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Abstract

In recent years, “blind box” consumption, as an emerging consumption pattern, has rapidly become
popular among young people and is characterized by addictive consumption. Blind boxes attract a
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large number of consumers, especially young people, with their uncertainty and fun to collect. Blind
box brands represented by POP MART have successfully stimulated consumers’ purchasing desire
through IP co-branding, limited edition and hidden design marketing strategies, even giving rise to
the consumer craze of “everything can be a blind box”. However, behind the hot consumption of
blind boxes lies the risk of addictive consumption, and some consumers fall into the trap of irra-
tional consumption in pursuit of hidden models or complete sets. Based on the theories of consumer
psychology and e-commerce marketing, this paper combines the sales data of POP MART from 2020
to 2023 to reveal the deep mechanism of blind box addiction. It is found that through the e-com-
merce strategy of “algorithmic recommendation + social fission”, the repurchase rate has increased
to 2.3 times of the industry average.
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