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Abstract

With the rapid rise of the e-commerce “blind box” marketing model, issues of consumer rights protec-
tion have become increasingly prominent. This paper analyzes the characteristics and legal relation-
ships of the e-commerce “blind box” marketing model, revealing its adverse effects on consumers’
rights to know, fair trade, and after-sale services. The study identifies that challenges in consumer
rights protection stem from multiple factors, including legislative gaps, regulatory lag, cognitive bi-
ases among consumers, and insufficient industry self-discipline. To address these issues, this paper
proposes a four-dimensional protection framework integrating legal regulation, administrative

NES|IH: ERY. BRE & E WP A R TID]. TR 55 IS, 2025, 14(4): 2675-2679.
DOI: 10.12677/ecl.2025.1441179


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.1441179
https://doi.org/10.12677/ecl.2025.1441179
https://www.hanspub.org/

ERSY

oversight, consumer education, and industry self-discipline. Specific measures include amending the
“E-Commerce Law” to add a “Random Transaction” chapter, establishing a blockchain-based trans-
parent regulatory system, implementing stratified consumer education programs, and empowering
industry associations to enforce platform accountability. Through systematic governance, this
framework aims to balance commercial innovation with consumer rights protection, promoting the
sustainable development of the e-commerce “blind box” model.
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