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Abstract

This study examined the types of retro marketing of fashion brands and
explored the difference in retro characteristics and nostalgic emotions.
Additionally, the effects of retro characteristics on nostalgic emotions and the
influence of nostalgic emotions on brand attitude were examined. A total of
33 fashion brands, including eight designer brands, 10 sports and outdoor
brands, 11 casual brands, and four SPA brands were investigated to categorize
the retro marketing types. An online survey was also conducted of respondents
in their 20s to 50s, and a total of 363 responses were analyzed using SPSS
26.0. The results were as follows. First, the retro marketing of fashion brands
was categorized into four types including brand heritage marketing, retro
design marketing, retro emotional experience-oriented marketing, and brand
collaboration marketing. The four retro marketing types showed differences in
retro characteristics and nostalgic emotions. Second, the retro characteristics
consisted of four dimensions including familiarity, attractiveness, unigueness,
and historicity. Nostalgic emotions consisted of four dimensions including
sadness, longingness, comfort, and pleasure. Third, the results showed that
familiarity and attractiveness had significant effects on comfort and pleasure,
while unigueness and historicity had significant effects on longingness. Fourth,
the results showed that longingness, comfort, and pleasure had positive effects
on brand attitude, whereas sadness had a negative effect on brand attitude.




o4 - ULt/ WM HUCo| HES oY S0l HER 4 AW LAWAO| Y| DA B 141

2 | HEEH o HA9 S gy stk HERZ 4%
o] Sufepint opal M AAHCR w2 TS EX
Jdon grozw olgfgt dF2 A ojold Ho|tk(Jeon
& Kim, 2019). fjAo|Ae] HEZE AL kAHR|0lE
A3kt o] dAgeR SRl dEFE Bt
Al 2g tARlE A% HKwon, 2015). A 77
I I Agxste] 2 EACE Asty 42 1fA
AHZHE A HERZ AR et w2 A5t wob 3t
71 w4 EAdtRE ouldA AEizte =7|n ol
(Arslan & Oz, 2017). ©o]2jgt o]§=2 e i Hatof
A P EZ nARE XY =), A BHESD ofrth
29] A% FEAE 7 4 4

pag AN Bt 4R Ol #
Zuo EdEY 5 AYST seld Y 2ng AEgy,
MBS @3] PAE P S5 NEOR dER v

of Agsta QIohKim, 2020). ol=gt AsiAE Fai AlE
ojt} B TOARI A& ZHA FoEy Blitet 7t
g3t fdf HAE I AF FHE fEoke 71Hol
HJEZ uA"goltt(M. Kwon, 2016).

ohEgE MY 855 A=F01] 93t HER niA" Y
HA Qglo] He LAgz|ol= AlAAMT AT 1A
£ 9ok Aotk AHEE2 AEX QFEta 24
o, B2 AAE siasty] s A gukg oz Fofsta
SYRoIY TAE wew BEd aR¥e WAt
(Loveland, Smeesters, & Mandel, 2010). 142 E4Hst 7+
AL B9 Aol Bt AHA= 71EE A
AoHAl =1l S7te] o r EAT HAlE ofzkE L7
Al FAHM. Kwon, 2016). 8% 42 7]9== o4 A
Folu BREES Aok AL ARE oA EAL AA
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uA"o] 2 4= Qltk(Kwon, 2015).
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AERZ AHo] 7t 2 FE2 AAH aiwt T S ed
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2016). T AYAFE AHEY, JEZ PAAE ARl
ZHolA HER HAe] gt 4L AEstAHKwon,
2015; Park & Lee, 2002), HlER ¥3} ATt tiF i
7ol AdE BAskHe A+ (Jung & Shin, 2003), HEZ
£ tfddaRIe s gdsh] 93k A1y 848 OE A
(H. Kwon, 2016; Kim, 2020) ¥ @EZ mfdAEZof ot

HES F2 OgFUAHKim & Cho, 2020: Kim & Choi,
2016). ©l¢t §A Baro|Ae] kAE]o7t HIHE i}
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Youn, & Kim, 2012; M. Kwon, 2016), F1. ¢]o] H,
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Lo dER Bolo] Bt o 99RO wheet g
[Zollol #Ego] 9l

Be Ao A2 3AE o
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o7 AeidE FxA AedS A ATAe] ofv]
o} vjggAle] ] @42 AUchKim & Choi, 2016).
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Toyama and Yamada(ZOlZ)‘:— wF 7—1.‘—4 7% dhdel He
oz 7 Aol Slo] AT} MEZolde F 7HA]
AER E4S &S, Park(2019)2 AX= HA: 2
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=S =751 AL A Ay B QAgr RE 3}
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LRt A, Bk, 7 5 Aol 371 A A7 Se REst] AlRlRdiaE Eol7] meel
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SR AR AFE FEAE F= AEEE Asst 9] AHZEL B oEo] F= AFAH Y g
g frotd 73t I== ZAgotA "ot ofd2 14 870t ofHS Holn] 11 thifelA ofzte b
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1 A 5o G vAA ArhMuehling, 2013)

A9 G FA | ASET FAH S o]=o]
ZHRRAA Aoldo] ks o AlEolt HEiEo] e . ArIE
5HQl PR Mol H3 BAcele] PAS FAHHO
2 ZJ3fle B gx2 dA"EcHloveland et al, 1. Gk
2010). = g5} W9 wEL 70~80dH) o] dtw 23}

2840719 30l F5E 20telAE AE AE =
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& AFFHJung & Shin, 2003). 1970d]e] ol B&S Aoz
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A5k AR, BMW 59 sjidant 71g axpges 5 ARt 2018 ﬁﬂ’\‘iﬁr dste] 1915 491714 BT LA
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olgk= AAHR 9ulE Zt=rhla, 2018). fI¢+ Z2 oA W85 mofole= Eﬂ o] Qb= Hlelgelti(Yoo, 2018). w
& &0 AL AYY st E5& F71A skl o oA 2 AFolde 20189RE 149 195E 20219 74
FEIY] FHE FEF & ke HolA k2"Ro] 7 31971 9] A ZALE AHET 94 A8 TRA
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ARt agz]ofof o i HAL UnkE Ave o 43 IRk 20189 195 FHT 20219 79 317HA]
£ Z 87t tHChoi, 2014). YEZ'9 ‘e BF Aot HER S 7|HE
L Ag7]0] o] AnAt i 3 g mlXle Gkl 2 RSt U tiE ZYAIER] Yo, thE, 729
W APAALE AHEY, FrE EUdoss AHe & A0 ) FAE BA AR sto] 44170 S-S
HIZFES] A4 B 7154 8 ARGS AaAA F= olF T T FH AR w2 5 HlER niAET
i7iA] A StRR AAE Y 9 BHE St 3 o] gle W8S ALsta F 1,820 40l AHE
A G2 uAA HBckBrown, Kozinets, & Sherry, 2003). st &qdo] A7 S 53l WA SR $Hste] &
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VA7IE FHlA A A8kl i BEY HER
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Vuitton, Fila, Nike, Adidas, Chanel 5 23719 Heﬁc‘ﬂo]

Sxbstant, T3 4HF ZA4] Afdel SNSo|A] 2 " 4
A= WA BAES HE= vpA" AE 27 -HEH 714
AF oA ofmfEd 50(*Apparel 50,” 2021) HIAE

A Zarstsint. &% BHiAE SNS 1389 A)7]9h 2o
2018A~2021d o2 qHASIlom o] Al7jof| AA FES]
Top 500 22 w4 BHE FoA A7t 71d Eoo]
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97 BAEE oA £ Blsel FEEGoH, o]
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Table 1. Retro Marketing Types of Fashion Brands

7y ZHEo] Z 470 9oz HEsl9rHTable 2).
JEZ AZ7)89
(D) HEZ 1zl wiAd
BEsE A ik AFe Aihg A B 231
o wA" HERE Floks AE HER YAl mAe
o2 Prsieltt. 7 BiiEst 7
B 21 g 52 Ald 297
2 Jfdste] BAEE diEcie dRes
AlZlell FFE ofoldlolt} AEUS 7|8
|55k Ellesse, The North—Face, New Balance®] AZ%
9 ofgo] HA;ME 37, Levis¢}t Timberland®] 7i5d E
= 212 £ 508 EFSIh Ellesse?t Timberland 9]
39 eaAd Aot 215 7F%5193l, The North—Face
glolz 5 E% Al

E
o
Ak

£ 19909 S A, T EE,
o AEE HadolRks BA4S 2ol FEEelrd A9
P2 Bedosls W4 dER wH"e skt

Levi'st liﬂ AFEQl ‘Levi's 501® Day Campaign'= tid
w Balance= 149 Thol| A& EZt=l= 992
A& /\] ot BAE 3B ERlgor| qlth
(2) BE FetHglo V\‘i aHA "

AL YA &
L7111 9= BRE e AL 4o
W A2 G9E 7ol FFo=E 49
t ZTEgold upAE’ O]E}J—l FEsl

Retro product design-oriented

Retro marketing communication-oriented

Brand collaboration

Retro design marketing

Retro emotional

Brand heritage . R
experience-oriented

marketing marketing e
Burberry,
Designer - Balenciaga Louis Vuitton, Chanel, Coach, Fendi, Prada
Gucdi
Ellesse, . . .
Sports & The North-Face, New ) Adidas, Fila, Nike, Reebok, Puma,
Outdoor Pro-Specs, Kolon Sport
Balance
) Guess, L MLB,
Casual T|mbe([and, Kodak Apparel, Tommy Hilfiger, Studio Tomboy,
Levi's Polo Ralph Lauren
Lacoste, Polham Bean Pole
8seconds,
SPA - SPAO, H&M, - -

AQO Studio Space
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Table 2. /mage Examples by Retro Marketing Type

Retro product design-oriented

Retro marketing communication-oriented

Brand collaboration

Retro design marketing marketing

Retro emotional
experience-oriented
marketing

Brand heritage
marketing

Figure 1. Fllesse Brands
(www.ellesse.co.kr) DongWhapharm
(www.magazine.

hankyung.com

Figure 3. Guess Brands &

Figure 5. Nike Brands
(www.biz.chosun.com)

Figure 7. Kolon Sport
Brands
(www.apparelnews.co.kr)

4,

Figure 2. Levi’s Brands
(Wwww.musinsa.com) Koaak
(www.hilightbrands-
kodak.co.kr)

Figure 4. Kodakbrands &

61988 ARCHVE fageinI8 #198archive

1988ARCHIVE
EVEN Zﬂll‘OKV.FZ(FRIMDZI,MJI(SUN)

Figure 8. MLB Brands
(www.fashionseoul.com)

Figure 6. Pro-Specs Brands
(www.instagram.com)

LacosteS #%10}93\%51] Balenciaga®] 4%~ Gucci ¥ Crocs
71861991 Lacoste= ‘Golf le
Fleur e} 22 25 S& ﬂﬂd BHcol ooz HEZ A

[e] L5 o
A, olFdA 19 ZFol= Guess, Polham, Kodak
Apparel, 8seconds, SPAO, H&M, AQO Studio Space?}
At Guess= 7 HA;ER! “Qu[EA e Aofalakl
FERE T @ s AlES EAlskaL, Polhame 80T
Foloh Beole mEAdddel BYe
7135ttt Kodak Apparel HE Sl ml= %—%ﬂ*}
T oA W A 9 B4 ZHAE 5 Kodak
o SelElE BeT AER SRS AU, SPAO

LR, AR DR, Hael, L7|2e A

B

rulru m]m

o F
Q1350] A AER WY AFL SAlsk] TSy 9

t}. 8secondsE FRUEY FEF 297 Huiz MZ
Aol 271 A=she gl 75‘41?_ T ozl A4
o2 FYEZ nAgS HNstEY, AQO Studio Space:=
HAE | QALF =o|7] 5 I_’d A A HE=A0t
oot HEZAS 21, AE 52 S84 HER uiA

ﬂJ}E::

2) EIE UF’HE] ZAuAlel Y
= lﬂEW oA

A= 2
Ed2 Afehe oM Aze At 74 S wet
BHEY AdH A4S AEA B8 The B Bl

[

slefE Al mpA ol2tal Pgstgint. BE s=fE ] bt
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ARG A AFE oo ol dstAY HIEs] o
HEHole= Zo] ofet HHE 1-50] AH
3 M= 0}01% 2 x| 7he =olrh o] /39
A 2EE "AY 7ledt g3t
I FAA]] FAor iﬂ;%‘ —’F A sHAY BIiE 7Y
A4 238 F479
LR Amm aete BAE ool HE §
Aol 7kt Slleh HAely Bt 47, Axz 9 ofgk:
o] HAE 47 Ji5Fd ERHE 2702 EF 10719 BEdHErt
Sekct. o}Se BAC selen] gL thas 2ol 3
2 & gk
W, BAET} TR SR HEH 42
9190 Aol 4 AEe BAls] oE AR, T
B e oA AES] AEAlE JEshe B
tjzto]] B =9l Burberry, Chanel, Gucci, Louis Vuitton
I Axz g ofgro] HAEQI Fila, Nike, Pro-Specs7}
olo] 5ttt Gueci®t Louis Vuitton, Filax ZF2F 100
4, 2004, 110549 FARE 7|dohe Z2AES X3
St Chanel 2t 23 Apdo] ddi7]eh AHEe
2 HER A4S 435191, Burberrye 27] 2yu
297 MY e HEe= 9 Anels :
Niket= mlolE ZH9] J3L 71ostke widt PAE v
Stal Pro-Specs= Aleadd 34 SHFAle 932 4
Zohz 1988 optolB ZRAES H7fStETt.
A, E993 ARRto] opfd
719kt SlejElA] niARS ok Hilege Axx ol
ool HA:MEQl Adidaset 7HFY EIME Polo Ralph
Lauren®t Tommy Hilfigerg Z35FAE Adidass AEE]
E Y 25 HoN 2xzx BT HAS
Polo Ralph Lauren2 #E=Z z:te|L} 39 [AAT 3
Ste ‘BAE 52 ARo7& ok, HEHS
MLB oftdeute] m2nds &) ute|Rale}
Bsto] H}ATO ygAee omAE U
Tommy Hilfigeri= Zefln] Ate] A% 235 #Woh=
A& EUE 29 fAkE Foll Bt deat doks
Ho3= dghe X3 QU
() HER AHAE A"
A AR 55 oA AP AR 3 285t
of ofdE A S ATSHAY BT Fao|AY] F9
ozoBN AL Ft AL ARE
= AlEIES HEE AN mAR ol
Jotgiet. £ AE Z@sH] Qo Bk TV, LP

_4

84, 20 5 s virlel $5} Baot 49, 354

% % Aelel 4 A% SAAzen 54 vt
AEA 9k, OEAL 4T Fa, FOIo W ohd
7 84E AgSHe B30l ek oled 43 sgeie
ERISS c] Aoli] HAE 37, 2AEx 9 ool HAS
A, AR B 342 5 940 BAS g,

A, Fal olmAle] E4 iy 331, 7EE we=
Al 7+e] Bt 128 BESHAY BHES) Hx AlY
A BAE Wz sto] afre] 7R ojuAE AEA
sk FAe Flske HAeld HIEol: Coach,

Fendi, Prada® ZFstT, 7] gl Aaqd =
A& A& Frolv 25 P ER REE AEce #
3 &Y FAoje Axx= 9 ofgo] HAl=Ql Pymast 7i
9 Ha;=9l MLB, Studio TomboyE ZEgoFh Coach
£ A7 A sk AFgelAY Wi ediE =oluxtl

e A B

A Fendi= A AlAl Z4=9] AFHAY &
Q1A olu7h Qe FZHA Pradats HAEO E4 A
oA e Aol We Hapw TV, 437,
T oHE A § oldEIA a4t THE 1} 242 o]
Al Z¥zF 2705k Qltk. MLB, Puma, Studio Tomboy+= 80
dl, o0dd] tiE2ele tiEe dtisrkest @74 A 1
ool Y= AP, d F2 E5Zolde Fast HHL
HY, Bedt TV 5 ofd&21 945 &8st
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AE718Y SAAE HER A vHAE fHE, EﬂE

u

oA AFUACIAR FelMe HEE AEAR AR
3L Adolelt. 552 R f39 HER nAY &5
o] &UT fFd BHER HAE FI) &, HFHOoE =
el JIAE7E gl AFE BIHES Sfie] sfd Hiis
‘Brixton’& AA5FACt ‘Brixton” mj4 HM=o] niA"] &
oA SHo] He HER oA} FdEe duE 7
AR ZAL AtellA FEE HERZ YAl 49 Faret 7
EZ 7deﬂol Zﬂ/] %} °§’3’E"e— Z¥zy KMAS o:lp].' EﬂE
2 bzl Z/‘]-J FEES HEA=, Aol B 2, AR
2o] Am &
doH, dER AHAR FH IES B TV, LP
=5 5 oFdREIH S Aote AHEES HoFH I
7 e 75‘2%‘ & SE Lﬂﬂo]‘,{iﬁ} ol & ¥

Table 3. Factor Analysis and Reliability Verification of Retro Characteristics

Variance %

Factor Item Faq°r Eigen (Cumulative Cronbach’s a
Loading Value . o
Variance %)
This ad is familiar. .87
This ad is accustomed. .87
o This ad feels close. .81
Familiarity - - 494 26.00 92
This ad is natural. 74
This ad is friendly. 74
This ad is comfortable. 70
This ad is in harmony. 53
This ad is awesome. .83
This ad is attractive. 78 19.10
. - - - 3.63 92
Attractiveness  This ad is beautiful. 74 (45.11)
This ad is joyful. .64
This ad is amusing. .58
This ad is new. .86
Uniqueness Thfs ad fs un|que_ .85 18.04
This ad is particular. 82 3.42 (63.15) 90
This ad is different from other ads. 73
This ad has a culture of the past. .88
Historicit This ad has a thing from the past 85 2.63 13.88 89
y is ad has a thing from the past. . . (77.03) .
This ad has a legacy from the past. .85
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Table 4. Factor Analysis and Reliability Verification of Nostalgic Emotions

Variance (%)

Factor Item L::)aacc.iti?]; 5';3: (Cl!mulative Cronbach’s ¢
Variance %)
Regretful .86
Empty .78
Shameful .78
Sad .70
Sadness - 5.18 20.73 92
Skeptical .69
Afraid .69
Anxious .68
Sorry .62
Distant .86
Touching 78
) Longing 76 18.38
Longingness Lonely 70 4.59 (39.12) .89
Bitter .68
Moody .66
Warm .84
Calm .84
Relief .80 17.23
Comfort Corfortable 24 430 (58.35) .90
Affectionate .69
Pure .61
Pleasurable .85
Hopeful .85
Pleasure Excited 84 3.87 1551 91
. ’ (71.87) '
Cheerful 83
Happy .57
At 0.8 olds FEskl glo] AlH wetEe] gl BRelBR TEg ol YHsigirh. ale]
e Zelstyith IRHAE 4592 vehgen] diEle 18.38%%, AlFE
o 12 871Y Eer ‘FIAHL, ‘SFsit, ‘of + 80 =2 752 BHAth 89 32 6719 £For ‘m
|, enh, Ao}, ‘FYrt), ‘Bt Zolet, ‘ot ‘Edelty), ‘Heksitt, HHETE, ‘&
J SR AN AER| oo gt &X ot} To= mEsty ZIRE 2717t Sl A8 =%
o1 Fele mEHel 7o) Uigel Eatse] o] * oz ‘Wetgrolel BwskAh 2919 1eAE 43008
olg} HHstgirt. 2219 1A= 5182 HEhow Av vehgon Awele 17.23%91, AFEE 9007 =7
2 20.73%91, AFEE 922 7 vehdch 29 2& et 849l 3700 BRo= ‘BT, EYARL,
671¢] FFo R ‘ofdsitt’, 2okt TIH}, ‘&ET, Al 52 om Szt dele Argel wRt
WKL, L4k S0 T wadAet 2 hgolnE E st fele TRAL 387
o ofdet 719l & Tt SE dEe Al 8ol 2 yepdor 1551%%31, A=Es 912 =4
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Table 5. Differences of Retro Characteristics in Retro Marketing Types

Product-oriented

Emotional

Factor (n=179) experience-oriented (n=184) +value
M(5D) M(sD)

Familiarity 457 (.93) 3.79 (1.18) 6.90""

Attractiveness 4.20 (1.06) 3.88 (1.14) 2.80"

Uniqueness 3.65 (1.11) 422 (1.16) -4.80""

Historicity 4.10 (1.32) 4.80 (1.28) -5.15™"

.01 ™" X.001
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Table 6. Differences in Nostalgic Emotions in Retro Marketing Types

Product-oriented Emotional experience-oriented
Factor (n=179) (n=184) tvalue
M(sD) M(sD)
Sadness 2.42(1.11) 3.00(1.11) -5.00"""
Longingness 2.62(1.19) 3.59((1.19) -7.73"
Comfort 4.58(.90) 4.17(1.07) 4.01™
Pleasure 4.37(1.09) 3.55(1.09) 7.5
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Table 7. 7he Influences of Retro Characteristics on Nostalgic Emotions

2
Dependent Variable Independent Variable 1] t-value RQ F-value
(")
Familiarity -19 -2.52"
Attractiveness -.20 -2.35"
Sadness 10 10,947
Unigueness .20 3.25™
Historicity -.07 1.36
Familiarity -.01 -.25
) Attractiveness -1 -1.44
Longingness - A7 18.99"
Unigueness 24 401"
Historicity .30 5.49™
Familiarity .56 10.37""
Attractiveness 18 2.96"
Comfort - 54 106.83™"
Unigueness .04 .89
Historicity .04 1.15
Familiarity .26 447
Attractiveness 49 7.337"
Pleasure 44 71.55™"
Unigueness -.03 =71
Historicity =10 -2.23"
“0K.05 K01 T p<.001
Kwon(2016)9] A727E Akt ek 7719] fatolut BA% Al #HolK 4=35 6.53"), EA8(4=.29,
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Table 8. 7he Influence of Nostalgic Emotions on Brand Attitude

Dependent Variable Independent Variable 6 t R? F
Sadness =21 -3.73™
Longingness .19 3.57""
Brand Attitude 46 77.01""
Comfort 35 6.53""
Pleasure 29 5.96""

" p<.001
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