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Retro marketing has been utilized by teams and leagues across sport for many years. Many teams use retro in their 
short-term marketing plans, such as using a throwback jersey as eight NBA teams did unveiling their classic edition 
uniforms (Burry, 2017). Other teams celebrate their past by putting up rings of honor and retired numbers around 
the stadium as the Lakers did in 2017 retiring both of Kobe Bryant’s numbers (Nowell, 2017). Some teams even 
promote retro in ways that are not incorporated with their team, with turn back the clock nights as the Seattle 
Mariners of the MLB did in 2016 (Young, 2016). Additionally, retro marketing can be a long-term decision, 
especially when a team is going through a logo and jersey redesign. One team who used retro elements in their 
redesign was the Houston Astros of the MLB who in 2013 changed their logo and jersey design to incorporate their 
color scheme which originated in the 1960’s (Dubois, 2013). As retro marketing in sport has become incredibly 
prevalent, sport marketing scholars should focus on understanding the rationale behind the usage of these practices. 
The purpose of this study was to explore how and why sport marketers are utilizing retro marketing tactics and why 
they believe these practices are effective with their consumers.  
 
Brown (1999) defined retro marketing simply as a mix of new and old in a marketing plan. Specifically, he stressed 
the importance of using updated materials that your consumers expect while paying homage to your organizations 
past. Retro marketing has been heavily implemented in traditional marketing and many scholars thought it would be 
a fad, crediting a “nostalgia boom” at the turn of the century (Brown, 2013). This does not appear to be the case and 
retro marketing seems to be here to stay. A great deal of retro marketing research has examined nostalgia and its 
impact on the consumer. Nostalgia with retro marketing has been found to improve a brand’s symbolism towards 
their past (Brown, Kozinets, & Sherry, 2003), can impact attitudes and purchase intentions (Phau & Marchegiani, 
2011), and when examined with social identity theory, can influence individual’s feelings and behaviors (Sierra & 
McQuitty, 2007).  
 
In the sport management literature, nostalgia has been considered an important brand association (Gladden & Funk, 
2002; Ross, James, & Vargas, 2006). Additionally, nostalgia has been examined in the way in which teams utilized 
their stadiums (Seifried & Meyer, 2010) as well as the role that statues play outside of the stadiums (Stride, Wilson, & 
Thomas, 2013). Nostalgia was also found to be the main motivation for an extreme traveling fan club (Fairley, 2003) 
and to play an important role in a sport brand heritage (Ramshaw & Gammon, 2005). As nostalgia has been found 
to be important in sport, it has been suggested that it is one of our most under studied areas in the sport tourism 
literature (Gordon, 2013). The goal of this study was to extend the retro marketing literature by getting the 
practitioners perspective on these practices.  
 
As the primary goal of this study was to explore the how and why questions behind the usage and effectiveness of 
retro marketing in sport, a qualitative methodology was deemed appropriate. A purposive sampling approach was 
utilized to conduct the interviews, where the author reached out to sport marketing directors and managers of 
various sport teams. Fourteen sport marketers representing the NFL, NBA, NHL, MLB, MLS, and Division One 
college athletics, were interviewed. Interviews were conducted over the phone and data collection concluded once 
data saturation – “where further data collection will not provide any different information from what you already 
have” – was achieved (Gratton & Jones, 2004, p. 153). Semi-structured interviews were constructed and used to 
guide interviews. Questions focused on how and why retro has been implemented into their organizational 
marketing strategies, as well as, why they believe it works and how it impacts the consumers. 
 
From these interviews six themes developed, which addressed our research questions. The sport marketers 
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suggested retro marketing was primarily utilized through changing their marks, celebrating milestones and 
anniversaries, and retro nights that were not associated with the team or league. The effectiveness of retro marketing 
in sport fell under the impact of nostalgia, appeal of retro design elements, and the connection with the lived history 
and identification with one’s favorite team. These six themes provide great depth in regards to helping us 
understand why retro marketing is utilized so frequently and help us begin to learn why sport marketers think it’s 
effective.  
 
This study had numerous practical implications. Primarily, the main objective of this study was to understand how 
retro marketing is being utilized in sport and why the marketers think it’s working so well. In doing so, this study 
extends sport management scholars understanding of the retro marketing phenomenon. As previously mentioned, 
there has not been a great deal of research directly examining retro marketing in sport so beginning to understand 
why this “retro craze” has persisted is helpful to future scholars. Additionally, gaining an understanding of what 
sport marketers think the benefits of their retro marketing practices are may shed light on how consumers are 
impacted by these practices. Further, this study should aid scholars in the future to begin to understand which types 
of retro marketing practices are most effective, as well as examine how different consumers respond to various retro 
marketing practices. This study helps us understand why retro marketing has become such a popular practice and 
potentially why these practices are effective. If Brown (2013) is correct in stating that retro marketing is more than a 
fad and here to stay, it is important that we begin to understand why it’s sticking and the impact it has in sport 
marketing.  
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