Journalism and Communications 37 [E{£3%5l2, 2024, 12(5), 1300-1304 Hans Xl
Published Online October 2024 in Hans. https://www.hanspub.org/journal/jc
https://doi.org/10.12677/jc.2024.125197

HBRHASIBET “BE&R” HARMR

B 2
AR S A4k 22 B, b A

Wk H i 20244F9H9H; FHHBA: 20244F9H30H; &AiHH: 20244£10H 10H

wm B

BEEAZHARBRIA K —F, —2 EHRZE T HREREE. XL, §82FH AIEREAML
EESERTANYFRTE, ELKHERERENRE AT REEERBRI/FSE L. F30E
THBETKERLSER, 2HANEE. ERENEZEN QAL “FER” ARTLENERER,
AMEEASRENFSUER, NERLEAFZFBEERREZARTAZE, FEHTENETES
TR RERMER, BEBENHSRXEBESR. HRAEFAMZEN =FILFEHEN, HFEEFSH
BRI T R SEE EAT AR [

XA
Hts, FS5HER, BE HROE

Research on the Phenomenon of “Blind Box
Fever” in the Context of Consumer Society

Jiaxing Teng

School of Journalism and Communication, Hebei Normal University, Shijiazhuang Hebei

Received: Sep. 9%, 2024; accepted: Sep. 30%", 2024; published: Oct. 10%, 2024

Abstract

Blind boxes, as a trendy toy of Generation Z, have been highly sought after by consumers since their
launch. In fact, in the blind box economy, people not only consume the material attributes of blind
boxes as toys, but also pay more attention to the symbolic meaning of blind boxes as social products
or emotional sources. This article is based on Baudrillard’s theory of consumer society, discussing
the reasons for the phenomenon of “blind box fever” from the perspectives of blind boxes, consum-
ers, and social media. It analyzes the symbolic factors inherent in blind boxes, dissects the behav-
ioral motivations of blind box consumers from the perspective of consumer psychology, considers
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the role of social media in the blind box economy, points out that the symbolic meaning of blind
boxes is jointly constructed by blind boxes, consumers, and social media, and considers the problem
of alienation of consumer purchasing blind boxes under the symbol consumption boom.
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