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Abstract. The global plush toy industry is currently suffering from
increasingly severe homogeneous competition, while consumer demand is
constantly evolving toward personalization and spirituality. Emotional
consumption and emotional value have gradually become the core elements
supporting brands to establish long-term competitive advantages. Different
from traditional plush products, Jellycat takes emotional companionship as
its core value. Relying on a complete product design system and refined
operation mode, the brand has formed a competitive strategy highlighted by
high quality, strong empathy and scarcity, and built a unique and hard-to-
replicate market barrier. This paper takes Jellycat as the research object,
reviews its development process and typical characteristics, analyzes its
market positioning, brand operation and communication strategies, and
summarizes its practical experience in creating emotional value, maintaining
user relationships and carrying out differentiated competition. The research
results provide theoretical reference and practical guidance for the
transformation and upgrading of China’s plush toy industry and related
consumer goods brands, helping the industry shift from price competition
and product competition to value competition and emotional competition.
Studies show that Jellycat has grown into a global model of high-end plush
toys due to the coordinated promotion of market positioning, brand
management and communication strategies.

1 Introduction

Against the background of the rising trend of emotional consumption and serious
homogenization in the plush toy industry, Jellycat has taken root in the high-end market by
relying on emotional value and grown into an industry benchmark, which makes this research
particularly significant [1]. Focusing on emotional value, this paper studies Jellycat’s core
marketing strategies and brand communication methods, adopts literature research, case
analysis and content analysis to extract its operation logic, and provides references for the
upgrading of plush toy brands and cultural and creative brands. With the growth of the global
economy and the improvement of consumers’ purchasing power, consumer demand is
developing in a diversified and personalized direction. Consumers pay more attention to
emotional value, spiritual experience and social attributes beyond basic functions, and
emotional consumption has become an important trend in the current consumer market.
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Plush toys have both accompanying and decorative functions, but the industry is troubled
by product homogeneity, vicious price competition and weak brand awareness [1]. Most
enterprises still adopt mass production and low-price strategies, failing to form sustainable
competitiveness and user loyalty. In this context, Jellycat has realized differentiated
development in a unique way. It first entered the market as a baby soothing toy, and then
expanded its user group to all ages. With high-end positioning, emotional design and refined
operation, the brand broke through the industry dilemma and became a typical representative
of emotional consumption. Its product price is much higher than the industry average:
conventional styles are priced at 200—400 yuan, limited editions can reach thousands of yuan,
and out-of-print styles even have a high premium in the second-hand market.

Jellycat’s success brings new ideas for the transformation of the traditional plush toy
industry. Sorting out its market positioning, brand management and communication
strategies has important theoretical and practical value [1]. Theoretically, this study enriches
the theoretical system of toy brand development from the perspective of emotional
consumption, and makes up for the shortage of special research on high-end plush toy brands
in China. Practically, the research conclusions can provide operable strategies for domestic
plush toy enterprises to get rid of low-end competition, shape high-end brand image and
improve user loyalty, and drive the industry to develop in a high-quality and high-value-
added direction [2].

2 Brand introduction of Jellycat

Founded in London, the UK in 1999, Jellycat started with the research, design and production
of baby soothing toys. Considering infants’ strict requirements for safety, skin-friendly
materials and companionship of plush toys, the brand established a business philosophy that
attaches equal importance to quality and emotion from the very beginning. Jellycat uses safe
and environmentally friendly fabrics and high-quality filling materials, and optimizes the
shape and size design, so that products can not only meet safety standards, but also fit infants’
use needs. With excellent materials and gentle design style, the brand gained a firm foothold
in the European infant toy market and laid a foundation for later expansion and strategic
adjustment. With the changes in the market environment and the upgrading of consumer
preferences, Jellycat broke the limitation of infant-oriented products and expanded its service
objects to groups of all ages, while enriching product categories and design styles. The brand
gradually stripped off non-core businesses and focused on the core brand development,
successfully transforming from an infant toy manufacturer to a high-end emotional
companion doll brand for all ages [2]. After years of market cultivation, Jellycat has built a
global sales network covering Europe, Asia, North America and other regions, growing into
an internationally influential high-end plush toy brand. Its product line is no longer limited
to traditional animal shapes, but also covers fruits, vegetables, food, daily necessities and
other themes, forming a unique visual image that is loved by consumers all over the world.
Adhering to the principle of original design, Jellycat has a professional design team
composed of talents from well-known institutions such as University of the Arts London and
Cambridge School of Design, ensuring the innovation and uniqueness of products. In terms
of quality control, the brand implements strict production standards and complete quality
inspection procedures to ensure that each product has a comfortable touch and stable quality.
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3 Market positioning analysis of Jellycat brand

3.1 Target consumer group identification

Jellycat’s target consumer groups have expanded from a single group to people of all ages.
At first, the brand focused on infants and their parents, and designed products in line with
infants’ physical characteristics and use habits, with safety, comfort and convenience as the
core. Through strategic adjustment and market expansion, Jellycat extended its target groups
to teenagers and adults, especially urban young people aged 18—35 [2]. This group has stable
purchasing power, pays attention to quality of life and emotional experience, has a strong
demand for emotional healing, social expression and personalized products, and is willing to
pay a high price for high-quality emotional products.

The brand launches customized designs and application scenarios for different groups:
infant and children’s products are small in size, skin-friendly in materials and soft in color,
meeting the needs of safety and companionship in sleep and daily play; products for young
people and adults have richer styles and more flexible sizes, which can be used as fashion
accessories, home decorations, and holiday gifts, and also play a role in self-care and stress
relief[2]. This all-age positioning helps Jellycat break the boundaries of traditional toy brands,
expand market coverage, and create more space for brand growth and value improvement.

3.2 Product value positioning

Jellycat’s product value is different from the practical functions of traditional plush toys. It
takes emotional companionship and emotional healing as core values, realizing the
improvement and redefinition of product value. Traditional plush toys mainly have
entertainment and decorative functions with low added value, and are easy to fall into price
competition [2]. Jellycat breaks this single attribute and positions products as emotional
companions that deliver warmth and enrich life. Through careful design and brand story
creation, each doll is given a unique personality, changing from a cold industrial product into
a real emotional partner for consumers.

The value of products goes beyond material and production costs, and includes emotional
resonance, spiritual comfort and permanent memory. This positioning not only supports the
brand’s high pricing strategy, but also forms a distinctive brand cognition in the minds of
consumers. In addition, the brand’s value orientation fits the demand of the gift market,
providing high-quality and distinctive gift choices for festivals, anniversaries and other
special occasions, further enhancing product added value and market competitiveness.

3.3 Market price positioning

Jellycat adopts a high-end pricing strategy, which is clearly distinguished from low-cost
plush toys in the mass market. Relying on high-quality materials, original design, emotional
charm and limited production mode, the brand has established a price system matching its
high-end positioning [3]. The price of conventional products is between 200 and 400 yuan,
much higher than the average price of the traditional plush toy market; limited and co-
branded models for collectors and high-end consumers can be sold for thousands of yuan,
and classic out-of-print styles often have a high premium in the second-hand market.

This high-end pricing strategy not only reflects product quality and brand value, but also
accurately targets intended customer groups, consolidates the brand’s high-end market image,
and alleviates industry problems such as low-price competition and product homogeneity [4].
Through strict channel management and supply chain control, the brand maintains stable
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prices, ensures reasonable returns for partners, and strengthens consumers’ recognition of
product value.

4 Analysis of Jellycat brand management strategy

4.1 Brand philosophy management

Jellycat takes emotional companionship as its core brand concept, and enhances brand
awareness and user affinity through systematic implementation and communication.
Breaking the functional thinking of traditional toy manufacturers, the brand has transformed
from a toy provider to an emotional companion, elevating plush toys from practical goods to
spiritual carriers and redefining their value [5]. To realize this concept, the brand endows
products with personalized characteristics through detailed design and service links. Each
doll is equipped with a warm text label, guiding consumers to treat the doll carefully,
narrowing the psychological distance between the brand and users.

For discontinued products, the brand uses humanized descriptions to highlight their
scarcity and life cycle significance, deepening emotional bonds [6]. Offline stores provide
immersive experience and interesting packaging services, turning the purchase process into
aritualized adoption journey and allowing users to participate in the brand’s emotional story.

4.2 Product design management

Jellycat has established a complete product design management system centered on
emotional needs, realizing the accurate fit between design and consumer demand. The brand
has gathered a design team with professional ability and cutting-edge aesthetic vision to
ensure the originality and attractiveness of products. Under the guidance of the design
philosophy of fun and healing, Jellycat has created its classic bean-eyed smiling face logo,
which has become a highly recognizable brand symbol and effectively differentiates its
products from competitors.

Breaking the traditional animal modeling framework, the brand’s design covers fruits,
vegetables, food, daily necessities and other categories, creating a number of popular
products [7]. With a cute style beyond traditional aesthetics, these products bring healing and
relaxation to consumers, especially young people. The brand carries out targeted design for
different consumer groups and use scenarios: infant products focus on safety, softness and
soothing effect for sleep and play [7]. This full-scenario design integrates the brand into all
aspects of consumers’ lives, strengthens the emotional connection between the brand and
users, and supports the implementation of high-end pricing strategies.

4.3 Brand image management

Jellycat implements a unified and high-end brand image management strategy to deliver
consistent brand perception in the global market. Visually, the brand unifies product design,
packaging style and promotional materials, and strengthens classic visual symbols to ensure
rapid identification in all channels and scenarios [7]. In terms of service experience, offline
stores implement standardized service processes to create a warm and healing shopping
atmosphere, and ritualized services enhance user participation. The brand always adheres to
the core values of high-end, warmth and empathy, and refuses vulgar or over-entertainment
content to maintain high-end positioning.

By cooperating with high-end department stores, boutique stores and cultural and creative
bookstores, Jellycat uses the brand influence of partners to enhance its exposure and
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consolidate its high-end image. In addition, the brand improves social recognition and
positioning through celebrity endorsements and word-of-mouth communication in high-end
circles, and firmly establishes the reputation of the Hermés of the doll industry [8].

4.4 Channel and supply chain management

Jellycat adopts refined channel and supply chain strategies to maintain high-end positioning
and market order. In terms of channel management, the brand abandons the traditional
extensive distribution model in the toy industry and chooses a selective channel strategy,
including high-end department stores, boutique stores, exclusive cultural and creative
channels and compliant e-commerce platforms, so as to avoid damage to brand image caused
by excessive expansion [8]. The brand strictly selects and supervises cooperative channels,
standardizes sales behavior and price system, prevents vicious competition and price chaos,
and protects brand reputation and partner interests.

In addition, Jellycat has established a flexible supply chain response mechanism,
adjusting production plans and supply quantities according to market demand and sales data
to ensure the balance between supply and demand and operational efficiency.

5 Analysis of brand communication strategy of Jellycat

5.1 Word-of-mouth-driven user-generated content sharing

Jellycat takes word-of-mouth as the core of brand communication, reduces the investment in
traditional hard advertising, and expands brand influence through users’ spontaneous sharing.
By providing excellent product experience and emotional value, the brand stimulates users
to take the initiative to share and form spontaneous communication. On mainstream social
platforms such as Xiaohongshu and TikTok, topics related to Jellycat have gained more than
10 billion views. Users spontaneously share content such as doll dressing, daily interaction
and emotional stories, forming a large-scale UGC communication.

On community platforms such as Douban, Jellycat has gathered a large number of core
fans. In-depth user interaction continuously strengthens emotional identity with the brand
and conveys core values. The communication mode driven by users’ spontaneous sharing
greatly reduces marketing costs, improves content accuracy and communication efficiency,
and builds a sustainable brand communication ecosystem.

5.2 Social media platform operations

Jellycat attaches great importance to the operation and management of social media platforms
and improves communication efficiency through systematic operation. The brand has opened
official accounts on major social platforms around the world, regularly releasing new product
information, design stories and activity dynamics to maintain brand exposure and user
activity [9]. It adopts targeted strategies according to the characteristics of different platforms:
focusing on showing product details and actual use scenarios on visual platforms; promoting
topic discussion and user activities on interactive platforms to enhance participation.

5.3 Stars and high-end social circle penetration

Jellycat uses the influence of celebrities and word-of-mouth in high-end circles to enhance
the brand’s high-end sense and social influence. The brand expands its communication scope
through the professional recommendation of global brand ambassadors and the exposure of
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public figures. In addition, many celebrities and public figures use Jellycat products in travel,
home and other daily scenes, forming a natural celebrity endorsement effect. Their choices
and uses play a demonstrative role, attracting the attention of fans and high-end consumer
groups, and strengthening the brand’s high-end image [9]. Relying on word-of-mouth
communication in high-end communities, Jellycat enhances its recognition and acceptance
among high-end consumer groups and further consolidates its positioning as the Hermeés of
the doll industry.

5.4 Offline experience and contextualized communication

Jellycat attaches great importance to creating immersive offline experience scenarios and
carries out situational brand communication through offline activities [10]. Its physical stores
set up interactive links such as awakening ceremony and interesting packaging, bringing
consumers a unique shopping experience and strengthening emotional memory of the brand.
The brand has opened flash stores and held themed activities in many cities around the world,
building distinctive scenes combined with local culture and consumer habits to encourage
consumers to participate and share.

6 Conclusion

As a benchmark brand in the global high-end plush toy industry, Jellycat’s success benefits
from the coordinated efforts of three core dimensions: market positioning, brand
management and brand communication. In terms of market positioning, the brand has
successfully expanded from infants and children to consumers of all ages, established a
product value system centered on emotional companionship, and stood out in the
homogeneous market by relying on high-end pricing and differentiated competition.
Jellycat’s development process shows that under the background of consumption upgrading
and emotional consumption, traditional plush toy enterprises must get rid of low-end price
wars and product homogeneity competition, focus on consumers’ emotional needs, build
brand value through accurate positioning, professional operation and effective
communication, and form an irreplicable competitive barrier to achieve sustainable
development. In the future, the high-end plush toy market still has great growth potential.
Brands should adhere to original design and quality standards, strengthen emotional
marketing, keep up with changing market demand, constantly optimize development
strategies, maintain global leading advantages, and achieve stable and sustainable growth.
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