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Abstract. This paper employs the SWOT model to analyze the social media marketing strategy of 
the British plush toy brand, Jellycat. The analysis reveals Jellycat's strengths in its unique product 
offering, strong brand identity, and engaged fan community. However, the brand also faces 
challenges such as high pricing, dependence on social media platforms, and intense market 
competition. Opportunities for Jellycat lie in the evolving social media landscape and diversifying 
consumer demands, while threats include platform policy changes, competition, and economic 
downturns. Based on the SWOT analysis, this paper proposes recommendations for Jellycat to 
optimize its social media marketing strategy. Leveraging its strengths and opportunities, Jellycat 
should develop new product lines, utilize emerging social media platforms, and strengthen 
community engagement. Additionally, Jellycat needs to address its weaknesses and threats by 
introducing more affordable products, diversifying marketing channels, and monitoring platform 
policy changes. By continuously refining its social media marketing strategy, Jellycat can maintain 
its competitive edge and achieve sustainable growth in the dynamic plush toy market. 
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1. Introduction 

In recent years, the British plush toy brand Jellycat has emerged as a surprise hit online, rapidly 

ascending to the pinnacle of popularity among "Generation Z" youth, becoming a highly sought-after 

darling of the digital age. These toys, often priced in the hundreds or even thousands of yuan, not 

only frequently sell out but also spark a trend of sharing photos and creating custom memes on social 

media. The offline stores often witness spectacular scenes of queueing. How did this "niche" brand, 

born at the end of the last century, transform into a spiritual comfort and a symbol of social status for 

a new generation of consumers? This is closely related to its social media marketing strategy. 

The brand has carved a niche for itself in the toy industry, leveraging social media to enhance its 

market presence and customer engagement.In today's digital age, social media marketing plays a 

pivotal role in brand promotion and customer interaction. For the toy industry, where trends and 

customer preferences evolve rapidly, social media is indispensable for staying relevant and 

competitive. This study aims to conduct a SWOT analysis of Jellycat's social media marketing 

strategy, identifying its strengths, weaknesses, opportunities, and threats, thereby providing insights 

for future marketing endeavors. 

2. Brand Overview 

Jellycat, headquartered in London, UK, is a high-end toy brand established in 1999 that has 

successfully overturned the stereotype of cheap and mediocre products in the traditional doll industry. 

With its unique labels such as warmth, ugliness, companionship, and healing, Jellycat quickly gained 

rapid popularity among young people and continues to maintain an extremely popular momentum. 

Although Jellycat initially focused on children’s companion toys, in recent years, its main consumer 

group has shifted to single men and women around 20 years old [1]. According to the latest reports, 

the brand’s plush toys generally sell for more than three digits in RMB. Particularly those styles that 

have become discontinued due to the manufacturer’s announcement have seen their resale prices on 

the secondary market astonishingly soar to tens of thousands of RMB. From a commercial perspective, 

Jellycat has undoubtedly achieved remarkable success [2]. 
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Since its inception, Jellycat has adhered to the core brand philosophy of healing, uniqueness, and 

fun. In the field of product design, Jellycat breaks new ground, transcending the traditional plush toy 

industry’s high simulation boundaries of animal imagery. Instead, it draws inspiration from everyday 

elements, offering around 20 series in total, including animals, plants, fruits, food, beverages, and 

more. Each series boasts a considerable number of styles. There are two new products and theme 

launches every year, with bean-shaped eyes and a faint smile as the signature design, ensuring creative 

flow without bottlenecks. These ordinary items are endowed with humanized charm, creating a series 

of lovable and deeply cherished “fuzzy” IP characters [3]. These creative products bring consumers 

unique emotional value and significance. Among them, products like Bonnie Rabbit, Barcelona Bear, 

and Eggplant Boss have gradually grown into the brand’s star products, sparking enduring discussions 

on social media. Thanks to the endorsement effects of celebrities and internet influencers, Jellycat’s 

brand reputation has soared, enabling it to break through from a niche market to become one of the 

influential trendsetting IPs with broad reach. 

3. Methodology and Structure  

This paper employs the SWOT model as an analytical tool to systematically examine Jellycat's 

social media marketing strategy. Following this, an analysis of strengths is conducted to identify 

Jellycat's advantages in social media marketing, such as brand recognition, fan base, and content 

creation capabilities. The next step involves a weaknesses analysis, which scrutinizes the 

shortcomings in Jellycat's social media marketing, including a monolithic marketing strategy, 

insufficient engagement, and competitive pressures. Subsequently, an opportunities analysis is 

performed to explore external factors that could benefit Jellycat's social media marketing, like the 

continuous evolution of social media platforms and the diversification of consumer demands. A 

threats analysis then identifies potential risks that could adversely affect Jellycat's social media 

marketing, such as changes in platform policies and intensified market competition. These analyses 

are synthesized to form a comprehensive understanding of Jellycat's social media marketing strategy. 

Finally, based on the findings, recommendations and countermeasures are proposed to enhance 

Jellycat's social media marketing strategy. 

4. SWOT Analysis of Jellycat's Social Media Marketing Strategy 

4.1. Strengths 

4.1.1 Unique product offering 

Jellycat’s success largely stems from its distinctive product design and positioning. Unlike 

conventional toy brands, Jellycat’s products are not merely playthings but carriers of emotional value. 

This unique product offering forms the core strength of Jellycat’s social media marketing strategy. 

Jellycat’s product design breaks the boundaries of traditional soft toys, creating character images 

with strong distinctiveness. According to data, Jellycat releases multiple new soft toy designs each 

year, with a product line covering a rich range of image categories, including animals, vegetables, 

fruits, food, etc., totaling nearly a thousand roles [4]. These designs are not only cute and healing but 

also incorporate anthropomorphic elements, giving each doll a unique “soul” and “personality.” 

When purchasing, consumers repeatedly compare the dolls’ “expressions,” looking for subtle 

differences caused by handmade traces, which are seen as proof of the toys’ souls and form an 

invisible emotional bond with the buyers. 

This unique product offering strategy allows Jellycat to stand out in the competitive soft toy market. 

The traditional soft toy industry has long been in a state of “having categories but no brands,” with 

IP derivatives holding a significant advantage. However, Jellycat avoids storytelling and binding to 

mature IPs, instead establishing a unique brand recognition through distinctive designs, attracting 

loyal fans worldwide. This differentiation strategy enables Jellycat to find its market positioning 

among numerous competitors, attracting consumers seeking uniqueness and emotional connection. 
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4.1.2 Strong brand identity 

Jellycat has successfully established a strong brand identity, positioning its products as “emotional 

companions” and “fluffy friends,” transcending the mere status of toys. This brand positioning allows 

Jellycat to attract consumers seeking emotional connections and companionship, particularly adults. 

Jellycat’s success heavily relies on its thoughtfully designed emotional marketing strategies. While 

social media has made human connections more convenient, many people feel more isolated. Real 

face-to-face interactions have decreased, while virtual interactions have increased. Jellycat has 

acutely captured this social phenomenon, transforming it into a brand opportunity. Jellycat’s products 

are endowed with the function of alleviating loneliness and providing emotional support, becoming 

important partners in people’s emotional lives. 

This brand positioning is fully demonstrated and disseminated on social media platforms. Jellycat 

has brand accounts on Xiaohongshu, Weibo, WeChat, and other platforms, which have become 

important channels for Jellycat to establish emotional connections with consumers [5]. By sharing 

users’ real stories and usage experiences, Jellycat continuously reinforces its image as an “emotional 

companion,” creating strong emotional resonance with consumers, thereby establishing brand loyalty 

[6]. 

4.1.3 Engaged community of followers 

Jellycat has cultivated an active and loyal community of followers on social media, which is 

another core strength of its social media marketing strategy. This community is not merely a channel 

for brand dissemination but also a platform for emotional exchange and value co-creation. 

Jellycat encourages consumers to share their “fluffy friends” on social platforms. This sharing 

behavior not only enhances consumers’ participation but also cultivates a community atmosphere 

filled with love and support. Consumers share photos of their Jellycat products, usage experiences, 

and emotional stories, establishing emotional connections with the brand and with other consumers. 

On Xiaohongshu alone, the number of notes about Jellycat has surged from 70,000 to 130,000, 

demonstrating rapid growth.This user-generated content (UGC) is a crucial component of Jellycat’s 

social media marketing strategy, providing authentic, persuasive brand recommendations that attract 

more potential consumers [7]. 

Jellycat’s community members have formed strong emotional bonds and a sense of belonging. 

They are not just brand consumers but a community based on shared interests and emotional needs. 

Within this community, members share joys and concerns in life, seeking emotional support and 

resonance. Jellycat’s products serve as the medium connecting these people, while the Jellycat brand 

becomes the center and symbol of the community. 

4.2. Weaknesses 

4.2.1 High price point 

For consumers with limited budgets, especially parents who primarily buy toys for their children, 

Jellycat's prices may seem too expensive. Although many adult consumers are willing to pay for 

emotional value, price remains an important factor in their purchasing considerations. According to 

data, the biggest drawback of Jellycat products is their high price. In the Taobao flagship store, the 

smallest Bonnie Rabbit style is 13cm and costs around 90 yuan, while the largest 108cm style costs 

around 1600 yuan. But at the same time, the prices of plush toys in the same category are mostly 

below 100 yuan, which is significantly lower than Jellycat's prices. This price range reflects the high-

end nature of the brand's positioning but may also narrow the potential customer base. 

Jellycat's high price point may also pose greater market challenges during economic difficulties. 

When there is an economic recession or a decline in consumer confidence, the sales of non-essential 

items often suffer significantly. As an emotional consumption brand, although Jellycat provides a 

certain emotional value, it still belongs to the category of non-essential items and may face sales 

pressure during economic difficulties. 
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4.2.2 Dependence on social media 

Jellycat heavily relies on social media for brand marketing and community building, which is both 

a key factor in its success and a potential weakness. Changes in social media platforms, algorithm 

adjustments, or the emergence of new competitive platforms may impact Jellycat's brand 

communication [8]. The social media environment is dynamic, and changes in platform algorithms, 

user behavior patterns, or the emergence of new platforms may affect Jellycat's marketing 

effectiveness [9]. If unable to adapt to these changes in a timely manner, Jellycat may face risks of 

decreased brand exposure and reduced user engagement. 

Negative comments and criticism on social media may also damage Jellycat's brand image. 

Although Jellycat has a loyal fan community, as brand awareness increases, negative voices may also 

grow. For example, some comments point out Jellycat's high price and low quality, believing that its 

product price does not match the quality. Consumers mostly obtain information about Jellycat 

products from social media. If such negative comments spread widely on social media, they may 

influence the purchasing decisions of potential consumers. 

4.2.3 Intense competition 

Jellycat faces intense competition in the plush toy market, which poses a challenge to its market 

position and brand relevance. The presence of numerous competitors requires Jellycat to continuously 

innovate and differentiate to maintain its competitive edge. 

The traditional plush toy industry has long been in a state of "having categories but no brands," 

with IP derivatives holding significant discourse power. In contrast, Jellycat does not tell stories or 

bind mature IPs but builds brand awareness through unique product design and emotional value 

positioning. This differentiation strategy has won Jellycat loyal fans but also faces the risk of being 

surpassed by IP-driven brands, such as Disney and Sanrio. 

5. Discussion 

5.1. Analysis of Each SWOT Component 

For the Strength of Jellycat, it distinguishes itself through unique product designs and an emotional 

value proposition, positioning its products as "emotional companions" and "fluffy friends," which 

resonates with consumers, fostering a strong brand identity, loyal customer base, and an engaged 

social media community that enhances brand awareness and customer belonging. 

Jellycat's premium pricing may limit its market reach, particularly among budget-conscious 

consumers and during economic downturns, while its dependence on social media for marketing and 

community building exposes it to platform changes, algorithm adjustments, and potential negative 

publicity, amidst intense competition from numerous competitors, emerging brands, and cross-border 

collaborations challenging its market share and brand relevance. 

The evolution of social media platforms, diversification of consumer demands, and growth of e-

commerce present opportunities for Jellycat to engage its target audience through new platforms and 

features, expand its product lines to cater to a wider range of preferences, and enhance its online 

presence to reach a global customer base.  

However, Jellycat faces challenges from changes in social media platform policies affecting 

audience engagement, intensified market competition threatening market share and brand relevance, 

and economic downturns potentially reducing consumer spending on non-essential items like plush 

toys, impacting sales and profitability. 

5.2. Implications for Jellycat's Social Media Marketing Strategy 

The SWOT analysis uncovers a clear path forward for Jellycat's social media marketing strategy. 

To sustain its success, Jellycat must capitalize on its strengths by maintaining its focus on its unique 

product offering and brand identity, further engaging its community of followers, and fostering 

emotional connections with consumers. This can be achieved through various strategic initiatives. 
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Firstly, Jellycat can leverage social media and digital marketing to create personalized and interactive 

content that resonates with its audience, such as behind-the-scenes footage, customer stories, and 

interactive campaigns [10]. Secondly, by expanding its product line with innovative and limited-

edition designs, Jellycat can cater to a wider range of consumer preferences and create a sense of 

exclusivity. Additionally, fostering partnerships with influencers and brand ambassadors can help 

amplify its brand message and reach new audiences. Moreover, Jellycat can enhance its customer 

experience by offering exceptional customer service, personalized shopping experiences, and loyalty 

programs. By hosting events and collaborations, both online and offline, Jellycat can strengthen its 

community and create memorable experiences for its customers. Lastly, investing in sustainable and 

ethical practices can further reinforce its brand identity and appeal to socially conscious consumers. 

Through these efforts, Jellycat can not only maintain but also grow its market presence and customer 

loyalty. 

Simultaneously, addressing weaknesses becomes crucial, requiring strategies to mitigate the 

impact of the high price point, reduce reliance on social media platforms, and differentiate Jellycat 

from competitors. Differentiation can be pursued from the following angles:product Innovation, 

brand btorytelling, customer experience, community building, technology utilization and so on [11]. 

Exploiting opportunities involves exploring emerging social media platforms and features, expanding 

product lines to cater to diverse consumer demands, and capitalizing on the growth of e-commerce. 

Finally, Jellycat must manage threats by monitoring changes in platform policies and market 

conditions, developing contingency plans to mitigate potential risks and ensuring its continued 

success in the dynamic social media landscape. 

5.3. Comparison with Competitors 

A comparison of Jellycat with its competitors reveals key distinctions that contribute to its unique 

position in the market. Jellycat stands out with its focus on emotional value and unique product 

designs, differentiating itself from traditional toy brands and those relying on IP-driven strategies. 

This unique selling proposition resonates particularly with its target audience of adults seeking 

emotional connections and companionship, a demographic distinct from the children and families 

targeted by many other brands. They meet this demographic's needs with high-quality, comforting 

materials, diverse designs for nostalgia and personal style, limited editions for exclusivity, and 

customization options for personal attachment. Additionally, their products offer therapeutic benefits 

like stress relief, catering to adults' emotional well-being and setting Jellycat apart in the plush toy 

market. 

Jellycat's premium pricing strategy positions it as a luxury brand, contrasting with competitors 

who offer a wider range of price points. Regarding whether Jellycat needs to adjust its pricing strategy, 

it depends on the company's market positioning and long-term goals. The current pricing strategy 

gives Jellycat an advantage in brand image and perceived product value, attracting consumers who 

value quality and uniqueness. However, this strategy may also limit its market reach, particularly 

among budget-conscious consumers. If Jellycat aims to expand its market share, it might need to 

consider introducing a product line with more varied price points to attract a broader consumer base. 

On the other hand, if the company focuses on maintaining its high-end brand image, the current 

pricing strategy may be appropriate. The key is to balance brand positioning, market demand, and 

profitability for sustainable development. Additionally, Jellycat's marketing strategy emphasizes 

community building and emotional engagement through social media, different from the diversified 

strategies adopted by its competitors, such as storytelling, licensing, and e-commerce. 

6. Recommendations 

6.1. Leveraging Strengths and Opportunities 

To enhance Jellycat's market positioning and address the varied preferences of its consumer base, 

the company intends to diversify its product portfolio by developing new lines that include plush toys 
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tailored to specific interests, a range of collectible items, and accessories. Concurrently, Jellycat 

should leverage emerging social media platforms and innovative features to not only attract new 

audiences but also to engage with its existing customer base through novel interactive methods. 

Furthermore, the company will bolster its community engagement efforts by orchestrating virtual 

events, giveaways, and contests, aimed at cultivating a robust community ethos and stimulating the 

production of user-generated content. In addition to these strategies, Jellycat plans to collaborate with 

influencers who resonate with the brand's values and target demographic, thereby broadening its reach 

and enhancing brand awareness. This comprehensive approach is designed to ensure Jellycat's 

competitive edge in the industry, facilitating continuous adaptation to the evolving landscape of 

consumer needs and preferences. 

6.2. Addressing Weaknesses and Threats 

To enhance market penetration and cater to a broader demographic, Jellycat should develop more 

affordable product lines or introduce limited-edition items, thereby attracting budget-conscious 

consumers and expanding its market reach. It is imperative for Jellycat to articulate the unique value 

and emotional significance of its products in its social media marketing efforts, ensuring that 

consumers comprehend and accept the brand's price positioning. Additionally, the company could 

consider implementing limited-time discounts, holiday promotions, and other strategic measures to 

appeal to price-sensitive consumers and further broaden market coverage. To diversify its marketing 

approach and reduce reliance on social media platforms, Jellycat ought to explore alternative channels 

such as email marketing, direct mail, and partnerships with retailers. Furthermore, the company must 

remain vigilant about changes in platform policies and algorithms, adapting its marketing strategies 

accordingly to mitigate potential risks. In anticipation of potential economic downturns, Jellycat 

should also develop cost-effective marketing strategies and explore new revenue streams, thereby 

fortifying its market position and ensuring long-term sustainability. This multi-pronged strategy will 

enable Jellycat to navigate the dynamic market landscape effectively and maintain a competitive edge. 

7. Conclusion 

Jellycat’s social media marketing strategy has been instrumental in its success, leveraging its 

unique product offering and brand identity to build a loyal customer base and create a strong 

community of followers. However, the brand must address its weaknesses and threats, such as its 

high price point and dependence on social media platforms, to maintain its competitive edge in the 

dynamic plush toy market. This article proposes suggestions for optimizing Jellycat's pricing, 

enhancing its competitiveness with similar products, and expanding brand differentiation, offering 

some recommendations for the sustainable development of the Jellycat brand. By leveraging its 

strengths, exploiting opportunities, and mitigating risks, Jellycat can continue to grow and thrive in 

the digital age. 
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