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Abstract

Objective: This study examines the impact of nostalgic advertising on consumers' purchase intentions for "Delpasand™ brand
products, with a focus on the mediating roles of emotion, self-congruity, brand perception, and brand attitude. The research aims
to provide a deeper understanding of the effectiveness of nostalgic marketing and identify key mediating factors in consumer
responses. Given the significance of sensory marketing and nostalgia in evoking positive emotions and memories, this study
seeks to explore how nostalgic advertising influences consumer behavior and decision-making processes. By analyzing these
relationships, the study contributes to the broader field of marketing by offering insights into the emotional and cognitive
mechanisms that drive consumer engagement with nostalgic content.

Methodology: This quantitative research employs a survey-based strategy and follows a positivist philosophical approach. Data
were collected using a standardized Likert-scale questionnaire from 265 consumers of Delpasand products in Tehran. Non-
probability convenience sampling was utilized, and the data collection process took place during the summer and fall of 2023.
Structural equation modeling (SEM) was applied using Smart PLS software to analyze the data and test the proposed hypotheses.
The study's methodology ensures a robust examination of the relationships between nostalgic advertising, mediating variables,
and purchase intentions, providing a solid foundation for drawing meaningful conclusions.

Findings: The results reveal that nostalgic advertising has a significant and positive impact on consumers' emotions, brand
perception, self-congruity, and attitude toward the Delpasand brand. Specifically, nostalgic advertising evokes positive memories
and emotions associated with the past, creating a stronger emotional bond between consumers and the brand. It also enhances
consumers' perception of Delpasand as an authentic, trustworthy, and valuable brand. Self-congruity, which reflects the
alignment between personal identity and brand image, is positively influenced by nostalgic advertising, leading to increased
brand loyalty. Furthermore, brand attitude acts as a critical mediator, with nostalgic advertising fostering a positive attitude
toward the brand, which in turn significantly boosts purchase intention. These findings highlight the multifaceted ways in which
nostalgic advertising can shape consumer behavior and strengthen brand relationships.

Conclusion: This study confirms that nostalgic advertising is a powerful tool for building emotional connections with consumers
and enhancing their purchase intentions. Marketers can leverage this approach to design more effective advertising strategies,
foster brand loyalty, and create lasting emotional ties with their target audience. By understanding the mediating roles of
emotion, brand perception, self-congruity, and brand attitude, marketers can tailor their messages to resonate more deeply with
consumers' needs and desires. The research underscores the importance of nostalgia in marketing and provides actionable insights
for brands seeking to improve their performance through emotionally engaging advertising campaigns. Ultimately, this study
contributes to the growing body of knowledge on nostalgic marketing and offers practical recommendations for brands aiming to

harness the power of nostalgia to drive consumer engagement and loyalty.
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