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AbstrAct

In the last decades, neuroscience has provided an excellent comprehension 
of the impact of marketing outputs on cognitive and emotional processing. 
Understanding what constitutes the neurobiology of consumer decision-making 
has been the aim of neuromarketing since the beginning. New notions regarding 
the value of emotions in consumer preferences have changed the way compa-
nies develop their actions towards marketing and communication. Nostalgia has 
emerged as an effective strategy for reinforcing the positioning of established 
brands. Because of the nature of emotions in nostalgia and the trendy relation-
ship between neuromarketing and emotions in business, this research offers an 
exploratory bibliographic review to set the guidelines that help in understand-
ing the interplay between retro marketing, nostalgia, and neuromarketing on 
marketing consumption. This review was carried out in 3 phases: a) review of 
unstructured information, b) analysis, organization, and synthesis of content, 
and c) conclusions. Nostalgia is manifested through marketing stimuli that arise 
from people’s internal memory and, therefore, the feelings derived from cogni-
tive responses (attitudes) followed by a particular behavioral reaction. Research 
points out the lack of literature/studies regarding neuroscientific methodology 
into nostalgic empirical research.

Keywords: nostalgia, marketing, retro marketing, neuroscience, neuromarket-
ing, retro, vintage, branding
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introduction 

In the last few years, there has been an increase in the use of nostalgia in mar-
keting. It has been found that nostalgia influences consumers’ preferences for 
brands, products/services, and communications since emotional triggers are 
proven to play a vital role in consumer decision-making. Nostalgic strategy 
appeals to consumer’s emotions, attitudes, and memories in order to achieve 
brand efficiency.

The potential effect of nostalgia on consumer decision-making is a trendy 
line of research in academia and the professional sphere. Empirical research on 
nostalgia has been linked to topics such as advertising and consumer psychol-
ogy (Wildschut, Sedikides, Arndt, & Routledge, 2006). There is a visible rise of 
nostalgia in advertising in the last years. 10% of US TV advertisements have 
used nostalgic outputs such as copy, music, and themes. Other countries such 
as UK, Russia, and India have also used it for its engaging effects and influence 
on brand choice (Merchant, LaTou, Ford, & LaTour, 2013). Nostalgia strategy is 
a worldwide phenomenon.

Many different products from the market, such as music, films, or television 
shows, can elevate nostalgic emotions (Slavich, Dwyer, & Hungenberg, 2019). 
However, it does not only relates to the entertainment sector or audiovisual stim-
uli. The demand for this type of product emerged from the mid-90s and consti-
tutes its peak today. The retro/vintage can be present in many different goods 
and services, such as products, packaging, design, tangible and intangible things, 
aesthetics, style, and communication. It is found in areas such as clothing and 
sports clothing, footwear, cosmetics, colons, luxury products, entertainment 
and decorative, automotive, high-tech (music), cameras, telephones, electrical 
appliances, food and beverage, music festivals, films, and series, toys, detergents 
and soaps, tourist sites, establishments and giveaways (Brown, Kozinets y Sherry, 
2003; Hallegatte, 2014; Park et al., 2018; Grebosz-krawczyk & Pointet, 2020).

The creation of emotional bonds becomes a positive tool for brands. In fact, 
it has been stated that the strategies of nostalgia are increasingly used during 
times of crises due to their capability to make consumers feel secure and safe and 
boost sales (Merchant, LaTou, Ford, & LaTour, 2013b). As mentioned, nostalgic 
outputs have been shown to impact consumer’s preferences for their effective 
influence on emotional and cognitive processing. The use of nostalgic feelings 
originating from memory creates the necessary bond between brand and con-
sumer to boost purchase behavior, brand trust, and loyalty (Hungenberg, Slavich, 
Bailey, & Sawyer, 2020). The understanding of the neurobiology behind nostalgic 
processing is explained by neuroscience and neuromarketing. Neuromarketing 
is known as the application of neuroscientific methodology with commercial 



jo c i s  2 0 2 1  ·  v 7  |  i s sn  5 - 6 0 7 7 2 7 - 1 5 8 0 2 8  0 0 0 0 71 10

purposes. It aims to achieve a deep understanding of the consumers’ responses 
to certain marketing stimuli by employing techniques from cognitive neurosci-
ence to improve products, services, advertising and marketing strategies (Lee, 
Butler & Senior, 2010). For the positive effects of nostalgia in decision-making 
and neuromarketing’s ability to comprehend such influence, retro marketing and 
neuromarketing might become popular marketing topics in the years to come.

methodology 

New knowledge about the impact of emotions on consumer preferences has 
changed marketing and communication paradigms. Nostalgia has become an 
effective strategy for reinforcing the positioning of established brands. This 
paper aims at reflecting on the comprehending neurobiology behind the con-
sumer preference associated with nostalgic experiences. Since emotions of nos-
talgia is proven to be key in business, the paper also evidences the relationship 
between nostalgia marketing and neuromarketing (known as a discipline that 
uses neuroscientific methods to understand consumers from a neurobiology 
approach). Therefore, this research offers an exploratory literature review to 
set the guidelines that help in understanding the interplay between retro mar-
keting, nostalgia, and neuromarketing on marketing consumption. This review 
was carried out in 3 phases: a) review of unstructured information on Scopus 
and Web of Science, b) analysis, organization, and synthesis of content, c) con-
clusions. Snowball technique was applied. A total of 34 research papers are dis-
cussed. The first part of the paper will discuss the following topics: 

• Consumer behavior in nostalgic experiences
• Nostalgia as a cognitive and emotional processing 
• Nostalgia and retro marketing
• Retro marketing effectiveness: variables to consider
• Nostalgia and retro marketing in the academia

Complementary, an analysis of the volume of publications by the terms neu-
romarketing, neuroscience, nostalgia, and retro marketing has been done to 
deliberate about the interest produced by these topics among the academic com-
munity. Scopus and Web of Science were the databases selected. The authors used 
the filter “Title, abstract, keywords” on Scopus and the filter or “Theme” (that 
comprises the title, abstract, keywords, and more) on Web of Science. This search 
took place in May 2021. Results are discussed in the second part of this paper. 
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1. consumer behavior in nostalgic experiences 

Nowadays, brands know that it is imperative to connect with individuals by devel-
oping memorable experiences to attract and maintain consumers. The retro con-
cept is the strategy of using elements from the past through the stimulation of the 
senses. In this context, communicative strategies may focus on cultural industries 
stimuli (such as music, films, e.t.c) to provoke nostalgic experiences (Barbery-
Montoya, Lavayen-León & Vera-Suárez, 2019). 

Nostalgia has been defined as the longing for the past and a past-focused 
affective experience (Routledge, Wildschut, Sedikides & Juhl, 2013; FioRito & 
Routledge, 2020). Due to the capability of nostalgia to impact affective states 
that drive towards action (FioRito & Routledge, 2020), this feeling has been of 
interest to many knowledge fields such as sociology, marketing, advertising, or 
political science (Muehling & Pascal, 2012). However, at the moment, research on 
nostalgia from the neuroscientific approach is still limited (FioRito & Routledge, 
2020) but promising. 

In the last decades, there has been a considerable advance *advance in what) 
from the scientific and technological point of view. Multidisciplinary research, 
such as Neuroscience, Economics, and Marketing, has provided exciting out-
comes about the value of emotional and cognitive processes that affect human 
decision-making (Manes & Niro, 2015). Technology from Neurosciences allows 
us to comprehend unconscious emotional processes (Braun-LaTour & Zaltman, 
2006; Kenning, Plassmann, & Ahlert, 2007). This knowledge is vital for market-
ing since it has been manifested that most individuals’ decisions are taken based 
on unconscious factors (Babu & Vidyagasar, 2012), which human beings cannot 
recognize or control (Ohme, Reykowska, Wiener, & Choromanska, 2009). On the 
other hand, neuroscience points out the close connection between emotion and 
cognition. In short, emotion and cognition are an inseparable pair that triggers 
consumer behavior. 

Consumer behavior is classified into the three-reaction process: cognitive, 
emotional, and behavioral. Marketing triggers bonds with (in?) consumers through 
emotional approaches. Commercial stimuli want to encourage attention and emo-
tion and create positive memories leading to purchasing behaviors (Pradeep, 2010). 
Cognitive, emotional, and behavioral variables also appear in nostalgia processes 
(Sierra & McQuitty, 2007). However, when nostalgia is involved, memory is vital. 

Nostalgia is a cognitive and affective experience that activates emotional 
responses based on the impulse of memories/memory (Slavich et al., 2019). 
Nostalgia works when people connect with a brand and the memories arising 
from an individual’s past (Muehling, 2013). In other words, memory triggers cer-
tain feelings (Hungenberg et al., 2020), and individuals easily remember things 
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when emotions are triggered. Theories on memory processes and emotions are 
essential for understanding nostalgia’s effects in marketing (Marchegiani & Phau, 
2010). 

1.1 noSTalgia aS a cogniTive and eMoTional proceSSing 
There is the unanimous idea that nostalgia is an emotion (Wildschut et al., 2006). 
Nostalgia belongs to complex emotions and arises from high-level cognitive pro-
cessing since reconstructing the past is a must. As stated by Marchegiani & Phau: 
“Cognition is perhaps the first important consumer behavior reaction to occur 
as nostalgic cues will stimulate the retrieval/generation of thoughts through the 
consumer’s memory/thought process. Memory and thought retrieval have their 
roots in psychology, and many marketers have adapted the theories related to 
memory to explain the cognitive outcomes in terms of marketing” (Marchegiani 
& Phau, 2010, p. 85). 

Nostalgia differs from other processes such as recall or remembrance since 
it operates at a “unique, effective signature and its psychological functions” 
(Wildschut et al., 2006, p. 990). Nostalgia requires memories of the past. These 
can be classified as lived (people’s experienced past) or learned memories (indi-
rect nostalgia since feelings depend on external sources such as a book, a film) 
(Sierra & McQuitty, 2007). Holak and Havlena classified it into two dimensions: 
personal vs. collective (personal or shared emotion) and direct vs. indirect (the 
experience is personally experienced or experienced “through other people or 
means”) (Muehling, 2013). Another differentiation is between personal nos-
talgia (personally experienced past and related to the self or self-identity) and 
historical nostalgia (a longing for events the consumer has not directly experi-
enced since it happened a time before one’s birth) (Marchegiani & Phau, 2010). 

Neuroscience has provided a good understanding of the impact of marketing 
outputs on cognitive and emotional processing. Based on the nature of emo-
tions, many neuroscientific studies evidence brain activations by using neuro-
scientific technologies when individuals are experiencing feelings, i.e., joy or 
sadness (Pankseep, 2010). 

In brand management, nostalgia has been described as a positive feeling 
that encourages preference towards objects from the past (Grebosz-Krawczyk 
& Pointet, 2020, p. 24). Nostalgia produces positive social and emotional health 
benefits since it is connected to joy, affection, gratitude. However, nostalgia is also 
related to negative emotions, such as sadness (Hungenberg et al., 2020). Holak 
and Havlena (1998) research said that emotions elicited in nostalgic experiences 
were complex due to mixed affective responses (positive emotions and sadness). 
Other empirical evidence suggests that emotional responses in commercial 
communication can be bittersweet, and the positive responses to nostalgic 
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advertisements may depend on “the nature and positivity of the retrieved nos-
talgic memories” (Zhao, Muehling, & Kareklas, 2014, p. 253). 

Even though nostalgia has been traditionally studied as a univalenced state 
in affective neuroscience, a recent study by Vaccaro, Kaplan, and Damasio (2020) 
reflects that univalent emotions could rise to an ambivalent feeling since evi-
dence such as the “rapid vacillation and simultaneity of positive and negative 
affect, albeit at different neurobiological levels.” 

Nostalgic initiatives are used to activate the memory and therefore enhance 
favorable experiences and activate feelings (Hungenberg et al., 2020). Feelings 
reflect internal states and can modulate the way we think about objects and sit-
uations (attitudes). Feelings and emotions are different things. Neuroscientist 
Antonio Damasio theorized about it and manifested that emotions (reflected 
in corporal states) have a positive role in the adaptive functions of the mind, 
and they manifest through conscious awareness via feelings (considered per-
ceptions or ideas of certain aspects of the body): 

“Feelings offer us a glimpse of what goes on in our flesh, as a momen-
tary image of that flesh is juxtaposed to the images of other objects 
and situations; in so doing, feelings modify our comprehensive notion 
of those other objects and situations. By dint of juxtaposition, body 
images give other images quality of goodness or badness, pleasure 
or pain.” (Damasio, 1994, p. 159)

In other words, “Human feelings emerge when “emotionally competent stim-
uli” (ECSs) from the external world create “a temporary change in the state of 
the body proper, and in the state of the brain structures that map the body and 
support thinking” (Damasio cited by Pankseep, 2003, p. 112). Therefore, mean-
while emotions are measurable, feelings belong to “subjective aspects that sci-
entists must infer” (Pankseep, 2003, p.117).

Feelings become a key part of sensory marketing since the power of sen-
sory experiences is capable of transforming people’s lives. Senses are proven to 
impact consumer’s emotions and emotions involved in decision-making since 
they can influence behavioral intentions (Hungenberg et al., 2020). Physical and 
invisible stimuli can be implemented to evoke nostalgia. The sight (Chen, 2014), 
the smell, the touch, the sounds, and the taste can trigger nostalgic memories 
(Hungenberg et al., 2020). Nostalgia is therefore rooted in experiential market-
ing, which aims to stimulate senses and feelings that modulate attitudes and 
therefore purchase behavior.

Whereas yearning for the past is an emotional variable, the attitude (about 
the past or the message) is cognitive (Sierra & McQuitty, 2007). As said before, 
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nostalgic decision-making becomes a dual-process model that integrates emo-
tional and cognitive processing. Nostalgic cognitive responses are produced by 
physiological and psychological mechanisms that trigger positive or negative 
attitudes towards products. Trust is likely to arise when a consumer develops 
feelings aligned with positive attitudes (Hungenberg et al., 2020). Nostalgia 
also encourages positive attitudes toward the advertisement and advertised 
brand (Pascal et al., 2002), and a positive attitude towards retro-looking prod-
ucts impacts brand loyalty (Oz & Arslan, 2017). In other words, positive nostalgia 
produces product preferences since its consumption fulfills emotional needs. 
A positive attitude towards the product leads to product purchasing (Cui, 2015; 
Sierra & McQuitty, 2007). Since people buy products to maintain the connec-
tion with the past, the more people like this type of product, the more likely 
they will purchase it (Sierra & McQuitty, 2007). 

2. nostalgia and retro marketing 

The term retro marketing is not widely indexed on Scopus nor WoS yet. Retro 
marketing wants consumers to create bonds with the brand through the yearn-
ing for the past (Yücel, Yücel, Gür, & Gündüz, n.d.). It aims to evoke memories 
and nostalgia (Özkan Pìr, 2019) to shape consumers’ preferences. In other words, 
retro marketing focuses on producing consumers’ nostalgia, leading to certain 
behaviors (Cui, 2015). It can be applied as a strategic retro market involving all the 
elements of the marketing mix (Hajlaoui & Gharbi, 2020) since nostalgia makes 
the product and the brand identity more attractive (Gajanova & Zdenka, 2020). 

Besides the many possibilities that nostalgia marketing offers, the term does 
not encompass the complex phenomenon that retro marketing embodies. Retro 
marketing represents a holistic approach. Even though retro marketing employs 
nostalgia, as explained in this paper, other factors belonging to this concept 
must be taken into account for a complete comprehension of the implications 
of this marketing strategy: i.e.

• Familiarity and recognition of the product (Clemente et al., 2013; Jerzyk, 
2013) 

• Authenticity (Clemente et al., 2013)
• Identification with the product and what it represents (Mafessoli., 2003)
• Personal differentiation (Jenb, 2004)
• Security linked to deep-seated emotions ((Grębosz y Pointet: 2015)
• Escape route to the past (Lowenthal, 1985)
• Quality links to the idea of the brand trajectory and history (Lyon & 

Colqyhoun, 1999)
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Retro marketing is the central and generic concept that describes market-
ing strategies that take advantage of the past in selling products or services. 
However, marketers and academics apply other terms belonging to this term 
(retro product, retro communication, retro branding, brand revitalization, retro 
style, and retro packaging). 

• A retro product is a good or service that evokes memories and encour-
ages a nostalgic feeling in the consumer (Amatulli et al., 2018). It may or 
may not be up to date to current standards for performance and function 
(Brown, 2001). Retro is present in a wide variety of products.

• Retro communication is a retro trend in the communication strategy 
of numerous global brands (Brown et al., 2003; Grębosz and Pointet, 
2015). These ad hoc campaigns use sensations and induce positive nos-
talgic feelings, creating a tangible connection with the past. They serve 
to underline the intangible values   of the brand and convey a sense of 
security and tranquility.

• Retro branding: Brand strategy in which the brand uses its iconicity 
to sell new products, maintaining the link with the past (e.g., Ray-Ban 
New Wayfarer or Volkswagen New Bettle) (Brown et al., 2003; Hallegatte, 
2014). The elements of retro branding are authenticity, iconicity, and 
nostalgia.

• Brand revitalization: Although different from retro branding, it is a 
linked concept. Brands use their iconic past to revitalize themselves in 
the present (Hallegatte, 2014), although they do not affect the feeling of 
nostalgia with such relish. This strategy has been carried out by brands 
such as Fila or Lacoste. Values   in brand revitalization are brand credibil-
ity, history, and heritage. It is a strategy employed by declining brands.

• Retro style: It is the retro/vintage aesthetic of the product, its packag-
ing (retro packaging), the design of stores and establishments of various 
kinds (retro shops), or the type of communication that is made for the 
good or service (Clemente et al., 2013: 226; Jerzyk, 2013: 65; Gajanova 
and Zdenka, 2020: 46).

• Retro packaging: It refers to the design that takes advantage of the 
memory of the past. It involves consciously creating a “sense of his-
tory” or “original sense” in the product packaging (Cui, 2015: 129). “Old 
style” packaging is often used in food, containing images that recall the 
past, the farm, country cuisine, allusions to the fresh or natural ingredi-
ents, and traditional ways of doing things (Lyon and Colquhoun, 1999: 
191). Some authors also call it “nostalgic packaging.” 
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As seen, nostalgia marketing denotes shorter implications in comparison to 
retro marketing. Having said that, the basis of retro marketing must follow the 
emotional and cognitive processing sequence based on the central idea of the 
past, memory recall, recovery, and an emotional root in a past time. Promoting 
positive emotions based on products/design/communication drawing on past 
experiences encourages positive attitudes and therefore guides consumer behav-
ior. Interestingly, there is a difference in consumer attitudes towards retro-looking 
products according to age, gender, income, and education status (Oz & Arslan, 
2017). 

2.1 reTro MarkeTing effecTiveneSS: variableS To conSider
Brands find the strategy of nostalgia to restore their vitality, revive, differenti-
ate the brand, and launch new products and packaging and innovate to adapt 
to customer expectations (Grebosz-Krawczyk & Pointet, 2020). However, 
retro marketing is not for every brand since having a solid brand history is 
critical for nostalgic brand positioning (Grebosz-Krawczyk & Pointet, 2020). 
A brand must have been in the market for a certain period in consumer’s 
lives if nostalgic positioning is chosen (Jel, Uspihu, & Segmenti, 2013). Group 
membership on a past time can influence personal behavior related to that 
period (Sierra & McQuitty, 2007). Brands that were popular during people’s 
youth will likely influence consumer preferences in products such as music, 
films, and cars (Wildschut et al., 2006). 

Nostalgia might be a key pillar for attracting and retaining audiences 
since it has been demonstrated to influence consumer demand. Nostalgia 
in marketing works under the idea that specific experiences produce a pos-
itive reminiscence among audiences. However, studies have pointed out 
that nostalgic inputs produce different outcomes for different audiences. 

Age becomes a relevant factor when assessing nostalgic experiences. As 
stated: “The intensity of nostalgic sentiment varied across objects, situations, 
aspects of society, and people” (Batch, 1995, p. 131). Events that happened 
during an individual’s adolescence are good remembered (Hoolbrook and 
Schindler, 1996), and the life stage relates to the effectiveness of nostalgic out-
puts. Older people are more likely to be nostalgic (Batch, 1995). Other studies 
mention that young people (18-34) seem more difficult to engage than other 
previous generations, and nostalgic strategies are disputed (Hungenberg et 
al., 2020). In fact: “The observation that age is significantly related to nos-
talgic consumer preference and vintage/antique propensity confirms the 
contemplation that marketers should focus on elderly consumer segments 
with products and services reflecting a nostalgic appeal” (Rouseau & Venter, 
2000, p. 36). 
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Companies and institutions must find ways for younger people and future 
generations to trigger and stimulate positive emotions and guarantee engage-
ment since this might be key for traditional companies to survive. New gen-
erations intake information and entertainment in a completely different way 
compared to older people. Young people have less capacity to pay attention 
than adults, and therefore attention is fragmented. However, children and 
adults pay the same amount of attention to advertising, and both invest less 
attention to the advertisement if there is an alternative media present. In sum, 
it is more difficult to remember the brand (Beuckels, De Jans, Cauberghe, & 
Hudders, 2021). Since marketing might pursue cognitive outcomes, such as 
brand memory, it might be interesting to implement strategies focused on 
engagement (Beuckels et al., 2021). Engagement generates benefits and profits 
for brands by affecting consumers’ perceptions, feelings, and actions (Dessart 
& Pitardi, 2019). 

Consumer engagement has been conceptualized from a multidimensional 
perspective: cognitive, emotional, and behavioral. Engagement has been 
defined as a psychological state, particularly a motivational state of mind 
featured by certain emotional, cognitive, and behavioral activity levels, while 
interaction is being made with an engagement object (Dessart and Pitardi, 
2019). Different studies tried to understand the idea behind the interplay of 
elements that foster engagement. This concept is related to the elements of 
storytelling, such as the plot and characters, for the ability of the latter to gen-
erate cognitive, emotional, and behavioral responses with different valences 
and intensities (Dessart & Pitardi, 2019). Even though nostalgia might con-
stitute a relevant strategy for engagement, further research needs to be car-
ried out to understand the relationship between both elements in the youth. 

3. nostalgia and retro marketing in the academia

Different topic searches have been made to reflect upon the trends regarding 
nostalgia and retro marketing. The theme of nostalgia is widely discussed in 
different fields of knowledge in academia. Table 1 shows the number of papers 
with this term (subject areas discrimination filter has not been applied). In 
opposition to the results mentioned above, the WoS and Scopus database index 
has few papers on retro marketing. The small number of articles by this term 
emphasizes the research potential in this broad area. 

The keyword combination of nostalgia and marketing raises more interest 
in the Social Sciences field than retro marketing. Web of Science is the plat-
form that has published the most about nostalgia and marketing (457 papers) 
(Table 1).
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Table 1. Topic comparison in WOS and Scopus (May 2021)
Keyword Scopus Web of Science

Nostalgia + 6.400 + 8.000

Retro marketing 7 5

Nostalgia AND Marketing 226 457

Nostalgia AND Neuroscience 11 13

Nostalgia AND Neuromarketing 0 0

Retro marketing AND 
Neuromarketing

0 0

Retro product 14 6

Retro communication 17 20

Retro branding 14 12

Brand revitalization 16 24

Retro style 31 63

Brand packaging 3 3

Source: own elaboration 

In 2003, papers started to index in this prestigious platform (WoS), and in 
2018, the topic reached its peak. Since then, the volume of publications shows 
researchers’ interest and the database on the theme (Figure 1). With this pro-
gression in mind, nostalgic marketing might emerge as a trendy topic in the 
years to come. 

Figure 1: Papers published on WOS by the topic “nostalgia” AND marketing”

Source: Own elaboration from WoS database
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Nostalgia is a concept widely employed by different fields of knowledge: 
medicine, psychology, sociology, consumer behavior, and marketing (Cui, 2015). 
Initial studies about nostalgia pointed out the psychological aspect from a clin-
ical perspective (Muehling, 2013; Wildschut et al., 2006). Over the years, nos-
talgia has gained interest among marketing disciplines, and it is studied from a 
different point of view: brand loyalty, emotions (Muehling, 2013). Since nostal-
gia is considered a psychological state, its neural activity concerning market-
ing stimuli can also be studied. In other words, nostalgia stimuli can be studied 
through neural recordings (Hungenberg et al., 2020). The academic literature 
review has identified the lack of empirical work on nostalgia from a neurosci-
entific approach. 

As mentioned before, neuromarketing is a discipline that applies neurosci-
entific technology to study marketing inputs in consumers. Even though it has 
gained much attention in academia in the last decade, academic papers have 
not registered this term aligned with nostalgia nor retro marketing. The use of 
neuromarketing in the nostalgic and retro marketing sphere is lacking. On the 
contrary, the term neuroscience is the term that is combined “more frequently” 
with nostalgia (table 1). 

Figure 2: Papers published on WoS by the keyword “nostalgia” and “neuroscience”

Source: Own elaboration from WOS database

Although the research about “nostalgia” and “neuroscience” has fewer papers 
(13) (table 1), the interest in this theme has increased significantly increased in 

1

0

20
02

20
01

20
03

20
11

20
07

20
15

20
05

20
13

20
09

20
17

20
20

20
04

20
12

20
08

20
16

20
19

20
06

20
14

20
10

20
18

20
21

2

3

4



jo c i s  2 0 2 1  ·  v 7  |  i s sn  5 - 6 0 7 7 2 7 - 1 5 8 0 2 8  0 0 0 0 71 2 0

2020 (figure 2). Nostalgia has been studied from a neuroscientific approach 
regarding music and emotions (5), neuroscience personality scales (1), nostal-
gia experience design (1), sports (1), and the obsolescence of psychoanalysis 
(1). One article employs the word nostalgia but in the context of biology. Even 
though the significantly less neuroscientific methodology is applied to nostal-
gia, future advances in neuroscience and marketing for understanding the role 
of emotions will help nostalgic researchers understand the neurobiology behind 
decision-making and engagement. 

conclusions 

Today, brands need to connect with individuals through the development of 
memorable experiences. Nostalgia belongs to retro marketing strategies since 
the latter uses elements from the past to provoke positive emotions. Due to 
nostalgia’s capability to impact behavior, marketing has soon tried to compre-
hend this outcome’s emotional and cognitive processes. In fact, nostalgia has 
become prominent in marketing research since nostalgic emotions influence 
consumption intention. In this context, cultural industries might become a valid 
source to trigger nostalgia since films or music, among others, lead to positive 
nostalgic experiences. 

Understanding emotions is a vital concept in many knowledge spheres. 
Neuroscience has provided empirical evidence supporting the inseparable bond 
between human cognition and emotion and its impact on behavioral aspects. 
In social sciences and humanities, emotions have changed many paradigms. 
Emotions are proven to have a positive impact on attention, memory, attitude, 
and consumer behavior. 

Nostalgic decision-making becomes a dual-process model that integrates 
emotional and cognitive processing. Nostalgia exploits emotions and the long-
ing for the past to produce behavioral responses. Literature review shows that 
nostalgic experience evokes emotions and initiates the cognitive process of 
recalling and reconstructing information in memory. Retro marketing initia-
tives can trigger nostalgic memories that have the potential to generate positive 
feelings that modulate attitudes. Nostalgia encourages positive attitudes toward 
advertisements and advertised brand, retro-looking products and encourages 
brand loyalty and trust. A positive attitude about the messages is likely to pro-
voke purchases. However, some variables must be considered when studying 
the efficiency of nostalgia since age, group community, among others, play a 
significant role. Future research must examine how other variables such as 
education, income, status, or gender can impact retro marketing effectiveness. 

Despite its convenience for summarizing nostalgic emotions and experiences 
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for commercial purposes, the term retro-marketing is not used sufficiently in 
titles, keywords, and abstracts. Nostalgia and marketing are the central combi-
nations in academic databases when discussing the value of the past for guiding 
consumption behavior. Authors advocate the term retro marketing as it com-
passes a complex concept (nostalgia and marketing) and incorporates other 
proper factors that belong to this marketing strategy. It encompasses terms 
such as familiarity and recognition of the product, the search for authenticity 
and escapes to the past, the personal differentiation and the security linked to 
emotions, the identification with the good or service, and the quality. In short, 
the term retro marketing advocates a holistic approach which nostalgic mar-
keting is lacking.
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