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Abstract

This paper discusses the current situation and innovation dynamics of the blind box market, focus-
ing on the impact of consumer emotional experience, product content diversification and brand co-
branding cooperation on market development. First of all, the “blind” design feature of the blind
box satisfies consumers’ desire to explore the unknown, bringing strong emotional fluctuations and
satisfaction. Secondly, through a variety of materials, processes, themes and functions, the trendy
toy blind box continues to enrich the product range and improve the consumer experience. In
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particular, new designs such as the SKULLPANDA series have further expanded the market poten-
tial through unique elements such as sound and pixels. Finally, cross-border co-branding between
brands, such as Huawei'’s collaboration with Pop Mart, demonstrates the integration of technology
and trendy culture, and promotes market innovation. Although the blind box market is facing chal-
lenges such as price speculation, its future development is still full of opportunities, and it requires
joint efforts within and outside the industry to promote the healthy development of the market.
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