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Abstract

With the fierce competition in the jewelry industry environment, customers play an increasingly
important role in the market. How to cultivate loyal customers and improve their loyalty is becom-
ing increasingly important for the survival and development of jewelry enterprises. Based on the
ABC attitude model, this article analyzes the influencing factors of improving customer loyalty from
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three dimensions: cognitive loyalty, emotional loyalty, and behavioral loyalty. Finally, based on
the research results, some marketing strategies to enhance customer loyalty are proposed to help
jewelry companies further understand customer loyalty and improve their economic benefits.
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Figure 1. Theoretical framework
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