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Abstract

In the context of the new consumption era dominated by the “emotional economy”, the emotional
value of commodities and narrative communication have gradually become the core driving forces
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for brand growth. Taking POP MART as a case study, this paper, integrating theories of emotional
economy, narrative communication and participatory culture, explores how it constructs an emo-
tion-centered communication system through the blind box mechanism, and discusses how the
brand connects “surprise-scarcity-empathy-reproduction” into a replicable emotional marketing
mechanism via narrative design. On the basis of sorting out relevant literature on emotional econ-
omy and narrative communication, the paper proposes a four-dimensional framework consisting
of the brand/IP dimension, communication dimension, product dimension, and consumer dimen-
sion, analyzes the transition of emotion from a commodity attribute to a socialized communication
mechanism, and identifies the accompanying trust risks and regulatory compliance challenges.
Meanwhile, this paper puts forward optimization suggestions such as information transparency,
product adaptation, community governance, and platform compliance, so as to provide actionable
marketing and governance references for the designer-toy industry and the broader experiential
consumption sector.
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Figure 1. The emotional communication system of POP MART
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