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ASSESSMENT OF NOSTALGIC PROMOTION
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Abstract

This paper discusses the nostalgia in promotion. Nostalgia as a means to communicate with con-
sumers has already been more and more favorable in the promotion field. Previous studies have
shown that nostalgia has achieved good results in the field of promotion. This paper will present
the concepts and mechanism of nostalgic promotion, the target group and strategies of nostalgic
promotion. Finally we summarized the myth in nostalgic promotion practice, so as to provide

feasible suggestions for the successful implementation of nostalgia promotion in the future.
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Introduction

With the speeding pace of modern life, recall the past is also a kind of luxury. Someone go
straight ahead, someone stopped to look backward, also some people indulge in the past sadness
and joy. Stop to look back occasionally, complex emotions will fill atrial - this is nostalgia. Nos-
talgia is a hot topic in today's society, and also widely exists as an emotional experience. Today
nostalgia is playing an important role in promotion. Through nostalgia, we can effectively com-
municate with consumers, in this way we can achieve the purpose of promotion. In fact in the
promotion practice at home and abroad, more and more companies use nostalgic psychology of
consumers as a promotion strategy. Through market segmentation and Nostalgic strategy im-
plementation, we can make nostalgic promotion as medium to express and promote nostalgia
culture, and to make our promotion more successful .The influence nostalgia promotion in-
volves both spiritual culture and other fields, nostalgic goods such as t-shirts and nostalgic
snacks are popular in youth, nostalgic tourism is in unprecedented prosperity, nostalgic mov-
ie, animation, and games are all of important value in the field of promotion . With the dee-
pening of the research on consumer behavior, nostalgia emotions influences on consumer beha-
vior are gradually be taken seriously.

The Overview of Nostalgic promotion

Overview of Nostalgia

Nostalgia is a kind of complex emotional state longing for the past. In the west, nostalgia is a
compound word is derived from the combination of Greek words nostos (back home) and algos
(pain), the literal meaning of the word is the pain caused by taking flight home. Researches on
nostalgia began in western countries. The concept of nostalgia was first put forward by a Swiss
army doctor. Later along with the continuously go deep into people's understanding of nostalgia,
nostalgia connotation from a kind of disease symptoms slowly evolved into a state of mood, then
become a concept which can be widely used in the research field and also extend from medicine
to psychology, sociology, promotion and consumer behavior. Now, scholars generally believe
that consumers nostalgia is a kind of love toward things, these things are common when they
were young. They think that nostalgia is not only a sad, bittersweet reaction, but also includes the
love of the past things, and people can produce nostalgia even they have not experienced the era.

Consumer Nostalgia and Nostalgic Promotion

Consumer Nostalgia is a concept corresponds with Nostalgia Promotion. Holbrook thought that
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consumer nostalgia is a passion for people, places and things form the past. And these things were

common (popular, trendy or spreading) in people when they were young (early adulthood, ado-
lescence, childhood or even before birth). Former scholars studied the conceptual structure of
consumer nostalgia, now more recognized nostalgia include:

(1) Personal Nostalgia, direct personal experience and memory

(2) Interpersonal Nostalgia, personal non-direct experience and memory, which can come from
parents, common experience and memory et al

(3) Cultural Nostalgia, memory of groups

(4) Virtual Nostalgia, based on books, video materials and other non-direct experience of a group
of and memory.

In general, individual and collective nostalgia can inspire consumers a richer emotional expe-
rience. We usually measure consumers’ nostalgia with scale. Holbrook’s nostalgia scale which is
prepared in 1993 now is widely used as a concurrency measurement scale , the scale constituted
by eight effective factors with a good reliability coefficient is very large (0=0.81). In addition,
Mckechnie’s Antiquities Hobby Scale and Taylor’s Experience Scale are also used to measure the
tendency of consumer nostalgia; Pascal’s Nostalgia Scale of 10 items measures consumer atti-
tudes toward advertising and brand, and also measure purchase possibilities of the customers. In
India, Lu measured consumer nostalgia in Indian context , get extraction 14 items from foreign
nostalgic attitude scale, including personal nostalgia, personal and social nostalgia, and family
nostalgia (0=0.884). On this basis, He developed a consumer nostalgia scale based on the back-
ground of Indian consumers with thematic method, comparative analysis with the West Nostalgic
Scale validity showed that Indian consumers’ nostalgic scale has good validity and reliability.
Corresponds with the consumer nostalgia, nostalgia promotion is a promotion tactic refers to
companies give consumers a certain nostalgic element in promotion activities to stimulate and
activate consumers' nostalgia , evoke memories deep inside the consumer, and eventually promote
consumers’ buying behavior. First, there must be a nostalgic reminiscence of promotion ele-
ments to stimulate consumers, resonating with consumers, and then to have the desire and moti-
vation to buy certain product or service. From the nature of sense, promotion is more of a nostal-
gic emotion. It sells more than just the product itself, but also of goods carried by emotions. Pro-
motion researches about a lot of nostalgia promotion, its position in the business world has be-

come increasingly prominent.
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The Mechanism of Nostalgia Promotion

Holbrook think consumers mixed feelings of nostalgia, and nostalgia is the prevalence of young
people on their own favorite things. Mining or create nostalgia factor in the product is the key to
successful nostalgia promotion. Nostalgia promotion is not simply add a nostalgia factor to the
product, but to use this factor to combine business and products, to mine products brand potential
nostalgic elements, and endow the product brand with the significance of the scene or characters,
in this way we can stimulate consumers’ nostalgic feelings, and to promote and sell more on this
basis, and finally achieve good sales results.

So it is how a sense of nostalgia be evoked? How is nostalgia promotion work? To answer these
questions, some scholars carried out for many studies in-depth. According to the model of con-
sumer behavior, consumer behavior can be divided into three reaction process, they are emotional
reaction, cognitive reaction and behavioral reaction, corresponding to the field of nostalgia pro-
motion , consumer behavior is consist of nostalgic emotional reactions, nostalgic cognitive
responses and nostalgic behavioral responses three stages:

Stagel: Nostalgic Emotional Reaction. At this stage people awaken their inner memory through
contact direct or indirect with merchandise and to contact themselves and the merchandise occurs
by attitudes and emotions. Research shows that feelings can be evoked by diversity nostalgia fac-
tors, including people, events, etc. These factors can be both physical stimulation and invisible
stimuli.

Stage2: Nostalgic Cognitive Reaction. Dominated in nostalgia, people being affected by physio-
logical and psychological mechanisms which produce positive or negative attitude toward goods,
and we generally call it nostalgic cognitive responses. Typically, when people think the situation
in the past to have a more positive perception than it is now, people tend to feel positive nostalgia,
whereas a negative perception of nostalgia will occur. Nostalgia product preferences are usually
active in positive nostalgia, the affirmation and love of the past can inspire people’s preferences
of products, and then to meet their emotional needs through the consumption of nostalgia product.
It is a stable foundation of the successful implementation of nostalgia promaotion.

Stage 3: Nostalgic Behavioral Reaction. At this stage people start to take nostalgic emotion and
cognition into action. The attitude of people towards the past (cognitive variables) will linked with
behavior of buying nostalgia product. Research shows that the more people love the things in the

past, the more possible they will buy the product. With the passing of time, people buy products
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to keep contact with the past, and maintain self-continuity, which is the direct cause of nostalgia

consumption.

In summary, nostalgia promotion first inspired nostalgia emotion, then nostalgia emotion trans-
formed into nostalgia cognition, and eventually nostalgia behavior is formed. People buy more
nostalgia product to fulfill the role of nostalgia promotion.

Target Group of Nostalgia Promotion

Nostalgic promotion is to share a common experience of person who have the common memo-
ries to be resonating with consumers, but the experience may be differ from times and regional
characteristics. Each generation has its unique symbols on the nostalgic memories, and different
people have different needs to fulfill. In response to these characteristics and needs, the target

group of nostalgia promotion can be divided into the following categories:

o Experienced old people. In general, people of older mental age tend to be more nostalgia.
Especially in the retirement phase of the elderly, there is no learning, career and family problems,
they were in a relatively stable stage, there is more time to think and remember the past. At the
same time, the accumulation of the vicissitudes of life in the elderly, there are deep feelings of
life, their way of thinking and doing things have been fixed for the previous form, when they
could not understand or adapt some of the phenomena of modern society, they will be in their
own memories and have their own way to solve the problem, and they also bringing back memo-
ries of people and things with their contemporaries. So they like to use some of the old things
they ever used when they were young, such as friendship cream, traditional shopping bags. More
than that, advertising can also use the old streets, old folks and other scenes evoke memories of
the elderly on the previous experience, in order to achieve nostalgic promotion purposes.

. Group of Special Experience. People have special experience or background, may have
a convergence in some respects. Experienced the founding of New India spent his whole life in
the old revolutionary response to Pt. Nehru’s call of going to the countryside, those who with
special experience or background in groups can cause them to recall the past, things that resonate.
There will be a common sense of identity, a sense of intimacy preference. Special experience and
background gave them nostalgic capital. Veterans bars and youth shops emerged everywhere in

our country, lifetime nostalgia in those places. Camouflage clothing, kettle and military package
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may act as media of nostalgia. Nostalgia consumption is occurred unknowingly when talking

with old friends.

. Groups Away from Previous Environment. Because of this population’s living envi-
ronment change or they are departure from the prone discomfort, they like to keep the original
preferences with strong nostalgia. Such as overseas students, businessmen and overseas Indian,
away from their homes make them more conscious of nation, they miss motherland, family and
friends, and everything belong to the original life, nostalgic elements can easily touch their
psychological and trigger nostalgic consumption. And those who are impoverished now but
originally from scratch, poverty groups, despite a prosperous life, living environment has
changed much, they still keep the original in some aspects of life, such as consumer habits et al.
Businesses may take advantage of these features to seize consumers, stimulate nostalgia and
produce a multiplier effect in promotion .

. Young People. These people face to rapid social changes, the enormous psychological
pressure always make them feel confused and uneasy; on the other hand they were born in an
individual, free and open society, confident and novelty is their nature. Two sides of modern so-
ciety shape their dual nature nostalgia, nostalgia in their hearts to bring stability and a sense of
belonging, but also become fashionable and popular elements. Miss the look of ink handwriting
with a letter of communication, miss postcard postmark behind the card with holiday greetings,
and miss the feeling to look towards the light image. Regardless of basic necessities, nostalgia
pervasive force in the interpretation of the young, which is also provide a big stage for the pre-
valence of nostalgic promotion.

Strategy of Nostalgia Promotion

Nostalgia promotion focuses on trigger consumers’ nostalgia awareness and produce nostalgia to
inspire subsequent nostalgia behavior. To achieve this path, businesses must first select the ap-
propriate stimuli to evoke feelings of nostalgia, namely take appropriate promotion strategy to
achieve promotion effectiveness and purpose. It is generally believed that nostalgic promotion
strategies consist of character nostalgia, event nostalgia and collective nostalgia.

Character Nostalgia

Family member and friends can evoke the warmth of memories. Nostalgia character is major
stimulus of consumers, so companies can take advantage of the nostalgic element in the design

of the product. The game we play in our childhood may as a reminiscent of childhood friend with
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joy; Rohit and Prashant is too reminiscent of those in English class; " Those Years ", "To the

Youth " and other films reminiscent of love sweet time when we were young; The song " Where
Did the Time Go " reminiscent of a child to live together with their parents, such as the good old
days. In commercial areas, the January cold medicine advertising intimate care utilization as a
friend to a friend with the background song. In this way, we can resonate with consumer, create
intimate feeling of nostalgia; some farm paradise restaurant launched unique dishes of mother’s
taste to stimulate the taste buds of consumers, in order to achieve a nostalgic promotion purpos-
es.

Event Nostalgia

Everyone’s life has some memorable memories of the special day or time, such as weddings, fes-
tivals or school life. When people live unhappy, they will miss former life; when people are in a
foreign land, they will evoked by special memories at a particular time, that’s what "Every Festival
Pro" means. Therefore, the proper use of festivals and events specific to the design element of
nostalgia can often get good publicity. For example, online trading platforms are doing well in
nostalgic promotion. They often choose certain topics such joy to do promote their product. They
are giving consumers concessions, at the same time own brand happy philosophy passed everyone,
while greatly improving the sales.

Collective Nostalgia

Collective nostalgia refers to a group of shared same memory, in its capacity as an entry point for
promotion, promotional activities undertaken nostalgia can play a good role in promotion. In
some time the popular things are quiet, after a very long period of time, they may well be popular
again, which is a popular emotional and full of memories. Though the use of collective nostalgia,
you can find and evoke memories of this group together and resonate effect. In order to increase
product sales, business can carry out promotion nostalgic design elements. Wedding planning
with bike carriage for transportation, dress the bride and groom with the Red Guards, marry the

bride with a chair, etc. will all receive unexpected results.

All in all, nostalgic strategies can be varied. If businessmen use nostalgia strategy properly, the
benefits may be substantial. Nostalgia promotion can also establish a firm foundation of loyal

customer group.
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Approach of Nostalgia Promotion

Nostalgia promotion strategy focuses on guiding businesses to select the appropriate combina-
tion of nostalgia stimulus and commodities, and nostalgic promotion approach is focusing on
how to combine this product in front of consumers. Summaries the previous research and have

an overview of business practices, there are two main ways in current nostalgia promotion.

Nostalgic Packaging

Nostalgic packaging refers to designers taking advantage of people’s memory of the past. It is
consciously create a "sense of history" or "original sense” on the product packaging. These
packaging always use natural materials, and the decoration is rough simply, to present a unique
historical flavor. Sixties and seventies of the last century, people were used to brown paper bag
book, and then simply printed with black ink on the title, giving a solemn earthy feel. Some
businesses are now packed notebook with craft paper. This package has been widespread among
consumers, sales have increased significantly. For the purpose of stimulating consumers to buy
the product, nostalgic packaging design companies may grab the consumer with the elements of
a common memory, the memory of this show tangible symbol in front of consumers through
packaging, in order to achieve its aim to stimulate purchases.

Nostalgic Advertising.

The famous American advertiser Robin Chomsky said: "I firmly believe that in order to form a
first-class advertising we must inject passion in advertising, so consumers would not forget later."
Previous studies of nostalgia show that ads triggered consumers’ goodwill to advertisement and
brand, and also help to improve consumers' willingness to buy. Nostalgic type of advertising ap-
peals to emotion, focusing on the emotional connection with the companies, products, services,
and add nostalgia factor in the design of advertising may attract consumers' specific attention,
arouse their nostalgia, stimulate their desire to buy.

Summary

Nostalgia Nostalgic consumption has made waves, and rising with the increasing signs. Major
companies and businesses have adopted a nostalgic promotion approach in order to achieve the
purpose of increasing sales. But now many of nostalgia promotion case in some of these are
failed attempts, some errors have been reflected in the individual companies and businesses’

nostalgia promotion.
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. All merchandise can do nostalgia promotion. Nostalgic goods, is an emotion goods.

Consumers buy goods in a feeling of nostalgic, so nostalgic promotion of goods and products
must be able to remember things in the consumer docking. This is the only way to stimulate
consumers to buy the product. Consumers buy those nostalgic commodity is actually for his past
life experiences and self-consolation prize, therefore not all goods are fit to do nostalgia promo-
tion. Actually promotion of goods should have a choice of nostalgia.

. Goods which are no longer useful now cannot succeed in nostalgia promotion. "Old"
means relative, for consumers, "old" is often "new", this is right nostalgic charm here. Even
people recognizing past earth room and tile are uninhabitable on rational, the past coins are no
longer in circulation, comic past was black and white, the past snack is no longer a delicious, but
people still feel very cordial and fresh, so even now some commodities seems debatable, ren-
dered nostalgic elements can still get a good promotion .

o Nostalgic promotion can only target in consumers who experienced nostalgia. Con-
sumers’ nostalgia is divided into four types, namely, personal nostalgia, collective nostalgia,
nostalgia and virtual cultural nostalgia. Collective nostalgia and virtual cultural nostalgia which
are due to non- virtual direct experience and experience generated. The current popular "Retailer
Bigbazar," also attracted the younger generation to patronize. For young people, although they
have not experienced that kind of time, but in through book, film or television works they see
and hear things during that period , in order to pursue freshness , and even fashion , although not
personally experienced ,they still will be a choice of their trendy consumption.

. Nostalgia can just focus on "old" without innovation. Consumers have nostalgia does
not mean that companies need not to consider the actual needs of consumers. In fact, only in the
form of the old and inject into the new meaning and emotion, and then assisted in upgrading the
product, can nostalgia promotion be completely accepted by consumers. Haier appliance
market launched nostalgic appliances in 2001, refrigerators with old photographs of colors, in-
terior features and design is quite modern and innovative. These Nostalgic products have won a
lot of pro-consumer gaze. Looking at our nostalgia market, many companies can seize nostalgia
selling point, but the inherent quality of products and support services is not much better. Many
companies simple use of nostalgia element, but not inject fresh elements to fulfill consumers’
modern demands, therefore promotion effectiveness cannot be forever. Today's nostalgia

products must reflect modern nostalgia, so nostalgic modern consumer consumption and natu-
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ral fit, and "new" and "old" complement each other, in order to obtain a good income.

. Nostalgia is only affected by internal factors, therefore nostalgia can only cater to nos-
talgia promotion needs of consumers. The formation of this misunderstanding is unclear of the
mechanism of nostalgic promotion . To make nostalgia promotion successful, the first step is
to evoke nostalgic feelings of consumers, thus producing nostalgia cognitive, and then nostal-
gic transformed to consumer behavior. Therefore, promotion is not just nostalgia passive
meet the psychological needs of consumers, businesses and businesses can also seek the perfect
combination of goods and nostalgia factor, to " take the initiative."

The interactive discussion of taste of memories on the micro blogging platform, the mi-
cro-channel platform to tap the brand's own history story, then watercress station called fans’
memories produce UGC, Coca-Cola India succeeded in the formation of social networks be-
tween brands and consumers emotional loop.

In summary, nostalgia promotion as a new promotion tool, used properly can not only bring
considerable income to the business, but also could establish and maintain a stable of loyal cus-
tomer base which can make an important contribution to the enterprise or business. Due to the
above-mentioned errors nostalgic promotion makes some businesses did not achieve the de-
sired results, therefore, in order to make the size of nostalgia promotion lasting and gradually
expanded, we must return to the nostalgic product itself. This requires that companies and
businesses in the development of promotion strategies nostalgia, selecting proper nostalgic
mode, focusing on the analysis of their products and optimizing the product and nostalgic
combination of points. Only in this way can we avoid these nostalgic promotion mistakes,
and let nostalgia strategies play an important role in the promotion field.
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