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Foreword

In a world that is fast evolving at an exponential speed, a break comes in as a welcome relief!
This break may be used to rest, rejuvenate and spring back with more energy. One may have
plans ranging from something simple such as paying a visit to family and friends or to stay
back and get some work done at home. Caught up in the hustle of modern life and battling
covid-19 along, its important to feel safe and have a certain reassurance.

Friends re-union! Brings in huge waves of Nostalgia!! Sometimes an aroma, product/brand,
image, song, movie, jingle, fashion, make-up.... can take us back in time! Once in a while,
discovering an old advertisement can do the same for us. Master Card reunion commercial of
2008 created fond waves. Ogilvy has recentlyre-cr eat ed t he Cadburyds
fi A Swad Zindagi Ka ofrom 1993. In this new commercial, gender roles are reversed with the
brand wishing Indian w0 me rricletteam i Go b d cakddwitter is flooded with messages.

Nostalgia brings in a certain comfort and reassurance from the past. S a r e g a@aevaas has
become the new cool in an era of streaming and downloading music. J a w adreback story is
based on nostalgia. One look around and we are bound to find a host of brands riding retro.
Take Facebook memories or Googl e phot os!
tapping to the 806s music from Bol |l ywmged to
compete amidst big soft dr i n®campagmtalks tomilienrialsd
intheir2 0 6 s é .

Retro marketing taps into fond memories of
vintage. Retro marketing relies on brands centered around nostalgia. The strategy here is to
establish a human connect with brand users based on emotions. Nostalgia when used
creat i v e linstantlove fartthe krand.

L e tdéhse more on retro marketing in this edition of our marketing newsletter M-Ask!

Dr.Vedha Balaji
Head of Specialization- Marketing
Schoolof Businessand Management




FACULTY CORNER

Retro Brands and its Emotional Attachment : Can Nostalgic Marketing
Be A New Strategy ?

Consumer today is more knowledgeable and aware of alternatives available for
each product. Marketers being aware of this fact are doing their level best to
attract customers, sell their products/services and retain them. Despite all these
alternatives and promotion strategies focused at customer, there are a few
products or advertisements which has impacted us so much that we still
remember. Some of the products have become extinct, while some are scarcely
available.

Products like Nutrine Maha Lacto , ' =&y and Parrys chocolate the most
popular chocolates, Torino, Gold Spot (the zing thing), Tree Top Milk Shake,
Chicklets, Old model of Radios( Carvaan is making us go nostalgic), these
products and few more which were once preferred, are no longer available,
while a few are available to maintain such segment in market but, no marketing.
For example:
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(source:http://ritegroup.co.za/product/1kg-pink-white-candy-coated-peanuts/)

Is it emotional attachment causing sales of these candies (image 2 and image 3)
even now, or is it that there are no other better candies? There are mint candies
or mouth fresheners available in the market as tic tac, orbit, etc., also, coated
peanut offered by M&M/ Cadbury Nutties, etc., which despite having good
demand could not totally wash away products shown in image 2 and 3.


https://www.avarya.in/confectionery/mint/extra_strong_mint_candy.html
http://ritegroup.co.za/product/1kg-pink-white-candy-coated-peanuts/

FACULTY CORNER

Marketers must probably go back to understand what was sold and the
concept earlier that is making a small segment still prefer it with hardly any
marketing efforts in the current market. This calls for understanding the
emotional values customer had, which could help markets to relaunch or
recreate certain products.

Brands offering products for example: Vespa has marked its presence from
1946 and has retained the scooter (old looks), Carvaan reminds of old radio ,
Yezdi Bullets, are a few examples of efforts made by marketers to attract the
customers.

One such way of understanding these products creating impact in the minds of
the customers could be understood through brand recall. Brand recall is the
ability of the consumers to remember a brand name. This could be identified
by strategies like aided recall and unaided recall. These types of recalls can be
used to under st adawvarenass of exiating @rasluctd as avell
analyzing the impact of advertising, has its own advantages in the existing
market.

This article is about utilizing these brand recall strategies to discover the
hidden favorite products/brands/advertisinginthecus t o mer 6 s mi
greater percentage of customers like it still and if it works in concept testing
stage of new product development process, would it attract millennials too!
They get two things from this:-

1.Buzz is created among customers and It helps them in marketing.

2. People are able to get improved similar looking product back which they
loved earlier. (This is just a thought that | am sharing after having discussed
with respondents from my close contact/network, may not be the best one!)

Dr.Kavitha R Gowda
Assistant Professor - Marketing
Schoolof Businessand Management




ALUMNI CORNER
Reinstating the ethos by Retro Marketing

In the era of lifestyle which is evolving at break-neck speed, experiencing the
feeling of nostalgia can tickle the hippocampus and make one simper. Human
beings are gifted with the power of memory and imagination, both play a
significant role in devising marketing strategies. Retro marketing is about bringing
out the moments from the past that have rolled.

The truth is consumers have limited space in their minds for remembering
associations. It would be prudent to identify who you are, what you want to say,
and how you want to say it before finalizing the verdict. The human mind is a
cocktail of emotions and nostalgia is one such potent force that can overpower
the cognitive decision-making process, at least for a moment, power of emotions
and associations. Primarily itds not t
product that triggers the purchase. Identifying such cues (retro) which trigger
craving (experience nostalgia) and elicit a response (purchase) is at the crest of
the agenda for a brand manager. Strong brand associations reduce the cognitive
load and enable in embracing the inner identity of an individual. James Clear in his
book, Atomic habits has clearly illustrated the process of habit loop which consists
of 4 stagesT Cu e , Craving, Response, and R
consumer behaviour and branding we are talking about, whose central dogma is
psychology.

L e tudderstand retro marketing with a live example i

Veteran brands have the trump card to play retro marketing by re-introducing the
brand of their own. However, thisi s po8sible with new-age brands because of
no brand heritage. Why should only seniors have the fun?

In such cases, the brands tend to piggyback on the events, incidents, memories
which have had a huge impact on the minds of consumers. The prowess lies in
being prudent about the associations T emotional, psychological, and also
geography relevant. The classic example of dovetailing between nostalgia and
brand is Continental coffee and Malgudi days. CCL has launched the premium
blend coffee under the brand Continental Malgudi.



v

Coffee is ubiquitous across south India accounting for 80% of total Indian coffee
consumption. The rich aroma of filter coffee whirling during mornings in the
homes of south Indians is an emotion and perfect kick start for the day. CCL has
been astute enough in understanding the dominance of national-level players like
Bru, Nescafe and regional players like Cothas, B a y a etdd|s g bid to stand apart
and create consumer pull in the highly competitive market, the brand adopted the
retro style of marketing.

Malgudi Days is a collection of Indian television serials which began in 1986 based
on the short stories written by the legendary R.K Narayan. The name Malgudi
invokes a deep sense of nostalgia because of its very nature of simple and less
complicated portrayal of lives. The plot had simple events, often the most common
problems faced by Indian middle-class people 7 Love and caste issue, fight over
ancestral property, etc. The simple and riveting plot with the foibles of all
characters is the core essence of the series, its ability to connect with masses has
developed a bone-deep association with many people.

Sow h a in@ fr Continental?

Malgudi days stories were written by R.K Narayan, a famous and highly respected
Individual from South India. The television series was directed by celebrated
Kannada director, Shankar Nag with a Kannada cast. The major part of the series
was also shot in the areas of Karnataka (Shimoga, Bengaluru, and
Devarayanadurga). It is a no-brainer that the South Indian market is always a key
focus for coffee because of its high (almost 80%) total consumption. It was
imperative to find such a strong association with significant cultural references and
Malgudi was the perfect choice in doing so.




There is a stark contrast in the ATL nature of promotions between Continental
and other brands like Bru, Nescafe. The latter is more oriented towards
morning couple romance, a neo touch but the former has traditional set-up
advertisements with strong cultural references like filter coffee dabara.

To create the pull and stay relevant for a wide spectrum of age groups, CCL
also roped in prominent South Indian actors like Tulasi, Nithya Menon. Looks
like the primary objective of positioning i.e. generating fewer but deeper
associations with the brand has been fulfilled. Having a strong positioning that
reverberates across the minds of consumers will not require any greasing of
palms, viz. deep discounting.

Branding and positioning is not a one-day job, it requires strenuous exercise in
ensuring that all touchpoints are resonating
how dissonance can be avoided. It demands scrupulous attention towards -
product, packaging, promotions (ATL & BTL) to ensure great associations.
Imagine if IPL becomes a thing of the past in the future and some brand in
2050 is selling Whistle with Lion symbol engraved and running promotions with

the tagline fAWhistle Poduo, no doubt
queue or pre-bookthe whi st | e. Therebs a cul't f ol

Kings franchise in IPL because of many cultural factors and also M.S. Dhoni
being the poster boy. While all this can be appealing and fancy to listen or
narrate, i t itngerative to identify and understand the depth and width of
connection. When we talk about branding, the end goal is sales and loyalty.
Having a theme that is widely experienced and recalled can provide scales to
sustain and stay in the market.

Pydisetty Nitin Kumar
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Blast from the past

Immersing yourself in nostalgia in a world that seems to be moving at
breakneck pace is like enveloping yourself in a warm blanket of "the good ol'
days,"” when things were easier and you didn't have to worry about
embarrassing Instagram photographs. Nostalgia is viewed as a marketing trend
that attracts customers by appealing to their prior feelings. Everything old
becomes new again at some point.

We can say marketing is developing, according to Santayana, "those who
cannot recall the past are bound to repeat it." If this is true, marketing
practitioners must be professional amnesiacs, and marketing researchers
must be academic Alzheimer's patients. As we've seen, the modern marketing
landscape is flooded in re-enactments of the past.

Products and services that have been revived, resurrected, resuscitated, and
reconfigured may be found everywhere. It is quite easy for big brands to fall in
today's competitive world, which leads to a drop in sales and a loss of the
power of brands to be spontaneously evoked in the minds of consumers,
which can even lead to the market's exit. As a result of the scenario, brands are
looking for less expensive and safer alternatives to launch and market their
products. As a result, the term retro was coined to describe how various items,
services, and brands from the past have returned to the present. The
consumer appeal of these retro products and companies can be explained by
their uniqueness, the evocation of the authentic, or a period when things were
built to last,

Companies are now recognising the usefulness of nostalgia in advertising as a
means of persuading customers to part with their hard-earned money.
Consumers are enticed to spend money because nostalgia offers a quick
return in the form of pleasant recollections and comfort. As organisations
realise the value of connecting with their customers on a more in-depth,
emotional level, nostalgia marketing initiatives have been increasingly popular
in recent years. We all acquire great recollections of our childhood, from the
food we ate to the activities we played to the music we listened to as we got
older. After all, it is our past experiences that shape our personalities and
identities in the present.



In today's highly competitive market, nostalgia in advertising may help both new
and established firms connect emotionally with their target audiences. Even
sometimes we as an individual post our old memories on different social
connected platforms statingi GOO@MDD A Y $idr HR O WB Aafdknany other
hashtags that tells that the photo or video is old but close to the heart.
Although any firm can utilise nostalgia in advertising to develop their brand, it's
worth mentioning that getting the "feel" right without rigorous planning and
attention to detail can be tough. If your nostalgia methods don't match your
brand's values and personality, you'll just persuade your audience that you'll
use any strategy to get them to buy from you, regardless of whether it works or
not.

Finally, nostalgia marketing efforts succeed because they evoke pleasant
emotions and ideas from the past. Customers can use these tactics to revisit
their favourite memories while avoiding the burden of duties and the chaos that
surrounds us in the present.

The more positive our feelings are when we encounter a new or old brand, the
more open we are to the company's messages. At the same time, we're more
likely to act because nostalgia helps us feel something. Brands that employ
creativity to create a "blast from the past" for their audience are more likely to
connect with them on an emotional level, which is crucial for effective
marketing. In an age of impersonal digital relationships, nostalgia allows
marketers to capitalise on the positive emotions associated with a trip down
memory lane. References to the past serve to humanise brands by evoking the
same sense of belonging that we all experience when we reflect on our past

Sarthak Srivastava
2027006




Retro marketing in crises management

#WeMissYouToo has stormed all over the social media and other mediums
after maggi was banned due to the lead controversy. Maggi used this tactic to
manage its crises with the campaign where it showed how customer was
bonded with the product to the core of their life. Maggi had the market share
of more than 75% of the Indian instant noodle market where it faced its worst
nightmare when the Indian market banned it. Consumers have a strong
preference for products that they utilized when they were younger. Because
the past is no longer accessible, consumers' desire to return to it is
unavoidable. Sweet memories, warmth, and familiarity are also brought back
by the past. When there is a lot of volatility in the market or when there is a lot
of economic instability, retro marketing is highly effective. Furthermore, there
will always be a segment of the market that prefers nostalgia as a marketing
subject. Nostalgia pulls us away from the rush, bustles of modern life, and
allows us to romanticize. Nostalgia is not a new keyword, and its allure will
increase for someone as time and space pass.

Maggi used the retro marketing technique to build a bridge between the
customer and the product where they assured that the product is safe to use
and have been with the customers since a long time. The brand used
emotional adds where all shades of life was shown starting from kid to an old
age loyal customer longing for maggi to come back.

The customer became the brand ambassador of the brand and by pulling the
past strings; consumers targeted relating the brand with their lives, where they
have shared a happy moment along with the brand. Five months the product
was pulled out of the Indian market due to safety concern and it was said that
the company had the worst hit in the last 104 years. In case of any incident like
this, it has been seen that the brand secluded itself from the consumers and
tries to explain the same. However the impact of the crises is not same for
every company, some customers switch brands and bans the product from
their personal preferences due to safety concern. This has been tackled by
maggi by using the emotions and instead of throwing tweets and explanations;
it used the nostalgia so that it is the customer who would want the brand to be
back in the market.



It is the aim of any brand to attach a bond with the consumers and to be present
in the daily life of the consumers. Some brands have been so popular in the past
that the tone of the advertisement pulls us back to the moment, like normal.
However, companies to associate it with family and relations also use this retro
marketing. One example is fortune edible oil was it has projected itselftofi Gh a
ka Khanao. The ajdvert i S'e nyesis has shi
preparing food for her grandson.

This has an impact on every life and people tend to get emotional when they
think of their family and the lost one. Retro marketing has been used by fortune
to recapitulate the happy days and how by using the product the family
members can come together. It has been seen that the nostalgic is very well
established with the eateries and people tend to associate t with mother,
grandmother. Here the person is taken back to the past without even thinking
once about it. Researches have shown that the the retro marketing has the
power to arise the emaotions related to the past and to evoke a relation with the
brand. Retro marketing has been taken a step ahead by the modern marketers
where they have managed to throw a jingle or logo that resonates quickly with
the past event associated with the brand. With larger audience and a broader
span to contact them, we can see that companies are coming up with ads that
directly have a relation with the old products like 7UP. Most importantly, it can
be an important tool for managing crisis or to bend the relation with the targeted
consumers

Jyotirmoy Ghosh
2027201




The resurrection of the forgotten

The technique of appealing to people's nostalgia for the past in order to make a
current product desirable is known as retro marketing. Retro marketing includes
creating a brand identity based on the history or nostalgia of a company's
previous products. Retro marketing can alter a product's perception to make it
appear out of date. Retro has a major influence on nearly every facet of
shopping today. Retro can take inspiration from any previous decade to give an
old appearance a fresh spin. Retro products are divided into two categories. A
genuine re-issue or duplicate of a previously available product is the first. The
other is a modern product with vintage styling to set it apart in terms of
appearance and feel from identical products.

According to studies, nostalgia encourages people to spend money by offering a
quick return in the shape of joyful memories. Because it links the company and
the buyer on a deeper, emotional level, retro marketing has risen in popularity in
recent years. Brands, particularly those that served as milestones for a
generation, construct a heart-warming nostalgia marketing approach to appeal
to a target demographic. Retro marketing fulfills the individual's needs in the
contemporary environment since it is built on consumer nostalgia and the
emotional bonds that customers develop with classic brands over time. The
focus of retro marketing is to resurrect the past and old products in order to
create the demand for those products.

The retro approach is used by businesses in the area of marketing
communication both locally and internationally. The attribution of history to the
local market campaigns brings the local authenticity and tradition to the
products. On the other hand, retro marketing in international brands
emphasizes exclusive brand traits, eternal values, and history. The upshot is that
retro marketing intends to improve brand value and strengthen brand image.



Retro marketing in the sports sector and how does it work

There are basically five practical areas of retro marketing in sports. These five
ones are brought together to make a perfect balance and also the best outcome
is hence derived.

1. Imagery: It's logical that retro marketing is utilized in imagery since brand
imagery is one of the most significant parts of a customer's overall perception and
impression of a business. The simplest and most widely used method is for teams
and leagues to use throwback jerseys, names, or courts during games.

2. Merchandising: There have been organizations founded solely on the concept
of retro branding as a result of the invasion of retro marketing in general business
and sport. Companies thrive and flourish solely on the strength of their
throwback brands, therefore it's no wonder that teams and leagues invest
substantially in advertising and selling their retro items. Retro clothing is widely
promoted by sports leagues and teams through their online sales departments.

3. Venue: The physical space that an organization provides may have a major
influence on consumers in the service industry, and the physical space that sports
teams give is limited within their venue. Many teams are utilizing aspects of their
stadium or arena to promote their history and commemorate their
accomplishments. In recent years, many NFL clubs have begun to add historical
displays or memorials to their stadiums or arenas. Even their stadiums have their
own halls of fame.

4, Gameday promotion: Retro marketing is used in a variety of ways by teams in
their promotions. They use retro marketing in their game-day giveaways; the
items given away can be very varied. During a specific game or games throughout
the season, many teams choose to honor the past. Turn back the clock night, in
which teams wear vintage uniforms, offer retro products to supporters, and
encourage fans to dress up as the era being celebrated, is another promotional
event that teams regularly engage in.



The resurrection of the forgotten

5. Advertising: The right advertising message can convey information about a
team, help it develop or change its image, elicit emotional responses, and
eventually influence consumer behavior. Retro marketing can be implemented
in two ways by teams in their advertising campaigns. The first is when leagues or
teams create an advertising campaign commemorating a milestone, and the
second is when leagues or teams create an advertising campaign
commemorating a milestone in their history. In general advertising campaigns,
teams can draw on their past experience.

Siddhant Chauhan
2027305







