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Abstract

In the context of the “pleasure-for-oneself economy,” emotional value has become an important driver
of e-commerce consumption among Generation Z. Using Pop Mart blind boxes as a case study, this
paper explores the consumption decision-making mechanism of emotional value-oriented products.
The findings show that Generation Z purchases such products not mainly for functional purposes, but
under the combined influence of emotional compensation, symbolic self-expression, and community
identification. Through platform mechanisms such as content seeding, algorithmic recommendation,
visual presentation, interactive communication, and scarcity marketing, consumers move from emo-
tional arousal to purchase conversion. The popularity of such products reflects the joint effect of
young consumers’ emotional needs, product meaning construction, and platform amplification. This
study helps explain the logic of emotional consumption among Generation Z and provides insights for
platform governance and the regulation of emotional marketing.
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