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Investigation on Emotion—oriented Marketing
with Consumer’s Loyalty as the Core

LIANG Lihui
(Sichuan University of Science & Engineering, Zigong, Sichuan 643000, China)

Abstract: Sichuan liquor was taken as the example to analyze the important roles of emotion-oriented marketing in increasing consumer ’s loyalty

and further increasing distillery’s competitiveness. The research suggested that winning consumer’s loyalty meant the strongest competitiveness.

Loyal consumers could produce more profits for distilleries and the reasons were as follows: firstly, loyal consumers may maintain long-term pur-

chase behavior with distilleries and they were willing to purchase the products and take a shot at cross purchase; secondly, the cost of maintaining

customer loyalty was lower than the cost of winning new customers.
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H 30 %~40 % 5%~9% 6 %~9 % 4%~5% .
; N 2% P,0s1.1% MgO 0.1 %.
3 /mL 7.0x10"" g 14000 g.
g N 280g.P,Os154g MgO l4g.
N 100 mg/L

§ 870 mg/L 150~870 mg/L
g N 80 mg/L
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