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Recurring trends are becoming more common in modern society, which leads to increased interest in the “retro” - and in extreme cases, becoming a lifestyle. 
Could it be that nostalgia has a hidden effect when it comes to product sellability?
How did designers, both past and present, adjust to the ever changing interests of consumers - especially in advertising and graphic design - and discover the formula to remaining contemporary. Nostalgia has always been a part of our day to day lives - from reruns of television shows we used to watch, fashion trends that we grew up with, the music we listen to and even the food we purchase and consume.
	
Nostalgia can be subjective and it can take all kinds of different forms for members of society. Nostalgia can be a video game, a song on the radio, the clothes that we wear and even the food that we consume. It is around us at all times but we only identify the ones that apply to us and the only ones that trigger a cherished or painful memory. Nostalgia was considered as a disease of the mind, as Boym comments:
	Nostalgia, the disease of an afflicted imagination, incapacitated the body. Hofer	thought that the course of the disease was mysterious; the ailment spread “along	uncommon routes through the untouched course of the channels of the brain to	the body,” arousing “an uncommon and ever-present idea of the recalled native 		land in the mind”. (Boym, 2001, p. 4)
Of course after reading that in our modern time, we know that the subject was experiencing homesickness, this is the most recognizable form of nostalgia. Just a subtle familiar scent even ones that have no strong link to us, while outside can trigger memories from your childhood and treasured memories, this leads us to filling that void just to remain intact simply because we crave it, stated by Boym:
As a public epidemic, nostalgia was based on a sense of loss not limited to personal history. Such a sense of loss does not necessarily suggest that what is lost is properly remembered and that one still knows where to look for it. (Boym, 2001, p. 6)
Talking about the sense of loss can resonate with us whether we lost something major or minor in our life, nostalgia still applies especially when we remember them. But time and time again we will look to fill that gap inside of us no matter what it takes. How many times have you craved that pie you ate last month just because you got a whiff of a similar scent on your way to work? And how many times have you rushed out to obtain that familiar scent and taste just to fill that sense of loss? A great example of hunting for memories can be seen on this still from a music video for GUNSHIP’s “Art3mis & Parzival” for the movie “Ready Player One”, which is a movie all about nostalgia.
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Fig 1
Fig 1: A still from the 8-bit music video for GUNSHIP’s “Art3mis & Parzival” for the movie “Ready Player One” (Anderton, 2018)

The roots of nostalgia have not changed much from its birth. Nostalgia has always been linked with emotion and experiences – it always will be. But it cannot live own by itself, it will always need participants, subjects to feed on in order to survive. Otherwise it will simple die out and in return, it will leave a massive crater in our society and way of life. Boym comments:
	Nostalgia as a historical emotion came of age at the time of Romanticism and is 		coeval with the birth of mass culture. (Boym, 2001, p. 16)
Today we know nostalgia as different forms of media from rebooted television shows and movies to sampled music – yes even old music can have impact on modern artists, for example the beloved musical artist Frank Ocean created a whole album titled ‘Nostalgia Ultra’ where he sampled some of the most recognizable artists on the radio, artists like Radiohead, MGMT and The Eagles. In an interview with Complex Magazine in an online article written by Ernest Baker (2011), Ocean states:
	It’s nostalgic. It’s a longing for the past. That’s what this record felt like. I named it		five minutes before we finished mastering. (Baker, 2011)
No matter how much we try and decode the purpose and effects of nostalgia, we still simply call to it whenever we need it. We are not capable of just “letting things go” because no matter how much we try, it will always stay with us especially the memories you treasure the most.

Design is a huge element in our daily lives, from the vehicles we use to commute, the bridges we cross and down to our favourite coffee mug. Every object that has a purpose in our planet has been designed by someone, they have thought about the journey it will take and the purpose it serves. For example – a metal bottle is designed to be reused and to carry water without spilling, but the designer may have also thought about the impact of this non plastic bottle in a polluted world which can lead the consumer to feel accomplished when they cut down on plastic waste. Even better, the bottle may have imagery that sparks nostalgia to a certain group of people which can heavily impact the products sellability. Norman comments:
	Beyond the design of an object, there is a personal component as well, one that		no designer of an object or manufacturer can provide. The objects in our lives are 	more than mere material possessions. We take pride in them, not necessarily 		because we are showing off our wealth or status, but because of the meanings		they bring to our lives. (Norman, 2004, p. 6)
Most members of society rely on objects to spark joy into their lives, it’s highly visible from branded clothing to rare trinkets and there is no shame in that. But sometimes other items can spark even greater joy if it has emotional links with its owner. Because “A favourite object is a symbol, setting up a positive frame of mind, a reminder of pleasant memories, or sometimes an expression of one’s self.” (Norman, 2004, p. 6).

It is all down to what design can reach more people both emotionally and logically. This is a difficult thing to accomplish especially if there is no specific target market. But this is still a blurred line for most people simply because they may have just bought an item as an impulse or because they had one just like it growing up. Xue and Carvalho de Almeida comments:
To what types of product the nostalgia-evoking design is more applicable is a question that has not been thoroughly investigated. There are a few studies regarding the high involvement products may provide some clues for this issue. (Xue and Carvalho de Almeida, 2011).
And we still do not know how our mind works when we see a familiar cartoon character but we still take the time to focus on it and even feel some form of emotion when we try and remember that one episode we saw as a child. One of the most familiar cartoon characters is Bugs Bunny from the 1930’s animated series known as Looney Tunes.
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Fig 2
Fig 2: A still from the 1996 film Space Jam. Michael Jordan (left) and Bugs Bunny (right). (Dessem, 2018).

Especially for the millennial generation the film Space Jam carries a lot of childhood memories. There has been merchandise that has been released based on the film, items like basketball jerseys, toys and basketball shoes and of course the fans bought them! Because they have an emotional tie with the film which is a great starting point to start a whole business around. Humans tend to think with their heart more than their mind and it truly affects our daily lives and “it doesn’t take much to make people feel good” (Norman, 2004, p. 19).

In modern times, sometimes an entire brand can weaponize nostalgia as a sales tactic. Brands that have stuck around for a massive period of time may start reusing their first ever logo or release a “classics” collection simply just to tell the consumers that they have been around for a long time and that they are to be trusted. Norman comments:
In the world of products, a brand is an identifying mark, the symbol that represents a company and its products. Particular brands produce an emotional response that draws the consumer toward the product or away from it. Brands have taken on the emotional representation. They carry with them an emotional response that guides us toward a product or away from it. (Norman, 2004, 
p. 59–60).
This same tactic can now be seen as it became prominent recently with Nike releasing “OG” (Original) collections of their shoe silhouettes and Daz bringing back their “Retro Daz” packaging design.

When we hear the word consumerism we immediately hop on the mentality that it is a bad thing and that we spend way too much money on things we really do not need or have any use for. But it is our hypocrisy that makes the topic of consumerism widely interesting. No matter how hard we try we will still consume whatever our heart desires. Norman states:
The problem is that we still let logic make decisions for us, even though our emotions are telling us otherwise. Business has come to be ruled by logical, rational decision makers, by business models and accountants, with no room for emotion. Pity! (Norman, 2004, p. 10)
We crave validation one way or another. People nowadays are just purchasing objects that are in the current rotation of trends. Even though most of the items are not practical or useful to them, just as long as they can say that they belong to a clique. But we just cannot help ourselves because “affect and emotion are crucial for everyday decision making” (Norman, 2004, p. 12). Take this photograph for example:
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Fig 3
Fig 3: “Shoppers standing in line to get into a Supreme store in Tokyo. For many, the lure is as often the wait as the wares.” (La Ferla, 2017)

This is a line for a store in Tokyo, Japan. The store is known as “Supreme” and it is one of the most prominent brands in existence, the brand appeals to a younger and richer audience. The brand has a reputation for being controversial, especially when they released a singular clay brick with their logo pressed onto the face of it for £28. It sold out within minutes online and it is currently being resold on websites for triple its normal price and some even sell them for over £1000. The resellers of these items tend to make a business of over pricing highly demanded items. Mackey comments:
The reason why neo-classical economics continues to survive as a model are twofold. First it relies on a highly theoretical ‘science’ that is more concerned as to whether a social behaviour can be modelled with a mathematical algorithm than whether this algorithm actually describes anything in the world outside. Secondly, there is one element of consumer choice which, when considered at the level of the aggregate (or collective) impact of consumers, does serve to support the economists’ model – this is the concern for low prices. The idea of supporting the cheapest producer is to create the cheapest goods for the consumer. (Mackey, 1997, p. 41-42).

The consumers who miss out on the items when it is at its lowest price will spend whatever the cost is just so they can obtain a piece of branded item. This is not a new strategy that brands use, this can be seen in buy 1 get 1 free deals where the market tricks you into thinking that you are getting the best and cheapest price even though they have basically priced it in a way that you are also paying for the “free” item. For some people they have a status to keep and some just wants to feel included. But of course Supreme knows what they are doing and how their audience acts. 
Lenton states: 
But, when it comes down to it, what drives people to cough up these prices in the first place? Exclusivity is all well and good, and the feeling of knowing you have something that very few other people in the world have is understandable, but there are plenty of other brands out there that the average person on the street would find equally as cool upon seeing its logo emblazoned across your chest. (Lenton, n.d).
Rarity can ironically be rare in this day and age and we can blame mass production for that. That is why handmade and personalised items are in high demand and it sparks a greater emotion when you own an item that has been made specifically for you or an item that only you own and no one else will. It is not a bad thing to crave these, it is perfectly natural to have something to call our own because it defines who we are, it shapes our character and how we act.

To conclude, there is a strong evidence that nostalgia within design can lead to a highly successful strategy that can be weaponized against consumers to attack their psyche and trick them into buying items that they may not even have any practical use for but they purchase the items simply because an object has an image of something they vaguely remember from their adolescence. Everyone is guilty of owning something that they bought specifically because it reminded them of simpler times. But nostalgia can also have an effect on consumers that were not part of the same generation it came from, this is currently happening with recycled trends around fashion, music and rebooted movies. Further investigation is greatly needed on how it affects us as people and how design come into play when nostalgia is used in marketing.

My research question will be:
Why is nostalgia popular in current contemporary consumer culture? Especially in a time where trends are being revived and therefore creating a new form of cultural mosaic?
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