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Abstract 
Based on the theoretical results of people's research on consumer sentiment in 
consumer sociology, this paper links nostalgic sentiment with time-honored brands, 
analyzes the influencing factors of consumers' nostalgic sentiment on time-honored 
brands, and studies the influence of consumers' nostalgic sentiment on the inheritance 
of time-honored brands. and innovation impact. At the same time, drawing on the 
current development status of time-honored brands, some new ideas are put forward for 
the innovation of time-honored brands. 
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1. Introduction 

In this fast-changing era, the Internet is driving brand innovation, and the younger generation 
has an increasingly strong desire to pursue new trends. However, with the growth of people's 
age and cognitive level, the impact of nostalgia on people's brand perception has become more 
and more profound. Impact. This makes people pay more and more attention to the 
development status of time-honored brands and the influence of people's nostalgia for time-
honored brands on consumers' purchase intention and behavior. At this stage, the research 
field of time-honored brands mainly emphasizes two aspects, namely inheritance and 
innovation, but for traditional time-honored brand products, Lehu analyzed the reasons at the 
enterprise level and consumer level of time-honored brands. The development of modern 
technology has led to the phenomenon of brand aging. Therefore, Keller and other related 
scholars have begun to pay attention to long-term brand management, the entire life cycle of 
the brand, and especially the long-term development of time-honored brands. Investigations at 
this stage show that some time-honored brands have not kept pace with the times and are 
gradually entering a period of decline, while some time-honored brands have survived the 
development of the times for a long time and have remained at a high-speed development stage. 
Wiedmann believes that this may be related to brand strengthening. In relation to activation, 
time-honored brands have to choose between inheritance and innovation, change and 
invariance, which contain many factors. This paper combines the theoretical results of people's 
research on consumer emotion in consumer sociology. Through literature review, the 
relationship between nostalgic emotion and time-honored brand is analyzed, the influencing 
factors of consumers' nostalgic emotion on time-honored brand are analyzed, and the influence 
of consumers' nostalgic emotion on the inheritance and innovation of time-honored brand is 
studied. 

2. Literature Review 

Nostalgic emotion mainly involves two aspects of nostalgic intensity and inclination. It is a 
preference related to consumer behavior based on the past, and specifically refers to the 
emotional expression of past experience, desire and yearning. There are relatively few 
systematic studies on consumers’ nostalgic emotions in China, mainly in the field of consumer 
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psychology. It is believed that nostalgic emotions are influenced by nostalgic emotions, 
resulting in a yearning for the past and things. 
At present, some time-honored brands in my country are facing the problem of survival and 
development. Relevant scholars have carried out a lot of research on brand innovation, 
activation and strengthening. At the same time, scholars at home and abroad have also 
proposed that nostalgia plays an important role in the activation of time-honored brands. In 
terms of brand revival, Brown et al. believe that time-honored brands can evoke the past self, 
that is, nostalgic feelings at the individual level, and can also evoke intimacy among community 
members, that is, collective-level emotions; in the long-term brand management of time-
honored brands, Lu Taihong Starting from consumers' nostalgic complex of time-honored 
brands, they believe that nostalgic emotions have a positive effect on stimulating their inherent 
brand cognition, and use brand marketing methods to deal with the aging problem of time-
honored brands; use consumers' nostalgic preferences to solve the aging of time-honored 
brands. Through the classic time-honored brand’s trademarks, stores, products and services, it 
can evoke consumers’ positive memories and emotions about the relationship between the 
time-honored brand and themselves, and stimulate the unique brand value and assets of the 
time-honored brand, so as to activate the time-honored brand. Effect. Time-honored brands are 
also taking advantage of this unique advantage, paying attention to the display of nostalgic 
symbols invisibly, so that consumers can more intuitively notice the unique logo of time-
honored brands. Some modern enterprises have also begun to imitate the retro-style shop 
decoration style of time-honored brands, paying attention to the use of characteristic 
traditional culture and retaining the traditional antiquity characteristics, so as to achieve the 
expected market effect or realize the value-added of the brand through the nostalgia of 
consumers. From the perspective of consumer psychology, Shen Lin believes that due to the 
factor of consumers' nostalgia affecting the weight of time-honored brands in their hearts, 
consumers will have a more positive evaluation and favorable impression of time-honored 
brands due to the stimulation of external nostalgic triggers. Improve the status of the time-
honored brand in the heart. There is a correlation between consumers' brand attitude towards 
time-honored brands and the nostalgic value. Generally speaking, the stronger the consumer's 
brand attitude, the more profound the experience of the nostalgic value of time-honored brands. 
The influencing factors of the old brand, namely, the cultural connotation of the old brand and 
the innovation of the old brand have the highest correlation with the nostalgic value of the old 
brand. Li Xiaolu analyzed and researched the image design of nostalgic products of time-
honored brands from the perspective of semiotics. Taking the image of specific time-honored 
products as a design example, he deeply studied the visual identification and concept 
identification of nostalgic products. Through empirical research, Lu Manman developed a scale 
suitable for Chinese people's nostalgia for time-honored brands, and verified that consumers' 
nostalgic tendency can significantly and positively predict consumers' brand trust in Chinese 
time-honored brands. Generally speaking, consumers’ nostalgic feelings for time-honored 
brands can be divided into three aspects: the personal level, the social level, and the level of the 
combination of the individual and the society. Three aspects of nostalgia with the larger group 
and between the individual and the environment. Relevant scholars have also begun to 
introduce nostalgia research into the field of corporate culture and asset management, 
including the concept of nostalgic cultural assets proposed by Fan Yingnan and the new concept 
of nostalgic cultural assets proposed by Li Zheng. Consumers' nostalgia for time-honored 
brands tends to their brand's image, credibility, history, and culture, which indicates that the 
influence of consumers' nostalgic tendency can be studied in combination with the 
characteristics of time-honored brands. Nostalgia can influence a person's purchase intention, 
mainly from the fact that individuals have a positive influence on purchase intention of past 
products. Philanthropic purposes and behaviors are associated with nostalgic past-related 
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brand imagery, and this effect may apply to all types of products produced in the past, making 
nostalgic propensity a potential segmentation variable in many markets. Advertising-generated 
nostalgia has a positive effect on an individual's attitude toward advertising, the degree of 
advertising involvement, people's attitude toward the brand, and one's attitude toward the 
product and purchase intention. This paper draws on the research results of previous scholars 
to analyze the influencing factors of consumers' nostalgic feelings on time-honored brands, so 
as to explore the influence of consumers' nostalgic emotions on the inheritance of time-honored 
brands. some new ideas. 

3. Factors Influencing Consumers' Nostalgic Sentiment Towards Time-
honored Brands 

3.1. Cognitive Age 
The cognitive age of consumers is different from the actual age. Research shows that consumers 
at different cognitive ages have different nostalgic tendencies. The stronger the personal 
nostalgic tendency is, the more significant the positive correlation is with the age factor, and 
the stronger the social nostalgic tendency is, the more significant the negative correlation is 
with the age factor. Nostalgia is related to age. Generally speaking, the older you are, the 
stronger the nostalgic tendency, especially in middle age and after retirement. For example, in 
order to recall the snacks they ate when they were young or the scenic spots that they had deep 
memories of before, many elderly people had to check in and repay their wishes regardless of 
their physical inconvenience; and the elderly often showed their collections to the younger 
generation, even if They are in urgent need of money, and they are not willing to sell these 
memorable things. Instead, they leave a memory for themselves and their children and 
grandchildren. This is a reflection of consumers' nostalgic feelings. Therefore, as consumers' 
cognitive age increases, it is easier to generate purchase intentions for time-honored brands. 

3.2. Gender Differences 
Studies by relevant scholars have shown that it is impossible to prove through empirical 
research that men or women are more likely to have nostalgic feelings, but most consumers of 
the same gender will have nostalgic feelings for stimuli with similar attributes at the same time, 
such as mobile phones, etc. Men's nostalgic feelings, Lao Fengxiang jewelry, etc. can arouse 
women's nostalgic feelings; at the same time, men and women also have many common 
nostalgic stimuli, such as the "three turns and one sound" of previous marriages, which are 
common to the generation in the 1970s. nostalgia. Therefore, gender also affects consumers' 
nostalgic feelings to a certain extent. 

3.3. Advertising Stimulation 
Whether it is previous TV media or today’s web page information, advertising can stimulate 
people’s nostalgic elements, and the impact of nostalgic emotions on the attitude and purchase 
intention of time-honored brands is not direct, but through visual and auditory. and other 
sensory ways to stimulate consumers' nostalgic psychology. For example, the well-known folk 
songs of "horses on top of the head, Juyuan on the top of the head, Liansheng on the feet, 
wearing Ruifuxiang, and four constants around the waist" are also a type of advertising. Under 
the influence of advertisements, consumers can have a more comprehensive and accurate 
understanding of brand information, which can arouse people's desire to buy and generate 
buying behaviors for old Beijing's time-honored brands. Therefore, advertising has a certain 
role in promoting nostalgia for consumers, thereby promoting people's inheritance of time-
honored brands. 
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3.4. Inner Beliefs 
Many consumers have already formed brand loyalty to time-honored brands. They have always 
recognized the products and services of time-honored brands in their hearts, and support the 
development of time-honored brands through actions. In recent years, whether it is the spirit 
of craftsmanship strongly advocated by the state or the promotion of the spirit of model 
workers, they all reflect the brand image of a time-honored brand that strives for perfection. 
Since 2016, the "craftsman spirit" first appeared in the government work report in the name of 
the country, which made people associate the time-honored brand with the craftsman's spirit, 
and strengthened the recognition and support for the time-honored brand. Documentaries on 
the theme of the craftsmanship of time-honored brands are also emerging one after another. 
Works such as "I Repair Cultural Relics in the Forbidden City", "Legendary Time-honored 
Brands", "China Time-honored Brands" and other works focus on showing the past and present 
of time-honored brands, so that more people can learn about China's time-honored brands 
through video networks. Arouse people's nostalgic feelings for time-honored brands, so as to 
be more convinced of the beliefs of time-honored brands in their hearts. 

4. The Influence of Consumers’ Nostalgic Emotions on the Inheritance and 
Innovation of Time-honored Brands 

4.1. Inheritance 
In 2006, the Ministry of Commerce of the People's Republic of China identified 1,128 time-
honored Chinese enterprises. Nearly 20% of them are facing bankruptcy, 40% of them are 
barely surviving, and only 40% of them are developing well. Emerging brands and international 
brands are pouring into China. After the market, the development of my country's time-honored 
brands has become more difficult. Time-honored enterprises rely on consumers' last nostalgic 
emotions to give full play to their own high-quality products and services. The characteristics 
and advantages continue to stimulate consumers' support and recognition of time-honored 
brands. Consumers also rely on nostalgia to recognize the integrity, high quality and cultural 
connotation behind time-honored brands, and are more willing to trust the products and 
services of time-honored brands. 
4.1.1. Nostalgic and Time-honored Brand Culture 
Culture promotes business, time-honored brands advocate culture, and regard culture as a 
necessary condition for business development. Many shops are close to culture and improve 
the cultural level of opening stores, especially in the naming of time-honored enterprises. The 
combination of Confucian culture, such as the word "benevolence" in Tongrentang, reflects the 
thought of Confucianism and Confucius; some cite poems and songs, such as Lajinyuxuan citing 
Du Fu's poems, to better reflect the cultural characteristics of the company; some Combined 
with folklore, for example, Ruifuxiang cites the legendary "Qingfu", which makes the name of 
the company more original and mysterious; some attach great importance to making friends 
with cultural celebrities, such as Mei Lanfang who often goes to Fengzeyuan Restaurant, which 
can take this Increase publicity and enhance brand competitiveness. In addition, honest 
management, excellence, and continuous pursuit of excellent products and services are also 
important cultural connotations of China's time-honored brands. Consumers' nostalgic 
perception of time-honored brand culture can make consumers have a deeper impression on 
the brand name of time-honored brands, thereby arousing consumers' purchase intention. 
4.1.2. Integrity of Nostalgic and Time-honored Brands 
The enduring Chinese time-honored brands rely on their integrity to conquer the world, 
stressing genuine goods at a reasonable price, honesty without deception, and accurate 
measurement. These time-honored brands have left a lot of integrity in the long river of 
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industry and commerce of the Chinese nation. The glorious history of this and honesty. For 
example, "Guazizhang", a century-old company, has always insisted on being a conscientious 
brand for the common people, adhering to the business philosophy of honesty, and has 
experienced heavy losses due to moldy peanuts. , but Zhang Shaochun, the fourth-generation 
descendant of "Guazi Zhang", would rather lose money than do business that harms others and 
benefits himself. Since then, he has cultivated the entrepreneurial spirit of "being a man with 
integrity and developing an enterprise with integrity". Consumers who are loyal to time-
honored brands have always trusted the integrity of time-honored brands. Inheriting integrity 
can enhance consumers’ nostalgic connotation and promote the inheritance and development 
of time-honored brands. 
4.1.3. High-quality Aspects of Nostalgic Time-honored Brands 
the pursuit of high-quality and high-quality development is an important reason for the 
enduring of time-honored brands. Almost every time-honored company has a unique 
craftsmanship. Lean, persistent, dedicated, and express the time-honored brand's 
determination to adhere to high quality through quality chain signing and other means. For 
example, Beijing Daoxiang Village and Beijing Enamel Factory have signed contracts to enter 
the "China Quality Chain" in order to promote the high-quality development of time-honored 
brands, to ensure the improvement of product quality, to protect China's time-honored brands, 
to enhance consumers' brand identity, and to promote quality improvement. Play an important 
role and help time-honored brands go global with the help of the International Quality Chain 
Certification Alliance. 

4.2. Innovation 
Nostalgia affects the inheritance of time-honored brands, and at the same time inspires the 
innovation of time-honored brands. Time-honored enterprises not only represent hundreds of 
years of business and cultural heritage of the Chinese nation, but also need to innovate Chinese 
independent brands and promote the innovative development of Chinese products to Chinese 
brands. , to better spread the Chinese time-honored brand to all parts of the world, so that the 
century-old brand will bloom with new vitality in the new era. Therefore, the revitalization of 
China's time-honored enterprises will never be achieved through nostalgia alone. With the 
innovation of Internet technology, the emergence of lifestyles such as sharing economy and 
mobile payment, and the advent of the era of consumption upgrading, the image of a century-
old brand should be younger, more fashionable, and international to attract more people at 
home and abroad. for wider dissemination. 
Take advantage of new media, give full play to online advantages, and continuously integrate 
offline markets, combine excellent traditional culture with modern elements, better highlight 
the characteristics of time-honored brands, activate time-honored brands, and meet the diverse 
consumption needs of young groups. Sincerely and faithfully make products of the times. It is 
hoped that a more popular and more comprehensive way of communication will allow the 
century-old brand to enter the field of vision of more people from well-known products in the 
region, and truly become a way of life. For example, the Forbidden City in Beijing has launched 
a lipstick series, which combines the fashion pursued by modern young people with the elegant 
Forbidden City, giving people a high-end and unique style. At the same time, it does a good job 
in online publicity, and through live e-commerce and other means, let more people Learn about 
cross-border cooperative marketing and the innovative development of time-honored brands. 
Combined with intelligent business technology, a large part of my country's time-honored 
brands belong to the food and catering industry. For example, Beijing Huatian Catering Group 
combines the digitization and intelligence of artificial intelligence, and introduces high-tech 
means and content such as intelligent face-swiping payment. Build an intelligent big data 
system, use innovative technology to create more value for consumers, and meet consumers' 
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more diversified and personalized needs. At the same time, we will actively promote the 
catering and diversification of channels, and explore the integration and win-win situation with 
new retail channels. For handmade products, mechanization is not possible. 
Large-scale production, but it can add technological elements to the product, such as the 
production of Dai Yuexuan brushes in the time-honored Chinese brand, the selection of wolf 
hair and the production of brushes need to be completed by workers who strive for perfection, 
but even the perfect handmade brush in terms of quality and craftsmanship, it is also There will 
be deficiencies. People find that the brush is used temporarily on many occasions and needs to 
carry ink. Sometimes calligraphers need to prepare ink for temporary inscriptions, especially 
in many unexpected places or when ink is inconvenient to carry, in order to meet the needs of 
modern people. To meet the needs of the brush, Dai Yuexuan combined the principle of a 
fountain pen and used high-tech means to store ink in the brush barrel to achieve the purpose 
of temporary use. 

5. Summary and Inspiration 

Consumers' nostalgic emotions have a certain positive significance for the brand inheritance of 
time-honored brands, but only relying on this nostalgic emotion, with the passage of time, the 
younger generation of consumers' awareness of my country's time-honored brands has 
gradually weakened. Therefore, for the revitalization of China's time-honored enterprises, not 
only the support of national policies is needed, but also the time-honored enterprises 
themselves, in combination with the pace of technological development of the times, 
appropriately change their business methods, and realize the realization on the basis of the 
same original intention. Inheritance and innovation of time-honored brands. 
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