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STUDY OF THE APPLICATION OF 90’S NOSTALGIC 
APPEAL IN VISUAL ELEMENTS OF MARKETING MEDIA: 

NINTENDO 

Abstract: During the digitalization era, business growth throughout the world is in-
creasingly rapid, meaning that not all companies can survive due to the demands of en-
trepreneurs to adapt and implement marketing strategies that are much more effective 
and innovative. One approach to marketing strategy that is starting to emerge is to use 
nostalgic appeals to attract consumer attention. ‘Nintendo’ is one of the companies that 
has survived and developed creative ideas by using nostalgic elements effectively in its 
marketing. This research aims to examine the application of nostalgic appeal in visual 
elements in ‘Nintendo’ marketing media. This research uses research methods in the 
form of observation and analysis of selected Nintendo marketing media content that 
uses nostalgic elements, focus group discussions (FGD) with respondents to determine 
the effect of using nostalgic elements on attraction and buying interest and literature 
study. From the results of this research, it is known that ‘Nintendo’s’ strategy of using 
its ’90s nostalgic elements in its marketing has succeeded in getting a positive response 
from consumers. The visual elements analyzed include tonal colors, design elements, 
images and icons, and typography. Through these nostalgic visual elements, consumer 
loyalty to the company increases and triggers strong purchasing interest in regular 
consumers and new market segments. This shows that the use of nostalgic elements in 
the company’s visual marketing media has succeeded in having its appeal and can be 
used as an effort to renew marketing strategies in rapid business competition.
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Introduction
Business growth around the world 

is accelerating, as evidenced by the rise 
of new foreign and local brand names or 
companies that are starting to emerge. 
Some companies or brands engaged in 
creative fields such as design or market-
ing always rely on the use of digital media 
and current trends because they are con-
sidered capable of increasing consumer 
engagement and company productivity 
(Waskito & Setiadi, 2019). However, not 
all of these companies can survive amid 
the current digitalization era which re-
quires entrepreneurs to adapt and car-
ry out marketing strategies that are far 
more effective and innovative (Irawan et 
al., 2021). Even business competition in 
the marketing industry has begun to be 
fierce amid emerging consumer trends. 
Many companies began to compete to 
find effective strategies for building deep 
emotional bonds and consumer attention 
with their company, brand, or product 
(Irawan et al., 2021). Researchers found 
that one of the approaches in marketing 
strategies that began to emerge was to use 
the appeal of nostalgia because nostal-
gia is considered a phenomenon that can 
evoke sentimental feelings and memories 
from the past (Wulf et al., 2020). Many 
companies are starting to realize that nos-
talgia can be used as a powerful market-
ing tool to associate the company’s brand 
with positive emotions that will arise in 
consumers. The concept of nostalgia it-
self has been around for a long time, but 
with the development of time and tech-
nology, marketing with the concept of 
nostalgia on the visual side is starting to 
become very important (Findeis & Eckert, 
2022). Nostalgia is utilized in the use of 
images, colors, and other visual elements 
that refer to a specific year or time from 
the past. It’s important to understand that 
visual elements in marketing can have 

the power to express a certain message 
or evoke certain feelings in consumers 
(Kantola, 2018). Some examples include 
the use of images that can bring back fond 
memories, which can stimulate positive 
emotions and thus motivate the buying 
process from consumers to the company 
(Black, 2022). Other studies have identi-
fied various outcomes of nostalgic appeals 
and found that emotions associated with 
nostalgia can reduce consumers’ desire 
to save money (Lasaleta et al., 2014). One 
company that has successfully imple-
mented an effective marketing strategy 
using nostalgic appeals is ‘Nintendo’. The 
gaming company successfully used visu-
al elements and content that referenced 
their classic characters such as Mario and 
Zelda to attract consumers through the 
retro market (Eloranta, 2022). ‘Ninten-
do’ seeks to create marketing that evokes 
fans’ childhood memories through their 
classic products. The effect of this nostal-
gic appeal can be seen in the success of 
their latest products, such as the Nintendo 
Switch, which was released in 2017. The 
nostalgic appeal developed by ‘Nintendo’ 
increases consumer loyalty to the com-
pany and triggers strong purchase inter-
est in repeat consumers and new market 
shares (Adil Mahmood Alkhafagi, 2023). 
Seeing the success of ‘Nintendo’ in the 
nostalgia-based visual marketing process, 
of course, has many benefits if research 
from the study of its marketing visualiza-
tion elements (Cuff, 2017). In addition, it 
can also find out consumer responses to 
each nostalgic visual element in the pro-
motional media used by ‘Nintendo’. 

This study referenced the latest re-
search on the visual elements of nostalgia 
marketing by providing a clear summary 
of its critical path, as well as a thorough 
analysis of the visual content, using the 
case of White Rabbit Creamy Candy by 
Ziting Zhuang as an example. In today’s 
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market, old brands face the risk of becom-
ing outdated, since nostalgia implies that 
the past has “aged”. Therefore, brands 
must establish a strong emotional connec-
tion with their customers to avoid being 
withdrawn from the market. However, if a 
brand focuses solely on pursuing the latest 
trends, it might risk losing the emotional 
value and brand characteristics that make 
it unique, and ultimately lose the inno-
cence of “nostalgia”. Therefore, nostalgia 
marketing should be considered as one 
of the ways to retain an emotional con-
nection with customers and maintain the 
brand’s identity. (Zhuang, 2023).

In the world of gaming, Nintendo is 
a brand that has always managed to stay 
ahead of the curve. With the rise of emo-
tional consumption, consumers are in-
creasingly looking for products that res-
onate with them on an emotional level. 
Nintendo has successfully tapped into this 
trend by creating games and consoles that 
evoke feelings of nostalgia and emotional 
attachment in its users.  One of how Nin-
tendo has managed to create a strong emo-
tional connection with its users is through 
the use of visual elements in its marketing. 
The company has always been known for 
its innovative and visually appealing prod-
ucts, but it has also managed to create a 
strong brand identity that resonates with 
its users. 

Much like White Rabbit Creamy Can-
dy, Nintendo has also adhered to a philos-
ophy of providing genuine goods and fair 
trade. This has helped to create a positive 
image of the brand, which has only served 
to strengthen its position in the market. 
One of the most iconic visual elements of 
Nintendo’s marketing is its use of classic 
characters such as Mario and Zelda. These 
beloved characters have been around for 
decades, and their inclusion in new games 
and consoles only serves to evoke feelings 
of nostalgia and emotional attachment in 

users.  Therefore, this study is expected 
to find deeper insights into how nostalgic 
appeals are influential in visual marketing 
and why nostalgia has a strong impact on 
encouraging consumers to interact with a 
brand or company. Through a better un-
derstanding of this phenomenon, it is cer-
tainly expected that other companies can 
design more effective and significant mar-
keting strategies according to the prefer-
ences of today’s consumers.

Methodology

Table 1. Research Gap
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Based on the research gap table, it 
would be best to approach the method of 
visual analysis for Nintendo by conduct-
ing a thorough observation and analysis of 
the selected marketing media content that 
uses nostalgic elements. The method used 
in this research is descriptive qualitative 
with a visual content analysis approach by 
differentiating samples into four different 
groups of analysis (Rahma et al., 2017). 
Visual content analysis is an analytical 
approach to a systematic description of 
the form and writing, or visual elements 
presented on several promotional media 
(John & De’Villiers, 2020). This analysis 
is carried out by analyzing the visual con-
tent of nostalgia-based marketing from 
online promotional media used by ‘Nin-
tendo’ such as promotional materials, ad-
vertisements, and campaigns on various 
media platforms. The contents or visual 
elements of the marketing or promotion-
al media were then used as research sam-
ples. The selected samples from ‘Ninten-
do’ marketing media that have a nostalgic 
concept will be analyzed using general 
theories regarding nostalgic elements and 
design styles, then associated with mar-
keting. Then, the results of the analysis 
will be associated with consumer respons-
es to the selected promotional media cre-
ated by ‘Nintendo’ through interviews and 
short surveys with consumers to measure 
the emotional effects and nostalgic ele-
ments that appear. The data collection 
techniques were conducted by observa-
tion, focus group discussion  (FGD), and 
literature study.

Result
1. Visual Analysis of ‘Nintendo’ NES 
Classic Edition Mini Product Re-
lease Campaign.

In the late 1980s, the Nintendo Enter-

tainment System (NES) reached its peak 
buyer demand and Nintendo was able to 
build consumer loyalty. Then due to Nin-
tendo’s inability at the time to meet the 
growing consumer demand, the NES and 
its games became so rare and valuable 
that the NES had to be replaced (Cuff, 
2017). Therefore, in 2016, Nintendo 
re-released a similar NES that had been 
remodeled to keep up with the times in 
the form of the NES Classic Edition Mini. 
This visual analysis is used to dissect the 
visual elements used in Nintendo’s NES 
Classic Edition Mini product marketing 
campaign. The NES Classic Edition Mini 
release campaign is considered an innova-
tion in nostalgia marketing as it taps into 
the collective memories of gamers and 
utilizes the iconic symbol of the classic 
Nintendo Entertainment System (NES) 
console. A key aspect of this analysis in-
volves identifying and categorizing the 
color schemes used in the campaign’s ad-
vertising visuals, specifically assessing the 
use and relationship of colors and shapes 
reminiscent of the classic game console. 
The following describes the visual anal-
ysis of Nintendo’s NES Classic Edition 
Mini product release campaign images.
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Figure 1. Media Promosi Kampanye NES Classic 
Edition Nintendo 2016

(Source: www.psxhax.com) 
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Table 2. Visual Analysis of Nintendo’s NES Classic 
Edition Campaign Promotional Media

In the table above, the color tonalities 
displayed are retro classics by highlight-
ing the color identity of Nintendo con-
soles of the 80s such as gray, black, or red. 
Based on existing research, the colors that 
can trigger nostalgia vary greatly between 
individuals and cultures because they de-
pend on different subjective experiences 
and memories (Witzel et al., 2021). In this 
promotional media case, the colors dis-
played resemble Nintendo’s popular clas-
sic console products that already existed 
in the ’80s and ’90s, so they can trigger 
memories or memories of these products 
when seeing similar color combinations. 
The design elements and imagery or icons 
on the poster are designed in the pixel 
design style that was very familiar in the 
80s, in addition to the use of iconic Nin-
tendo characters such as Mario and Kirby 
and visual replication of the original NES 
console shape can invite consumers to re-
member the experience of using the clas-
sic console through the new production of 
the mini version. Therefore, through this 
promotional media campaign, Nintendo 
not only capitalizes on the sentimental 
nostalgia value of the original NES con-
sole but also attracts a new generation’s 
interest and appreciation of the classic 
gaming experience.

2. Visual Analysis of Super Mario 
Bros. 35 ‘Nintendo’

This visual analysis is used to dissect 
the visual elements used in the marketing 
campaign for the release of Super Mario 
Bros. 35, which was released in conjunc-
tion with the 35th Anniversary of Super 
Mario Bros. from Nintendo. The game, 
which was released in 2020 and is an on-
line multiplayer game, successfully blends 
the classic aesthetics of the original Super 
Mario Bros. with a touch of modern de-
sign style (Chen, 2022). A key aspect of 
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Figure 2. Super Mario Bros. Promotional Media 35 
(Source: www.sea.ign.com)

this analysis involves identifying and cate-
gorizing color schemes used in advertising 
visuals or promotional media, specifically 
assessing the use and relationship of col-
ors and shapes used. For some fans, the 
Super Mario Bros. 35 and 35th Anniver-
sary Super Mario Bros. from ‘Nintendo’ 
is a treasure trove of nostalgia because it 
is considered to have interesting visual 
elements that harken back to the begin-
ning of the Super Mario Bros. franchise. 
The following is a description of the visu-
al analysis of the release image of Super 
Mario Bros. 35 on the 35th Anniversary of 
Super Mario Bros. from ‘Nintendo’.
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In the analysis table of Super Mario 
Bros. 35, the color tones used are vibrant 
and saturated with strong colors such as 
red, green, blue, purple, and predomi-
nantly yellow. The type of design elements 
used is a retro pixel 8-bit design style that 
first appeared in the 1990s in line with 
the release of the first Super Mario Bros. 
game franchise. This promotional media 
not only displays nostalgic visuals but 
also gives the audience an overview of the 
product to be obtained, which is an adap-
tation of the previous Super Mario Bros. 
game. ‘Nintendo’ managed to take its au-
dience back to the 8-bit era while offer-
ing a contemporary and immersive expe-
rience of their classic games to potential 
players.

3. Visual Analysis of Game Boy Ad-
vance SP Campaign: Classic NES 
Edition 

Table 3. Visual Analysis of Super Mario Bros. 
Promotional Media 35
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This visual analysis is used to dissect 
the visual elements used in the marketing 
campaign for the release of the Game Boy 
Advance SP: Classic NES Edition in 2006. 
The campaign was about the release of the 
Game Boy Advance SP as a special edi-
tion handheld console. The product was 
adapted from the iconic Nintendo Enter-
tainment System (NES) and its timeless 
heritage with a touch of modern design 
style (Zhang, 2022). The main aspect of 
this analysis involves identifying and cate-
gorizing the color schemes used in adver-
tising visuals or promotional media, spe-
cifically assessing the use and relationship 
of colors and shapes used. The following 
describes the visual analysis of the Game 
Boy Advance SP release image: Classic 
NES Edition.

In the table above, the color tones dis-
played have a classic retro feel by high-
lighting the color identity of the Ninten-
do console in the 80s such as gray, black, 
or red as well as a combination of blue, 
green, and brick red in the background. 
In this promotional media, the colors dis-
played on the console resemble popular 
classic NES products that already existed 
in the 80s, so that they can trigger mem-
ories or memories of these products when 
seeing similar color combinations. While 
the design elements and imagery or icons 
on the poster are designed in the pixel 
design style that was very familiar in the 
80s, in addition to the use of Nintendo’s 
iconic characters from Mario games and 

Figure 3. Game Boy Advance SP Promotional Media: 
Classic NES Edition 

(Source: www.retroplace.com)

Table 4. Visual Analysis of Game Boy Advance SP 
Promotional Media: Classic NES Edition
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visual replication of the Game Boy console 
shape can invite consumers to remember 
the experience of using the classic console 
through the new production of the special 
edition.

4. Visual Analysis of Nintendo 
Switch Online Poster

This visual analysis is used to dissect 
the visual elements used in the marketing 
campaign for the release of the Nintendo 
Switch Online series, which was released 
in 2021 and continues to be updated un-
til 2023. The campaign aims to advertise 
the Switch Online membership where 
consumers will be able to experience ev-
ery game ever present on Nintendo’s clas-
sic NES, SNES, and Game Boy consoles 
through the Nintendo Switch console. A 
key aspect of this analysis involves identi-
fying and categorizing color schemes used 
in advertising visuals or promotional me-
dia, specifically assessing the use and re-
lationship of colors and shapes used. The 
following describes the visual analysis of 
the Nintendo Switch Online release image.

Figure 4. Nintendo Switch Online Promotion Media 
(Source: www.nintendo.com)

Table 5. Visual Analysis of Nintendo Switch Online 
Promotional Media
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group, active video game users, and have 
used ‘Nintendo’ consoles or games. The 
selection of respondents is based on pur-
posive sampling to represent ‘Nintendo’ 
consumers. Consumer response to ‘Nin-
tendo’ marketing media visuals with nos-
talgic elements is determined by the visu-
al elements and design style used. The use 
of nostalgic elements in marketing visuals 
has a positive impact on consumer inter-
est and purchasing power for ‘Nintendo’s 
products. Some results regarding con-
sumer perceptions and responses to ‘Nin-
tendo’ marketing visuals will be described 
below. 

1. Respondents have a positive re-
sponse in expressing an emotional con-
nection with the nostalgic visual elements 
used by ‘Nintendo’ marketing from the 
use of classic ‘Nintendo’ colors, pixel de-
sign style, and iconic characters have 
successfully evoked memories of similar 
gaming experiences as a child from the 
year 90’s. 

2. Respondents liked the way ‘Nin-
tendo’ blended modern design elements 
with nostalgic visuals well especially in 
the advertisements and the NES Classic 
Edition Mini product as a whole as it can 
also trigger a nostalgic gaming experience 
with a modern play interface. 

3. From several types of online pro-
motional media presentations, such as so-
cial media and campaign posters, respon-
dents revealed that ‘Nintendo’ managed 
to create a visual blend with the timeless 
classic ‘Nintendo’ style. 

4. Some respondents stated that the 
consideration of buying limited edition 
or new products that have a nostalgic ap-
pearance is more attractive than buying 
a console that has been completely mod-
ernized. 

5. Respondents agreed that incor-

In the Nintendo Switch Online analy-
sis table, the tonal colors used are vibrant 
and saturated with dominant strong col-
ors such as red, which are complement-
ed by other colors such as green, blue, 
purple, gray, black, and yellow. The type 
of design elements used are images and 
text from Nintendo products, brands, and 
game posters that have been released. 
This promotional media not only displays 
nostalgic visuals of the consoles and game 
posters but also gives the audience an 
overview of the products that will be ob-
tained in the form of portable replayable 
games that can be played online from each 
classic console.

 

Discussion
In this study, a focus group discussion 

was conducted with 5 respondents who 
fit the criteria of ‘Nintendo’ consumer 
segmentation, namely men and women 
aged 18-25 years from the young adult age 
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porating nostalgic elements from a visual 
and emotional perspective can make these 
limited edition products a collectible item 
that has high sentimental value. 

6. Some respondents want ‘Ninten-
do’ to continue to utilize nostalgia in their 
marketing and continue to innovate to 
incorporate classic, iconic ‘Nintendo’ ele-
ments into modern gaming experiences.

 

Conclusion
The results of this study show that the 

application of 90’s nostalgia in marketing 
media visualization can increase purchase 
intention and generate more engagement 
to a larger and stronger consumer base. 
‘Nintendo’ is one of the companies that 
managed to appeal to consumers’ emo-
tions and turn it into a powerful way to 
connect with consumers by using nostal-
gic elements in their marketing visuals. 
As for the visualization elements that can 
increase product appeal and positive emo-
tional reactions to consumers; (1) Using 
classic color tones that are in line with 
the era or year used as nostalgic elements 
such as red, grayish, and others; (2) The 
use of design elements that are in line with 
the popular design styles of the year used 
as nostalgic elements are very influential 
on consumer sentiment and sensitivity, 
for example in the 1980-1990s was the 8 
or 16-bit pixel design style; (3) Using icons 
or symbols that are famous or describe the 
era strongly such as certain characters or 
objects; (4) The use of bold and blocky ty-
pography can give a strong impression in 
attracting consumer attention to the prod-
uct, especially if the selection and use are 
in harmony with the design elements of 
the era used. ‘Nintendo’ is proven to use 
nostalgic elements in the visual elements 
of its marketing media attractively and 
effectively so that it can make consum-

ers emotionally attached and increase 
purchase intention towards ‘Nintendo’s 
products. 

Meanwhile, respondents’ positive re-
sponses to the use of nostalgic elements 
in the visual elements of ‘Nintendo’ mar-
keting include; (1) The use of classic col-
ors, pixel design styles, and iconic charac-
ters from the ’90s has successfully evoked 
memories of similar gaming experiences 
as a child and is preferred by respondents; 
(2) The combination of modern design 
elements with 90’s nostalgic visuals is 
considered to trigger a nostalgic gaming 
experience with a modern playing inter-
face; (3) Likes Nintendo’s timeless nos-
talgic visual elements; (4) Considers buy-
ing limited edition or new products that 
have a nostalgic appearance because they 
are considered more attractive; (5) Likes 
nostalgic products because they are con-
sidered collectibles that have sentimental 
value; (6) Likes the utilization of nostalgic 
elements in marketing and hopes to con-
tinue to innovate in triggering the nostal-
gic feeling. 

The above conclusions prove that 
there is a significant relationship between 
the utilization of nostalgic elements and 
the positive emotions of consumers on 
its use in the visual elements of ‘Ninten-
do’ marketing media. This shows that 
utilizing nostalgic elements of certain 
groups or eras in the marketing strategy 
of a product or company can create visu-
al interest and emotional attachment in 
consumers to improve product image and 
sales. The company has used unique and 
innovative concepts such as augmented 
reality and mixed reality in its advertising 
campaigns to create a one-of-a-kind ex-
perience for its users. 

Overall, it is clear that further re-
search is needed to fully understand the 
impact of nostalgia on consumer behavior 
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and how companies can use it to create ef-
fective marketing campaigns. By conduct-
ing research on different cohorts like the 
70’s or 80’s and exploring the evolution of 
nostalgic visual elements. How it can help 
companies gain a better understanding of 
how to effectively target their audiences 
and create meaningful connections with 
consumers.
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