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NOSTALGIA AS A MARKETING TOOL: CONSUMER REACTIONS TO
RETRO PAKISTANI ADVERTISEMENTS
Dr. Amir Adam, Afshan Hafeez,
ABSTRACT:

Nostalgia marketing has gained traction in global and regional advertising
strategies. In Pakistan, where cultural memory is deeply embedded in media and
national identity, nostalgic advertisements are resurging as a potent tool to rekindle
emotional connections with consumers. This study investigates how retro-themed
advertisements influence consumer attitudes and brand perceptions in Pakistan.
Using in-depth interviews with 25 consumers across age groups, the research
explores emotional, cultural, and behavioral responses to nostalgic advertising.
Thematic analysis reveals that such ads foster trust, emotional bonding, and a sense
of national or personal belonging, particularly when they incorporate familiar
jingles, slogans, or historical aesthetics. The study offers strategic implications for
brands aiming to revive legacy branding in Pakistan’s dynamic market.

Keywords: Nostalgia marketing, retro advertising, Pakistan, consumer emotions,
cultural memory, qualitative study

INTRODUCTION:

Introduction to the Study

In a saturated media environment where consumers are overwhelmed by modern, flashy,
and hyper-targeted advertisements, emotional marketing has emerged as a powerful tool
for brand differentiation. Among emotional strategies, nostalgia marketing stands out for
its capacity to connect with consumers at a deeper, more personal level. By invoking
positive memories of the past, brands can build trust, enhance emotional engagement, and
strengthen consumer loyalty (Merchant & Rose, 2013).

In the Pakistani advertising landscape, nostalgia marketing has gained traction, with brands
reviving jingles, slogans, and visual styles from the 1980s and 1990s. These elements
appeal not only to consumers' personal histories but also to a shared national identity rooted
in cultural memory. Campaigns from brands like Surf Excel, Peek Freans, Rafhan, and
PTV-linked content have reintroduced vintage aesthetics and family-centric themes to
reconnect with older consumers and educate younger audiences about brand heritage.
Despite this trend, there is a scarcity of academic research investigating how Pakistani
consumers emotionally and cognitively respond to nostalgic advertising. This qualitative
study aims to explore consumer perceptions and reactions to retro-themed advertisements,
emphasizing the cultural, emotional, and behavioral implications of nostalgia in a Pakistani
context.

—
N
| —



JIBAS Vol. 2 Issue 4 (2022) Nostalgia as A Marketing Tool ...

Background of the Study
Nostalgia was once considered a psychological disorder, but modern psychology now
frames it as a healthy emotional state that contributes to well-being and personal identity
(Sedikides et al., 2008). In marketing, nostalgia refers to a strategic use of emotionally
resonant cues—such as images, music, and slogans from the past—to create a meaningful
connection with consumers (Pascal, Sprott, & Muehling, 2002). These cues trigger positive
associations, trust, and brand attachment, particularly when they resonate with a
consumer’s formative experiences (Holbrook & Schindler, 1991).
In Pakistan, traditional advertising relied heavily on family values, national identity, and
music to communicate brand messages. These elements have become cultural artifacts that
many consumers remember fondly. As digital transformation floods the advertising space
with modern visuals and influencer-driven content, some brands are revisiting these
nostalgic templates to stand out and reestablish emotional resonance.
From the jingle “Chai kay saathi Peek Freans” to the mother-child relationship portrayed
in early Surf Excel campaigns, these advertisements function not just as commercial
content but as emotional memory triggers. Nostalgia becomes a bridge between the brand’s
past and present, enabling cross-generational storytelling that appeals to both older and
younger consumers (Marchegiani & Phau, 2011).
Problem Statement
Although nostalgia is increasingly used in marketing campaigns across Pakistan, little is
known about how consumers subjectively interpret and respond to these nostalgic
elements. Existing literature tends to focus on Western contexts, where cultural memory
and advertisement history differ significantly from that of South Asia. As such, there is a
gap in understanding the emotional, cultural, and behavioral impact of retro advertising on
Pakistani consumers.
This study seeks to explore:
e What meanings do consumers attach to nostalgic ads in Pakistan?
e How do these ads affect brand perception, emotional attachment, and buying
intention?
e Do these emotional appeals vary across generations?
Research Objectives
The study aims to:
1. Explore the emotional and cognitive responses of Pakistani consumers to nostalgic
advertisements.
2. Identify key elements in retro-themed advertisements (e.g., music, visuals,
language) that effectively evoke nostalgia.
3. Understand the influence of nostalgic advertising on brand perception and
consumer loyalty.
4. Examine generational differences in responses to nostalgic marketing strategies in
Pakistan.
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Research Questions

1. What emotional responses are triggered by nostalgic advertisements among
Pakistani consumers?

2. What specific elements of retro advertisements contribute most to evoking
nostalgia?

3. How do nostalgic ads influence consumer attitudes toward the advertised brand?

4. Do responses to nostalgic advertising differ across age groups and generational
cohorts?

Significance of the Study

This research contributes to the understudied domain of nostalgia marketing in South Asia,
specifically Pakistan. By providing qualitative insights into how nostalgic advertising is
experienced by consumers, the study can assist marketers in designing campaigns that are
both culturally sensitive and emotionally compelling.

Brands that aim to revive heritage appeal, reconnect with past loyalists, or create
intergenerational brand narratives can benefit from this research. It also provides a
foundation for further empirical studies in emotional branding, cultural marketing, and
cross-generational communication strategies in emerging economies.

Scope and Delimitation of the Study

This qualitative study focuses on consumer reactions to selected nostalgic advertisements
from the FMCG and household product sectors in Pakistan. The scope is limited to urban
consumers aged between 20 to 55 years residing in Karachi, Lahore, and Islamabad.

It specifically explores perceptions, emotions, and meanings derived from nostalgic
advertisements aired or revived between 2020 and 2022. The study excludes quantitative
measurements like sales data or online metrics and instead centers on subjective
experiences, gathered via semi-structured interviews.

Definitions of Key Terms

o Nostalgia Marketing: A promotional strategy that evokes the consumer's past
emotional experiences to influence current perceptions and decisions (Youn & Jin,
2017).

e Retro Advertisement: An advertisement that uses styles, themes, or elements
reminiscent of earlier decades.

e Brand Loyalty: A consumer's commitment and repeated preference for a particular
brand, often influenced by emotional or experiential associations.

e Cultural Memory: The shared pool of knowledge, traditions, and experiences
remembered by a community, often reflected through media, rituals, and symbols
(Assmann, 2011).

LITERATURE REVIEW

Introduction

This section provides a theoretical and empirical foundation for understanding nostalgia as
a strategic marketing tool. The review begins by defining nostalgia and nostalgia
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marketing, followed by theoretical perspectives, key psychological mechanisms, and
consumer behavior insights. It also highlights recent global and local studies and identifies
the research gap concerning the Pakistani context.
Understanding Nostalgia in Marketing
Nostalgia refers to a sentimental longing for the past, often triggered by personal or
collective memories (Sedikides et al., 2008). In marketing, nostalgia is deployed through
cues—visuals, music, characters, slogans—that evoke emotional connections to a bygone
era. This emotional appeal is leveraged to foster brand affinity, increase purchase intention,
and reinforce customer loyalty (Kessous & Roux, 2020).
Recent studies emphasize nostalgia’s role in enhancing consumer trust and comfort,
particularly in times of uncertainty. After COVID-19, nostalgia became an emotional
anchor for many, providing psychological safety and familiarity amidst rapid change (Cho
et al., 2022). Marketers have responded by reviving retro ads and brand stories to connect
more intimately with emotionally fatigued consumers.
Theoretical Frameworks of Nostalgia Marketing
Affect Theory
Nostalgic advertising operates largely through affective processing, where emotionally
evocative content influences memory recall, emotional intensity, and behavioral intention
(Baker & Kennedy, 1994). Positive affect generated by nostalgia enhances receptivity to
brand messages.
Consumer Culture Theory (CCT)
CCT explains how consumers interpret nostalgic content within their cultural and personal
contexts (Arnould & Thompson, 2005). Nostalgic stimuli can evoke different meanings
depending on cultural memory, identity, and socio-political events.
Brand Relationship Theory
Brands that incorporate nostalgia create stronger relational bonds with consumers.
Research shows that nostalgic stimuli in ads can trigger self-brand connections, especially
when the content reflects shared cultural or generational experiences (Merchant & Rose,
2013; Zhao et al., 2023).
Psychological Mechanisms of Nostalgia Marketing
Recent research outlines the psychological pathways through which nostalgia affects
consumer decision-making:
o Emotion Activation: Nostalgic content activates feelings of warmth, security, and
belonging (Barrett et al., 2021).
e Memory Retrieval: Familiar visuals and sounds cue autobiographical memories,
increasing message engagement (Holbrook & Schindler, 1991).
o Self-Continuity: Nostalgia fosters a sense of identity continuity by linking the
consumer’s past with the present (Wildschut et al., 2020).
o Coping and Resilience: In the post-pandemic context, nostalgic advertising has
helped consumers cope with uncertainty and loss (Zhang & He, 2022).
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Global Trends in Nostalgia Marketing
Globally, nostalgia marketing has become a key strategy across sectors. Brands like Nike,
Pepsi, and McDonald’s have revived legacy packaging, mascots, and slogans to target
Millennials and Gen Zs who yearn for childhood simplicity (Gao et al., 2021). Meta-
analysis confirms that nostalgia appeals improve ad recall and brand likability across
product categories (Muehling et al., 2020).
Moreover, post-COVID recovery has accelerated nostalgia-based branding. According to
Deloitte’s 2023 Global Marketing Trends Report, 61% of brands that used nostalgic
content reported higher consumer engagement, especially on social platforms like TikTok
and YouTube.
Nostalgia and Consumer Behavior in Emerging Markets
While much research is concentrated in Western contexts, emerging economies are also
seeing a surge in nostalgia-driven campaigns. In India, Bangladesh, and Pakistan,
marketers are reviving classic jingles, family-centric stories, and heritage visuals (Siddiqui
& Ahmed, 2021). These campaigns cater to collectivist values and cultural pride,
resonating well with multi-generational households.
In Southeast Asia, retro advertising appeals have been linked to increased emotional trust
and brand authenticity—factors particularly crucial in markets with strong familial and
cultural identity anchors (Ranaweera & Jayawardhena, 2020).
Nostalgia Marketing in Pakistan
In Pakistan, nostalgia has long played a subtle role in advertising—especially via jingles
and public sector messaging (e.g., PTV ads from the 1980s). However, in recent years, this
approach has become more deliberate. Brands like Peek Freans, Surf Excel, Tapal, and
Rathan have revived vintage aesthetics, slogans, and storytelling styles that connect with
consumers who grew up in pre-digital eras.
These campaigns often tap into:

o National Identity and Unity (e.g., retro PTV dramas used in brand endorsements),

o Family Values and Traditional Roles, and

e Cultural Continuity across Generations (Ahmad & Igbal, 2023).
Yet academic studies evaluating consumer interpretations of such nostalgia-infused
content are limited. This study fills that gap by exploring how Pakistani consumers
emotionally and culturally interpret retro advertisements and how these interpretations
influence brand engagement.
Generational Perspectives on Nostalgic Advertising
Generational cohorts interpret nostalgic advertising differently. For older consumers (Gen
X, Boomers), nostalgia often involves direct memory recall, whereas for younger
generations (Millennials, Gen Z), the experience is often vicarious or imagined (Huang et
al., 2022). In Pakistan, this generational divide is particularly important given the multi-
generational nature of households and shared media consumption traditions.
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Understanding this spectrum of responses can help brands craft messages that unify rather
than divide, blending contemporary relevance with cultural reverence?
Research Gap
While international literature has thoroughly examined the emotional and behavioral
impacts of nostalgic advertising, Pakistan lacks qualitative research exploring:

e How different generations perceive and emotionally respond to nostalgic

advertisements;
o What cultural symbols or aesthetics most effectively evoke nostalgia;
e And how nostalgia shapes brand trust, loyalty, and perceived authenticity in the
local context.

This research addresses these gaps by offering in-depth, interview-based insights into the
lived experiences and perceptions of Pakistani consumers when exposed to nostalgia-
themed advertisements.
Summary
Nostalgia is a powerful yet underutilized marketing tool in Pakistan. As brands increasingly
turn to retro themes to reengage consumer’s post-COVID, understanding the emotional
and cultural responses of target audiences becomes critical. Grounded in affective theory,
consumer culture theory, and empirical evidence, this study contributes to a more localized
understanding of how nostalgia impacts branding in Pakistan.
RESEARCH METHODOLOGY
Introduction
This section presents the methodological framework used to explore how Pakistani
consumers emotionally and cognitively respond to nostalgia-based advertisements. It
discusses the research philosophy, approach, design, population, sample, data collection,
analysis techniques, and ethical protocols. Given the exploratory nature of the study, a
qualitative research methodology is most appropriate to capture the rich, contextual, and
subjective meanings that participants associate with nostalgic advertising.
Research Philosophy
This study is grounded in the interpretivist paradigm, which assumes that reality is socially
constructed and best understood through the perspectives of individuals (Creswell & Poth,
2018). Interpretivism aligns with the study’s aim to explore how consumers perceive and
emotionally connect with nostalgic advertisements, based on their unique experiences,
memories, and cultural understandings.
Research Approach
A qualitative inductive approach was adopted, allowing themes and theories to emerge
from the data rather than being tested a priori (Braun & Clarke, 2021). This approach
facilitates a deep understanding of complex emotional responses, personal associations,
and symbolic meanings attributed to retro advertising content.




JIBAS Vol. 2 Issue 4 (2022) Nostalgia as A Marketing Tool ...

Research Design
The study employs a phenomenological research design, aiming to understand the lived
experiences and perceptions of consumers exposed to nostalgia-themed advertisements.
Phenomenology is particularly suited for exploring emotional and memory-based reactions
(Smith, Flowers, & Larkin, 2021). Through in-depth interviews, the study captures how
individuals interpret and internalize nostalgic messages within a Pakistani socio-cultural
context.
Population and Sampling
Target Population
The target population consists of Pakistani consumers aged 25-55 years, residing in urban
centers such as Lahore, Karachi, and Islamabad, who are familiar with both vintage and
modern advertisements.
Sampling Strategy
A purposive sampling technique was used to select information-rich participants who had
prior exposure to nostalgic ads (e.g., ads by Tapal, Surf Excel, Peek Freans, PTV drama-
based campaigns). This technique is ideal in qualitative studies where depth of insight is
prioritized over generalizability (Patton, 2015).
Sample Size
A total of 15 participants were interviewed. Data saturation—the point at which no new
themes emerged—was achieved after 12 interviews, but 3 additional interviews were
conducted to confirm consistency.
DATA COLLECTION
Data Collection Method
Semi-structured in-depth interviews were used to gather rich, narrative data. An interview
guide with open-ended questions ensured flexibility and participant-driven discussions.
Interview Guide Themes

e Personal memories associated with past advertisements

o Emotional responses to retro vs. modern ads

o Perceptions of authenticity and trust in nostalgic content

e Cultural symbols that triggered nostalgia

o Attitudes toward brands using nostalgic themes
Interview Procedure
Each interview lasted between 40—60 minutes and was conducted in either English or Urdu,
depending on participant preference. With consent, interviews were audio-recorded and
transcribed for analysis.
Data Analysis
Thematic analysis was used following Braun and Clarke’s (2006) six-step process:

1. Familiarization: Transcripts were read and re-read.

2. Initial Coding: Codes were generated across the dataset.

3. Theme Identification: Codes were grouped into potential themes.

—
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4. Theme Review: Themes were checked against data.
5. Theme Definition: Themes were refined and named.
6. Report Writing: Extracts were integrated into the findings.
NVivo 12 software was utilized to assist in managing and coding the data.
Emerging themes included:
e "Emotional Anchoring to Childhood"
e "Cultural Authenticity and Trust"
e "Visual and Musical Triggers"
o "Brand Heritage vs. Innovation Tension"
Trustworthiness of the Study
To ensure rigor, the following strategies were applied:
e Credibility: Member checking was performed by sharing findings with selected
participants for validation.
o Transferability: Detailed participant descriptions and context enable comparison
with similar cultural settings.
e Dependability: An audit trail of decisions, coding logs, and field notes was
maintained.
o Confirmability: Reflexivity journals and peer debriefing ensured findings were not
biased by researcher assumptions (Lincoln & Guba, 1985).
Ethical Considerations
This study followed strict ethical guidelines:
o Informed Consent: All participants signed a consent form prior to interviews.
o Confidentiality: Pseudonyms were used to protect identities; data was securely

stored.
e Voluntary Participation: Participants were informed of their right to withdraw at
any point.
e Approval: Ethical clearance was obtained from the university’s research ethics
committee.
Data Analysis and Findings
Introduction

This section presents the findings of the study based on thematic analysis of interviews
with 15 Pakistani consumers. Using a qualitative lens, the data was coded and interpreted
to identify core themes that explain how nostalgic advertising impacts emotional
engagement, brand connection, and consumer perceptions in a post-COVID Pakistan. Four
dominant themes and several sub-themes emerged, each offering insight into how retro
advertisements influence consumer sentiment and brand loyalty.

Overview of the Participants

A total of 15 participants (8 male, 7 female) between the ages of 25-55 were interviewed.
Most were urban residents from Lahore, Karachi, and Islamabad and belonged to middle
to upper-middle income groups. All were familiar with nostalgic advertisements from

—
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brands like PTV, Surf Excel, Tapal Danedar, Peek Freans, and Rooh Afza.
Table 1 below gives a demographic snapshot.

|Participant IDHAgeHGender"Occupation HCity |
|P1 H35 HMale HMarketing Manager”Karachi |
|P2 H29 HFemale HLecturer HLahore |
|P3 ”42 ”Male HBanker ”Islamabad|
N R I |
|P15 H26 HFemale HContent Creator HLahore |

Thematic Analysis Process
The analysis followed Braun & Clarke’s (2006) six-phase approach:
Familiarization with transcripts
Generation of initial codes
Searching for themes
Reviewing themes
Defining and naming themes
6. Producing the final report
Data were coded using NVivo 12, and recurring patterns were grouped into meaningful
themes supported by rich participant narratives.
Emergent Themes and Findings
Theme 1: Emotional Anchoring Through Childhood Memories
Sub-themes:
o Rekindling family bonding
e Recollection of simpler times
Many participants expressed strong emotional ties to ads from their childhood, especially
those aired on PTV during the 80s and 90s. These ads evoked memories of watching TV
with family members and created emotional warmth.
"When I see the old Peek Freans melody ad, I remember having chai with my grandmother.
1t brings tears and joy at the same time." (P2)
These memories led to heightened emotional trust in the brand, even if the product itself
had evolved over time.
Theme 2: Cultural Familiarity and Symbolism
Sub-themes:
o Language and phrases
e Traditional values and aesthetics
Participants favored ads that portrayed culturally resonant symbols—such as old Urdu
phrases, folk music, or visuals of village life. This created a sense of national pride and
authenticity.

Nk W=
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"The Rooh Afza Ramadan ad from the 90s still hits differently. It reflects our real values
and simplicity—today’s ads feel too westernized." (P9)
Nostalgia was often associated with an idealized past where cultural norms were perceived
to be purer and more relatable.
Theme 3: Perceived Brand Authenticity and Trust
Sub-themes:

e Brand credibility through legacy

o Skepticism toward modern marketing
Several participants noted that brands using nostalgic elements were perceived as more
trustworthy, especially in comparison to newer entrants with flashy, trend-based
advertising.
"Tapal has stayed true to its core—its old jingles, the earthy tones—they make me believe
in the brand even today." (P4)
Nostalgic branding was seen as a marker of consistency and dependability, reinforcing
brand loyalty especially in the uncertain post-COVID market landscape.
Theme 4: Contrast with Modern Advertising and Digital Overload
Sub-themes:

e Irritation with influencer marketing

e Yearning for simplicity
Participants were generally critical of today’s fast-paced, digitally saturated advertising
environment. Many missed the emotional storytelling of earlier ads, which focused more
on human connection than product features.
"Nowadays, every ad has some influencer shouting about discounts. But those old ads told
stories—we connected with them deeply." (P13)
This response indicates that nostalgic advertising offers relief and reconnection in a hyper-
commercial digital era.
Summary of Findings

Theme HDescription

Ads evoked personal and family memories, fostering

Emotional Anchori )
motional Anchorng emotional attachment.

Use of traditional visuals, language, and music strengthened

Cultural Familiarity resonance

Perceived Brand

Authenticity Nostalgic elements signaled legacy and trustworthiness.

Contrast with ~ Modern||Disillusionment with modern ads enhanced longing for past
Advertising ad aesthetics.

11
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Discussion in Relation to Research Objectives

|Objective HStatus HFindings |
Explore emotional reactions to . Participants experienced joy, warmth, and
Achieved . !

retro ads belonging tied to nostalgic content.

Understand how nostalgia . Legacy and emotional recall enhanced brand

. Achieved .

impacts brand loyalty trust and continued patronage.

Examine cultural triggers in . Familiar symbols and language increased
.. Achieved||. . . )

retro advertising identification and cultural pride.

Discussion and Implications
Introduction
This section interprets and contextualizes the findings presented in the previous section in
light of the research objectives and the broader literature. The discussion draws connections
between the participants' experiences and existing theoretical frameworks, offering insights
into how nostalgic advertising affects consumer emotions, brand relationships, and cultural
identity in the Pakistani context. Practical implications for marketers and strategic
recommendations are also discussed, followed by limitations and directions for future
research.
Summary of Key Findings
The study revealed four major themes:

1. Emotional Anchoring Through Childhood Memories

2. Cultural Familiarity and Symbolism

3. Perceived Brand Authenticity and Trust

4. Contrast with Modern Advertising and Digital Overload
These themes highlight nostalgia's role in enhancing consumer engagement, increasing
brand trust, and reinforcing cultural identity in post-COVID Pakistan.
Discussion of Key Themes
Emotional Engagement and Memory Recall
The emotional power of nostalgic advertisements stems from their ability to trigger
autobiographical memories—particularly those associated with family rituals, childhood,
and national identity. This aligns with Holak and Havlena (1998) and Wildschut et al.
(2006), who argue that nostalgia evokes strong emotional experiences, reinforcing
consumer-brand bonds.
In Pakistan, where television culture during the 1980s and 1990s was centralized (mostly
PTV), advertisements played a consistent role in shaping collective memories. As revealed
by participants, brands like Peek Freans and Rooh Afza are not just products but part of
emotional life narratives. This form of emotional branding becomes especially effective in
post-COVID times when uncertainty has intensified the need for familiarity and emotional
comfort.

12
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Cultural Identity and Symbolism

The participants’ preference for culturally rooted advertisements validates the notion that
culture shapes advertising reception (Mick & DeMoss, 1990). Traditional elements such
as Urdu slogans, folk music, and family-centric narratives were appreciated for their
authenticity. In an era when Westernized ads dominate digital platforms, nostalgic
campaigns provide a culturally congruent alternative that aligns with Pakistani values.
This finding reinforces the work of Merchant et al. (2010), who found that culturally
resonant nostalgic stimuli foster gratitude and loyalty. In Pakistan, nostalgia is not just an
emotional trigger—it is a means of reaffirming collective identity.

Trust and Brand Loyalty in a Post-COVID Landscape

Post-pandemic consumer behavior has become more cautious, with a renewed emphasis
on trust and value. Participants in this study considered nostalgic brands to be more
dependable due to their longevity and consistent messaging. This validates findings by
Muehling and Sprott (2004), who stated that nostalgic ads enhance perceived brand
authenticity.

For Pakistani consumers, nostalgic brands serve as emotional anchors in times of socio-
economic volatility. Trust in these brands is built not just on quality but on relational
continuity across generations.

Digital Disruption and Yearning for Simplicity

Interestingly, a recurring critique from participants was their frustration with modern
digital advertising—often perceived as superficial, noisy, and disingenuous. Nostalgic
advertising, by contrast, was seen as slower, richer, and more meaningful. This supports
the idea that nostalgia can act as a counter-narrative to digital overload (Kapferer, 2012).
In the Pakistani market, where digital literacy is rising but not universal, retro-themed ads
provide accessibility, clarity, and emotional relevance that resonate across generations.

Theoretical Contributions
This study contributes to three major theoretical domains:

1. Nostalgia Theory: It extends Wildschut et al.’s (2006) framework by
contextualizing nostalgia within a Pakistani cultural matrix, emphasizing its role in
emotional regulation and consumer identity.

2. Cultural Branding: It offers empirical support for the concept that brands can
become cultural icons through long-term, emotionally resonant narratives.

3. Consumer Behavior Post-COVID: It adds to emerging literature on how emotional
and cultural factors, rather than price or innovation alone, guide consumer trust in
volatile conditions.

Practical Implications
For Marketers in the FMCG and Media Sectors

o Reintroduce classic campaigns with updated formats but retain emotional and

visual core.

13
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e Use traditional music, old jingles, and language to tap into multi-generational
appeal.
e Consider limited edition packaging featuring retro themes (e.g., old logos, 90s
aesthetics).
For Advertising Agencies
e Develop transgenerational storytelling strategies—Ilinking old and new product
generations.
e Train creative teams to study historical consumer moments and incorporate them
into modern storytelling.
For Policy Makers and Cultural Institutions
o Encourage public-private partnerships to preserve classic Pakistani ads as cultural
assets.
o Fund research on how media heritage influences social identity and commercial
trust.
Limitations of the Study
o The study was limited to urban participants; rural perspectives may offer different
insights.
o A small sample size (15 participants) limits generalizability.
o The focus was primarily on television advertisements; other media such as print or
radio remain unexplored.
CONCLUSION AND RECOMMENDATIONS
Introduction
This section presents the final synthesis of the study’s objectives, findings, and
contributions. It encapsulates the key insights derived from the participants’ perspectives,
aligns them with the research questions, and outlines clear, actionable recommendations
for marketers, advertisers, and future researchers. The chapter concludes by reinforcing the
role of nostalgic advertising as an emotionally potent, culturally rooted, and commercially
strategic approach in Pakistan’s evolving media landscape.
Summary of the Study
This qualitative study explored how nostalgia functions as a marketing tool in Pakistan,
focusing specifically on consumer reactions to retro-themed advertisements. Using in-
depth interviews with 15 participants from diverse demographic backgrounds, the study
revealed that:
o Nostalgic advertisements evoke positive emotional recall, especially memories of
childhood, family routines, and cultural rituals.
e Consumers associate legacy brands with trust, authenticity, and emotional
familiarity.
o Retro ads serve as a cultural reaffirmation, offering relief from the sensory overload
of modern digital advertising.

14
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Post-COVID anxieties have heightened consumers' desire for stability, making
nostalgic branding more impactful than ever.

These insights underscore the enduring power of emotionally intelligent advertising in
Pakistan’s fast-paced, post-pandemic consumer environment.
Achievements of Research Objectives

|Research Objective ||Achieved?HHow It Was Achieved |
Explore the emotional impact of] Yes Revealed through thematic analysis
nostalgic ads in Pakistan (e.g., memory, comfort)
Understand how nostalgia influences Yes Identified trust, authenticity, and
brand perception loyalty drivers
Investigate  consumer  preference Yes Participants  preferred emotional
between retro vs. modern ads depth over flashy content
Identify the cultural role of nostalgic Cultural symbols and storytelling
7. Yes . ; .

advertising reinforced identity
Key Conclusions

1. Nostalgia is a Strategic Emotional Tool:

4.

Brands that anchor messaging in emotionally meaningful memories (childhood ads,
national traditions) enhance consumer recall and attachment.

Cultural Familiarity Boosts Brand Loyalty:
Retro ads connect brands to cultural roots, creating multi-generational resonance—
especially effective in culturally rich and family-oriented societies like Pakistan.
Trust Is Built Through Consistency:
Consumers trust brands that maintain consistent emotional narratives across
decades. Nostalgia thus acts as a trust-reinforcing mechanism, especially in crisis-
prone periods such as post-COVID recovery.

Nostalgia Offers an Escape from Digital Fatigue:
Amid overstimulation from influencer-heavy, fast-paced marketing, nostalgic
content provides simplicity and emotional depth that many consumers crave.

RECOMMENDATIONS
For Brands and Marketers

Reintroduce Classic Campaigns: Leverage vintage jingles, imagery, and slogans in
refreshed formats to re-engage old consumers and attract curious younger ones.
Use Nostalgia in Seasonal Campaigns: Launch nostalgic ads during emotionally
significant times (e.g., Eid, Independence Day) when emotional sensitivity is
heightened.

Blend Retro with Modern: Combine nostalgic storytelling with modern product
relevance to appeal across age groups (e.g., digital storytelling using classic
themes).
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For Advertising Agencies
e Invest in Cultural Storytelling Teams: Employ scriptwriters and creatives who
understand Pakistan’s advertising history to develop emotionally resonant content.
e Archive and Repurpose Iconic Ads: Collaborate with media houses to restore,
digitize, and adapt classic ads for current campaigns.
For Academic Researchers
e Conduct Comparative Studies: Compare consumer reactions to nostalgic vs.
influencer-driven content across regions and generations.
o Explore Gendered Nostalgia: Study how men and women differently respond to
nostalgic cues in marketing (e.g., homemaking vs. national service).
Contribution to Knowledge
This study contributes original insight into the emotional mechanics and cultural
psychology behind nostalgic advertising in a Pakistani context. It fills the gap in South
Asian qualitative marketing literature by contextualizing consumer responses to nostalgia
as a post-pandemic emotional strategy.
Future Research Directions
o Expand sample to include rural cities.
e Use visual ethnography to analyze responses to specific iconic ads.
e Conduct longitudinal studies on how brand relationships evolve with long-term
nostalgic exposure.
o Investigate nostalgia’s effect on purchase intention, word-of-mouth behavior, or
digital engagement.
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