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Abstract

Blind boxes, as an emotional experiential consumer product, have emerged with the rapid growth of
the economy, stimulating consumers’ desire to purchase with their unique “unknowns”, and are
sought after by many young people. However, although emotional experiential consumption has al-
ways held an important position in consumers’ minds, changes in economic environment and income
often affect people’s willingness to consume. Especially with the increasing uncertainty in the de-
velopment prospects of the economic environment, it will encourage consumers to consume more
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rationally, consider purchasing practical products more, and reduce their purchases of hedonic prod-
ucts. This article is based on the market reality of increasing downward pressure on the economy, and
aims to address the problems of blind box marketing, such as severe product homogenization, fading
novelty among consumers, and increased brand image risks. It explores how blind box products can
meet consumers’ pursuit of certainty through reshaping product innovation attributes, social inter-
action attributes, brand management attributes, etc., while maintaining mystery and excitementin an
uncertain era, in order to overcome marketing difficulties.
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