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Abstract. Recently, fans culture is spread widely gradually. At the same
time, peripheral market emerged and grew rapidly. With the upgrading of
domestic cultural consumption and the intensification of brand stock
competition, the lightweight and highly empathetic peripheral branding
operation. The research focuses on the addiction mechanisms and social
asset transformation pathways in peripheral branding. Employing a
comprehensive research methodology that combines literature review,
questionnaire surveys, in-depth interviews, and observation, it explores the
core drivers of consumers' addictive consumption behaviours in peripheral
branding and outlines the specific pathways for social asset transformation.
The findings reveal that the addiction mechanism in peripheral branding is
driven by the binding of users' deep emotional attachment, the strong
stimulation of brand limited scarcity marketing, and the conformity
promotion of the exclusive fan community atmosphere. These three
dimensions deepen irrational consumption. Based on case analysis, the
study identifies existing challenges and future trends in the current
landscape of peripheral branding.

1 Introduction

In the context of consumption upgrading driven by the fan economy, consumer demands
for products have expanded beyond practical value, with emotional and social value
becoming key priorities [1]. Also, the widespread adoption of the internet and the explosive
growth of social media have fundamentally reshaped the global cultural landscape, driven
by cultural flows that are instantaneous, transient, pervasive, and relentless [2]. With the
development of popular culture, peripheral products-derived from brand IPs, cultural works,
or public figures-have evolved into a mature industrial chain, where branding processes
exert strong appeal to consumers. Many exhibit addictive behaviours like compulsive
collecting and repeated purchases, while peripheral branding serves as a vital platform for
social interaction and social asset accumulation. However, academic research on the
connatural connection between addiction mechanisms and social asset transformation
remains limited. Most studies focus narrowly on either addictive behaviours or social value,
overlooking their mutually reinforcing yet constraining relationship. Systematically
investigating the underlying addiction mechanisms and social asset conversion pathways,
clarifying their logical connections, and proposing targeted optimization strategies holds
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significant theoretical and practical value. This study examines peripheral branding as a
research subject to explore the formation mechanisms of consumer addiction behaviours
and delineate the transformation pathways of social assets.

2 The literature review

In recent years, chasing idols has become one of the popular daily activities of
contemporary young people. Digital communities serve as the core infrastructure of the fan
economy [3]. In an era of dispelling charm, they chose to re-endow charm, insisted on
imagining a perfect idol, and entrusting their ideals in life to the idol [4]. Fans come from
the English translation of the English word “fans”, and it has also become a fan research.
With the booming development of IP economy and fan economy, peripheral branding has
become one of the core forms of contemporary consumer culture. The peripheral business
model represented by blind boxes, handicrafts, cultural and creative products, etc. has
achieved a 100-billion-level market breakthrough. The research revolves around the fields
of neuroscience, psychology, and sociology. Through literature research, empirical research,
technical-assisted research, and other methods, questionnaires or interviews were conducted
with relevant populations, and it was confirmed that peripheral consumption can stimulate
dopamine secretion through scarcity, uncertainty, and other characteristics, forming a
physiological addiction cycle [5]. At the same time, it is pointed out that consumers'
identity, emotional support, and loss aversion, and believe that peripheral products, as
important symbol carriers, can help fans build social connections, accumulate symbolic
capital, and realize the transformation of material consumption into social assets.

However, judging from the current situation of the research, most of the current
literature focuses on the two core issues of the addiction mechanism of peripheral branding
and the transformation of social assets, and lacks the correlation and in-depth research of
the two.

3 Research methods

This research comprehensively uses literature research method, questionnaire survey
method and in-depth interview method to focus on the addiction mechanism behind the
surrounding branding and the transformation of social assets. It sorts out the relevant
literature on consumer psychology, behavioural addiction, fan economy and social assets to
lay a solid foundation for the theory. Design targeted questionnaires, distribute 100 copies
(including online and offline), collect quantitative data for surrounding consumer groups,
and understand the relevant behaviours and attitudes of consumption. As shown in Table 1,
20 surrounding core consumer were selected to explore the emotional experience and social
needs in the consumption process. At the same time, through observation and acquisition of
consumers' real experiences in peripheral purchases, emotional dependence and social
interaction, and carry out research in a comprehensive quantitative and qualitative ways.
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Table 1. Information of Interviewees

Fandom Peripheral
Group | Name Gender Job Age Age Idol Age
Jackson Yee &
1 Egg Female | Student 21 7 Years YanHaoxiang 6 Years
&Helunlin
2 Anan Female Student 22 1 Year Cortis 3 Years
3 Mio Female Student 21 2 Years Teens in Times 2 Years
4 T1a1;bul Female Student 22 3 Years TFING 1 Year
5 Shyshy | Female | Student 21 5 Years Enhypen 5 Years
YanHaoxiang &
6 Y Female Student 21 9 Years Way V & TXT 6 Years
7 Keke Female Student 19 5 Years Qiyunlianmeng 5 years
8 Yaya Female Student 21 6 Years Teens in Times 3 Years
9 Jiae Female Student 21 5 Years Teens in Times 3 Years
ChenLinong &
Teens in Times &
10 Cake Female Student 19 8 Years 4 Years
ZhangHao
&ChengHanbin
11 Kaier Female Student 21 5 Years Teens in Times 5 Years
12 Xiaoxi Female | Student 18 6 Years Wagng_bo & 3 Years
LiuYihe
. TXT &
13 Crj Female Student 21 5 Years SEVENTEEN 4 Years
14 Dxj Male Student 21 5 Years Karina 5 Yeras
15 Yishi Male Student 20 1 Year Riize 1 Year
16 Bleﬁlay Female Student 19 5 Years TOP 4 Years
BTS & TXT &
10 SVT & Enhypen
17 Yexin Female | Student 21 Years & Newjeans 9 Years
&Way V & NCT
127
18 | Byhmhjl | Female | Student | 20 10 TFboys & Teens 9 Years
Years in Times
19 Bue Female Student 19 5 Years Teens in Times 5 Years
20 Yifan Female Student 22 4 Years Teens in Times 4 Years

4 The addiction mechanism behind peripheral branding

4.1 Emotional attachment drives value resonance

Emotional attachment is the core driving force behind the peripheral branding addiction
mechanism. Consumers can realize the support and continuation of IP emotions by
purchasing and collecting peripheral products. For example, when anime fans collect anime
peripherals, they turn their love for anime characters and emotional resonance with the plot
into dependence on peripheral products [6]. This emotional connection encourages
consumers to make repeat purchases and gradually forms addictive consumption behaviour.
At the same time, the design of peripheral products often aligns with the emotional needs of
consumers and creates emotional capital, which can fulfil their needs for emotional
compensation and self-expression, further strengthening emotional attachment and
promoting the formation of addictive behaviour [7].
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4.2 Scarcity stimulates the desire to collect and induces indulgence

Scarcity marketing is an important strategy in peripheral branding to induce consumer
addiction. By launching limited editions, co-branded, and exclusive peripheral products, the
brand creates an atmosphere where “rarity equals value” and stimulates consumers'
possessiveness and desire to collect [8]. Due to the scarcity of peripheral products,
consumers worry about missing out on their favourite items. As a result, they actively
monitor product updates and may even rush to buy and hoard. This “fear of missing out”
mentality gradually forms a conditioned response, encouraging consumers to engage in
repeat consumption, eventually leading to addictive tendencies.

4.3 The atmosphere of social circles fosters conformity psychology

The circle atmosphere plays an important role in promoting consumer’ addictive
consumption. With the development of peripheral branding, many consumer circles with IP
or peripheral products as the core have been formed. Members in the circle will share and
exchange peripheral collection experiences with each other, forming a specific consumption
culture. In order to integrate into the circle and gain recognition within the circle, they will
imitate the collection behavior of other members, resulting in the addictive performance of
repeated purchases and crazy collection [9]. At the same time, “ostentatious sharing” in the
circle will further stimulate consumers' competitive mentality, promote their continuous
investment, and strengthen their addictive behavior.

5 The pathway of social asset conversion in peripheral branding

5.1 Social display constructs identity labels

As a visual symbol, peripheral products have become an important carrier for consumers to
build personal identity labels and realize self-expression. Consumers can convey their
hobbies and value orientation to others by displaying their peripheral collections on social
platforms, and build unique personal identity labels [10].

5.2 Social circle connections strengthen social identity

The consumer circle built by the surrounding brand provides consumers with a platform for
social interaction and promotes the accumulation and transformation of social assets.
Consumers will also be divided into circles because of the corresponding price and
popularity of the surrounding area [11]. In addition, the cohesion of the circle will further
promote consumers' recognition of surrounding brands and lay the foundation for the
precipitation of brand social assets.

5.3 Social currency realizes the commercial value implementation

Peripheral products are not only a “social currency”, but also can realize the transformation
of social value into commercial value, thereby promoting the landing of brand social assets.
At the same time, when the price of the surrounding area is raised due to scarcity and
capital speculation, the surrounding area becomes a value-added asset and realizes
commercial value [12].
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6 Research findings and discussion

Through the interview, most of interviewees get to know about peripheral when they started
to follow the idol. Also, they maintained the habit of buying peripheral related to idol for
about three years. No matter domestic or overseas, talent agency will build a whole
peripheral purchasing system [13]. Many of interviewees said they hate hunger marketing
made by company.

Through questionnaire statistics and interview data collation, it is concluded that most
of the respondents have the behaviour of continuous purchase of peripherals, showing
obvious emotional dependence and repeated consumption characteristics. And the purchase
time is relatively fixed. When IP launches new products, the repurchase rate is as high as
90%.

According to the questionnaire survey, respondents are divided into two groups, rational
purchasing and irrational purchasing which is called addictive purchasing. As shown in
Figure 1, purchases of physical merchandise account for the largest proportion, reaching to

98.04%.
100.00%
80.00%
60.00%
40.00%
20.00% .
0.00%
&pc) a>°& a>°°¢
< O ©
R ] -
& & ;&\fz}' &
\\*c’\ Q&} J\\Q}\ ’bob
Q & £
5 s°

M Proportion

Fig. 1. Purchase Status of Peripheral

As shown in Figure 2, respondents generally believed that purchasing peripheral can
enhance the identification and belonging in fans community. At the same time owning
limited peripheral is going to attract more attention.

m Strongly Agree ® Agree ®m Neutral = Disagree W Strongly Disagree



SHS Web of Conferences 234, 01014 (2026) https://doi.org/10.1051/shscont/202623401014
ICIEBM 2026

Fig. 2. Agreement Scale of Sense of Fandom Belonging

Meanwhile, as shown in Figure 3 majority are bond to engage special fans community
activities and get community benefits by purchasing peripheral.
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Fig. 3. Purchase Intention Scale

As shown in Figure 4, when new peripheral is launched, 70% of people have the
thinking of regret.

B Extremely Strong ™ Moderately Strong ® Neutral
Slightly Weak m Not Strong At All

Fig. 4. Fear of Missing Out on Idol Merchandise Scale

Limited releases and hunger marketing is the easiest way to cultivate addiction. As
shown in Figure 5, a certain number of people consistently purchasing a number of
peripheral. And people who have an irresistible urge to stockpile are not in the minority.
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Fig. 5. Addiction Factor Scale

Most people believe that peripheral serves as an important carrier and transformation
method for idols' social assets. In the end respondents showed the thoughts of rational
guidance. Although purchasing peripheral plays important role in social assets
transformation, addiction without control will impact normal life.

Peripheral products have become an important carrier of their identity and circle
affiliation. Respondents will generally realize social interaction and self-expression by
displaying and sharing peripherals and gain recognition from fan groups. It is concluded
that there is a significant correlation between consumption behaviour and social feedback.

This study shows that there is a clear addiction mechanism and social asset
transformation path in peripheral brand consumption. The addictive mechanism of
peripheral branding is the result of the joint effect of emotional, psychological and
marketing factors. Emotional sustenance is the core driving force to pull peripheral
consumption. At the same time, psychological dependence effect and scarcity marketing
provide support for addictive behaviour and peripheral branding. Peripheral branding can
realize the transformation of social assets. The core path is to build a bridge of consumer
social interaction through the emotional value and circle attributes carried by the
surrounding area, and realize the accumulation of dual social assets of individuals and
brands. The interaction between addiction mechanism and social asset transformation
together constitutes the core logic of peripheral brand consumption. Respecting the
emotional needs of consumers and paying attention to the peripheral quality and details is
the key to giving full play to the positive role of the addiction mechanism and promoting
the effective transformation of social assets. On the contrary, over-reliance on marketing
gimmicks and ignoring quality will cause consumer antipathy, which is not conducive to
the long-term development of the brand.

Combined with the research findings, further discussion believes that the healthy
development of peripheral branding needs to balance the positive and negative effects of
the addiction mechanism: on the one hand, rational use of emotional attachment, scarcity
and other factors to stimulate consumers' consumption enthusiasm and promote brand
development; on the other hand, it is necessary to avoid excessive marketing, hype and
other behaviours. Guide consumers to consume rationally. At the same time, the effective
transformation of social assets requires brands to pay attention to the operation of the circle,
strengthen emotional connection, and realize the virtuous cycle of social value and
commercial value.
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7 Conclusion

This study conducts a systematic study on the addiction mechanism behind peripheral
branding and the transformation of social assets, and draws the following conclusions: First,
the addictive mechanism of peripheral branding is driven by emotional attachment, scarcity
stimulation and circle atmosphere. Emotional sustenance is the core driving force of
consumers' addictive consumption. Scarcity marketing and circle from Crowd psychology
further strengthens addictive behaviour. Second, peripheral branding can effectively realize
the transformation of social assets. Its core path is to build consumer identity labels through
peripheral products, strengthen social identity, give full play to the value of social currency,
and realize the accumulation and landing of dual social assets of individuals and brands.
Third, at present, there are problems such as emotional and commercial value imbalance,
imperfect social asset transformation mechanism, and irrational consumption induction,
which restrict the development of the industry. Fourth, balancing emotional value and
business value, improving the long-term transformation mechanism of social assets, and
guiding rational consumption is the key to promoting the healthy development of peripheral
branding and realizing the effective transformation of social assets. This research makes up
for the gap in the lack of intrinsic relationship between the two in the existing research, and
provides theoretical reference and practical guidance for the peripheral brand operation.
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