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Formation mechanism of consumer loyalty via discriminant analysis: a case study of emotional marketing in

jelly cat brand

Yilin Jin

Yunnan University of Finance and Economics, Kunming, Yunnan

[ Abstract] This study, grounded in the 4P marketing framework and emotional marketing theory, constructs a
consumer loyalty discriminant model incorporating five dimensions: product, price, channel, promotion, and emotion.
Using Fisher discriminant analysis and Bayesian classification functions, 82 valid responses collected via Credamo were
analyzed to determine the relative impact of each factor on consumer loyalty toward JellyCat. Results indicate that
emotional factors (standardized coefficient = 0.973) and price (0.360) exert the strongest influence, while product and
promotion show moderate effects, and channel has the weakest (-0.068). The model achieved an overall prediction accuracy
of 66% and 71.4% for the validation sample. These findings highlight that emotional connection and value-based pricing
are key drivers of loyalty, whereas product innovation and limited promotions further reinforce consumer commitment.
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