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Background Information
JellyCat is a doll company founded in the UK in 1999. It adheres to designing "comforting toys"
specifically for babies and has won the title of "the softest comforting toy in the world." However,
despite its success in other markets, JellyCat faces challenges in the Chinese market. Due to its
non-local brand identity and high pricing, JellyCat has yet to be widely recognized in the Chinese
maternal and infant market.

Marketing Strategy

1.

New market segmentation

Since entering the Chinese market in 2013, JellyCat has not established sufficient brand
awareness and loyalty among Chinese consumers. At the same time, the high price has also
become an obstacle for the brand to move forward in the Chinese maternal and infant
market.

Since the maternal and infant market is not feasible, we must find people with more
consumption power to continue to consume. Therefore, the brand lays out the individual
pleasing and healing track, opens up a brand marketing strategy for physical and mental
companionship and spiritual comfort for young people with consumption power, and enters
a new track in the current young consumer market.

Reverse marketing of "Ugly as Beauty"

JellyCat has a phenomenal "Ugly Things Award" on Xiaohongshu. "Ugly as Beauty"
reverse marketing method can quickly attract consumers' attention and unconsciously
strengthen users' awareness of the brand, further narrowing the distance between the brand
and users.

The reverse marketing of "Ugly as Beauty" has the following two characteristics:

e Ugly things have two primary social attributes of "acceptance" and "truth" because
"ugly" things have a more substantial range of dissemination and curiosity; young
people are more willing to share with close people.

e Reverse marketing starts from understanding the psychological state of consumers.
In an era of internal circulation and profound mental exhaustion among young
people, JellyCat uses "absurdly ugly and cute" dolls to fit in with and understand
consumers. When more people share "Furry Penguin," "Little Frog with Nostrils,"
"Purple Eggplant," and other ugly representatives of JellyCat on Xiaohongshu, and
when consumers say that JellyCat dolls "can always act like I'm crazy," JellyCat's
products have perfectly fit the emotions of consumers. Emotions have been
transformed into consumer desires. Consumers are holding on to a specific JellyCat
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toy and their wallets. The imagination consumers give to products also enables the
brand to maintain stickiness and repurchase rate with consumers.

3. Scenario-based marketing of "ugly and cute" items

In terms of publicity, with the help of JellyCat, users will let the dolls accompany them in
various life scenes such as work and travel. The brand also took the opportunity to create
a product manual, giving the dolls a humanized story background, stimulating users to
create secondary works based on the dolls' humanized background, and even creating
JellyCat restaurants overseas, cooperating with Waldorf Astoria Xiamen for JellyCat
afternoon tea, etc., providing a novel shopping experience and brand freshness, further
deepening user viscosity.

Outcomes

The concept of "ugly and cute" has strengthened users' perception of JellyCat, established a strong
brand IP and product features, and allowed high-priced JellyCat dolls to circulate in the Chinese
market. According to sales data from the China Toy Association, from January to November 2023,
9 of the top 10 best-selling products in Tmall's plush and fabric toy sales were from Disney, and
the only other brand on the list was JellyCat, which ranked third.

Implications & Challenges

Although reverse marketing has its unique charm and effect, it also has risks. If the marketing is
not in place, the "ugly as beauty" marketing may become a mockery of the brand or even a negative
evaluation, damaging the product image and its position in users' hearts. At the same time, the
phenomenal popularity has a time limit, and the continuous marketing and maintenance after the
popularity is what brand companies should pay attention to.
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