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Abstract

The blind box originated from the traditional Japanese Fuku bag and twisted egg culture, and is a
kind of trendy play box with random properties that cannot be learned in advance of the specific
product style. Driven by the new media consumption culture, the blind box economy has risen
rapidly and has been loved and sought after by Generation Z consumers. Nowadays, many indus-
tries have opened the “blind box +” marketing model, and the form and content of the blind box
are increasingly diversified. Based on the 41 theoretical framework, this paper analyzes the core
features of the blind box economy from the four aspects of interest, interactivity, profit and per-
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sonalization, discusses its evolution path and marketing model under the new media environment,
and points out the problems and challenges faced by the blind box economy at present, with a
view to providing useful suggestions for the healthy and sustainable development of the blind box
culture.
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