler times (code 11), and playing the 

game specifically as a means of relieving stress, relaxing or unwinding (code 5) at 11%, 10.4%, 

and 6.3% respectively. Furthermore, playing the game in order to explore a fantasy world or 

universe within the game or to experience a sense of immersion/escapism from playing it (code 

10), and the simple act of playing the game itself (code 15) were equally mentioned in 4.3% of 

the responses. Lastly, the factor of the game’s accessibility - or how easy it is for anyone to pick 

up and play it (code 22) - was discussed in 3.7% of the total responses to survey question 1. 
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 Question 2 (see Exhibit 1 below) asked whether or not the respondent had ever purchased 

a Nintendo video game more than once. Approximately 84.9% of respondents indicated that they 

had in fact purchased a specific Nintendo game more than once in the past, although they were 

not yet asked to elaborate further. Question 3 (see Exhibit 18 in Appendix) asked the respondents 

who had answered affirmatively to question 2 to identify the exact title of the Nintendo game 

they purchased more than once. The researcher categorized the responses to question 3 by the 

names of the general long-running Nintendo game series each game belonged to. It was found 

that games from “The Legend of Zelda” series (code 39) were repurchased the most at 28.8%. 

Following that was the “Super Mario” series (including the “Mario Kart” spin-off series) (code 

38) at 22.1% of the responses. Respondents also listed games from other Nintendo properties 

including “Pokémon” (code 40), “Metroid” (code 41), “Super Smash Bros” (code 43), and 

“Animal Crossing” (code 42) with 14.1%, 5.5%, 5.5% and 3.6% respectively. The category of 

“Other” Nintendo franchises (code 44) was included to represent mentions of Nintendo games 

that were not part of any of the other Nintendo properties previously listed. About 6.1% of 

respondents had repurchased a Nintendo game of this nature. However, 14.7% of the responses 

did not identify a Nintendo game (code 37) as a result of answering “No” to question 2 and 

therefore not being asked this question at all due to the survey’s intentional skip logic. 
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Exhibit 1: Survey Question 2 – “Have you ever bought a specific Nintendo game more than 

once?” 

 

   

 

 In question 4 (a graph was not generated in Qualtrics due to an error, so a visual 

representation of the data for this question is not available. Instead, see Exhibit 26 in the 

Appendix), 141 respondents were asked if the second copy of the Nintendo game they had 

purchased more than once was the original version of the game (as opposed to an updated 

rerelease), by asking if they had purchased it in order to play the game again on a console they 

already owned. In response, 78.7% of the respondents answered that they had purchased the 

same original version of the game to play it on a Nintendo console they owned, and not an 
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updated rerelease. Question 5 (see Exhibit 2 below) sought to confirm that the repurchased 

Nintendo game had been rereleased on more than one Nintendo console. Although only 29 

respondents met the conditions for receiving question 5, 75.8% responded affirmatively that the 

game had been rereleased for more than one Nintendo console.  

 

Exhibit 2: Survey Question 5 – “Was this Nintendo game rereleased on more than one 

Nintendo console?” 

 

 

Selection Frequency (in whole numbers) 

 

 Those who answered “Yes” to question 5 were presented with question 6 (see Exhibit 3 

below), which asked if the Nintendo game they had repurchased had been rereleased in its 

original state. This question was designed to establish that the respondent had purchased another 

copy of the original version of the game and not an updated rerelease. For question 6, 61.9% 

answered that this repurchased game was not rereleased in its original state and instead had 

received noticeable alterations.  
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Exhibit 3: Survey Question 6 – “Was this Nintendo game rereleased in its original state 

with NO noticeable alterations whatsoever (such as enhanced graphics, new additional 

content or changes to existing content)?” 

 

 

Selection Frequency (whole numbers) 

 

 Finally, question 7 (see Exhibit 4 below and Exhibit 19 in the Appendix) asked the 13 

respondents who had purchased an updated rerelease of the game, which enhanced feature they 

enjoyed them most. The “Other” option allowed respondents to write in their own answer for 

specification. However, even though 92% of the respondents chose “Other,” they did not provide 

any additional information. Aside from the unspecified “Other” responses, the rerelease’s 

“enhanced graphics” and “new additional content” tied for the most responses with 30.7% each. 

Following them, “Changes to existing content” was chosen as the respondent’s most-enjoyed 

feature by 23.1%. 
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Exhibit 4: Survey Question 7 – “Which noticeable alteration did this rereleased Nintendo 

game have that you enjoyed the most?” 

 

 

Selection Frequency (in whole numbers) 

 

 There was a gradual decrease in the number of respondents who were prompted to 

answer questions 4 through 7. Only 141 of the 163 total respondents answered in such a way that 

the survey directed them to question 4, while 29 respondents were given question 5, 21 

respondents provided an answer to question 6 and 13 respondents answered question 7. It was 

anticipated by the researcher that not all 163 survey respondents would be capable of providing 

an answer to these questions, or that they would answer them all in exactly the same way. 

Instead, these questions were designed to address consumers with very specific purchasing 

characteristics in very specific purchasing scenarios.  

 Questions 8, 9 and 10 (see Exhibits 5, 6 and 7 below, respectively) were designed as 

Likert scale questions. For each statement, respondents were asked to indicate the degree to 
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which they either agreed or disagreed with the statement depending on their feelings and 

memories of their repurchased Nintendo game. The statement in question 8 implied that the 

previously specified Nintendo game was featured prominently in the respondent’s memory. 

Overall, 62.6% strongly agreed with that statement. Question 9 sought to establish if the 

respondent still had positive feelings towards the Nintendo game today, and if those positive 

feelings did in fact originate from the respondent’s childhood. Once again, “Strongly agree” was 

the most frequently chosen response at 40.9%. Then, the statement in question 10 suggested that 

the childhood memory of the Nintendo game was in fact a fond one. About 57.8% of respondents 

strongly agreed with the statement. 

 

Exhibit 5: Survey Question 8 – “This Nintendo game features in happy memories of when I 

was younger.” 

 

 

Selection Frequency (in whole numbers) 
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Exhibit 6: Survey Question 9 – “I still feel positive about this Nintendo game today because 

it reminds me of my childhood.” 

 

 

Selection Frequency (in whole numbers) 
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Exhibit 7: Survey Question 10 –“I have a fond memory of this Nintendo game from my 

childhood.” 

 

 

Selection Frequency (in whole numbers) 

 

 For question 11 (see Exhibit 20 in Appendix), respondents were instructed to describe in 

greater detail their fond memories of the Nintendo game, which they previously confirmed the 

existence of in question 10. There was a large variety of factors from the code book mentioned in 

these responses. But, the majority of the responses - which amounted to 63.2% - had subjects 

describe their fond memories as simply playing the game itself (code 15), regardless of if they 

listed any additional factors or not. About 32% of respondents mentioned at least one family 

member (code 13) in their memories such as siblings, parents, cousins, grandparents, in-laws, 

aunts or uncles. Interestingly, 31% also mentioned something else from their childhood besides 

playing the Nintendo game (code 26). Some examples of this were riding bikes, attending school 

and undergoing a tonsillectomy. Around 27.6% were able to describe a specific moment they 
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experienced while playing the game, which was present within the game itself (code 27). Still, 

there was about 20.2% of the sample size who did not provide an answer to question 11 (code 

37) either due to selecting the neutral response or disagreeing with the statement in question 10, 

or simply not being able to recall anything about their fond memory at the time of participating 

in the survey. 

 Similar to family, 19% of respondents mentioned friends (code 14) as being related to 

their memories in some capacity. For 14.1%, the fond memory involved the respondent doing 

something for the first time (code 28). One respondent in particular described learning English 

for the first time with the assistance of video game magazines, an English-Spanish dictionary, 

and the Nintendo game’s on-screen text. The majority of the time however, the Nintendo game 

was prominent in the respondent’s memory because it was the first game he or she ever owned, 

purchased or played. Around 12.3% of respondents mentioned multiplayer of some kind (code 

17) or playing the game alongside others, but did not specify the full nature of this activity. 

However, 4.9% recalled playing the game in a collaborative fashion with others (code 18) such 

as to overcome a difficult challenge, while 3.1% recalled competing against others (code 19) in 

the game. Similarly, 3.1% described all of the players playing together in the same room (code 

20). Approximately 11.7% of respondents described a sense of accomplishment, progression or 

achievement (code 24) they felt from overcoming a challenge in the game. Others (9.8%) simply 

described their memories with a distinct or vivid perception of fun or hedonic value (code 1) that 

they experienced at the time.  

 Out of all the responses provided, 10% specifically featured a game from “The Legend of 

Zelda” series (code 39), while 9.2% featured a game from the “Super Mario” series (code 38) 

and 5.5% featured a “Pokémon” series (code 40) game. Respondents often mentioned other 



NINTENDO RETAIL 

45 
 

specific aspects of the game in their memories such as their sense of immersion or escapism into 

the game’s world or universe (code 10) at 8.6%, the game’s music (code 8) at 5.5%, and the 

game’s characters (code 7) at 4.3%. Lastly, 4.3% of the responses described the memory as a 

general reminder of childhood or simpler times (code 11). 

 Questions 12, 13 and 14 (see Exhibits 8, 9 and 10 below, respectively) provided Likert 

scale statements to measure the respondent’s perception of value when purchasing Nintendo 

brand video games and what relationship (if any) it had with their perception of nostalgia for the 

Nintendo brand. Question 12 asked about the existence of the consumer’s perception of value 

itself towards Nintendo games. It was found that 75.3% of respondents did in fact perceive value 

in the Nintendo games they purchased. Next, question 13 asked respondents to specify whether 

or not that perception of value towards Nintendo games was a direct result of their own 

perceived nostalgia for the Nintendo brand or Nintendo games from the past. This statement was 

met with greater opposition than ones in previous questions, as 43.5% disagreed with the idea of 

their perceptions of value coming mainly from nostalgia. As expected, the opposite was true for 

question 14. This question asked respondents if they believed their perception of value was 

connected to something other than nostalgia. To which, 53% agreed. However, it should be noted 

that the degrees of agreement (questions 12 and 14) and disagreement (question 13), were the 

basic variations, and not the “strongly” ones. 
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Exhibit 8: Survey Question 12 – “As a consumer, I perceive value in the Nintendo games I 

purchase.” 

 

 

Selection Frequency (in whole numbers) 
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Exhibit 9: Survey Question 13 – “The value I perceive in Nintendo games I purchase comes 

MAINLY from my nostalgia towards them.” 

 

 

Selection Frequency (in whole numbers) 
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Exhibit 10: Survey Question 14 – “The value I perceive in Nintendo games I purchase 

comes MAINLY from a factor other than nostalgia.” 

 

 

Selection Frequency (in whole numbers) 

 Questions 15 through 17 (see Exhibits 11, 12 and 13 below, respectively) followed an 

identical structure to the previous three questions. But, questions 15, 16 and 17 pertained to the 

consumers’ video game purchasing behavior, and they sought to measure potential brand loyalty. 

Question 15 inquired specifically about the respondents’ purchasing behavior in regards to 

Nintendo brand video games only. For this question, 34.3% of consumers agreed that they 

bought video games mainly from Nintendo. On the other hand, question 16 asked about the 

respondent’s purchasing behavior towards non-Nintendo brands. Responses suggested that 

53.6% of consumers typically buy non-Nintendo brand video games. Finally, question 17 asked 

respondents about their potential purchasing behavior when factoring in both Nintendo and non-

Nintendo brands of video games. There was a very strong confirmation of this scenario at 56%.  
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Exhibit 11: Survey Question 15 – “Nintendo brand video games are the ones I MAINLY 

purchase.” 

 

 

Selection Frequency (in whole numbers) 
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Exhibit 12: Survey Question 16 – “I purchase video games from brands other than 

Nintendo.” 

 

 

Selection Frequency (in whole numbers) 
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Exhibit 13: Survey Question 17 – “I purchase video games from more than one brand, 

including Nintendo.” 

 

 

Selection Frequency (in whole numbers) 

 Question 18 (see Exhibit 21 in Appendix) was designed similarly to question 11 in that it 

prompted those who expressed agreement with purchasing video games from brands other than 

Nintendo (examining question 17, but not question 16 as only the former’s response was 

intended to prompt for question 18 to display according to the survey’s skip logic), to elaborate 

about what other brands might offer that Nintendo does not or why these consumers purchase 

video games from brands other than Nintendo. While there was some variety in the responses, 

the most frequently cited reason at 63.1% was to play non-Nintendo games, either to enjoy 

games exclusive to other brands and made by non-Nintendo developers, or simply for the sake of 

variety and playing video games in general (code 29). The second most common response to the 

question was fun or hedonic value (code 1) at 18%. About 10.4% explained that they enjoyed 
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playing a specific type or genre of game (code 31), and would therefore purchase and play games 

of this nature, even if they were not made by Nintendo.  

 Approximately 7.9% did not provide an answer to this question (code 37), likely because 

they had answered in disagreement or took a neutral stance on question 17 and triggered its skip 

logic to not display question 18. Those who had answered this way likely indicated that they had 

a greater degree of brand loyalty towards Nintendo since they did not express purchasing games 

from non-Nintendo brands. Other recurring factors for why consumers purchase video games 

from brands other than Nintendo that were discussed included gameplay (code 2) at 6.1%, to 

play games from specific non-Nintendo series (code 45) at 3.7%, and the uniqueness, originality, 

innovation, creativity or charm (code 4) they perceived in these non-Nintendo games at 3.1%. 

Finally, 5.5% of respondents described watching videos on the internet or from another source 

which were showcasing these non-Nintendo games in action. So these consumers later purchased 

them because the games looked fun, interesting or to be quality products (code 32).  

 Aligning closely with question 14, question 19 (see Exhibit 22 in Appendix) asked 

respondents to list other reasons they purchased video games in general besides nostalgia or 

brand loyalty. The most popular response was “fun” or hedonic value (code 1) with 33.1%, 

followed by “perceiving the game to be fun or interesting based on watching internet videos 

about the game” (code 32) at 17.2%, and “gameplay” (code 2) at 15.3%. About 11% cited 

playing non-Nintendo games, games exclusive to other brands, variety or a general enjoyment of 

all games (code 29) as a reason, while the game’s design or product quality (code 3) was 

mentioned in 9.2% of the responses.  

 Next, 8.6% mentioned the game’s story (code 9), 7.9% listed multiplayer but did not 

specify the type (code 17), and 7.9% also discussed being influenced by the game receiving 
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positive reviews or positive word-of-mouth from critics or other consumers (code 30). The act of 

playing the game itself (code 15) tied with a mention of friends (code 14) being an influence 

with both being mentioned in 7.4% of the responses. Likewise, perceived uniqueness, originality, 

innovation, creativity or charm (code 4) tied with both the sense of escapism or immersion into a 

fantasy world (code 10), and playing a specific genre (code 31), with all three receiving 3.7% 

citation. Furthermore, the game’s graphics, aesthetics or overall visual appearance (code 6) was 

mentioned in 3.1% of the answers. 

 Question 20 (see Exhibit 14 below) asked respondents to rank factors such as nostalgia, 

brand loyalty and a different reason from 1 (most) to 3 (least) in order of importance when 

making a decision about purchasing a Nintendo game. Respondents were provided a space next 

to the “Other” option to write in an answer of their own. The most common ranking was “Other” 

in first, followed by “Nostalgia” in second and “Brand loyalty” in third. In this ranking scenario, 

the “Other” option greatly surpassed “Nostalgia” and “Brand loyalty by 76.5% against 13.8% 

and 9.64% respectively. The second most common ranking scenario placed “Nostalgia” as the 

most important factor at 47.5% versus “Brand loyalty” (42.7%) and “Other” (9.64%). Finally, in 

the third most common scenario, “Brand loyalty” was ranked as the most important factor by 

47.5%, then “Nostalgia” at 38.5%, trailed by “Other” at 13.8%.  

 Since this question also measured qualitative responses for the “Other” factor, all of the 

responses provided were coded as well (see Exhibit 23 in Appendix). Around 35.6% of the 

respondents left the “Other” space blank and did not provide an answer at all (code 37). For the 

rest who did write something, 20.9% listed fun or hedonic value (code 1), 15.3% listed gameplay 

(code 2), 11% listed game design or product quality (code 3), 7.4% listed the game looking fun 

or interesting based on internet videos (code 32), and 3.7% listed positive reviews or word-of-
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mouth (code 30). Lastly, 3.1% included their perception of the game’s originality, uniqueness, 

innovation, creativity or charm (code 4). 

 

Exhibit 14: Survey Question 20 – “Please rank the following factors in order of importance 

to you when making a decision about buying a Nintendo video game (1 being the most 

important, 3 being the least important).” 

 

 

Selection Frequency (in whole numbers) 
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 Questions 21, 22 and 23 (see Exhibits 24 and 25 in Appendix and Exhibit 15 below, 

respectively) measured demographics about the respondents. Question 21 asked respondents to 

list their age. Of the total sample size, 74.8% of respondents fell in the age range of 18-28 years 

old. In addition, 22.7% of respondents were between the ages of 29 and 39. Question 22 

instructed respondents to identify their country of residence. The majority of the survey 

responses were taken in the United States at 72.4%, while 15.3% came from Europe, 4.9% 

originated from Canada and 3.7% were submitted from Mexico. Furthermore, question 28 asked 

respondents to specify their gender. The sample size was overwhelmingly male at 85.5%, while 

12.6% were female. 

 

Exhibit 15: Survey Question 23 – “What is your gender?” 

 

Selection Frequency (in whole numbers) 
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DISCUSSION 

 The original research question of this study was “Do consumers repurchase Nintendo 

games because they are driven by nostalgia, which evokes fond memories of value they 

perceived from playing these games in the past, in order to experience that same value they felt 

in those memories again?” Based on the results of this study, the researcher believes that 

consumers do in fact repurchase Nintendo games, and they do perceive both nostalgia and value 

from playing these games, but there is not a strong connection between a consumer’s perception 

of nostalgia and a future repurchase of a Nintendo game. In a general sense, question 2 supports 

that purchasing Nintendo video games more than once is a common practice among consumers 

in the gaming industry. In fact, the results from question 3 detail the existing video game 

properties owned by Nintendo that consumers repurchase games based on, and there was a 

noticeable trend of repeat purchases of games in the Legend of Zelda series (code 39) in 

particular.  

 Questions 4 through 9 were designed to accommodate specific scenarios in which 

consumers would repurchase Nintendo games. However, the gradually declining response rate 

amongst these questions could suggest that scenarios such as purchasing an updated version of a 

Nintendo game already owned on another Nintendo console do exist, but they are not as common 

in the majority of the Nintendo gaming consumer base. Furthermore, the act of repurchasing 

Nintendo games is likely not a direct result of the hypothesized form of consumer perception of 
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value because contrary to what was proposed by the research question, the perceived value is not 

primarily nostalgia.  

 Not only that, but it should also be considered that consumers in this industry do not only 

repurchase previously released Nintendo video games year after year. Countless written 

responses across all survey questions that gathered qualitative data had respondents referring to 

their actions as on-going or taking place in the present time as opposed to speaking strictly about 

the past (unless prompted to do so, as was the case in question 11). Nintendo continues to 

develop and produce new video games to this day, which consumers continue to purchase and 

perceive value in. The researcher now believes that attempting to generalize the purchasing 

behavior of Nintendo game consumers by strictly examining repeat game purchases is limiting 

the scope of one’s understanding of the overall consumer behavior of Nintendo game consumers 

as a whole.  

 It was established earlier in this study that nostalgia can be defined by deconstructing the 

concept into three parts. First, nostalgia is a new understanding of time and space which creates a 

possible division between the “local” and the “universal” (Boym, 2007, p. 8). Second, it is a 

yearning for childhood with a desire to revisit it (Boym, 2007, p. 8). Third, when the present 

determines one’s needs, which are fulfilled by fantasizing about the past, this can impact the 

reality of the future (Boym, 2007, p. 8). In the scope of this study, it was originally believed that 

consumers who perceive nostalgia from playing Nintendo games feel a sense of yearning to 

return to their childhood where they used to play these games previously, and that they fulfill 

their fantasies by purchasing these games again in order to play them again and relive their past.  

 The results from questions 8 through 11 in the survey suggest that consumers do in fact 

perceive nostalgia from playing Nintendo video games. Questions 8 and 9 established that the 
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perceived nostalgia was related to memories of the survey respondent’s childhood and that these 

childhood memories had positive connotations. Meanwhile, question 10 indicated that the 

specific memories the respondents had for a Nintendo game were fond ones, which would 

suggest that these consumers could be motivated to fantasize about the past or desire to return to 

it to some capacity by repurchasing Nintendo games and playing them once more. Therefore, 

nostalgia is not completely absent from the equation of determining what drives consumers to 

purchase Nintendo games. But it is not the driving factor of the behavior as the researcher had 

originally suspected. 

 On the subject of fond memories in question 11, while the act of playing the game itself 

(code 15) was predominately featured in most of the memory descriptions, this study found that 

the consumers’ memories encompassed more than just playing the game. In talking about their 

memories, many mentioned family (code 13) or friends (code 14). Often, the respondents 

referenced other events, places or actions from their past that they remembered besides the 

Nintendo game in question (code 26). Some spoke of a sense of achievement or progression they 

felt while playing the game (code 24), while others expressed milestones in their lives such as 

doing something for the first time (code 28). Therefore, while the researcher believes that 

hedonic value is more likely than nostalgia to be the particular value that consumers of Nintendo 

games perceive, which drives their repeat purchasing behavior, that does not mean nostalgia is 

not a relevant factor at all in this study.  

 In fact, asking consumers to describe their nostalgia through specific fond memories they 

held actually revealed that their perceived nostalgia contained more factors for examination in 

this study than just playing the game. In a sense, reexamining the act of  playing the Nintendo 

game in the past allowed respondents to connect this action to other factors in their memories 
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such as other people (family or friends), other events or experiences or other proud feelings 

(accomplishments or “firsts”). In other words, for many respondents in this study, the perceived 

nostalgia for a Nintendo game was not just a memory of previously playing the game, but also 

other memories of non-gaming factors, which are connected to the game in the consumer’s mind.  

 Question 12’s results suggest that consumers do perceive value in Nintendo games. 

However, the results from questions 13 and 14 indicate that this perceived value is not nostalgia. 

Recall that Woodruff (1997) defined customer value as “a customer’s perceived preference for 

and evaluation of those product attributes, attribute performances and consequences arising from 

use that facilitate (or block) achieving the customer’s goals and purposes in use situations” 

(Woodruff, 1997, pg. 142). This is ultimately a relevant definition to this study because in 

questions 1, 19 and 20, respondents discussed attributes of video games themselves such as 

gameplay (code 2), attribute performance through game design or product quality (code 3) and 

the consequences that arise in use such as perceived fun or hedonic value (code 1).  

 Also recall that Smith & Colgate (2007) categorized value as functional/instrumental, 

experiential/hedonic, symbolic/expressive, or cost/sacrifice. “Experiential/hedonic value details 

the emotions a customer feels from experiences, which the product creates” (Smith & Colgate, 

2007, pg. 10). Experiential/hedonic value was the most prevalent of these categories in the 

survey responses such as for questions 1 and 19. Similarly, Hirschman and Holbrook (1982) 

defined hedonic value in consumer behavior as something multisensory which evokes an 

emotional reaction and depicts a sense of fantasy (Hirschman & Holbrook, 1982). A large 

majority of the responses to questions 1, 18, 19 and 20 listed hedonic value (code 1) as either a 

portion of or the entirety of their answer to the questions.  
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 What could be drawn from these results is that consumers of Nintendo games in the 

gaming industry purchase and play Nintendo games quite simply because they are fun. They 

create an interactive entertainment experience that goes beyond other mediums such as movies 

or music. They are interactive not only in that they tap into the five senses like Hirschman & 

Holbrook (1982) mentioned, but Malone (1981) also suggested that what makes games fun could 

be explained using three motivational categories: challenge, fantasy and curiosity (Malone, 

1981). Challenge refers to factors such as levels of difficulty, an element of randomness initially 

hidden player information and multiple goals to be met by the player in order to accomplish in 

the game. Fantasy is the player’s skill in completing the game’s presented goals and the required 

effort. Finally, curiosity is implied be the player’s incomplete set of acquired knowledge or 

skills.  

 In addition, Csikszentmihalyi’s (1988) concept of “flow experience” is described as a 

holistic sensation which people experience when they are completely involved in an activity. Hsu 

& Lu’s (2004) elaborate more on the flow concept by breaking it down into four pieces: control, 

attention, curiosity and intrinsic interest. When people are in the flow state, they become so 

engrossed in an activity and narrow their attention to the point of only focusing on the activity 

itself, despite still being somewhat aware of their immediate environment. But the intensity of 

focus causes people to lose their sense of self-consciousness (Hsu & Lu, 2004). The flow 

experience concept was represented in this study through code 10: “Exploring a fantasy world or 

universe / Escapism / Immersion.”  

 With all of these theories and definitions in mind, coupled with the results from survey 

questions 1, 18, 19 and 20, the researcher believes that it is a combination of a multisensory 

experience, challenge, fantasy, curiosity and aspects of the “flow experience” concept which 
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makes video games – and Nintendo brand ones in particular - fun or creates a consumer 

perception of hedonic value. In addition, the researcher believes that hedonic value is much more 

likely than nostalgia to be the particular type of value that consumers who repurchase Nintendo 

games perceive. That is not to say that consumers of Nintendo video games do not perceive 

nostalgia at all. But based on the findings in this study, the researcher does not believe that 

nostalgia is the exact form of perceived value that specifically drives the purchasing behavior. 

 That being said, while simple fun or hedonic value (code 1) may have been a common 

answer amongst the majority of the sample size as to why consumers purchase and play 

Nintendo games, it is not the only reason worth noting in this discussion because it is not a factor 

that encompasses all 163 responses in each of their entirety. The code book was designed to be 

as extensive as it is because the researcher found that it needed to account for copious variation 

in all of the possible answers, consumer characteristics, attitudes and behaviors and purchasing 

scenarios from which a respondent might be reporting. Over 60 different codes were created to 

ensure that no one particular factor was artificially inflated in frequency as a result of 

generalizing or capturing too many responses with a single code. The researcher desired to 

account for as many potential consumer backgrounds and characteristics, purchasing behaviors 

and factors as possible. 

  Video games are an interactive experience and because the experience is influenced by 

individual player input, it is not uncommon for different players to have different experiences or 

different reasons for playing or enjoying the same game. For example, many respondents 

explained that they enjoy the gameplay or mechanics (code 2) that make up the game which they 

also perceived to be fun. Others appreciated the quality product that the game is perceived to be 

by them as a result of the way in which it was designed (code 3). Many viewed Nintendo video 
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games as a unique, original, innovative, creative or charming product (code 4) compared to other 

similar offerings on the market. However, whether or not there is an element of brand loyalty 

involved in all of this will be discussed later.  

 Many consumers enjoyed specific elements of the Nintendo games such as music (code 

8), story (code 9), characters (code 7), or the universe in the game in which the player could be 

immersed in (code 10).  Others take away something in addition to or instead of fun when they 

play these games. Some consumers play Nintendo games to relax or relieve stress (code 5), while 

others appreciate the accessibility aspect of these games (code 22) and how easy it can be to play 

them for the first time. In summary, there is so much variation in the experiences that are created 

from playing video games and Nintendo brand ones in particular. While the coding analysis 

might suggest that some factors are more recurring than others, an important point to be taken 

away from this study is that fun or hedonic value (code 1) alone does not sufficiently explain all 

of the consumer perceptions, experiences, characteristics, purchasing scenarios or behaviors 

regarding this topic. 

 In addition, it was found that there is also a very strong social aspect in playing these 

games. In the fond memories discussed in question 11, many respondents described playing the 

games with family members (code 13) or friends (code 14) in the past. While in an on-going, 

present day example, a specific respondent referenced the game’s accessibility (code 22) and 

explained that this allowed the respondent to play the game with his or her children and spend 

time with them. Multiplayer, whether it is collaborative (code 18) or competitive (code 19) 

brings multiple consumers into the experience together because it allows them to all play the 

same game simultaneously. Games in the past required consumers to gather around in the same 

room together (code 20), while games in the present also allow them to play from different parts 
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of the world over the internet (code 21). While Nintendo games can be played and enjoyed by 

one’s self, respondents in this study suggest that there is also perceived value from playing them 

with others. 

 Questions 15 through 18 sought to measure consumer brand loyalty towards Nintendo or 

other video game brands. Vazifehdust et al. (2017) defined brand loyalty as “a behavioral 

response as well as a function of physiological processes” (Vazifehdust et al., 2017, pg. 339). 

This definition implies that consumers develop buying habits towards a brand that they trust. As 

a result of that trust, they become willing to repurchase products under a brand, pay a higher 

price or turn to this brand first when they are looking to satisfy a need. Even though consumers 

can become loyal to the brands that their favorite video games fall under, the researcher does not 

believe that brand loyalty is a prominent, contributing factor to the purchasing behavior of 

Nintendo video game consumers. Despite the large amount of positive experiences and praise 

respondents shared about Nintendo in this survey, the responses to these four questions in 

particular do not suggest that brand loyalty alone is a likely explanation for why they 

continuously purchase Nintendo games. In fact, the findings from questions 18, 19 and 20 argue 

that consumers in the gaming industry purchase and play video games from all brands - 

including ones other than Nintendo - almost as much as Nintendo ones themselves. This is 

because these consumers purchase and play video games for variety’s sake. They simply enjoy 

playing video games in general and seek out a diverse selection of interactive gameplay 

experiences to partake in, regardless of which brands provide them.  

 Instead of brand loyalty, Meyer & Allen’s (1991) three-component loyalty framework of 

employee commitment to an organization might explain the behavior better. Recall that the three 

components of the framework are affective, continuance and normative commitment. Affective 
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commitment is an emotional attachment an employee has with an organization (Meyer & Allen, 

1991, pg. 67). Continuance commitment involves an employee analyzing the costs of leaving the 

organization (Meyer & Allen, 1991, pg. 67). Normative commitment explains that employees 

feel a sense of obligation towards an organization (Meyer & Allen, 1991, pg. 67). Consumers of 

video games demonstrate very similar forms of affective and continuance commitment when 

they play online multiplayer games. They want to keep playing a specific game, and they feel the 

need to keep playing that one game because the costs and risks associated with switching to 

another game are too high.  

 Similarly, Uysal’s (2016) three predictors of player commitment are satisfaction, 

investment size and quality of alternatives, and these create perhaps the closest equivalent 

example to customer loyalty in video games (Uysal, 2016). Consumers perceive hedonic value 

from playing video games and by extension, satisfaction as well, and micro transactions in video 

games are an example of player investment. If they do not perceive alternative games to be of 

equal or greater quality, they are likely to remain committed to the existing game. Meyer & 

Allen (1991) and Uysal’s (2016) theories of commitment might explain how the concept of 

customer loyalty could be translated into the gaming industry. Therefore, the researcher believes 

that it is not actually loyalty to the brand that motivates consumers to continuously purchase 

video games, but rather, commitment to the games themselves and the experiences or 

perceptions that these products evoke in the players. Still, even if players are loyal to the games 

because of commitment as opposed to specific brand loyalty, this does not necessarily mean that 

consumers have no attitudes towards brands like Nintendo whatsoever. 

 Nintendo as a company was founded in 1889, but did not start producing video games in 

the U.S. until 1985 with its first video game console: the NES. However, it has been operating in 
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the video game industry ever since and continues to do so to this day. It is possible that in the 

eyes of consumers (especially those who have been purchasing games from the brand since 

1985), Nintendo is viewed as an industry legend with a legacy comparable to that of Disney. It 

has been developing, licensing and selling video games for over 30 years and has been operating 

as a business for even longer. Nintendo sports a wide assortment of intellectual properties, 

characters and gameplay experiences which have all continuously contributed to the massive 

recognition and public appeal of the company’s brand over the years.  

 To illustrate, many of the respondents who took part in the survey used present-tense 

language in their answers to questions 1, 18 and 19; suggesting that they continue to play 

Nintendo games to this day as opposed to only playing them as children in the past. They used 

words such as “play”, “enjoy”, “still” and “always” in their responses. The researcher believes 

that because 57.83% of respondents strongly agreed with having a fond memory from their 

childhood with a Nintendo game (results from question 10), these respondents came from a 

generation that was essentially “raised” on Nintendo games.  

 Based on the qualitative responses, the researcher interprets that consumers perceive 

hedonic value in Nintendo video games today in the present just as much as they did in the past. 

Nintendo has a reputation among consumers for upholding a strict game design philosophy; one 

that demands that a game be created to evoke a sense of familiarity to long-time or returning 

players, while also providing an inviting sensation of interest or excitement for new ones. Yet, 

regardless of whether the player has experienced a Nintendo game before, or is doing so for the 

first time, all players can expect the game to be a polished, quality product. There is a sense of 

timelessness to the design of Nintendo’s games.  
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 For example, a consumer might purchase and play a game from The Legend of Zelda 

series as a child, and then proceed to play another Zelda game in the same series many years 

later and enjoy it just as much, regardless of whether or not that second game was a remake of 

the first or not. This can occur because the gameplay within the two Zelda games is identical. So 

even if the second Zelda game has its own differences, it also likely contains elements that are 

familiar to this consumer and inspire the same enjoyment as the first. If not, there is still a chance 

the consumer will enjoy the second Zelda game any way because he or she perceives it to be a 

well-designed, quality product. Nintendo appears to be devoted to delivering a persistent level of 

quality and polish in its games; one that allows veteran players to feel nostalgic about the games 

they played as children, and still makes them just as appealing to younger generations who might 

be playing or gaining exposure to the brand for the very first time. Consumers purchase and play 

Nintendo games today because the products now are of consistent or at least comparable quality 

to the ones released decades ago, which they played as children.  

 The apparent social aspect surrounding Nintendo games which was mentioned previously 

might also imply that older consumers seek to use Nintendo games as a way of connecting with 

their children. As mentioned previously, there was an instance when a survey respondent 

described appreciating the accessibility of the game because it allowed for respondent’s children 

to play and enjoy the game as well. Although, there were not nearly enough individual cases 

found in this study to fully support this theory. 

 Nintendo is not the only video game brand that delivers quality experiences though. The 

results from questions 16 through 18 argue that consumers seek quality gaming experiences 

irrespective of brand. This would explain how the Sony PlayStation and Microsoft Xbox brands 

grew to become close competitors to Nintendo in the video game industry over the years, despite 
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not operating in this line of business for nearly as long. Yet, although many respondents implied 

that they purchase and enjoy video games from all brands, the sheer depth of the trust and praise 

so many respondents offered towards Nintendo could not be overlooked. 

 

 Implications For Further Research 

 In spite of the research and survey questionnaire findings in this study, the researcher 

believes there is much more opportunity for exploring video games from a retail and more 

specifically, a consumer behavior perspective.  

 First, there were so many factors to consider in the discussion of this topic as a whole that 

examining any number of them in any greater detail here or any of their potential relationships 

with one another would be impractical. The researcher believes that there is almost limitless 

potential in the kinds of research or studies that could still be done examining any number of 

factors mentioned here such as gameplay or game design and how they contribute to creating a 

perception that the video game is a quality product, the differences between individual Nintendo 

game franchises such as The Legend of Zelda or Super Mario, the impact of playing video games 

with family or friends, cooperative versus competitive multiplayer, aspects such as a video 

game’s music or story or featured characters, or the memories of non-gaming activities from a 

consumer’s childhood and how they are connected to said consumer’s memory of the video 

game played.   

 Second, because the results of this study suggest that consumers largely perceive hedonic 

value from playing Nintendo games, does this apply to other brands as well? The respondents 

suggested that they simply enjoy video games in general and will pursue gaming experiences 
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regardless of the brand. But do brands such as Sony PlayStation or Microsoft Xbox offer 

something that Nintendo does not? What could make their offerings of hedonic value similar or 

different to Nintendo’s? In other words, it might be worth conducting a similar study on the 

characteristics of hedonic value in video games and exploring why consumers purchase video 

games from non-Nintendo brands, so that more informed brand comparisons could be drawn. 

 Third, the social aspect that was discovered in this study could be investigated in further 

detail. Based on this study, it is believed that consumers can also potentially perceive hedonic 

value from playing Nintendo video games simultaneously with others through a game’s 

multiplayer feature. But does this occur when they are playing collaboratively or competitively 

with each other? If the answer is both, is there a difference between the two styles of 

multiplayer? Perhaps a study could be conducted to investigate if hedonic value is present in a 

multiplayer gaming setting as opposed to a single player one. If it is, could that value come from 

within the game itself, or simply the action of sharing an interactive experience? 

 Fourth, despite distributing the survey online where consumers from all over the world 

could theoretically access it, 72.4% of the responses came from consumers in the United States 

(code 53). Therefore, additional research should be done examining consumers of video games 

in other countries outside of the United States. This could also lead to a discussion about 

differences in culture and how they might affect the video games these consumers play or their 

perceptions of nostalgia, value or loyalty. Not only that, but similar studies could be conducted 

by testing for any differences in the consumers’ gender since the sample size in this study was 

heavily skewed towards male. 

 Finally, if the results of this study indicate that Nintendo’s games or even game design 

philosophies have a sense of timelessness to them, then perhaps a similar study to this one could 
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be conducted much later in the future. After a significant amount of time has passed, a similar 

study could be distributed to measure consumer perceptions of nostalgia, value or brand loyalty 

in the future. Doing so would allow for a comparison between current findings and hypothetical 

future ones to examine differences in consumer behavior or perceptions and how they change (if 

at all) over time. If Nintendo were to maintain its same current level of consistent product quality 

output and hedonic value offerings indefinitely for many years to come, could similar 

conclusions be reached about Nintendo’s brand of video games in the future? 

 While the utilization of Reddit demonstrated to be beneficial in gathering a large sample 

size in a relatively short amount of time, this platform should be utilized with greater care if it is 

to be considered for any future studies of a similar nature to this one. Based on the researcher’s 

experiences in this study, it is advised that measures be taken (if possible) to prevent or reduce 

the ability for internet bots to access the survey. As mentioned before, it is believed that these 

internet bots contributed to the substantial amount of blank or incomplete survey responses 

received. A possible mechanism for verifying that a user attempting to access the survey is in 

fact a human being may be useful. In addition, careful attention must be paid by researchers 

when utilizing the Qualtrics software so as to ensure that valuable data is not accidentally deleted 

as a result of misreading software information. 

 The researcher hopes this study will inspire future research or studies regarding the 

subject matter of video games and the effects they have on players from a retail standpoint 

because the popularity and discussion of video games is likely to grow even more with time. 

Furthermore, it is suggested that further research be conducted examining video games from a 

retail perspective due to the noticeably smaller amount of information currently available under 

this specific context at the moment. 
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Study Limitations 

 The researcher believes that there are three limitations to this study that must be 

documented. These limitations will be especially important for consideration if similar studies 

are to be conducted in the future. These three limitations are the subjectivity of the coding 

process, time constraints and survey respondent criticism. 

 First, this study was designed and executed entirely by one individual. While extensive 

time and attention to detail were paid to how this study was conducted and the data was 

analyzed, this led to a degree of subjectivity in the process of coding the qualitative survey data 

for questions 1, 3, 7, 11, 18, 19, 20, 21 and 22. Enlisting additional researchers for the study 

could have potentially changed the interpretation of the qualitative data overall. It is common in 

the coding process to assign more than one researcher to the analysis process. Each one would 

examine all of the data separately, assign codes and then come to an agreement with the other 

researchers about which interpretations – and codes by extension - were shared by all. Since the 

data was analyzed by only one researcher, the coding method constructed and the conclusions 

reached are based off of a single interpretation. 

 Next, there was an evident time constraint present over the course of the one year in 

which this study was conducted. In the timeline of a single year, a literature review was 

constructed using secondary research gathered on multiple aspects of the subject matter such as 

defining the individual concepts of consumer nostalgia, value and loyalty. Then, the survey 

questionnaire was proposed, designed and executed. Furthermore, a coding system was 

developed and applied to analyze the data, frequencies were calculated and a coherent conclusion 

had to be reached and reported. With more time, the survey design or coding process for 

example, could have been refined further in pursuit of greater accuracy. 
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 Finally, during the 24-hour period in which the survey was available online, several 

respondents expressed criticism regarding the wording used in the survey questions. More 

specifically, it was perceived that questions 8 through 18 were either too leading or too 

repetitive. Respondents in these instances felt the survey was forcing them to respond in ways 

that were not honest or representative of their individual backgrounds or beliefs. Others seemed 

to grow fatigued with the survey’s length and held the impression that multiple questions were 

needlessly asking for the same information, leading to the survey taking longer to complete than 

was believed to be necessary. However, such criticisms were not recurring enough amongst the 

overall sample size gathered for the researcher to believe that there was a critical, detrimental 

flaw in the design of the survey. Yet, this criticism is being acknowledged because it does serve 

as a reminder that the exact wording of questions in a survey can have a great impact on a 

respondent’s answers or attitude towards the survey as a whole. 

 

CONCLUSION 

 The original research question of this study was “Do consumers repurchase Nintendo 

games because they are driven by nostalgia, which evokes fond memories of value they 

perceived from playing these games in the past, in order to experience that same value they felt 

in those memories again?” Based on the findings of this study, the researcher believes that 

consumers do in fact repurchase Nintendo video games, but not because they are specifically 

driven by nostalgia. While consumers do perceive nostalgia to some extent as a result of playing 

Nintendo games in the past because they do hold fond memories of that time in their life, it is not 

purely nostalgia that motivates consumers to purchase Nintendo games.  
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 This is because nostalgia is not the most prominent perception of consumer value that 

respondents to the survey described. While there might be some scenarios where consumers do 

repurchase Nintendo games they previously owned because it is a new version with updated 

content, the lower response rates to the questions measuring this scenario in the survey indicate 

that this scenario is not representative of the repurchasing behavior of all Nintendo game 

consumers. Likewise, consumers of Nintendo video games also do not only repurchase existing 

games. Many also purchase newer ones today for the first time as they are released. The degree 

of nostalgia that consumers do perceive in Nintendo games as a product is also not fully 

represented by the simple act of playing the game itself at the time. While consumers can feel 

nostalgic about playing a Nintendo game, this study found that prompting them to think about a 

Nintendo game from their childhood motivated them to recall other memories as well such as 

friends or family, other activities they engaged in at the time or the nature of living in simpler 

times.  

 Next, consumers do perceive value, but it is much more likely to be hedonic value (or 

simply fun) that the majority of Nintendo video game consumers perceive, which drives them to 

purchase and play Nintendo games. Playing Nintendo games – or any brand of video games for 

that matter – is a multi-faceted, interactive, hedonic experience. As Hirschman and Holbrook 

(1982) mentioned, it taps into the five senses (Hirschman and Holbrook, 1982), it can motivate 

players to act in specific ways under the concepts of challenge, fantasy and curiosity (Malone, 

1981) and it can immerse the player by capturing his or her complete and undivided attention. 

That last trait could be understood using Csikszentmihalyi’s (1988) and Hsu & Lu’s (2004) 

research on the concept of the “flow” experience.  
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 The full understanding of the many reasons why a consumer might purchase or enjoy a 

Nintendo requires observing a vast multitude of factors. Some consumers appreciate the content 

within a game including its mechanics or presentation, while others use the multiplayer feature 

of video games to turn the act into a shared or social experience. Even so, examining hedonic 

value by itself does not provide the full picture.  

 Similar to nostalgia, it is unlikely that consumer brand loyalty is a major driving factor in 

consumer purchasing behavior in this industry. This study found that consumers simply enjoy 

purchasing and playing video games as a whole and do so regardless of brand. The consumers 

care more about pursuing an enticing interactive experience. Existing research from Meyer & 

Allen (1991) and Uysal (2016) on the concepts of loyalty and player commitment respectively 

may offer insights that further one’s understanding of consumer loyalty from a video game 

perspective. However, Nintendo’s seniority as a brand in the video game industry and design 

philosophy of consistently creating familiar yet fresh, and consistently quality gaming 

experiences may have allowed it to develop the unique following of passionate customers it has 

today. 
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APPENDIX 

 

Exhibit 16: Full Code Book for Qualitative Data Analysis 

Code # Code Description 

1 Fun / Enjoyment / Entertainment / Hedonic Value 

2 Gameplay (how the game is played) / Game Mechanics 

3 Game Design (how the game is made) / Product Quality / Polish 

4 Uniqueness / Originality / Innovation / Creativity /Charm 

5 To relieve stress / relax / unwind 

6 Graphics (visual appearance or presentation / art style of the game) / Aesthetics 

7 Characters in the game 

8 Music heard in the game 

9 Plot or story experienced in the game 

10 Exploring a fantasy world or universe / Escapism / Immersion 

11 Nostalgia / Fond memories of childhood or the past / Simpler times 

12 Brand loyalty or trust. Confidence that the game will be good or enjoyable 

13 Family 
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14 Friends 

15 The act of playing the game itself 

16 Playing alone 

17 Multiplayer (type not specified) 

18 Multiplayer (playing cooperatively with others) 

19 Multiplayer (playing competitively against others) 

20 Multiplayer (playing locally with others in the same room) 

21 Multiplayer (playing online with others over an internet connection) 

22 Accessibility / Easy for anyone to pick up and play 

23 Family-friendly / Able to play the game with children 

24 Sense of Progression / Achievement / Accomplishment 

25 Lack of micro transactions 

26 A memory of another action or event besides playing the game 

27 A specific moment from the game itself 

28 Doing something for the first time 

29 

To play non-Nintendo games / Variety / Playing games in general / For other brands or 

exclusives 

30 Positive reviews or word-of-mouth 
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31 To play a game of a specific genre 

32 If the game LOOKS fun, quality or interesting from watching internet videos of the game 

33 Collecting purposes 

34 To play a mature-rated game with adult content 

35 Self-expression 

36 To try something new 

37 No answer provided 

38 Super Mario series (including Mario Kart series) 

39 The Legend of Zelda series 

40 Pokémon series 

41 Metroid series 

42 Animal Crossing series 

43 Super Smash Bros series 

44 Other Nintendo series 

45 Other non-Nintendo series 

46 Replayability. Able to play the game multiple times 

47 Other. Answer does not fit with any other codes 
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48 Price 

49 Ages 18-28 

50 Ages 29-39 

51 Ages 40-50 

52 Ages 51+ 

53 United States 

54 Canada 

55 Mexico 

56 Europe 

57 South America 

58 Australia 

59 Enhanced graphics 

60 Changes to existing content 

61 New additional content 
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Exhibit 17: Survey Question 1 Frequency Table 

 

Exhibit 18: Survey Question 3 Frequency Table 

 

 

 

Code # Code Description Question 1 Frequency %

1 Fun / Enjoyment / Entertainment / Hedonic Value 76 46.6

2 Gameplay (how the game is played) / Game Mechanics 29 17.8

3 Game Design (how the game is made) / Product Quality / Polish 25 15.3

4 Uniqueness / Originality / Innovation / Creativity / Charm 22 13.5

12 Brand loyalty or trust. Confidence that the game will be good or enjoyable 18 11

11 Nostalgia / Fond memories of childhood or the past / Simpler times 17 10.4

5 To relieve stress / relax / unwind 10 6.3

10 Exploring a fantasy world or universe / Escapism / Immersion 7 4.3

15 The act of playing the game itself 7 4.3

22 Accessibility / Easy for anyone to pick up and play 6 3.7

6 Graphics (visual appearance or presentation / artstyle of the game) / Aesthetics 4 2.5

13 Family 4 2.5

9 Plot or story experienced in the game 3 1.8

20 Multiplayer (playing locally with others in the same room) 3 1.8

25 Lack of microtransactions 3 1.8

46 Replayability. Able to play the game multiple times 3 1.8

8 Music heard in the game 2 1.2

7 Characters in the game 2 1.2

47 Other. Answer does not fit with any other codes 2 1.2

14 Friends 1 0.6

16 Playing alone 1 0.6

17 Multiplayer (type not specified) 1 0.6

18 Multiplayer (playing cooperatively with others) 1 0.6

24 Sense of Progression / Achievement / Accomplishment 1 0.6

36 To try something new 1 0.6

Code # Code Description Question 3 Frequency %

39 The Legend of Zelda series 47 28.8

38 Super Mario series (including Mario Kart series) 36 22.1

37 No answer provided 24 14.7

40 Pokemon series 23 14.1

44 Other Nintendo series 10 6.1

41 Metroid series 9 5.5

43 Super Smash Bros series 9 5.5

42 Animal Crossing series 6 3.6

45 Other non-Nintendo series 3 1.8



NINTENDO RETAIL 

79 
 

Exhibit 19: Survey Question 7 Frequency Table 

 

Exhibit 20: Survey Question 11 Frequency Table 

 

 

 

Code # Code Description Question 7 Frequency %

37 No answer provided 150 92

59 Enhanced graphics 4 2.5

60 Changes to existing content 3 1.8

61 New additional content 3 1.8

47 Other. Answer does not fit with any other codes 2 1.2

Code # Code Description Question 11 Frequency %

15 The act of playing the game itself 103 63.2

13 Family 52 32

26 A memory of another action or event besides playing the game 50 31

27 A specific moment from the game itself 45 27.6

37 No answer provided 33 20.2

14 Friends 31 19

28 Doing something for the first time 23 14.1

17 Multiplayer (type not specified) 20 12.3

24 Sense of Progression / Achievement / Accomplishment 19 11.7

1 Fun / Enjoyment / Entertainment / Hedonic Value 16 9.8

39 The Legend of Zelda series 16 10

38 Super Mario series (including Mario Kart series) 15 9.2

10 Exploring a fantasy world or universe / Escapism / Immersion 14 8.6

8 Music heard in the game 9 5.5

40 Pokemon series 9 5.5

18 Multiplayer (playing cooperatively with others) 8 4.9

7 Characters in the game 7 4.3

11 Nostalgia / Fond memories of childhood or the past / Simpler times 7 4.3

19 Multiplayer (playing competitively against others) 5 3.1

20 Multiplayer (playing locally with others in the same room) 5 3.1

44 Other Nintendo series 4 2.5

9 Plot or story experienced in the game 3 1.8

43 Super Smash Bros series 3 1.8

3 Game Design (how the game is made) / Product Quality / Polish 2 1.2

6 Graphics (visual appearance or presentation / artstyle of the game) / Aesthetics 2 1.2

22 Accessibility / Easy for anyone to pick up and play 2 1.2

42 Animal Crossing series 2 1.2

45 Other non-Nintendo series 2 1.2

12 Brand loyalty or trust. Confidence that the game will be good or enjoyable 1 0.6

21 Multiplayer (playing online with others over an internet connection) 1 0.6

41 Metroid series 1 0.6
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Exhibit 21: Survey Question 18 Frequency Table 

 

 

 

 

 

 

 

 

 

 

 

Code # Code Description Question 18 Frequency %

29 To play non-Nintendo games / Variety / Playing games in general / For other brands or exclusives 100 61.3

1 Fun / Enjoyment / Entertainment / Hedonic Value 29 18

31 To play a game of a specific genre 17 10.4

37 No answer provided 13 7.9

2 Gameplay (how the game is played) / Game Mechanics 10 6.1

32 If the game LOOKS fun, quality or interesting from watching internet videos of the game 9 5.5

45 Other non-Nintendo series 6 3.7

4 Uniqueness / Originality / Innovation / Creativity / Charm 5 3.1

3 Game Design (how the game is made) / Product Quality / Polish 4 2.5

9 Plot or story experienced in the game 4 2.5

21 Multiplayer (playing online with others over an internet connection) 4 2.5

34 To play a mature-rated game with adult content 4 2.5

14 Friends 3 1.8

30 Positive reviews or word-of-mouth 3 1.8

48 Price 3 1.8

6 Graphics (visual appearance or presentation / artstyle of the game) / Aesthetics 2 1.2

12 Brand loyalty or trust. Confidence that the game will be good or enjoyable 2 1.2

10 Exploring a fantasy world or universe / Escapism / Immersion 1 0.6

11 Nostalgia / Fond memories of childhood or the past / Simpler times 1 0.6

13 Family 1 0.6

33 Collecting purposes 1 0.6

47 Other. Answer does not fit with any other codes 1 0.6
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Exhibit 22: Survey Question 19 Frequency Table 

 

Exhibit 23: Survey Question 20 Frequency Table 

 

Code # Code Description Question 19 Frequency %

1 Fun / Enjoyment / Entertainment / Hedonic Value 54 33.1

32 If the game LOOKS fun, quality or interesting from watching internet videos of the game 28 17.2

2 Gameplay (how the game is played) / Game Mechanics 25 15.3

29 To play non-Nintendo games / Variety / Playing games in general / For other brands or exclusives 18 11

3 Game Design (how the game is made) / Product Quality / Polish 15 9.2

9 Plot or story experienced in the game 14 8.6

17 Multiplayer (type not specified) 13 7.9

30 Positive reviews or word-of-mouth 13 7.9

14 Friends 12 7.4

15 The act of playing the game itself 12 7.4

4 Uniqueness / Originality / Innovation / Creativity /Charm 6 3.7

10 Exploring a fantasy world or universe / Escapism / Immersion 6 3.7

31 To play a game of a specific genre 6 3.7

6 Graphics (visual appearance or presentation / artstyle of the game) / Aesthetics 5 3.1

8 Music heard in the game 4 2.5

36 To try something new 4 2.5

21 Multiplayer (playing online with others over an internet connection) 3 1.8

23 Family-friendly / Able to play the game with children 3 1.8

24 Sense of Progression / Achievement / Accomplishment 3 1.8

33 Collecting purposes 3 1.8

13 Family 2 1.2

16 Playing alone 2 1.2

5 To relieve stress / relax / unwind 1 0.6

18 Multiplayer (playing cooperatively with others) 1 0.6

19 Multiplayer (playing competitively against others) 1 0.6

20 Multiplayer (playing locally with others in the same room) 1 0.6

22 Accessibility / Easy for anyone to pick up and play 1 0.6

25 Lack of microtransactions 1 0.6

35 Self-expression 1 0.6

39 The Legend of Zelda series 1 0.6

46 Replayability. Able to play the game multiple times 1 0.6

47 Other. Answer does not fit with any other codes 1 0.6

48 Price 1 0.6

Code # Code Description Question 20 Frequency %

37 No answer provided 58 35.6

1 Fun / Enjoyment / Entertainment / Hedonic Value 34 20.9

2 Gameplay (how the game is played) / Game Mechanics 25 15.3

3 Game Design (how the game is made) / Product Quality / Polish 18 11

32 If the game LOOKS fun, quality or interesting from watching internet videos of the game 12 7.4

30 Positive reviews or word-of-mouth 6 3.7

4 Uniqueness / Originality / Innovation / Creativity /Charm 5 3.1

6 Graphics (visual appearance or presentation / artstyle of the game) / Aesthetics 2 1.2

8 Music heard in the game 2 1.2

9 Plot or story experienced in the game 2 1.2

10 Exploring a fantasy world or universe / Escapism / Immersion 2 1.2

15 The act of playing the game itself 2 1.2

47 Other. Answer does not fit with any other codes 2 1.2

48 Price 2 1.2

36 To try something new 1 0.6

46 Replayability. Able to play the game multiple times 1 0.6
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Exhibit 24: Survey Question 21 Frequency Table 

 

Exhibit 25: Survey Question 22 Frequency Table 

 

 

Exhibit 26: Example of Full Survey Questionnaire 

1. What is the most significant reason you enjoy playing a Nintendo game? ___________  

 

2. Have you ever bought a specific Nintendo game more than once?  

a. Yes (If selected, respondent will answer questions 3-5) 

b. No (If selected, respondent will answer question 8) 

 

3. Please list one Nintendo game that you have bought more than once: _____________  

 

 

 

Code # Code Description Question 21 Frequency %

49 Ages 18-28 122 74.8

50 Ages 29-39 37 22.7

51 Ages 40-50 4 2.5

52 Ages 51+ 0 0

Code # Code Description Question 22 Frequency %

53 United States 118 72.4

56 Europe 25 15.3

54 Canada 8 4.9

58 Australia 6 3.7

55 Mexico 3 1.8

57 South America 3 1.8
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4. Did you repurchase this Nintendo game in order to play it again on a console you already 

owned? 

a. Yes  

b. No  

 

5. Was this Nintendo game rereleased on more than one Nintendo console?  

a. Yes (If selected, respondent will answer question 6) 

b. No (If selected, respondent will answer question 8) 

c. I don’t know (If selected, respondent will answer question 8) 

 

6. Was this Nintendo game rereleased in its original state with no noticeable alterations 

whatsoever (such as enhanced graphics, new additional content, or improvements to 

existing content)?  

a. Yes (If selected, respondent will answer question 7) 

b. No (If selected, respondent will answer question 8) 

c. I don’t know (If selected, respondent will answer question 8) 

 

7. Which noticeable alteration did this re-released Nintendo game have that you enjoyed the 

most? 

a. Enhanced graphics 

b. New additional content 

c. Improvements to existing content 

d. Other: ________ 
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Nostalgia is a positive emotional attachment you might feel towards a Nintendo game because 

you associate that Nintendo game with positive memories from your childhood.  

 

Please think about the Nintendo game you mentioned earlier and indicate the degree to which 

you agree or disagree with each of the following statements. 

 

8. This Nintendo game features in happy memories of when I was younger. 

a. Strongly Agree 

b. Agree 

c. Neither Agree nor Disagree  

d. Disagree  

e. Strongly Disagree 

 

 

9. I still feel positive about this Nintendo game today because it reminds me of my 

childhood. 

a. Strongly Agree 

b. Agree 

c. Neither Agree nor Disagree 

d. Disagree 

e. Strongly Disagree 
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10. I have a fond memory of this Nintendo game from my childhood. 

a. Strongly Agree (If selected, respondent will answer question 11) 

b. Agree (If selected, respondent will answer question 11) 

c. Neither Agree nor Disagree (If selected, respondent will answer question 12) 

d. Disagree (If selected, respondent will answer question 12) 

e. Strongly Disagree (If selected, respondent will answer question 12) 

 

11. Please describe what exactly this fond memory of the Nintendo game from your 

childhood is. If you have more than one fond memory, please list as many memories as 

you can. __________________________________ 

 

 

 

 

Value is a positive feeling evoked in an individual as a result of playing video games such as fun, 

nostalgia, or other another need of the individual being met. 

 

Think about any of the Nintendo games you have purchased over the years and indicate the 

degree to which you agree or disagree with each of the following statements. 

 

12. As a consumer, I perceive value in the Nintendo games I purchase. 

a. Strongly Agree 

b. Agree 

c. Neither Agree nor Disagree 

d. Disagree 

e. Strongly Disagree 
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13. The value I perceive in the Nintendo games I purchase comes MAINLY from nostalgia 

towards them. 

a. Strongly Agree 

b. Agree 

c. Neither Agree nor Disagree 

d. Disagree 

e. Strongly Disagree 

 

 

14. The value I perceive in the Nintendo games I purchase comes MAINLY from a factor 

other than nostalgia. 

a. Strongly Agree 

b. Agree 

c. Neither Agree nor Disagree 

d. Disagree 

e. Strongly Disagree 
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A brand is a type of offering from a particular company. 

Think about the video games you purchase and the brands they are associated with. For each of 

the following statements, indicate the degree to which you either agree or disagree. 

 

 

15. Nintendo brand video games are the ones I MAINLY purchase. 

a. Strongly Agree 

b. Agree 

c. Neither Agree nor Disagree 

d. Disagree 

e. Strongly Disagree 

 

 

16. I purchase video games from brands other than Nintendo. 

a. Strongly Agree 

b. Agree 

c. Neither Agree nor Disagree 

d. Disagree 

e. Strongly Disagree 
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17. I purchase video games from more than one brand, including Nintendo. 

a. Agree (If selected, respondent will answer question 18-19) 

b. Disagree (If selected, respondent will answer question 20) 

 

 

18. Why do you purchase video games from brands other than Nintendo? _______ 

 

19. Please indicate one reason you buy video games other than nostalgia or brand loyalty. 

________ 

 

20. Please rank the following factors in order of importance to you when making a decision 

about buying a Nintendo video game. 

 Nostalgia 

 Brand Loyalty 

 Other __________ 

 

 

21. What is your age? _________ 

 

22. What is your country of residence? __________ 
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23. What is your gender?  

a. Male 

b. Female 

c. Prefer not to answer 
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