SHS Web of Conferences 234, 01009 (2026) https://doi.org/10.1051/shscont/202623401009
ICIEBM 2026

Linking Operational Behaviours to Long-Term
Brand Loyalty in Early-Stage User Communities
of Emerging Consumer Brands

Xuyihan Lu"", and Yana Zhang?

'Aien Institute, Shanghai Ocean University, 201306 Shanghai, China
2School of Accounting, Southwestern University of Finance and Economics, 611130 Chengdu, China

Abstract. In the context of the decline of traffic benefits, new consumer
brands generally face issues of user loss and lack of growth. How to
transform short-term traffic into long-term brand loyalty through early user
community operations has become a key issue in the industry. This study,
based on the SOR theory, uses multi-case comparison and process tracking
methods, and takes Pop Mart and Perfect Diary as examples to explore the
influence mechanism of community operation behaviours on brand loyalty.
The results show that early community operations can be divided into three
types: interaction, co-creation, and exclusive benefits; different operation
behaviours will trigger differentiated psychological identifications of
emotional attachment or value recognition; emotional attachment drives
diverse loyalty behaviours, while value recognition only leads to functional
repeat purchases. The study reveals the transmission path of "operational
behaviour — psychological identification — brand loyalty", providing
theoretical references and practical inspirations for new consumer brands to
optimize community operations and cultivate long-term user loyalty.

1 Introduction

In recent years, new consumer brands have rapidly risen due to their high traffic, but they
also commonly face the challenges of user churn and lack of growth. How to convert short-
term traffic into long-term brand assets has become a core problem in the industry. Under
this background, user communities have become an important carrier for brands to maintain
user relationships and accumulate core assets. The practices of brands such as Pop Mart have
shown that the spontaneous dissemination and in-depth interaction of early user communities
have a significant promoting effect on brand breaking through the boundaries [1]. However,
most brands lack systematic understanding of specific operational behaviour of communities
and are unable to effectively stimulate users' psychological identification and convert it into
long-term loyalty.

This research helps to refine the dimensions of virtual brand community operation
behaviours and improve the application of the SOR framework in the new consumption
scenario. It also provides strategic references for brands to optimize community operations,
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improve user retention and repeat purchases, and achieve the transformation of traffic into
brand assets [2]. The research takes specific operational behaviours of communities as the
starting point, adopts the multi-case comparative content analysis method and process
tracking method, selects Pop Mart and Perfect Diary as cases, to reveal the transmission
mechanism between operational behaviours, psychological identification and brand loyalty.

This research aims to clarify the classification of operational behaviours in early user
communities, and further reveal the differentiated impacts of different operational behaviours
on users' emotional attachment and value recognition. Transform psychological identification
into long-term loyalty behaviours such as continuous purchase, active recommendation, and
tolerance of mistakes, and ultimately extract the universal laws of community operation
applicable to new consumption brands, providing theoretical support and practical guidance
for brands to build sustainable user loyalty.

2 Literature review

In the field of brand community and consumer behaviour, Brodie et al. revealed the complex
multidimensional nature of consumer engagement and its role in promoting loyalty and
emotional connection; however, their research focused on "engagement" as a broad state and
did not specifically explore how brands stimulate engagement through operational activities
[3]. Shi’s analysis of Pop Mart’s profit model provides the case background for this study,
but it primarily remains at the corporate strategy level and does not delve into the internal
operational mechanisms of user communities [1].

Regarding the theoretical framework, SOR theory originated from environmental
psychology and was later widely applied in marketing to explain how external environments
drive behavioural responses through individual internal states. Sohaib et al. and
Kowatthanakul & Satanasavapak verified the applicability of this theory in the contexts of e-
commerce and Generation Y consumers, respectively [2,4]. Li et al. introduced SOR theory
into virtual brand communities to analyse the path of externalizing tacit knowledge among
Xiaomi community members; however, their study focused on knowledge-sharing behaviour
within a mature technology brand [5].

In terms of defining core concepts, Veloutsou and Moutinho’s classification of brand
communities helps in understanding how community platforms shape operational activities
[6]. Rogers’ Innovation Diffusion Theory provides a basis for focusing on "early adopters"
[7]. Wang Xuejing’s summary of the characteristics of new consumption brands supports the
selection of cases for this study [8]. Additionally, Luo Ziming’s elaboration on the
components of brand loyalty lays the foundation for dividing loyalty behaviour into three
dimensions: repeat purchase, active recommendation, and error tolerance [9].

Overall, while existing research provides an important foundation for understanding
brand communities and consumer behaviour, there are still areas that can be deepened. The
application of SOR theory in marketing is mostly concentrated on purchase intention or
knowledge sharing in e-commerce settings, and it has not yet been used to systematically
analyse the impact of "specific operational activities" on "long-term brand loyalty" within
new consumption brand communities. Furthermore, the definition of "specific operational
activities" remains vague, lacking a detailed classification from a brand operations
perspective, and there is insufficient attention to the unique context of early adopter
communities in new brands. Therefore, using the SOR theory as a framework, this study
defines "Stimulus" as three types of operational activities (interaction, co-creation, and
exclusive perks), "Organism" as two dimensions of psychological identity (emotional
belonging and value recognition), and "Response" as three long-term loyalty behaviours
(repeat purchase, active recommendation, and error tolerance). Through a comparative case
analysis of Pop Mart and Perfect Diary, this research explores the mechanism by which
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operational activities are transformed into long-term brand loyalty through user
psychological identity.

3 Comparative Analysis and Argumentation Process of Multiple
Cases

3.1 Case Background

This study selected Pop Mart and Perfect Diary as the comparison cases, mainly based on the
dual considerations of typicality and difference. In terms of typicality, both brands are
representatives of new consumption that rose rapidly relying on traffic, and both have taken
user community operation as the core strategy for brand development. Their operational
behaviours and development paths possess the common characteristics of new consumption
brands. In terms of difference, Pop Mart mainly uses Weibo super posts and brand APP as
its main platforms, and users spontaneously gather based on their interests and cultures, with
community operations focusing on emotional connection [10]. While Perfect Diary focuses
on WeChat private domain and mini-programs, and users are mostly converted from purchase
behaviours, with the operational focus on user retention and consumption conversion [11].
The significant differences in community carriers, user aggregation methods, and operational
focuses between the two provide an appropriate research scenario for comparing and
analysing the community operation rules under different operational models.

3.2 Data Set Introduction

The data for this study were derived from the paired data of brand actions and user feedback
collected specifically from Pop Mart and Perfect Diary. The brand stimulation (S) data of
Pop Mart was mainly sourced from the official accounts on Weibo and Xiaohongshu, while
the user feedback (O/R) data was selected from the comment sections of corresponding
official posts and posts made by fans on Weibo with relevant topics. The brand stimulation
(S) data of Perfect Diary mainly came from the push posts on WeChat official accounts, and
the user feedback (O/R) data was extracted from the comment sections of the official
accounts and user evaluations on platforms such as Xiaohongshu. After eliminating invalid
pairs, a total of 60 valid samples were obtained. The data of Pop Mart was concentrated from
March 2025 to February 2026, while that of Perfect Diary was concentrated from March 2025
to March 2026. The dataset contains 10 core variables, with the variable design strictly
corresponding to the three dimensions of stimulus, body, and reaction in the SOR theory,
providing data support for analysing the user perception path and behavioural reaction logic
under the marketing stimulation of new consumer brands (Table 1).

3.3 Argument analysis

Grounded in the SOR theory, this study utilizes a comparative content analysis of multiple
cases combined with process tracing logic. The research proceeds through three sequential
stages—descriptive categorization, process tracing, and comparative integration—to
systematically reveal the mechanism by which early operational activities drive long-term
brand loyalty.
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Table 1. List of variable information

; o S-O-R
Variable Type Description Sample framework
Name of the . . Basic
Brand Textual brand Pop Mart; Perfect Diary Information
Date when the Time
Date Date user comment 2024/3/3 ; 2025/3/20 . .
. Dimension
was published
Unique ID of the Operation
Campaign_ID | Categorical marketing PM-001; WMRIJ-001 perat
. Activity
campaign
Type of . .
. ) Interaction / Co-creation / .
S Type Categorical marketing Exclusive Benefits S (Stimulus)
content
Detailed content IP co-branded blind box
S_Content Textual of the marketing promotion; New product S (Stimulus)
activity buy-one-get-one
. Type of user Emotional Belonging / o
O_Type Categorical perception Value Recognition (Organism)
Oricinal user "This blind box is so 0
User Comment Textual g cute!"; "Great discount, .
- comment content " (Organism)
already purchased'
Tvpe of user Continuous Purchase / R
R Type Categorical }Zg haviour Active Recommendation / (Response)
Tolerate Mistakes P
R Evidence Textual Specific evidence | "Ordered 3 blind boxes"; R
— of user behaviour "Shared to Moments" (Response)
Sentiment Score | Numerical Sentiment score | 1 (Positive) /0 (Neutral) /- Aux111a'ry
- of user comment 1 (Negative) Analysis

3.3.1 Descriptive categorization

To uncover the basic characteristics of the early community operations of new consumer
brands, this study first classified and described the operational behaviours, user psychological
identification, and long-term loyalty behaviours of the two cases.

Figure 1 shows the distribution of operational behaviour types (S_Type). The three types
of behaviours of Pop Mart - interaction, co-creation, and exclusive benefits - are relatively
balanced, accounting for 36.7%, 33.3%, and 30.0% respectively, reflecting a diversified
operational combination strategy. Perfect Diary is highly concentrated on interaction
behaviours, accounting for 63.3%, while co-creation and exclusive benefits account for 16.7%
and 13.3% respectively. Another 6.7% of the activities have both interaction and exclusive
benefit attributes, reflecting the characteristic of combining interaction and promotion in its
private domain operation. This difference is related to the characteristics of the community
carrier. Pop Mart relies on an interest-oriented public platform and needs to stimulate
emotional investment through diversified operations; Perfect Diary, on the other hand, takes
a semi-closed private domain as its main position, and frequent interaction and direct
conversion are its operational focus.
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Fig. 1. S_Type Distribution Comparison.

Based on the analysis of the distribution of operational behaviors, this study further
examined the psychological identification characteristics of users of the two brands. Figure
2 shows the distribution of psychological identification types (O_Type) of users of Pop Mart
and Perfect Diary. The emotional attachment type comments of Pop Mart users accounted
for 73.3%, while the value recognition accounted for 26.7%. Words such as "lovely",
"companionship"”, and "healing" frequently appeared in the comments, reflecting a strong
emotional attachment. In contrast, Perfect Diary was the opposite. The value recognition
accounted for 63.3%, and the emotional attachment accounted for 36.7%. Users' discussions
mainly focused on product efficacy, usage experience, and cost-effectiveness, presenting a
rational evaluation feature. The differences in user psychological identification between the
two brands laid the foundation for their different manifestations of subsequent loyalty
behaviors.

POP MART O_Type Distribution

Emotional Belonging
Value Recognition

PERFECT DIARY O_Type Distribution

Emotional Belonging
Value Recognition

26.7%
36.7%

63.3%
73.3%

Fig. 2. O_Type Distribution Comparison.

Figure 3 shows the distribution of the long-term loyalty behaviour types (R_Type) of the
two brands. From the frequency perspective, the user behaviour distribution of Pop Mart is
more diverse. The proportion of active recommendation behaviour of Pop Mart is 46.7%, the
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proportion of continuous purchase behaviour is 36.7%, and the proportion of tolerance of
mistakes is 16.7%. This indicates that after generating emotional identification, the users of
Pop Mart not only tend to continue purchasing, but also are willing to actively recommend
the brand through social media, forming a circle-of-influence effect. However, the user
behaviour of Perfect Diary is highly concentrated on continuous purchase, with a proportion
of up to 93.3%, while active recommendation only accounts for 6.7%, and the tolerance of
mistakes behaviour did not occur. This distribution characteristic shows that the users of
Perfect Diary more often exhibit habitual behaviour of repeated purchase, but the willingness
to actively recommend is relatively low. Their loyalty behaviour is dominated by practicality-
based repurchases.

R_Type Distribution Comparison
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Fig. 3. R_Type Distribution Comparison.

From the three charts combined, it can be seen that the two brands exhibit distinct patterns
in the three dimensions of operational behaviour, psychological identification, and loyalty
behaviour. Pop Mart stimulates emotional attachment through co-creation and interaction,
thereby driving active recommendations and continuous purchases; while Perfect Diary
reinforces value recognition through frequent interaction, mainly directing towards
continuous purchases. This correlation indicates the existence of a specific transmission path.

3.3.2 Process tracking

Based on the above analysis, this study selected the case of "DIMOO Disney Collaboration"
by Pop Mart and multiple operational activities of Perfect Diary for process tracking, in order
to further explore how operational behaviours trigger users' immediate psychological
feedback and transform it into loyal behaviours.

Figure 4 presents the user feedback path network map of the "DIMOO Disney
Collaboration" activity. This graph shows the specific operational activities, user
psychological identification types, and long-term loyal behaviours from left to right. The
thickness of the lines represents the number of comments, and the color of the lines reflects
the average sentiment score of the comments on the path. Blue represents a lower score, and
pink represents a higher score. From the overall traffic distribution, the comments flowing to
emotional identification in this activity account for a high proportion, which further verifies
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that Pop Mart mainly increases its sales volume by stimulating users' emotional identification.
From the thickness of the lines, "Emotional Identification — Active Recommendation" is the
path with the largest traffic, accounting for 46.7%; "Emotional Identification — Continuous
Purchase" follows, accounting for 16.7%. From the color of the lines, the "Emotional
Identification — Active Recommendation" path shows a light pink color, indicating that the
average sentiment score on this path is higher; the "Value Recognition — Continuous
Purchase" path is relatively bluish in color and has a slightly lower score; and the two paths
flowing to tolerance of mistakes have the lightest color and the lowest score.

Based on the above data, the collaborative creation activities of Pop Mart mainly
stimulated users' emotional identification. Most users further demonstrated active
recommendation behaviors and continuous purchase. A small number of users would
continue to purchase the brand's products based on value recognition. This distribution
reveals that "Collaboration — Emotional Identification — Active Recommendation” is the
dominant transmission path of Pop Mart, and also shows the difference in the types of loyalty
behaviors between emotional identification and value recognition.

Active Recommendation

Emotional Belonging

DIMOO Disney Crossover

Continued Purchase

Value Recognition
Tolerance

|
Sentiment Score -1 0 1

Fig. 4. POP MART activity path by SOR.

Unlike the in-depth tracking of a single event by Pop Mart, the 30 pieces of data for
Perfect Diary come from multiple different operational activities. Therefore, this study
adopted a parallel category diagram to simultaneously display the operational behaviour
types, user psychological identification, and loyalty behaviour combinations of all activities,
and presented the overall picture of users' psychology and behaviour paths triggered by
different operational behaviours through colour mapping of emotional scores.

Figure 5 shows the parallel category diagram of 30 operational activities of Perfect Diary.
This diagram presents the operational behaviour types (S _Type), user psychological
identification (O_Type), and long-term loyalty behaviour (R_Type) from left to right. Each
line represents the complete path of an independent activity, and the colour of the line reflects
the emotional score of user comments for that activity. From the perspective of operational
behaviour types, interactive activities account for the highest proportion of the sample total,
and 6.7% of the activities simultaneously contain interactive and exclusive welfare attributes.
From the perspective of psychological identification flow, interactive activities mainly lead
to value recognition, while co-creation and exclusive welfare activities are relatively evenly
distributed between emotional belonging and value recognition. From the perspective of
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loyalty behaviour flow, the majority of paths ultimately lead to continuous purchase,
accounting for 93.3%; while the path of active recommendation only accounts for 6.7%.

By observing the line colours, the paths in the figure are mostly light purple, indicating
that the overall emotional feedback of users is relatively positive. Among them, the path
"interaction — value recognition — continuous purchase" is the most significant in the figure.
In co-creation and exclusive welfare activities, a few paths flowing towards emotional
belonging also have a colour that is slightly purple, but the number is smaller. Overall, this
diagram presents that Perfect Diary mainly adopts interactive operations, and its users are
oriented towards value recognition, and ultimately the main loyalty behaviour is continuous

purchase.
S Type en R T
e O_Type en _Type en
Emotional Belonging
Interaction
Continued Purchase
Exclusive Benefits Value Recognition
Co-creation
L Active Recommendation

Sentiment Score
0.5 1 1.5

Fig. 5. PERFECT DIARY activity path by SOR.

3.3.3 Comparative Integration

This section selects four dimensions: community platform, operational behaviour emphasis,
user psychological identification bias, and long-term loyalty behaviour performance. It
conducts a systematic comparison of the two cases of Pop Mart and Perfect Diary. Based on
the process tracking conclusions, it analyses the mechanism of early community operation
on users' long-term brand loyalty. It also relies on the SOR theory to extract a universal
transmission path. Finally, it forms management insights and practical suggestions for new
consumer brands (Table 2).

From the perspective of community carriers, Pop Mart takes public interest platforms
such as Weibo super-channels and brand APPs as its core bases, and users spontaneously
gather based on their IP culture and collection preferences. The community has strong
openness, high interactivity, and cultural dissemination attributes. Perfect Diary, on the other
hand, focuses on the semi-closed private domain carrier of WeChat official accounts. Users
are mostly converted from consumption behaviors, and the community is oriented towards
transaction conversion and user retention, forming two typical community models: public
interest type and semi-closed transaction type. At the operational level, Pop Mart adopts a
balanced strategy of interaction, co-creation, and exclusive benefits, relying on diversified
operations to enhance users' participation and emotional investment. Perfect Diary, however,
focuses its operations on interaction behaviors, presenting a single operational characteristic
of high-frequency interaction combined with promotional conversion.
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Table 2. four-Dimensional Comparison

Behavior Focus

(36.7%), Co-creation
(33.3%), Exclusive
Benefits (30.0%)

(63.3%), supplemented by
co-creation (16.7%) and
benefits (13.3%)

C(')mpar.lson POP MART Perfect Diary Core Differences
Dimensions
. Mainly semi-closed private Open 11}tf:rest
. Mainly open platforms: . communities vs.
Community . . domains: WeChat .
. Weibo Super Topics, o . semi-closed
Carriers . communities, Official .
brand APP, Xiaohongshu ) transactional
Accounts, mini-programs . .
private domains
Balanced three types of Highly focused on Bzfllanc'e d&
S . . s - diversified
. behaviors: Interaction mteraction: Interaction . .
Operation operation vs. single

high-frequency
interaction
operation

Dominated by emotional

Dominated by value

tolerance (16.7%)

Ps clfli)eif)s ical attachment (73.3%), recognition (63.3%), F“Vr:()rt;?iréilalld:;ztey
yl denti tg supplemented by value supplemented by emotional ' ‘dentit
Y recognition (26.7%) attachment (36.7%) Y
. . Highly concentrated on
Active recommendation g . .
Long-Term . continuous purchase Diversified loyalty
(46.7%) + Continuous o . . 4

Loyalty urchase (36.7%) + Error (93.3%), few active behaviors vs. single
Behaviors p o recommendations (6.7%), repurchase loyalty

no error tolerance

In terms of user psychological identification, Pop Mart users identify themselves
primarily based on emotional attachment, with value recognition as a secondary factor.
Community interaction gives rise to a strong emotional attachment and cultural resonance.
Perfect Diary users, on the other hand, are primarily guided by value recognition, with
emotional attachment accounting for 36.7%, and they focus on product efficacy, usage
experience, and cost-effectiveness, presenting a rational value judgment tendency. In terms
of long-term loyalty behavior, Pop Mart users exhibit diverse loyalty, while Perfect Diary
users' loyalty is highly concentrated on continuous purchases, with only 6.7% of users
actively recommending, and they have no tolerance for mistakes, presenting a single form of
loyalty.

The comparison results show that the attributes of community carriers determine the
choice of operational behaviors. Public platforms are suitable for diversified operations,
while private domain platforms tend to focus on high-frequency interaction and conversion.
Operational behaviors further shape psychological identification. Co-creation and benefits
are more likely to stimulate emotional attachment and drive deep loyalty; regular interaction
and promotions are more likely to strengthen value recognition and functional repurchase.
Psychological identification ultimately leads to differentiated loyalty, emotional attachment
drives deep and diverse loyalty, and value recognition only promotes functional repurchase.

Based on the SOR theory and process tracking results, the universal path for new
consumer brand community operations to influence user loyalty can be refined: external
stimulus (S) is the community operation behavior, which acts on users through interaction,
co-creation, and exclusive benefits; body perception (O) is the user psychological
identification, forming an internal state dominated by emotional attachment or value
recognition; behavioral response (R) is long-term loyalty behavior, corresponding to
repurchase, recommendation, and tolerance for mistakes. Among them, the operational
stimulus centered on co-creation and exclusive benefits is more likely to trigger emotional
attachment and drive deep loyalty; the stimulation based on high-frequency interaction is
only likely to strengthen value recognition and functional repurchase. A balanced strategy
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that takes into account the three types of operational actions can simultaneously stimulate
emotional and value dual identification, achieving complete brand loyalty, and is the optimal
path for early community operations of new consumer brands.

Based on the above conclusion, new consumer brands should formulate adaptation
strategies according to the characteristics of community carriers. Public platforms should
strengthen diversified operations and emotional cultivation, while private domain platforms
should add emotional design on the basis of high-frequency interaction. Brands should avoid
over-reliance on promotions and single interaction, and build emotional and value dual
connections with early users, converting short-term traffic into stable psychological
identification and long-term loyalty, achieving sustainable development from traffic
operations to brand asset accumulation.

4 Conclusion

Based on the above analysis, this study reaches the following conclusions. At the operational
behaviour level, the early user community behaviours of new consumption brands can be
classified into three categories: interaction, co-creation, and exclusive benefits. Pop Mart has
a balanced distribution of these three categories, while Perfect Diary is highly concentrated
on interaction. At the psychological identification level, co-creation and exclusive benefits
are more likely to stimulate emotional attachment, while regular interaction is more likely to
strengthen value recognition. At the loyalty behaviour level, emotional attachment leads to
active recommendations, continuous purchases, and tolerance of mistakes, while value
recognition mainly leads to continuous purchases.

The study reveals the transmission path of "operational behaviour — psychological
identification — brand loyalty". The community carrier largely determines the choice of
operational behaviour. Public platforms often cultivate emotional connection through
diversified operations, while private domain platforms tend to have high-frequency
interaction and conversion orientation. Operational behaviour shapes psychological
identification, co-creation and benefits stimulate emotional attachment, and interaction
strengthens value recognition. Psychological identification leads to differentiated loyalty,
emotional attachment drives multiple loyalty, and value recognition usually promotes
continuous repurchase. At the theoretical level, this study extends the SOR theory to the early
community context of new consumption brands, verifies the path through which specific
behaviours influence long-term loyalty, and refines the dimensions of operational behavior
and psychological identification. At the practical level, brands should formulate
differentiated strategies based on the characteristics of the community carrier. Public
platforms should focus on diversified operations and emotional cultivation, while private
domain platforms can increase emotional attraction on the basis of high-frequency interaction,
avoiding excessive reliance on promotions and single interaction, so as to build a dual
connection of emotion and value centered on early users.

However, this study also has certain objective limitations. User psychological
identification relies on inference from public texts, the research observation period is limited,
and the universality of the dual-case conclusions needs to be verified. Future research can
combine questionnaire surveys to validate the core conclusions, extend the observation
period to track the continuous changes in loyalty behaviour, and expand the case scope or
adopt quantitative methods to test the statistical significance of the path.
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