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Abstract

With the vigorous development of the e-commerce era, traditional marketing models have been un-
able to meet the growing consumption intentions of consumers, and thus emotional marketing has
emerged. The core of emotional marketing lies in extending the functional value of products to emo-
tional value and strengthening the connection between the brand and consumers through continuous
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emotional interaction. This article takes the trendy toy brand Pop Mart as a case, focusing on the
practical path of emotional marketing in the context of e-commerce economy, and analyzes the
methods by which the brand connects artistic IP design with the emotional projection space of con-
sumers. Pop Mart uses the blind box mechanism to stimulate consumers’ emotional participation and
utilizes social media and e-commerce platforms to form emotional resonance and community identity.
In the e-commerce environment, effective emotional marketing can balance emotional expression
and product authenticity, thereby achieving commercial value while promoting the sustainable de-
velopment of the brand.
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