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Abstract

Today's markets are no longer just arenas for product competition; they have become battlegrounds
for commercial brands. Brands can forge strong emotional connections with customers by tapping into
their emotions. Nostalgic brands, in particular, have the ability to evoke positive emotions in
consumers by triggering fond memories, thereby offering organizations a sustainable competitive
edge. This study sought to construct a model that outlines the factors influencing nostalgic branding.
To achieve this, 112 articles published between 2000 and 2023 were reviewed, with 29 ultimately
selected, leading to identification of 23 variables. To ensure quality, these variables underwent
screening using the fuzzy Delphi method and were evaluated by 20 experts. Subsequently, 13
variables were deemed most crucial and were integrated into a conceptual model comprising 3
categories: individual, psychological, and product characteristics. Fuzzy DEMATEL techniques were
then employed to gauge the influence and effectiveness of these variables. Furthermore, fuzzy network
analysis was utilized to ascertain the weight and significance of the factors and variables. The findings
from fuzzy DEMATEL revealed that "psychological characteristics” held the highest influence with a
value of 0.951, while "individual characteristics" were the most affected with a value of -0.094.
Additionally, according to the fuzzy network analysis, "personal characteristics" were deemed the
most significant with a value of 0.439 and "brand preference"” emerged as the most significant variable
with a value of 0.159.
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Introduction

In today's dynamic market landscape, organizations must swiftly discern consumer expectations
and preferences to stay ahead of their competitors and ensure their survival. It is widely acknowledged
that the emotional and sentimental aspects of products play a pivotal role in consumers' final product
choices and the prices they are willing to pay. Consequently, organizations should prioritize principled
branding, emphasizing the development of brands that not only meet emotional needs, but also foster
deep emotional connections with consumers, thereby establishing a robust bond with them.

In this context, nostalgic brands have the potential to address consumers' emotional and sentimental
needs by evoking past memories, leading to heightened brand affection and reduced risk aversion
during the product purchase process. The significance of nostalgic brands lies in their ability to infuse
branding with a sense of nostalgia, eliciting emotional responses from the audience and engaging them
on a psychological level. In today's fiercely competitive market environment, one of the foremost
concerns for businesses is to ensure their survival and mitigate market share loss resulting from an
oversupply relative to demand, a pressing issue in the current landscape. This research aimed to aid
businesses in tackling this challenge by presenting a model outlining the variables that influence
nostalgic branding. Therefore, the objectives of this study were as follows:

- Presenting a model delineating the variables that influence nostalgic branding

- Ascertaining the intensity of impact and susceptibility of variables affecting nostalgic branding

- Identifying the significance and priority of variables influencing nostalgic branding

Methodology

The present research was practical in nature and fell within the research paradigm of mixed
methods, encompassing both qualitative and quantitative approaches.

In the qualitative phase, the Meta-Synthesis technique was employed to identify variables and
construct a model. Subsequently, in the quantitative phase, the Fuzzy Decision-Making Trial and
Evaluation (Fuzzy DEMATEL) technique was utilized to determine the impact intensity and
influenceability of the variables, while the Fuzzy Analytical Network Process (Fuzzy ANP) technique
was employed to establish the weight and priority of the variables.

The Meta-Synthesis technique, a suitable qualitative method for reviewing prior research, was
chosen to explore the variables influencing the subject of this study. This technique aligned with the
study's objectives by allowing for the integration of findings from previous studies to identify
variables for the development of a model in the realm of nostalgic branding.

In the Fuzzy DEMATEL technique, qualitative issues were translated into quantitative criteria for
decision-making, enabling the calculation of quantitative relationships between multiple variables in a
given problem. This technique assesses the intensity of the direct and indirect effects of variables on
each other and categorizes the existing variables into cause and effect groups.

The Fuzzy ANP technique depicted as a network rather than a hierarchy illustrates the interaction
and interdependence between variables in a problem, unveiling the overall impact of variables within
the specified network. This technique compares variables pairwise to calculate their weights and
subsequently ranks them based on these weights.

Findings

In this study, the following steps were undertaken to identify variables and construct a model using
the Meta-Synthesis technique:

1. Formulation of research questions

2. Systematic examination of principles

3. Review and selection of relevant articles

4. Extraction of variables

5. Analysis and synthesis of variables

6. Quality control

7. Presentation of variables
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Through these steps, 23 variables were extracted from the articles and subsequently categorized
into 3 groups based on their similarities: psychological characteristics, individual features, and product
features. Following quality control using the Fuzzy Delphi technique, 13 variables that influenced
nostalgic branding were ultimately selected to form the model.

To assess the impact intensity and influenceability of factors and variables, they were initially
encoded, leading to the formation of the Fuzzy Decision Intensity Matrix. Subsequently, the Fuzzy
Relative Intensity Matrix of direct and indirect relationships was derived. Ultimately, it was
determined that among the factors, "psychological characteristics” held the highest influence with a
value of 0.951 and the highest priority in penetration, while "individual features” was the most
influenced factor with a value of 0.094.

In a descending order, "psychological characteristics™, "product features", and "individual features™
were found to be the most penetrating factors. To determine the weight and importance of factors and
variables, the Fuzzy Relative Intensity Matrix of direct and indirect relationships was normalized to
create a weighted Fuzzy Supermatrix. Following normalization, the limit matrix was established, from
which the weights and importance of factors and variables were derived. Consequently, "individual
features" emerged with the highest weight at a value of 0.439 making it the most influential factor,
while "brand preference" was identified as the most effective variable in nostalgic branding with a
value of 0.1591.

Conclusion

Leveraging nostalgia in branding has the potential to evoke emotions in the audience, engaging
them on a psychological level and fostering a sense of intimacy with the brand. This, in turn,
contributes to a more enduring perception of the brand in individuals' minds. Brands incorporating
nostalgic elements serve as potent communication tools for marketers, playing a significant role in
customer interaction. Therefore, the primary aim of this research was to develop a model outlining the
factors influencing nostalgic branding. To achieve this objective, the Meta-Synthesis technique was
employed followed by the utilization of the Fuzzy DEMATEL technique to assess the impact intensity
and influenceability of the variables and the Fuzzy ANP technique to determine the weights and
importance of the variables.

After completing various stages and screening the variables through the implementation of the
Meta-Synthesis technique, 13 variables were presented in 3 categories: Individual features,
psychological characteristics, and product features, forming a comprehensive conceptual model.

In the application of the Fuzzy DEMATEL technique to evaluate the impact intensity and
influenceability, the variables were categorized into 3 groups: individual features, psychological
characteristics, and product features. Following a series of stages, it was established that among the
factors, "psychological characteristics" held the highest effectiveness value of 0.951, signifying its
paramount influence and guiding role within the system. Consequently, it played the most significant
role among the influential factors. Conversely, "individual features" exhibited an influenceability
value of 0.094, positioning it as the most influenced factor. In employing the Fuzzy ANP technique to
determine the weights and importance of factors and variables, "individual features" emerged with the
highest weight at 0.439, establishing it as the most crucial factor, while "brand preference™ held a
weight of 0.159, signifying its significance as the most crucial variable.
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Figure 1: Summary of the process of searching and selecting suitable articles
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Figure 1: Summary of the process of searching and selecting suitable articles

&b B “3) Jolo=
Grebosz-) 5 (Grebosz-Krawczyk, 2020) ((\¥45 (o1, Kan 5 el 1e0)
53 5 (LTQ y ob BRI a3 P 5 slo ol \
(Krawczyk et al., 2021
¥V s 5 g5L3) Sl s Y
OFr OLSes 5 23l) i gl e v o
(Merchant & Rose, 2013) Sl pdls £ \C;
> £
(Y0 S 5 0 ) 3 om0y o 9
> 3
(VY48 i) sp S, 2 i)
(Rose et al., 2016) G ey Sl v
(Lee & Hwang, 2011) el Sds A
(Merchant & Rose, 2013) Sl q
(Rose et al., 2016) s (1) O, 5 55 5¢) & 4 slazel D
Singh et al., 2021) 5 (\¥4 (g i s 5 lis 8) (IFAF O, Ken 5 Skt lad) e Sads 1
(Muthu Lakshmi & Suresh, 2021) Ly d oo \Y -
- o
(Gilal et al., 2022) 5 (\¥aV o1, Kan 5 &5l s> ,0) Ly i \y
£
SO0 (s g 5 L lle) (VWA O 5 bl 9
Ly 4 g ¥ ™
(VY4 (g i aiid 5 ol 2) )
¥4 O 5 03l ) L4 (g lnly 0
(Dittmar & Drury, 2000) el b \$
(Ebrahim, 2013) S 1%
(Rose et al., 2016) NUFRCH A
-
(¥ O 5 el o ,2) N )4 \\,“;
(40 O Sen 5 o) S5 g ol b glaT \t 3
(¥ O 5 gtan] o 2) 65 o 5 ol Y i
(Valette-Florence et al., 2011) Ly Cadeds Y 2
(Y0 LK 5 0L Sue) i Lo "

35 ¢SS5 1980 Las ,3(Gupta) by & 5 (Kaufman)
Cheng & Lin, 2002) x> s gty s
Dl e g 5B AT S oSS

B9 F Sl 1z

Sl J 5 E--0

S L s e (kS J 587 (gl ol Liash 5o
edlS s <, NU & (Fuzzy Delphi) ;s i



VEeY Qllmﬂj(b\)&lﬁe)wtr)%A)u‘rhzkmdb‘d)}&li)lefQW/V/\

Jeol Olabl j ol g5 Camslr 5 03 255 208
3 (s ST L L e (6 S 2 (sl 55
Sl s a8 S sl B b b sl
A o Wesls e 5 Syl 0 5 S
o (81 e 553 dn 53 O o sl
@uduwﬂt@uﬁuj\&ﬂw\

sl oda T (F) J gl 3 lndewloes

el 10T j3aS il 2y 5 labls)l
Jol 3,55k & o ) e 4 065 5l a1 L
AF ) OLLSer 5 yle) 355 e oslinal (LgT
@ gl Jlisas s oSUSS (Keeney et al., 2001
i3 08 (sla s 5l o2y 8 G315 o 5 pnban
OF e 5 o) Sl odiantllas £ 365
CotS S 55 56 s ¢SS Sl eslizal Lo
(53 (oo 51O o Ole S plasrl L oS ol !

QO p Lol d (1aSlo of yoid 4y i 35 el o Jou>
Table 3: The results of the survey along with the average opinions of experts
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Table 4: Variables affecting nostalgic branding

& e oy | Jelge
(Grebosz-Krawczyk, 2020) ((\¥45 0,8 5 ool 4
S5 sl foles '
(Gregbosz-Krawczyk et al., 2021),
o~
YAV (o], Kan 5 55L3) Sloy e Y \\",;
OFr e Ol 5 63L3) i gl e Y '%
2
(Merchant & Rose, 2013) &5l s v =,
(Merchant & Rose, 2013) s ) N
(Rose et al., 2016) 5 (\¥a) oL, 5 650 5¢) &L 4 slezel 2
5 OYAF (g add 5 lus 13) (IFAF O, 5 okt Slad) _
. s ] v )
Singh et al., 2021) Fak e \\j“;
- K
(Gilal et al., 2022) ; (1YY Ol 5 g5l ) Ly s A 9
2
e i) 5 (A0 e b (s 5 L 401e) dITAA Ol Kaa 5 4Ll )
(Y9 (5 s b L e A
(Rose et al., 2016) RO \. N
(YA OSes 5 st o) Ly oy ) 5
D)
(Y40 OSKes 5 ) S5 s Jole b LT VY i
(YA OLSes 5 sdest o) 5 e 5 slaardler W -5

@‘cﬁﬁ‘)‘(“)‘}g));ﬁf;‘f@

B9 F Sl 1z

Sl aslizal b iy 8l el (6 831 eyl 5o



\F¥ Qllmﬂj(b\)&lﬁ:e)wtr)%o)w‘rhikmdb‘d)}&li)lefQW//\'

&ils pdls it gl Slsy S

Sos gl G bl

LY WS T

Ly Sl &4 slazel
Jle b g2t L4 Ko
Sy
5 Mo 5 glaailr e
Sy R
(93 SBABL @ xin) 4Ly 3o  0oedo (SoT1:Y ICH
Figure 2: Researcher-made conceptual model
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Table 6: The matrix of the intensity of the fuzzy direct effect of the factors on each other
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Table 8: Fuzzy matrix of the relative intensity of influence and direct and indirect influence of
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Table 10: Importance and effectiveness of factors
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Table 11: Importance and effectiveness of variables
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Figure 3: Cause and effect diagram and network map of relationships between factors and variables

0T Lol gmoe sy A5 Olsliul 45 das
Lo aze g Josl e polod oo Jke ol 5o ...Ula:;u\.i;ls

2,15 5 4 g abal

9 J=olas Caoddl Ol 3m0 9 039 com® £-T

by yaiio

;o;,wdlﬁuufmdafom

oslitul (656 o O (6l eSS 1 s uie o] O 50
OLas 1y g o) S lsle b Jue (F) JSCs s

S5 P 5 G5l e Sl e 5 Jal e (g1aSs ke

_—

\

(Cr) dsamn LSL&;}JJ

(Cn 83 sl S 55

(Cv S50 1S 3

S5l 5 slaadl

N
L, 4 slazel
Ly e =
_ L4 (SNeds
Jole b 2T
) Ly e S
Sy
L g

1D
&S5 Mo 5 sla b Les
Sy LS

sl pdls

Sos

(93 SABL txun) 93 (Sl HUSlo b Joao it IS
Figure 4: Model with research network structure
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Table 12: Limit balanced supermatrix

Cn C\v C\r C\\‘ C\b va va Cvr Cn‘ Cr\ Crr Crr Cr\‘
C\, VAR +/A C/YPA +/0VY] A ¢4' AYAD A1 +/104) +/+40 LVAY\Y.N4 Ay 4% +/24vY AR
Cyy ARTL ARV Y2\ AR o/ FRY AR Y14 +/\04 +/+40) +/+ AN /Y +/+4VY ARTAN
C, ARTL ARV /2 YPA AAAR o/ FRY AR Y14 +/V04) +/+40 DAY N4 4% +/+4VY ARTAN
Cy ARTL ARV /2 YPA +/VYA o/ FRY AR Y14 +/\04 +/+40) DAY N4 /Y +/+4VY ARTAN
C\b ARTL ARV /2 YPA +/VYA o/ FRY AR  /OFY +/\04 +/+40) DAY N4 4% +/+4VY ARTAN
C,, ARTL ARV /2 YPA AR o/ FRY AR Y14 +/V04) +/+40 +/+ AN /Y +/+4VY ARTAN
Cyy ARTL ARV /2 YPA AR o/ FRY AR Y14 +/V04) +/+40) +/+ AN 4% +/+4VY ARTAN
Cn- VAR +/A C/YPA +/0VY] VA ¢4' AYAD /2 08V +/V04Y +/040 C/TAND Ay 4% +/24vY AR
Cw VAR +/A C/YPA +/*VYA VA ¢4' AYAD /2 08V +/YOAA +/+40Y C/TAND Ay 4% +/24vY AR
C,., VAR +/A C/YPA +/*VYA VA ¢4' AYAD /2 08V ATLN +/+40 C/TAMA Ay 4% VAR /YD
C,.Y VAR +/A C/YPA +/*VYA VA ¢4' AYAD /2 08V ATLN +/+40 LVAY\Y.N4 Ay 4% +/24vY AR
Cw VAR +/A C/YPA +/0VY] VA ¢4' AYAD /2 08V ATLN +/+40 C/TAND Ay 4% +/24vY /AYOY
C,.; VAR +/A C/YPA +/0VY] VA ¢4' AYAD /2 08V ATLN +/+40 C/TAND Ay 4% +/24vY /AYOY
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Table 13: Weight and priority of factors affecting nostalgic brandin
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