Journal of Executive Management

Research Paper

Designing A Meta-Synthesis Model of Drivers of
Nostalgic Marketing Strategy

Hamed ArabAhmadi' ®, Seyed Abdullah Heydarieh™ ®, Younos Vakil Alroaia * ©

! Ph.D student in Business Management, Semnan Branch, Islamic Azad University, Semnan, Iran
2 Assistant Professor, Department of Management, Semnan Branch, Islamic Azad University, Semnan, Iran
3 Assistant Professor, Department of Management, Semnan Branch, Islamic Azad University, Semnan, Iran

d 10.22080/JEM.2021.19757.3329

Received:
September 12, 2020
Accepted:

July 12, 2021
Available online:
September 22, 2022

Keywords:

Nostalgic Marketing,
Fuzzy Delphi, Meta-
Synthesis, Fuzzy Analytic
Network Process.

Abstract

In today’s competitive situation, marketing managers are looking for ways to
obtain competitive advantages and to increase market share. Stimulating people’s
sweet feelings towards good old days, nostalgic marketing strategy could serve
as a way of obtaining such competitive advantages. This study aimed to identify
the influential factors of nostalgic marketing and provide a model for it. To this
end, of the studies conducted from 2000 to 2019, 107 relevant papers were found,
35 of which were selected for analysis and 31 variables were identified. To assure
quality control, the variables were screened using Fuzzy Delphi technique and
the opinions of 20 experts. Finally, 18 variables were selected as the most
important variables and were presented as a conceptual model within four
categories- namely: store features, personal characteristics, psychological traits
and product features. Then, the variables were prioritized using experts’ opinions
and Fuzzy Analytic Network process. Psychological traits (weight=0.331) and
stimulated nostalgia (weight=0.0698) were concluded to be the first priority
amongst variables and sub-variables, respectively. The provided model could
serve as a foundation for developing nostalgic marketing strategy.

*Corresponding Author: Seyed Abdullah Heydarieh

Address: Ph.D student in Business Management,

Email: a.heidariveh@semnaniau.ac.ir

Semnan Branch, Islamic Azad University, Semnan,

Iran

Hamed ArabAhmadi, Seyed Abdullah Heydarieh, Younos Vakil Alroaia. Designing A Meta-Synthesis Model of Drivers

of Nostalgic Marketing Strategy

Volume 14. Issue 27. Spring & Summer, 2022. Pages 105 to 128.



mailto:a.heidariyeh@semnaniau.ac.ir
https://www.orcid.org/0000-0003-1651-7525
https://www.orcid.org/0000-0002-7523-2717
https://www.orcid.org/0000-0003-3249-6509

Volume 14. Issue 27. Spring & Summer, 2022. Pages 105 to 128.

106

Journal of Executive Management

Extended Abstract

1. Introduction

Today, retro marketing, or the use of
nostalgia to promote a product, has a
direct and visible influence on all aspects
of a business. The reason for this is that it
can create a unique yet familiar product
based on people's memorable and popular
memories. Retro marketing makes use of a
strong sense of nostalgia to increase the
attractiveness of products. In this process,
a distinct business identity is formed
based on the nostalgia evoked by previous
products, and that identity is then
transferred to new goods or services. In
fact, the product in question is not only
completely new, but it also creates a
familiar atmosphere in the consumer's life.
This  significantly  increases  their
willingness to purchase the product.
According to recent research, the share of
household consumption expenditure
spent on nostalgic products has increased
(Vignoles & Pechen, 2014). The foundation
of nostalgic marketing is  that
organizations stimulate consumers by
providing a nostalgic stimulus in the form
of a service or product, or by advertising,
increasing their desire to purchase goods
related to their favorite category or figure.
The importance of nostalgic marketing
and identifying such functions as the
positive emotional function of nostalgia
(increasing positive emotion in people and
inducing happiness and joy), the self-
positivity function of nostalgia (restoring
self-confidence), the dependence function
of nostalgia (strengthening  social
connections and attachments), and the
existential function of nostalgia (creating a
positive sense of self and managing
anxiety) have led to several studies in
recent years to emphasize the importance
of nostalgia and its effect on people's

desire to purchase the products (Fathi et
al., 2016; Sedikides, 2006; Sedikides et al.,
2004; Waldchet et al., 2006).

As markets become more competitive
and alternative products proliferate,
customers seek out distinct choices based
on emotions. Thus, conducting research
on nostalgic marketing allows one to
examine the consumer’s decision-making,
behavior, and preferences.

2. Methodology

The meta-synthesis technique was used in
this study to identify the variables
influencing the nostalgic marketing
strategy and provide a model of them. The
Fuzzy Delphi Method (FDM) was used to
screen the variables for quality control.

3. Findings

The meta-synthesis technique was carried
out in seven major steps, as follows: 1.
creating research questions, 2. reviewing
principles systematically, 3. reviewing and
selecting  appropriate  articles, 4.
extracting variables, 5. analyzing and
synthesizing variables, 6. quality control,
and 7. presenting variables. Based on
investigations limited to the years 2000-
2019, 107 articles were found, of which only
35 were selected for analysis and 31
variables were identified. For quality
control, using the Fuzzy Delphi Method
and the opinions of 20 experts, variables
were screened, and 18 variables were
selected as the most important variables
and presented as a conceptual model in 4
categories (store features, personal
features, psychological features, and
product features). The variables were then
prioritized based on the experts’ opinions
and the fuzzy network analysis.
Psychological features had the highest
priority among the variables, with a weight
of 0.331, and evoked nostalgia had the
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highest priority among the sub-variables,
with a weight of 0.0698 .

4. Conclusion

The primary goal of this study was to
create a model of the factors influencing
nostalgic marketing strategy. To this end,
meta-synthesis was used. As mentioned,
in this technique, after performing various
steps and screening the variables with the
Fuzzy Delphi Method, 18 variables in 4
categories (store features, individual
features, psychological features, and
product features) were presented as a
conceptual model.

In store features, the sub-variables of
store size, store environment,
promotional techniques, and sellers'
behavior were included.

In individual features, the sub-variables
of situational factors, economic well-
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