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How often do we hear the phrase ‘Oh 
those good old days’? As one grows older 
(and you don’t need to be old to grow 
older - all of us, irrespective of our age, are 
inevitably growing older everyday), one’s 
heart grows fonder for a bygone time and 
place. That’s why for Bryan Adams the 
‘Summer of 69’ were the ‘best days of 
(his) life’. And that’s why for the rest of us, 
school or college were some of the best 
days of our lives (or at least that’s what 
we feel now, whatever may have been the 
actual feeling while studying for the 
exams during those days!). 

But the pandemic and its recurring waves 
have triggered in consumers a very 
different type of nostalgia. It is called 
‘POSTALGIA’. Postalgia is a new term 
coined by us at Rediffusion Consumer Lab 
(Red Lab) through close and focussed 
observation of consumers over the past 
100 days. Postalgia is consumers 
saying that when tomorrow comes, 
it should be like yesterday. It is a 
very simple insight, yet a very 
profound one. 

The Oxford English Dictionary 
defines ‘nostalgia’ as a feeling
of sadness mixed with pleasure 
and affection when you think
of happy times in the past
(a sense/wave/pang of nostalgia)

oh, those good old days
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Postalgia is a new twist to the 
traditional concept of nostalgia – a 
nostalgia for tomorrow, for the future, 
and for what could be, which ironically 
is nothing but what it used to be!

Unlike nostalgia, which is usually applicable 
more for middle aged and older people, 
postalgia is a more democratic concept. It is 
open to all and people across demographics 
and psychographics exhibit it with the same 
gusto. Kids today are postalgic about going 
back to school and meeting their friends; 
house-wives are postalgic about that little bit 
more space and me-time in the house; fitness 
freaks are postalgic about their gyms opening 
up again and the freedom to go for a jog; 
travellers are thinking about the time they can 
satiate their wander lust again by travelling to 
destinations far and near; lovers are pining for 
the touch and feel of their partners; 1 BHK 
residents are looking forward to the time when 
they can be back in office again; dispersed 
family members are looking forward to those 
gala ‘coming together’ occasions or big fat 
weddings, and so on so forth. Nostalgia in 
forward gear is what most of us desire today. 
Simple stuff of the past that looks so distant 
and unattainable in today’s pained environment.

It is but human for all of us to feel that 
tomorrow will be better than today, however sad 
or glad you may be today. As a logical corollary 
to that, yesterday should have been worse than 
today, and all our past quite futile and forlorn. 
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But thankfully the heart does not work 
necessarily in that ‘QED’ way and has a habit of 
attaching affection and likeability for a time that 
is in the past or distant past. After all, as the 
saying goes, distance, whether created by space 
or time, does make the heart grow fonder. That is 
why even today the sight of a vinyl record, the 
taste of those sweet Phantom cigarettes, the 
childhood memory of the paper boat floating on 
a puddle of water in a rainy monsoon afternoon – 
they all trigger feelings of joy and wistful longing 
for a time that was, but no longer is … 

Of course marketers have always known about the immense and 
overwhelming power of nostalgia as a wallet-opener, since it can open 
purse-strings by tugging at the heart-strings. Nostalgia marketing 
consequently is much in vogue all over the world, with Caravan and Paper 
Boat being two good examples of it from closer home. Generating longing 
for the past therefore seems to be eminently possible. But can you 
generate longing for the future, anchored in the past? Can you make 
someone nostalgic about the future? Well Pepsi’s ‘The Mess We Miss’ ad 
seems to be doing exactly that!
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https://www.youtube.com/watch?v=a3SXHrMOFzA


With the Broadway classic ‘Tomorrow’ from Annie playing 
in the background, the ad opens by saying that we have 
been separated for so long, but if we do our part, one day 
we’ll be back together. And then it goes on to depict what 
that future or that ‘one day’ could be like – a future where 
we will be watching a movie in a jampacked multiplex 
together, a fistful of popcorn in our grasp, kissing our 
partner no-masks-barred in the process. A future where 
we will be hanging out in a bowling alley with our friends, 
digging into some finger-licking food, hand sanitisation be 
damned! Where we will fly together without looking like 
space age aliens, throng back to the stadiums together to 
cheer for our favourite teams, throw wild parties once 
more and celebrate messy cake cuttings, and even share 
an occasional Pepsi can with someone, social distancing 
my foot! Makes you nostalgic right? About the past? Or 
about that one day in the future when you will be able to 
do all those things that you could do once upon a time in 
the past?

We at Rediffusion Consumer Lab (Red Lab) observed this 
trend of consumers today wanting the future to reflect 
the past, and coined the term postalgia to describe it. The 
Pepsi ad has actually tapped into our collective postalgia. 
Nostalgia is usually for the past, or the ‘pre’, but this ad 
makes us nostalgic for a future or a ‘post’ that used to be 
our past! If nostalgia is all about fond memories of the 
‘pre’, postalgia is nothing but a wistful pining for the post! 
And henceforth, brands will do well to tap into this 
postalgia. They don’t need to just remind consumers 
about their ‘pre' and take them back to their past 
(nostalgia marketing), they can even take consumers into 
the ‘post’ and paint a picture of a future that can make 
them feel wistful and warm about what was there in the 
past and say, it can come back soon (postalgia marketing).
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Earlier, we talked about the different types 
of postalgias that different sections of the 
people are going through now. Imagine the 
tremendous marketing opportunities that 
all these separate postalgias offer to 
brands across categories that are catering 
to either kids or house-wives or 
fitness-freaks or travellers or lovers for that 
matter. Postalgia Marketing has a huge 
potential to thrive in the time of this 
pandemic because of the confined, fearful, 
claustrophobic life that we are all living 
today. There will always be a virus-free, 
inhibition-free, constraint-free, 
tension-free, fear-free, mask-free future to 
look forward to. And Postalgia Marketing is a 
must-do at a time when the world is poised 
to break free from this dreaded pandemic. 
Sooner, hopefully, than later. Postalgia is 
about hope. Postalgia is about positivity. 
Postalgia is about potential and promise. 

At Rediffusion Consumer Lab (Red Lab), we believe ‘Postalgia’ has the 
potential to be a strong marketing tool in the days to come for marketers 
and brands. At Red Lab, we will continue to monitor this trend closely across 
demographies, and will be on the lookout for brands finding different ways 
to tap into it. So here’s to De Beers marketing postalgia by promising a 
future world where ideal love is still alive despite the rampant frivolity of 
relationships, or Facebook promising a world where Facebook friends will 
transcend tokenism, likes and clicks to become real friends in need or 
Budweiser promising a future where masculinity is still intact even in an era 
of women empowerment and technology…
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