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1. Introduction
“Imagine there’s no heaven. It’s easy if you try....you may say I'm
a dreamer, but I'm not the only one. I hope someday you'll join us,
and the world will be as one.” — Imagine, John Lennon (1971)
As you read these lyrics of the song, “Imagine”, by John Lennon, think of the last time
you heard this song. Where did your mind take you? What did you visualize in your mind?
Perhaps it was a time or place where you listened to the song with a loved one, perhaps it was a
busker singing it while strumming a guitar in Strawberry Fields in Central Park, or perhaps
your mind thought of the current state of the world and how Lennon’s words have never
resonated more. Regardless, your mind most likely went somewhere as you read the lyrics, and
it was probably not the same place as someone else. Additionally, you may have mentally
traveled back in time to re-experience the moment when you last heard the song or forwards in
time to listening to the song in the future. While everyone is different in terms of how they
experience the world and where their minds wander, some stimuli might be particularly
effective in prompting people to travel back in time in their mind to relive or re-experience
personal events or forwards in time to anticipate, imagine, or pre-experience personal events.
And doing so can potentially influence positive brand outcomes through a cognitive process
called mental time travel.
Mental time travel is the uniquely human ability (Suddendorf & Corballis, 2007) to
mentally travel back in time to relive or re-experience past personal events or forward in time to

anticipate, imagine, or pre-experience personal events or scenarios (Berntsen & Jacobsen, 2008;
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Epstude & Peetz, 2012). This ability is enabled through a conscious state called Autonoesis or
Chronethesia (Szpunar, 2010; Tulving, 2002), which allows one to be aware of subjective time in
which events happen.

Of significance to marketers, all humans have the capability to undertake mental time
travel (Berntsen & Jacobsen, 2008) and do so as a normal part of their day. In fact, it is widely
acknowledged within the cognitive sciences that people are rarely mentally in the present
moment as they spend a significant portion of their time thinking about the past, anticipating
the future, or constructing hypothetical scenarios (Epstude & Peetz, 2012). It is, therefore, a
stark reality that we have a limited understanding of mental time travel within the experiential
marketing literature and how it can be utilized to foster positive brand outcomes.

For years, the marketing literature has demonstrated the value that the provision of
positive experiences can bring, as well as their importance to competitive brand positioning in
the minds of consumers (Brakus et al., 2009; Schmitt, 1999). A wide range of experiences for
influencing positive marketing outcomes in relation to products (Holbrook & Hirschman,
1982), brands (Brakus et al., 2009; Schmitt, 1999), retail/shopping (Hui & Bateson, 1991;
Kerin et al., 1992), technology (Barhorst et al., 2021; Javornik et al., 2021; McLean et al.,
2021), and services (Barhorst et al., 2020a; Chandler & Lusch, 2015) have been espoused. As
such, to this body of literature, we introduce the mental time travel experience (MTTE) as a
new type of experience that marketers can evoke to prompt consumers to mentally travel to a
different time in one’s personal past or forwards in time to one’s personal future. We examine
to what extent different conditions can elicit MTTEs to foster positive brand outcomes and the
potential boundary conditions to these effects. Specifically, the objectives of this research are

as follows: 1) to conceptualize MTTE and explain the relevance of this experience in the
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marketing context, 2) to identify and empirically test factors that elicit mental time travel linked
with the past upon exposure to marketing stimuli, and 3) to understand the influence of mental
time travel to the past on future-oriented brand outcomes.

While mental time travel can be to the past by mentally reliving or re-experiencing
previous, personal events or to the future by anticipating, imagining, or pre-experiencing future
scenarios (Berntsen & Jacobsen, 2008), this research focuses specifically on the former as we
focus on the link between mental time travel to the past and behavioral intentions. We draw
upon the cognitive science, marketing, and technology literatures to build our conceptual model
which we test with two studies and a between-subjects research design.

In Study 1, 933 participants were exposed to a range of marketing stimuli, including
augmented reality, a 360-website, a video, and a static image. In Study 2, 946 participants were
exposed to the same conditions in a replication study (Darley, 2000) as the literature espouses
the importance of replication studies to the marketing discipline as they provide numerous
benefits (Evanschitzky et al., 2007). Specifically, replication studies with different groups of
participants are important for establishing the generalizability and external validity of research
findings (Doe et al., 2018; Smith & Jones, 2015), enhancing the credibility and reliability of the
research (Johnson & Brown, 2020), and offering nuanced insights for fields such as marketing
where complex consumer behaviors may vary across demographic groups (Johnson & Brown,
2020). Finally, replication studies with diverse samples can help examine potential moderators
or boundary conditions (Doe et al., 2018) and have been highlighted as being beneficial to
exploratory research (Campbell & Kashyap, 2021). Hence, in this study, we are using a
replication approach to offer more reliable and robust insights as this research is exploratory

regarding mental time travel and its use in experiential marketing. Finally, we further enhance
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the findings of Study 2 with an importance-performance map analysis (IPMA) to provide
useful insights to support marketing managers and designers of MTTEs.

With this research, our contributions to literature are fourfold. Firstly, this research
extends the experiential marketing literature (e.g., Brakus et al., 2009; Holbrook & Hirschman,
1982; Hui & Bateson, 1991; Kerin et al., 1992; Lemon & Verhoef, 2016; Schmitt, 1999) with
the introduction of the conceptualization of MTTE in a marketing context and its propensity to
bring value to brands. Secondly, we contribute to prior literature on mental time travel (i.e.,
Benoit & Schacter, 2015; Suddendorf & Corballis, 2007) as we empirically demonstrate how
marketing stimuli elicit mental time travel experiences associated with past events and its
influence on behavioral intentions. Thirdly, and unlike previous research that indicates that
immersion has a positive role to play in consumer experiences (Barhorst et al., 2021; Tonietto
& Barasch, 2020; Flavian et al., 2019), we extend the literature and demonstrate that lower
immersion has the propensity to strengthen mental time travel to the past’s influence on
behavioral intentions. Finally, we offer specific actions managers can take to design marketing
stimuli to elicit MTTEs through IPMA.

2. Literature review
2.1 Existing research on mental time travel

As referenced in Table 1, initial groundbreaking work established and continues to
develop the concept of mental time travel as a process that comprises mental time travel to the
past (D’Argembeau & Van der Linden, 2004, 2006; Suddendorf & Corballis, 2007; Tulving,
2002, 2007) and mental time travel to the future (Benoit & Schacter, 2015; Berntsen & Jacobsen,
2008; D’Argembeau & Van der Linden, 2004). Supported by the declarative memory system,

mental time travel to the past is autobiographical in nature and concerns mentally traveling to
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and reliving or re-experiencing episodes or events that one saw, heard, felt, or experienced in
some other way in one’s personal past (D’ Argembeau & Van der Linden, 2004, 2006;
Suddendorf & Corballis, 2007). Mental time travel to the future occurs when one mentally
projects themselves forwards in time to anticipate, imagine, or pre-experience a personal event in
the future (Benoit & Schacter, 2015; D’ Argembeau & Van der Linden, 2004, 2006). Both forms
of mental time travel can include phenomenological aspects such as mentally seeing, feeling, and
hearing the event in one’s mind (D’Argembeau & Van der Linden, 2004) with mental time travel
to the past involving the remembrance and re-experiencing of an event being associated with
sensory aspects of the real world (D’Argembeau & Van der Linden, 2004, 2006). The process of
mental time travel is supported by autonoetic consciousness which is the capability that enables
humans to become aware of their protracted experience across subjective time in relation to
personally experienced events (Szpunar, 2010; Tulving, 2002, 2007). Mental time travel is,
therefore, different from other tangential constructs including semantic memory, a form of
memory based on facts (Miyashita, 2004; Suddendorf & Corballis, 2007), and episodic memory,
a form of memory that concerns the remembrance of the who, what, where and when of episodes
in the past (Miyashita, 2004; Tulving, 1972, 1993, 2002). It also differs from the concept of
nostalgia which is a bittersweet yearning for an experience, product, or service from the past
(Belk, 1990; Khoshghadam et al., 2019), or a mix of emotions associated with people, places, or
things in the past (Turner & Stanley, 2021).
[Insert Table 1 about here]

With regard to its use in marketing, preliminary research indicates a potential importance

of mental time travel to consumers and providers (Kim & Chen, 2021; Le et al., 2019; Yan &

Halpenny, 2022). Notably, Kim and Chen (2021) identify mental time travel’s importance to
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memory and future behaviors of tourists and Yan and Halpenny (2022) note its role in tourists’
mental imagery of destinations in the pre-purchase phase. Further, one empirical study
demonstrates that mental time travel to the future is an important cognitive component of co-
creation with tourism providers. Specifically, in the pre-travel phase, which involves travel
planning and anticipation, mental time travel to the future has been examined as a form of pre-
travel co-creation between tourism provider and tourist (Eletxigerra et al., 2021). Additionally,
the marketing literature has acknowledged mental time travel as potentially relevant to the
construct of confidence as confidence consists of past patterns that emerge in the cognitive
processes of pre-production and re-production (Simintiras et al., 2014). Finally, recent studies
have explored brain networks and mental time travel in relation to humanoid robots and Al to
support a humanoid robot’s multimodal memory system and ability to learn as well as recognize
faces (Prescott et al., 2019), demonstrating the growing importance of the concept of mental time
travel as a construct.

Although existing research provides a useful foundation for understanding mental time
travel, many questions remain. For example, it is not clear what factors may be used to trigger
mental time travel by marketers when consumers are exposed to marketing campaign elements.
Further, it is not clear whether mental time travel to the past can be used to foster future-oriented
brand outcomes such as behavioral intentions with the use of marketing stimuli. Behavioral
intentions including purchase intentions (McLean et al., 2021), loyalty (Evanschitzky et al.,
2022), and word-of-mouth (Barhorst et al., 2020b) have been clearly identified as important
outcomes for marketers. Furthermore, cognitive scientists have determined that a core function
of constructing future scenarios, such as intentions (Schacter et al., 2017), is the ability to

mentally travel back in time. Although this is the case, there is a stark dearth of research on
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mental time travel in the marketing discipline. Thus, further research is required to support
marketers. We do so next by introducing the concept of mental time travel experience and its
importance to marketers before examining the literature in relation to our conceptual model.
2.2 The mental time travel experience

We conceptualize mental time travel experience (MTTE) as a new type of experience that
brands can create with the aim of evoking self-aware mental time traveling to a) the past, as
consumers relive or re-experience past personal events or b) to the future, which involves
anticipating, imagining, or pre-experiencing events in the future. We do so as experiences have
been heralded as a cornerstone of successful marketing for years (e.g., Brakus etal., 2009; Schmitt,
1999) in the contexts of interacting with products (Hoch, 2002; Holbrook, 2000), retail settings in-
store and online (Hui & Bateson, 1991; Kerin et al., 1992), technology (Barhorst et al., 2021;
Javornik et al., 2021; McLean et al., 2021), service providers (Barhorst et al., 2020a; Chandler &
Lusch, 2015), brands (Brakus et al., 2009; Schmitt, 1999), and the consumer’s entire purchase
journey (Lemon & Verhoef, 2016). There is, however, a distinct gap in the literature regarding
experiences that take place in the mind. This is astonishing as research indicates that humans spend
a significant portion of their time thinking about the past, anticipating the future, or constructing
hypothetical scenarios and are rarely in the present moment (Berntsen & Jacobsen, 2008; Epstude
& Peetz, 2012). Thus, experiences that take place in the mind through mental time travel could be
of tremendous value to marketers.

As stated previously, mental time travel can include phenomenological aspects such as
mentally seeing, feeling, and hearing an event in in one’s mind (D’ Argembeau & Van der Linden,
2004) with mental time travel to the past involving the remembrance and re-experiencing of an

event being associated with sensory aspects of the real world (D’Argembeau & Van der Linden,
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2004, 2006). As such, marketing stimuli could be used to not only help consumers mentally relive
or re-experience a past, personal event, but such a relived experience could also influence
important brand outcomes such as behavioral intentions. For example, a consumer who is exposed
to an image depicting gelato ice cream may not only remember the last time they ate gelato in Italy
but may also be able to mentally hear the sounds of the piazza, see the people in the piazza, and
feel the emotions that they felt at the time during the experience as a result of mentally traveling
back to that time. Crucially, such a cognitive leap to the past can potentially contribute to a
consumer imagining the time when they will again experience this enjoyable taste amidst the hustle
of a piazza, which can make them form behavioral intentions to engage in related purchases as
research demonstrates that the same brain regions activated in mental time travel to the past are
activated when thinking about the future (Addis, et al., 2008; Buckner & Carroll, 2007; Spreng &
Levine, 2006; Szpunar, 2010). Thus, we propose that a MTTE is a type of experience that
marketers can intentionally design to prime consumers to take a mental journey back in time
through mental time travel to the past to phenomenologically relive or re-experience personal
events and/or forward in time to construct, imagine and pre-live specific, personal events in the
future.

While it is relevant for marketers to examine MTTEs that are linked with both past and
future mental time travel, this research focuses specifically on those MTTEs associated with the

past in order to provide a detailed examination of that mental time travel type. As such, we explore
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what factors could elicit MTTEs through mental time travel to the past and their influence on
behavioral intentions next.
2.3 Factors influencing the elicitation of mental time travel to the past

While prior literature has not identified factors that marketers can use to elicit MTTEs
through mental time travel to the past, it is relevant to rely on research explaining how humans
process the world. As noted previously, mental time travel is phenomenological in nature with
memories and the re-experiencing of past events having the propensity to be re-constructed from
sensory-perceptual details experienced in the physical world (D’Argembeau & Van der Linden,
2004, 2006). This assertion is supported with research that indicates that all cognitive processes
are driven by bodily states and the sensory modality-specific processing system, in turn,
influences human experiences (Barsalou, 2008; Krishna, 2012). It involves the storage of real-
world experiences that are integrated into multisensory representations in the memory. Thus,
action and perception are fundamental to the way in which humans internalize, experience, and
remember the world (Buzséki & Moser, 2013; Eichenbaum et al., 1992; Garbarini & Adenzato,
2004; Gibson, 1979; Glenberg & Hayes, 2016; Scoville & Milner, 1957). Perceiving and
remembering one’s world, therefore, encompasses two key activities — moving through and
making sense of the world with one’s body (Garbarini & Adenzato, 2004; Gibson, 1979) and
perceiving the world with one’s senses and landscape in terms of familiar or unfamiliar
(Schomaker & Meeter, 2015; Tulving & Kroll, 1995). Specifically, prior literature indicates that
locomotion, interactivity, and novelty could be particularly important to the elicitation of mental
time travel to the past through the action and perception aspects associated with marketing

stimuli. We discuss these three factors in detail next.
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2.3.1 Locomotion

The movement of one’s body, or locomotion, is a key component to how humans
internalize, experience, and remember the world (Garbarini & Adenzato, 2004; Gibson, 1979).
Importantly, exposure to cues in environments can trigger embodied mental simulations of
multisensory experiences (Petit et al., 2019), thus producing similar sensations of what they have
experienced previously.

In relation to mental time travel, prior research highlights the importance of locomotion
in the elicitation of mental time travel to the past. For example, body movement in a certain
direction can influence the temporal location of an individual’s thoughts with backward
locomotion eliciting thoughts of the past and the capability of mentally transporting individuals
back in time with either physical or imaginary motion (Aksentijevic et al., 2019; Boroditsky &
Ramscar, 2002; Rinaldi et al., 2016). Additionally, forward motion by the body encourages
future thinking (Boroditsky & Ramscar, 2002), whether real or imaginary (Aksentijevic et al.,
2019).

Marketing campaign elements have the capability to induce locomotion through eye
movement, hand movement by the use of a mouse or mobile phone, physical engagement with
stimuli, and dance movements through music. It is therefore proposed in this study that
locomotion plays a key role in inducing mental time travel to the past. We hypothesize:

H1: Locomotion will positively influence mental time travel to the past.

2.3.2 Interactivity

Interactivity has also been identified as an important factor in the way in which humans

experience and remember the world through their senses (Garbarini & Adenzato, 2004; Gibson,

1979). As humans move through the world, they are presented with affordances (Gibson, 1979)

10
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or opportunities to interact with objects in their environment to manipulate them. As they do so,
they encode memories of experiences of the world by interacting with the environment around
them and the sensory-motor activities associated with controlling and executing actions
(Garbarini & Adenzato, 2004).

Prior research demonstrates that the control and execution of actions through interactivity
affects a wide array of consumer responses such as flow when using a website (Van Noort et al.,
2012) or perceived usefulness of newer technologies such as Al (Lucia-Palacios & Pérez-Lopez,
2021). In relation to human memory, research shows that web interactivity related to the number
of clicks and sense of control supports users to better remember the products or websites they
visited (Chung & Zhao, 2004; Xu & Sundar, 2016). Relatedly, previous research has affirmed
that the greater number of interactive features available on a website, the more likely the website
is to achieve information exchange between a consumer and the interface (Sundar, 2008), and the
more likely to enhance memory recall (Xu & Sundar, 2016). Accordingly, Reeves and Nass
(2000) note that when media such as websites involve more interactive features, an individual’s
‘conceptual bandwidth’ is increased, resulting in more sensory perceptions with resultant
increases in the depth and range of mental representation of website information. Thus,
information learning and cognitive activities increase as the number of interactive stimuli
increase.

We propose that interactivity represents one of the key factors for eliciting mental time
travel to the past upon exposure to a marketing stimulus, thus evoking memories of the past and
going beyond direct recall of the recently-visited content (Chung & Zhao, 2004; Xu & Sundar,
2016). It does so as movement and engagement with the interactive content of marketing stimuli

not only stimulate the sensory processing system but also activate cognitive activities (Krishna,
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2012; Petit et al., 2019). Thus, if a user can move and have control over the stimuli and receives
the content without delay, the sensory processing system can more easily activate cognitive
activities related to transportation into mental experiences such as those associated with the past
events. Formally:

H2: Interactivity will positively influence mental time travel to the past.

2.3.3 Novelty

Humans regularly assess what is familiar and unfamiliar in their surroundings as doing so
is crucial to adapt to both the opportunities and threats of an environment (Schomaker & Meeter,
2015; Tulving & Kroll, 1995). Thus, novelty is a key component to early sensory processing,
increased arousal, enhanced perception, and memory formation and retrieval (Schomaker &
Meeter, 2015; Tulving & Kroll, 1995).

The ability to detect novelty is a capability that all humans have (Kishiyama et al., 2009)
and affects both recall and recognition in memory tests (Fabiani & Donchin, 1995; Kishiyama et
al., 2009; Parker et al., 1998). Research demonstrates that as humans process the world, greater
cognitive processing is required when encoding and retrieving novel (unique) stimuli. For
example, Kishiyama et al. (2009) find that healthy control subjects exhibit better recognition
memory for novel stimuli compared with non-novel items, and novelty increases recollection and
familiarity-based memory. Further, memory improves in students who attend a novel science or
music lesson compared to those who attend a familiar lesson (Ballarini et al., 2013). Lastly,
exposure to novel scenes compared to familiar scenes improves word recollection (Fenker et al.,
2008). Marketing campaign elements have the ability to present unique and novel information to

consumers in the form of text, images, audio, and video (Grewal et al., 2021) and, therefore,
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could be an important factor in the elicitation of mental time traveling to past events or
experiences. Thus, we propose:

H3: Novelty will positively influence mental time travel to the past.

2.4 Mental time travel to the past and its impact on behavioral intentions

As previously noted, research indicates that the key to the mental construction of future
events or scenarios is the reliving or re-experiencing of past personal events (Schacter & Madore,
2016; Szpunar, 2010). A core component of mental time travel to the past is a sense of re-
experiencing an event. One not only remembers the experience in the past but can also potentially
re-experience it through sensations such as hearing, seeing, or feeling what they felt at the time
(D’Argembeau & Van der Linden, 2006). Mental time travel to the future comprises hypothetical
episodes such as the planning or imagining of specific events in the future, mental anticipation of
some event (Benoit & Schacter, 2015; Suddendorf & Corballis, 2007), or intention to undertake
an activity (Schacter et al., 2017). As mental time travel to the future is based on the intention to
undertake an activity, or indeed the anticipation of some event, it could also be of use to marketers
with regard to commonly studied marketing outcomes such as behavioral intentions, including
purchase intentions (McLean et al., 2021), loyalty (Evanschitzky et al., 2022), and word-of-mouth
(Barhorst et al., 2020b; Krey et al., 2023).

Most of the research to date demonstrates that mental time travel to the past and future
involves overlapping neural activities (see Benoit & Schacter, 2015; Stawarczyk & D’ Argembeau,
2015). Further, case studies of memory-impaired patients demonstrate that deficits in the ability to
remember one’s past are strongly correlated with deficits in the ability to imagine one’s future
(Addis et al., 2007; Hassabis et al., 2007; Rosenbaum et al., 2005; Schacter et al., 2007). Thus,

through brain imaging and case studies, cognitive scientists have determined that a core function
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of constructing future scenarios, such as intentions (Schacter et al., 2017), is associated with the
ability to mentally travel back in time. Although this research is promising, we do not yet have
empirical support for this relationship with regard to the use of marketing stimuli and how that
might affect future intentions. We, therefore, hypothesize:

H4: Mental time travel to the past will positively influence behavioral intentions.

2.5 Varying effects of marketing stimuli

Across an array of different experiences, consumers can be exposed to a range of
marketing stimuli, including but not limited to online video advertisements, 360-website
experiences, augmented reality (AR), and static images. Consequently, pertinent unknowns
regarding the type of stimuli and the varying influence that MTTEs can have on behavioral
intentions remain.

Importantly, marketing stimuli may not produce the same effects due to the stimuli's
varying ability to keep consumers engaged based on its immersive nature. Immersion, a vastly
studied concept (McLean & Barhorst, 2022; Tonietto & Barasch, 2020; Flavian et al., 2019), is
defined as a stimulus that provides high quality and quantity of sensory stimuli to an individual
(Slater, 2009). Further, it is associated with a perception of being totally engrossed in an activity
and losing oneself in an experience (Tonietto & Barasch, 2020). Marketing stimuli, therefore,
have the propensity to immerse individuals at varying levels as they inherently differ in terms of
the quality and intensity of sensory cues.

In general, immersive experiences have been outlined as having positive consumer
outcomes (McLean et al., 2021; Tonietto & Barasch, 2020; Flavian et al., 2019). For example,
highly immersive technologies have been associated with greater states of immersion in the

experience and sensory processing (Barhorst et al., 2021; McLean & Barhorst, 2022). However,
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the ability of mental time travel to the past to influence behavioral intentions could be reduced or
impaired when a stimulus is highly immersive. This is due to the ability of an immersed state to
keep one fully absorbed and engaged in the task at hand (Seligman & Csikszentmihalyi, 2014)
and highly immersive experiences being associated with reduced working memory (Hsu, 2017).
As such, heightened immersion as a result of exposure to an immersive stimulus may inhibit the
ability of mental time travel to the past to influence behavioral intentions. We therefore
hypothesize:

HS: Mental time travel to the past has a greater impact on behavioral intentions in
conditions that elicit less immersion.

3. Conceptual model

Figure 1 provides a graphical representation of our hypotheses. We hypothesize that
locomotion (H1), interactivity (H2) and novelty (H3) all positively influence the elicitation of
MTTEs by taking one on a journey of mental time travel to the past. Next, we propose (H4) that
mental time travel to the past will positively influence behavioral intentions (purchase intentions,
loyalty, word-of-mouth). Finally, we hypothesize that mental time travel to the past will have a

greater impact on behavioral intentions in conditions that elicit less immersion (HS).

[Insert Figure 1 about here]
4. Methods
4.1 Overview of the present research methodology
For both studies, we utilized an available commercial marketing campaign that was
executed around the holiday season for a perfume brand. The use of the campaign’s marketing
stimuli enabled us to test our conceptual model across a range of conditions while keeping the

content the same (each condition depicted exactly the same snow globe, brand of perfume, and
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shopping bags). We utilized the following conditions: an AR experience, a 360-website
experience, a YouTube video, and a static image (see Web Appendix G for examples).
4.2 Experimental design

The same conditions were used in both studies and consisted of AR, 360-website, video,
and static image. Participants assigned to the AR condition were instructed to watch a brief video
that showed them how to scan a Snapchat code. They were then instructed to open Snapchat,
ensure their phone was not on silent, scan the Snapcode, wait for the experience to launch, and
follow the instructions. Once in the experience, an AR snow globe came to life in front of the
user with the instructions “Shake for Snowfall,” whilst a light melody played in the background.
Participants could shake their smartphone back and forth and from side to side to see snowfall
within the snow globe. Inside the snow globe, a Chanel No.5 perfume and holiday season bags
were visible. For the 360-website condition, participants could move the snow globe by using
their mouse. Participants in this condition were told to click on a link that took them to the
campaign microsite. They were then instructed to follow the directions on the webpage, which
read Holiday Snow Globe, Unlock a Magical Surprise. A floating hand with a pointed finger was
present to provide an indication that website users were to move the snow globe around with
their mouse. For the video condition, participants watched a video that depicted the snow globe
with snowfall movement and perfume. Participants were instructed to turn on their sound, play
the advertisement, and watch the video to the end. Once participants started to play the video,
they saw a snow globe with snow falling in the background, the focal product, and gifts in a
snow globe. Finally, participants in the static image condition were simply presented with an
image of the same snow globe used in the other conditions displaying the same perfume and

holiday season bags.
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Screening for participants in the AR condition involved confirmation of Snapchat
installation on their mobile phone (yes/no) and access to a mobile phone (yes/no). Upon passing
the pre-screen assessment, participants were assigned to one of the four conditions. To ensure
that all participants understood and engaged in the respective experiences, we included two
attention checks for each condition (“What was portrayed in the AR experience / 360
experience/video?”’; “What did the AR experience ask you to do once launched?/ What was the
message on the top of the website? / What words were repeated in the song played in the
background? What was portrayed in the image you just saw?”’). We excluded participants who
did not pass both attention checks or provided incomplete responses.

5. Study 1
5.1. Sample

933 participants from a data panel firm were assigned to a between-groups (see Web
Appendix A for further details of participants) research design. Participants were recruited to
participate in a 7-10 minute experiment on perfume shopping and were rewarded financially for
their participation.

Participants were randomly distributed across conditions (utilizable responses: Nar =
264, N36o-website = 248, Nvideo = 189, Nitatic image = 232). They were screened for age (above 18),
location (UK), and frequency of perfume purchase (more than ‘never’).

5.2. Measures

To test our conceptual model, several survey instruments were identified from prior
literature and adapted to relate the scales to the conditions used in the study. Survey items
relating to each variable are provided in Table A1 in the Appendix. Surveys were consistent

across each condition. Since the wording of the scale items for locomotion was adapted to fit the
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current context of all four stimuli, a pre-test (N = 89; 58.4% female; 41.6% male) was
implemented and successfully confirmed the face validity and reliability of the items.
5.3. Data analysis

We employed partial least squares structural equation modeling (PLS-SEM) to estimate
latent variable scores and proposed paths between constructs using SmartPLS 3 (Ringle et al.,
2015) for Study 1. PLS-SEM was the preferred analytical approach due to 1) the exploratory
rather than confirmatory nature of the study, and 2) the optimized prediction of dependent
variables.
5.4. Manipulation check

Prior to examining the hypothesized differences across the conditions in relation to HS,
we conduct a one-way analysis of variance (ANOVA) to assess the level of immersion elicited
by each condition (AR, 360, video, and static image). To measure immersion, 7-item Likert scale
items were adapted from Yim et al. 2017 (see Table Al for scale items). The results indicate that
immersion significantly differs across the four conditions [F (3, 929) =33.79, p <0.001]. AR
was perceived as most immersive (M = 14.32), followed by the 360-website (M = 13.68), the
static image (M = 12.94), and the video (M = 11.02). Post-hoc multiple pairwise comparisons
further reveal that AR significantly differs from the video (p < 0.001) as well as from the static
image (p = 0.02), but not from the 360-website (p = 0.180). In addition, the 360-website also
expresses significant differences with the video (p < 0.001), but not with the AR (p =0.180) or
the image (p = 0.109). Furthermore, the video significantly differs from all stimuli with AR, 360,
and static image at p <0.001. Lastly, the static image expresses significant differences with the
AR (p <0.001) and video (p < 0.001), but not the 360-website (p < 0.109). Therefore, the four

conditions do provide varying levels of immersion.
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5.5. Measurement models

Measurement model assessment draws on criteria evaluating internal consistency,
indicator reliability, and validity of the reflective constructs (Hair et al., 2019). As shown in table
A2.1 in the Appendix, convergent validity was established as the average variance explained
(AVE) by the multiple indicators of each latent variable was > than 0.5. Internal consistency
reliability was established, as all of the composite reliability coefficients for the latent variables
were > 0.6.

Further, Table B1 in the Web Appendix demonstrates the variance inflation factor (VIF)
values of predictor constructs remain below the suggested cut-off value of 5; thus, collinearity is
not an issue (Krey et al., 2019; Sarstedt et al., 2017). Discriminant validity relies on the more
recently established heterotrait-monotrait ratio (HTMT) of the correlations method (Sarstedt et
al., 2017). HTMT ratios (Table C1 in the Web Appendix) are below the conservative threshold
of 0.85 (Henseler et al., 2015; Krey et al., 2023). Additionally, the factor loading coefficients for
the items that constituted each latent variable were greater than their cross-loadings on
alternative latent variables. The cross loadings for the models were assessed, and all models fit
the criteria (see Tables F1.1-F1.4 in the Web Appendix). Overall, the measurement models
achieve discriminant validity.

5.6. Structural models

Table 2 displays the structural equation model results for Study 1 and each condition
(AR, 360-website, video, and static image). The structural model assessment involves one-tailed
tests with 5,000 bootstrap subsamples (Hair et al., 2019). The results of the bootstrap sampling
reveal that the structural relationships express significance and importance through the

magnitude of their standardized values.
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The results demonstrate that locomotion, interactivity, and novelty all consistently
influence mental time travel to the past (MTTP), with the video having the highest R? of 0.29,
followed by the image with an R? of 0.21, the 360-website with an R? of 0.18, and AR with an R?
0f 0.16. In line with H1-H3, locomotion (H1), interactivity (H2), and novelty (H3) all positively
influence the elicitation of MTTP for all four types of conditions, with the exception of one
relationship — interactivity — MTTP for the 360-website. The results also demonstrate that the
elicitation of MTTP significantly influences purchase, loyalty, and word-of-mouth (WOM)
intentions across all conditions, with the video having the highest R? for all three relationships -
0.31, 0.42, and 0.44, respectively — supporting H4. Further, the path relationships from MTTP—
purchase, loyalty, and word-of-mouth intentions are greater for conditions that elicit less
immersion (i.e., the video [M=11.02; S.E.= 0.56, 0.65, 0.67] and the static image [M=12.94;
S.E.=0.40, 0.46, 0.49] compared to the AR condition [M=14.32; S.E.=0.31, 0.40, 0.41] and the
360-website [M= 13.68; S.E.=0.37, 0.41, 0.50]. HS, therefore, is supported.

[Insert Table 2 about here]

Due to the use of a commercially-available campaign, and to allow for the possibility that
key factors such as demographics and brand attitude could affect our model, we add them to our
SEM-PLS model to further evaluate the robustness of the findings. As demonstrated in Table D1
in the Web Appendix, age, education, and gender are statistically meaningless in a majority of
instances. Brand attitude positively influences mental time travel to the past in all conditions
except for augmented reality. Additionally, brand attitude positively influences behavioral
intentions with one exception — it does not significantly influence WOM in the image condition.
Although brand attitude does play a significant role when added to the model, our results in

relation to our hypotheses and model hold.
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5.7. Discussion

In Study 1, we tested the hypothesized relationships of the influence of locomotion,
interactivity, and novelty on mental time travel to the past. Further, the influence of mental time
travel to the past on the behavioral intentions of purchase, loyalty and word-of-mouth was
examined. Lastly, we studied whether conditions that elicit a lower state of immersion would
result in a greater impact on the relationship between mental time travel to the past and
behavioral intentions. Results from Study 1 outline that all conditions (e.g., AR, 360-website,
video, and image) are capable of eliciting mental time travel to the past and are therefore
beneficial for marketers as all four conditions used in the study saw a positive influence of
mental time travel to the past on behavioral intentions. Additionally, results suggest that
locomotion, interactivity, and novelty can be utilized to elicit mental time travel to the past upon
exposure to different marketing conditions as these factors were consistently significant across
all four conditions. Finally, results suggest that the conditions that elicit a lower state of
immersion have the propensity to have a greater impact on the relationship between mental time
travel to the past and behavioral intentions as the conditions with lower levels of immersion (i.e.,
the video and static image) had a greater impact on behavioral intentions (i.e., purchase, loyalty,
word-of-mouth).
6. Study 2
6.1. Sample and measures

Study 2 replicates Study 1. A data panel firm assisted in collecting a total of 946
participants (see Table A in the Web Appendix for details of participants), who were randomly
assigned to one of the four conditions (i.e., AR, 360-website, video, or static image). They were

recruited to participate in a 7-10 minute experiment on perfume shopping and were rewarded
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financially for their participation. Participants were relatively evenly distributed across
conditions (utilizable responses: Nar = 141, N3go-website = 270, Nyideo = 254, Nitatic image = 281).
Participants were screened for age (above 18), location (UK), and frequency of perfume
purchase (more than ‘never’).

Consistent with Study 1, the same survey instruments were utilized in the replication
study. Once again, survey instruments were consistent across all four conditions. Table A1 in the
Appendix provides an overview of the adapted scale items.

6.2. Data analysis

Study 2 again utilized PLS-SEM to replicate the proposed paths between constructs. In
addition to replicating Study 1, PLS-SEM was utilized to apply importance-performance map
analysis (IPMA) (Ringle & Sarstedt, 2016). IPMA is a particularly useful tool as it allows the
comparison of group results and establishment of performance conclusions for each construct per
condition (Ringle & Sarstedt, 2016).

6.3. Manipulation check

An ANOVA was again utilized to assess the level of immersion elicited in each condition
(AR ,360-website, video, and static image). Consistent with Study 1, results confirm significant
differences across the four conditions with regard to immersion [F(3, 942) = 6.70, p <0.001],
with AR being perceived as most immersive (M = 14.91), followed by 360-website (M = 14.17),
static image (M = 14.08), and video (M = 13.20). Post-hoc multiple pairwise comparisons reveal
significant differences between the AR and the video (p < 0.001), but not the 360-website (p =
0.228) or the static image (p = 0.144). In addition, the 360-website also expresses significant
differences with the video (p < 0.001) but not with AR (p = 0.228) or the image (p = 0.994).

Moreover, the video again significantly differs across all conditions [AR (p <0.001), 360 (p <
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0.019) and the static image (p < 0.038)]. Lastly, the static image only expresses significant
differences with the video (p < 0.038) [(AR: p <0.114; 360-website: p < 0.994)].
6.4 Measurement models

Study 2’s measurement model assessment again draws on criteria evaluating internal
consistency, indicator reliability, and validity of the reflective constructs (Hair et al., 2019). As
shown in table A2.2 in the Appendix, convergent validity was established as AVE by the
multiple indicators of each latent variable was > than 0.5. Internal consistency reliability was
established, as all of the CR coefficients for the latent variables were > 0.6.

Further, Table B2 in the Web Appendix demonstrates the VIF values of predictor
constructs remain below the suggested cut-off value of 5; thus, collinearity is not an issue (Krey
etal., 2019; Sarstedt et al., 2017). HTMT ratios (Table C2 in the Web Appendix) are below the
conservative threshold of 0.85 (Henseler et al., 2015; Krey et al., 2023). Additionally, the factor
loading coefficients for the items that constituted each latent variable were greater than their
cross-loadings on alternative latent variables. The cross loadings for the models were assessed,
and all models fit the criteria (see Tables F2.1-F2.4 in the Web Appendix). Overall, the
measurement models achieve discriminant validity.

6.5. Structural models

Table 3 displays Study 2’s structural equation model results for each form of condition
(AR ,360-website, video, and static image). The structural model assessment involves one-tailed
tests with 5,000 bootstrap subsamples (Hair et al., 2019).

The results are consistent with Study 1 and again demonstrate that locomotion,
interactivity, and novelty all consistently influence mental time travel to the past (MTTP), with

augmented reality having the highest R? of 0.27, followed by the image with an R? of 0.24, the
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360-website with an R? of 0.19, and the video with an R? of 0.09. In line with H1-H3,
locomotion (H1), interactivity (H2), and novelty (H3) all positively influence the elicitation of
MTTP for all four conditions, with the exception of one relationship — interactivity — MTTP for
the AR condition. The results also demonstrate that H4 is consistently supported in that the
elicitation of MTTP significantly influences purchase intentions, loyalty intentions, and word-of-
mouth (WOM) intentions, with the exception of one relationship - MTTP — WOM for the video
condition. With regard to HS, the findings are less consistent than they are in Study 1. Although
a majority of the path relationships for MTTP— purchase, loyalty and word-of-mouth are higher
when comparing two of the low immersion conditions (i.e. video [M=13.20] and static image
[M=1408]) to one of the higher immersive conditions (i.e., 360-website [M=14.17]), the
condition with the highest level of immersion [AR with M=14.91], has the highest S.E. for these
relationships [S.E. = 0.53, 0.54, 0.67]. HS is therefore only partially supported in Study 2.

[Insert Table 3 about here]

In Study 2, we again checked for the possibility that key factors such as demographics
and brand attitude could affect our model. As demonstrated in Table D2 in the Web Appendix,
and consistent with Study 1, age, education, and gender are statistically meaningless in a
majority of instances (education does significantly influence both purchase and loyalty intentions
in the AR stimulus condition). Unlike Study 1, however, brand attitude is less powerful in
influencing mental time travel to the past or behavioral intentions (with the exception of brand
attitude’s effect on behavioral intentions in the video condition). Finally, and as demonstrated in

Study 1, the results of our model consistently hold with the addition of these factors.
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6.6. Importance-performance map analysis

The final step of the analysis incorporates an importance-performance map analysis
(IPMA) accounting for the performance of each construct (Schloderer et al., 2014). The general
goal of IPMA is to identify scores of high importance (strong total effect), and low performance
(low average latent variable scores) for one selected target construct, i.e., the dependent variable
(Ringle & Sarstedt, 2016) for the entire model. Results of this analysis can provide an
opportunity for managers to improve the performance of specific constructs deemed as important
in influencing the dependent variable. Specifically, after identifying constructs with high
importance and low performance scores, IPMA on an indicator level is necessary to highlight
specific areas and methods of improvement for each specific construct by assessing each
individual scale item (Schloderer et al., 2014).

Following common procedures (e.g., Nunkoo et al., 2020; Ringle & Sarstedt, 2016), all
indicators are confirmed to be measured on an interval scale from 1 to 7 with higher values
representing better outcomes; as such, the requirement check is fulfilled. Next, all performance
values are converted to a scale of 100 with performance scores closer to 100 reflecting a higher
performance of the latent variable (Ringle & Sarstedt, 2016). In contrast, importance values are
derived from the total effect scores (Ringle & Sarstedt, 2016). These two values for each latent
variable build the foundation to graph the importance-performance map. Since the IPMA focuses
on one key target construct, three individual maps for each behavioral intention are included: 1)
purchase intentions (Figure 2), 2) loyalty (Figure 3), and 3) WOM (Figure 4). Therefore, each
figure compares importance and performance metrics for each construct (i.e., locomotion,
interactivity, novelty, and MTTP) across the four conditions (AR, 360, video, and image) with

regard to behavioral intentions.
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[Insert Figures 2, 3, and 4 about here]

IPMA results depict clear differences across conditions when evaluating performance
scores (0-100) and importance scores (total effects). As evident in all figures, results confirm that
MTTP is the most important element across all four conditions when assessing the entire model
for the dependent variables (i.e., purchase intentions, loyalty, and WOM) with the highest
importance scores across all constructs. Yet, performance scores remain relatively low for 360-
websites, videos, and images offering areas for improvement. Therefore, indicator level
assessment focuses on MTTP to identify specific methods for improving the consistently low
performance of the important construct (Ringle & Sarstedt, 2016). As previously mentioned, this
analysis involves the assessment of the importance and performance scores for the individual
scale items of the construct of interest, here MTTP. Results identify two indicators with high
importance and low performance scores depending on the condition, namely MTTP items 2 and
3 (please see Table A2 in the Appendix for exact wording). Specifically, the current performance
of MTTP can be increased by developing content that better elicits feelings of actually reliving
the experience. In addition, content across all conditions need to elicit a feeling of mentally
traveling back in time to enhance performance of MTTP.

With regard to each individual condition, the IPMA depicts further differences. For the
AR condition, MTTP consistently reflects the highest importance scores among all constructs for
all three behavioral intentions (purchase intentions = 0.52; loyalty = 0.45; WOM = 0.69) (see
Figures 2-4). Therefore, MTTP is the key construct in driving performance in AR for purchase
intentions, loyalty, and WOM. Interestingly, while the performance of interactivity is the highest
in the AR condition (performance = 66.42), the importance scores are extremely low for

purchase intentions (0.07), loyalty (0.06), and WOM (0.10). So, while AR experiences are
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perceived as being interactive, this particular form of engagement might not be necessary when
focusing on purchase intentions, loyalty, and WOM beyond positive technology perceptions.

For the 360-website, depicted in Figure 3, MTTP has once again the highest importance
scores among all constructs (purchase intentions = 0.40; loyalty = 0.37; WOM = 0.62). However,
performance scores are low indicating a need to improve performance of MTTP for 360-
websites. Furthermore, interactivity reflects high performance scores yet low importance scores
for purchase intentions (0.06), loyalty (0.06), and WOM (0.09). Subsequently, while 360-
websites successfully integrate an interactive component, this element is not important in
determining purchase intentions, loyalty, or WOM based on low importance scores.

Regarding the video (see Figure 4), novelty performance is the highest (54.62) for all
constructs while also reflecting a relatively low importance score (purchase intention = 0.05;
loyalty = 0.05; WOM = 0.06). Thus, novelty is of high performance but of low importance for
the video stimulus. Considering MTTP, importance is highest across all constructs while
reflecting poor performance (31.57). As such, videos need to better elicit MTTP to enhance
overall performance for purchase intentions, loyalty, and WOM.

When assessing the static image condition, locomotion and MTTP have the highest
importance scores with relatively low performance scores (locomotion = 14.21; MTTP = 38.04).
Therefore, both locomotion and MTTP need to be improved to drive higher performance for
purchase intentions, loyalty, and WOM.

7. General discussion

The key focus of this research is to conceptualize and examine MTTEs as a new type of

experience not yet addressed in the experiential marketing literature. Previous research has

primarily outlined the importance of a range of consumer experiences (e.g., consumption,
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product, shopping, service, technology, brand, and customer), yet a distinct gap remains
regarding individual and personal experiences that take place in the mind. Accordingly, we have
introduced a new type of experience, mental time travel experience (i.e., those that take place in
the mind of the consumer), to further our understanding and uncover the complexity of customer
experiences.

Designing relevant experiences has been specifically heralded as a key strategic priority
for the future of marketing, yet the emphasis in the marketing literature is still often placed on
products and services (Kumar, 2018). This research addresses this gap with the introduction of
MTTE:s to the experiential marketing literature and provides empirical support for the benefits of
their elicitation. Not only does our research emphasize the importance of mental time travel to
the past to influence behavioral intentions, but it also identifies three factors that marketers can
rely on in their design of MTTEs. Our studies also emphasize that conditions that elicit lower
levels of immersion have the propensity to strengthen the relationship between mental time
travel to the past and behavioral intentions. Finally, our IPMA analysis in Study 2 demonstrates
that mental time travel to the past is the most salient factor in driving behavioral intentions for all
four conditions when assessing all constructs in the model. We now further discuss our key
points of contribution.

First, findings in both studies demonstrate the importance of locomotion, interactivity,
and novelty, as all three factors consistently and significantly influenced the elicitation of mental
time travel to the past. Locomotion was included in our model as a key factor in relation to how
humans learn about and remember the world (Glenberg & Hayes, 2016). While it has been
shown to enhance memory recall (Buzsaki & Moser, 2013) and to influence the temporal

location of an individual’s thoughts by eliciting thoughts of the past (Aksentijevic et al., 2019;
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Boroditsky & Ramscar, 2002; Miles et al., 2010), our study reveals that perception of physically
moving one’s body facilitates a mental time travel journey to the past when exposed to
marketing stimuli. We also identify interactivity as the second factor influencing the elicitation
of mental time travel to the past. Interactivity has been previously linked to how humans
perceive the world and interact with the world (Garbarini & Adenzato, 2004; Gibson, 1979) and
various consumer responses, including flow when using a website, perceived usefulness of newer
technologies, and brand engagement (Petit et al., 2022; Van Noort et al., 2012). Further, prior
research indicates its importance in the elicitation of memories (Chung & Zhao, 2004; Xu &
Sundar, 2016). Our research confirms that perception of interactivity (i.e., perception of control,
speed, and interaction) is also important for MTTEs as it significantly affects mental time travel
to the past for the majority of the conditions in both studies. The final influencing factor
associated with the design of MTTEs was novelty. While previous work shows that the
perception of novelty is important for encoding and remembering events (Schomaker & Meeter,
2015; Tulving & Kroll, 1995), we demonstrate that the novel conditions encountered in this
study through AR, a 360-website, a YouTube video, and a static image support the elicitation of
mental time travel to the past.

Second, and with regard to the ability of MTTEs to positively influence future-oriented
brand outcomes, both studies demonstrate that mental time travel to the past significantly
influences future-oriented behavioral outcomes (i.e., purchase, loyalty and WOM intentions).
Importantly, the IPMA analysis demonstrates mental time travel to the past as the most important
factor in the model for influencing behavioral intentions for all conditions. This is a critical
finding in line with prior literature outside the marketing domain, indicating that mental time

travel to the past can foster simulations of possible future scenarios (Berntsen & Jacobsen, 2008;
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Schacter & Madore, 2016). Previous research espouses this relationship with brain imaging that
demonstrates overlapping neural activities when thinking of the past and future (Benoit &
Schacter, 2015; Stawarczyk & D’Argembeau, 2015), and research of memory-impaired patients
demonstrating that deficits in the ability to remember one’s past are strongly correlated to
deficits in the ability to imagine one’s future (Hassabis et al., 2007; Klein et al., 2002;
Rosenbaum et al., 2005). This research, therefore, lends further support to the ability of mental
time travel to the past to positively influence future-oriented outcomes through behavioral
intentions.

Third, results in both studies consistently suggest that a lower state of immersion has the
propensity to strengthen mental time travel to the past’s effect on behavioral intentions. Prior
research demonstrates that immersive experiences provide high quality and quantity of sensory
stimulation to an individual (Slater, 2009) and the ability to keep consumers completely focused
and engrossed in an activity (Seligman & Csikszentmihalyi, 2014). As such, we hypothesized
that conditions with lower states of immersion would exhibit a greater effect on the ability of
mental time travel to the past to influence behavioral intentions. Indeed, and with the exception
of the AR condition in the second study, our findings in both studies consistently support this
assertion as the impact of mental time travel to the past on behavioral intentions was strongest
for least immersive conditions (i.e., the video and static image in Study 1 and when comparing
the video and static image to the 360-website in Study 2). Cognitive load theory (see Sweller,
1988) suggests that large quantities of information (heavy cognitive load) can negatively affect
an individual’s cognitive processing and task completion. Thus, exposure to more highly
complex, immersive experiences may result in high levels of cognitive load and reduced working

memory (Hsu, 2017), which makes it more difficult for consumers to create mental associations
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between re-lived past experiences and future intentions. Thus, although research demonstrates
that a state of immersion has been associated with positive brand outcomes (Barhorst et al.,
2021; McLean et al., 2021; Tonietto & Barasch, 2020; Flavian et al., 2019), our results suggest
that its effects can vary regarding mental time travel to the past’s effect on behavioral intentions.

The fourth finding from this study reveals a noteworthy exception to the consistently
observed strengthening effect of lower states of immersion on the impact of mental time travel to
the past on behavioral intentions. The results from Study 2 indicated that the condition with the
highest level of immersion, augmented reality (AR), exhibited the strongest relationship between
mental time travel to the past and behavioral intentions such as purchase, loyalty, and word-of-
mouth. This result diverges from the expectations based on the findings of Study 1, where AR, as
the condition with the highest level of immersion, had the weakest relationship between mental
time travel to the past and behavioral intentions. The complexity of the AR experience may
contribute to this inconsistency. AR provides users with the ability to manipulate their physical
environment by integrating virtual objects (Javornik et al., 2022; Smink et al., 2020), which can
result in the provision of additional sensory cues beyond those present in the AR experience.
Previous research has associated mental time travel to the past with sensory aspects of the
physical world (D’Argembeau & Van der Linden, 2004, 2006). The additional sensory cues from
the blending of the physical and virtual environments in the current study could have contributed
to the inconsistent results with regard to AR. Therefore, further research on mental time travel to
the past and the effects of using mixed reality technologies is warranted.

Finally, the IPMA analysis in Study 2 brought forth additional insights into the varying
influence of all constructs in the model on behavioral intentions. As stated previously, the [IPMA

confirmed that mental time travel to the past was the most important factor in the model for
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influencing behavioral intentions across all conditions. Thus, the IPMA analysis further supports
the use of mental time travel to the past to influence vital behavioral intentions (i.e., purchase,
loyalty, word-of-mouth). The IPMA also suggests that the performance of mental time travel to
the past could be improved across all conditions, suggesting that although mental time travel to
the past is an important factor, the performance could be improved. Further, the IPMA
demonstrates that interactivity has a high performance yet low importance on behavioral
intentions for the AR and 360-website conditions. Although we did not hypothesize interactivity
as a factor that directly influences behavioral intentions in this research, this finding is
particularly salient as previous studies have confirmed that interactivity (Van Noort et al. 2012;
Cowan & Ketron, 2019; Petit et al. 2022) and novelty (McLean & Wilson, 2019) are key
determinants of behavioral intentions for highly immersive conditions such as AR and 360-
websites.
7.1. Managerial implications

A number of important implications for marketing managers and designers of marketing
experiences come to the fore as a result of this research. Firstly, designing MTTEs should be
considered by marketers in their campaigns as doing so can influence important behavioral
intentions such as purchase intentions, loyalty, and word-of-mouth. In a cluttered and often
uncertain environment, intentionally designing experiences that utilize mental time travel to the
past to influence behavioral intentions could help to further engage consumers and bring positive
outcomes for the brand.

Secondly, there are numerous reasons for marketers to deploy experiences that allow
consumers to mentally travel to a different time and place in the past. Transposing oneself to a
previously lived episode that was of personal relevance can help consumers to remember

different parts of their life or even forgotten desires. While nostalgia marketing evokes a rose-

32



Transcending reality: introducing mental time travel experiences and their ability to influence brand outcomes

tinted past in a sentimental and utopian manner (Hartmann & Brunk, 2019), mental time travel to
one’s actual past can prompt consumers to re-engage with their real experiences from a different
time where they mentally see, hear, and feel the emotions that they felt at the time, thereby
eliciting an experience in their minds. Thus, employing marketing campaign elements that enable
consumers to mentally transpose oneself away from the “here and now” through mental time
travel helps marketers to facilitate another type of experience for consumers. In doing so,
marketers are optimizing a cognitive process that consumers are already undertaking as a normal
part of their day. As stated previously, research demonstrates that humans are rarely mentally in
the present moment as they spend a significant portion of their time thinking about the past,
anticipating the future, or constructing hypothetical scenarios (Berntsen & Jacobsen, 2008;
Epstude & Peetz, 2012). Thus, and as findings from research suggest, marketers have
opportunities to be a part of this normal cognitive process and can facilitate positive outcomes
for their brands through mental time travel experiences.

Thirdly, when designing MTTEs, developers should include certain key components to
the experience. Specifically, marketing experiences should enable the physical ability of
movement (locomotion), ensure that experiences are easy to control (i.e., in terms of navigation;
pace to watch products) and responsive to consumer actions (interactivity), and have elements of
uniqueness or offer something new (novelty). These factors would better enable consumers to
embark on a mental journey to the past. Further, we recommend extensive testing of stimuli as
our [IPMA analysis demonstrates that mental time travel to the past is important for behavioral
intentions, yet performance can be improved. Thus, calibration is needed to ensure high

performance.
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Finally, this research provides some initial empirical evidence on the capability of
varying levels of immersion to influence the impact that mental time travel to the past has on
behavioral intentions. Accordingly, the amount of immersion elicited through marketing stimuli
should also be tested and calibrated to achieve the desired effect of mental time travel to the past
on key outcomes such as behavioral intentions.

8. Limitations and future research

Limitations associated with this research may pave the way for future research.

While we have introduced the mental time travel experience as a new type of experience that
marketers can evoke to prompt consumers to mentally travel to a different time, we only focused
on one part of this, mentally travelling to one’s personal past. However, mental time travel
experiences include mentally travelling forwards in time to one’s personal future. Accordingly,
to gain a holistic view on mental time travel experiences, future research should examine the
influence of eliciting mental time travel to the future and the effects this has on brand outcomes.

In addition, focusing on one marketing campaign and industry (perfume) allowed us to
examine the conceptual model across a range of marketing experiences while keeping the
content (brand of perfume within a snow globe) consistent. However, future studies could
examine other products to increase the generalizability of the current results. Relatedly, our
research specifically focused on immersive experiences - future research should investigate the
role of other types of experiences in designing MTTEs.

Further, our research focused on specifying some of the key factors that are crucial for
eliciting MTTEs through mental time travel to the past. However, future studies would be well
placed to examine other influences that could additionally evoke an even stronger mental time

travel journey associated with the past or future. Personalization is potentially one such
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influence, as prior research shows that AR-enabled personalization elicits positive consumer
responses towards a brand and technology (Smink et al., 2020). Researchers conducting such
future studies might consider developing an experimental design to compare a personalized
technology experience to a non-personalized one. This would potentially represent a worthwhile
pursuit as such insights would allow marketers to understand if personalized experiences create
more vivid mental time travel to the past and if that strengthens the bond between the consumer
and the brand.

A final limitation associated with the study is the use of our specific conditions. As
mental time travel experiences can potentially be elicited by any retrieval cue, they could
possibly be elicited in other environments including traditional commercial environments (e.g., a
retail store) or other technological environments (e.g., metaverse, virtual reality) with sensory-
enabling technologies (Flavian et al., 2021). As such, future research could undertake similar

studies in various environments to determine whether similar outcomes would occur.
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