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Abstract. Blind box marketing has attracted much attention because of its 
commercial appeal and its close connection with emotional consumption and 
social media communication. However, the existing research mainly focuses 
on consumer psychology and willingness to buy, while the sustainability of 
this marketing model has not been fully explored. This article takes Pop Mart 
as an example as a case study and analyzes the implementation, function, 
sustainability issues, and improvement strategies of the blind box marketing 
model. The study found that the success of Pop Mart depends on the 
integration of IP operation, product design, channel coordination, and 
consumer participation, which enhances the attractiveness, brand awareness 
and market influence of the product. At the same time, the model also faces 
challenges in terms of sustainability, such as over-reliance on uncertainty-
driven repeated consumption, IP homogeneity, and the pressure of brand 
trust and governance. Based on these findings, this paper proposes healthier 
consumption guidance, stronger IP innovation, and improved governance 
measures to support more sustainable development.  

1 Introduction 
In recent years, blind boxes have become a popular marketing model in the cultural and 
creative industry, especially favoured by young consumers. Unlike ordinary product sales, 
blind box marketing combines uncertainty, surprise and collectability, which can effectively 
stimulate consumers' interest and willingness to buy. At the same time, the rapid development 
of social media and the rise of emotional consumption have made blind box products not 
only simple commodities, but also symbols of identity, lifestyle, and online sharing. Existing 
research shows that blind box marketing has both advantages and disadvantages for 
consumers and brands, and the uncertainty of blind boxes and gamified design can 
significantly affect the willingness to buy and consumption experience [1, 2]. In addition, 
consumers' curiosity and price awareness are also important factors affecting the impulse 
buying of blind boxes [3]. 

From the perspective of academic research, most previous studies mainly focus on 
consumer psychology, willingness to buy, and the marketing effect brought about by 
uncertainty. These studies provide a useful basis for understanding why blind box marketing 
is attractive, but they pay less attention to whether this model can achieve long-term and 
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sustainable development. Therefore, this topic is not only meaningful in theory, because it 
expands the existing research from short-term consumption behaviour to long-term 
marketing strategy; it is also meaningful in practice, because it may provide useful advice for 
brands in the toy industry. 

Based on this background, this paper takes Pop Mart as a case study, focusing on the 
sustainable development strategy of the blind box marketing model. Specifically, the main 
characteristics of Pop Mart's marketing model will be analysed, the problems it faces in the 
process of sustainable development will be discussed, and possible long-term improvement 
strategies will be discussed. Through this study, this article aims to better understand how a 
successful marketing model can achieve more sustainable development in the commercial 
and media fields while maintaining business value. 

2 Implementation and functions of the blind box marketing model: 
a case study of Pop Mart 

2.1 IP operation and product design 

A core feature of Pop Mart's blind box marketing model is the integration of IP operation 
with product design. Unlike selling toys as ordinary goods, Pop Mart transforms character IP 
into serialized and collectable products with emotional and symbolic value. This strategy is 
effective commercially, because blind box consumption is not mainly based on functional 
practical value, but on uncertainty, perceived value, and brand attachment. Mvondo et al. 
believed that blind box marketing can produce pleasure and brand participation, while Zhang 
and Zhang showed that product uncertainty affects the willingness to buy through perceived 
value [1, 4]. Miao et al. further pointed out that the blind box design has a gamified effect, 
making the purchase process more like a reward-based experience than a simple transaction 
[2]. Liu et al. also pointed out that blind box consumption is affected by emotional value, 
brand familiarity, and speculative potential [5]. In the case of Pop Mart, these mechanisms 
are strengthened by strong intellectual property recognition, because the company's core 
intellectual property not only exists as products, but also as cultural symbols with the 
attraction of repeated purchases [1, 2, 4, 5]. 

Thus, the implementation of Pop Mart's product strategy is to combine IP value with blind 
box design. Its main role is to enhance product attractiveness, enhance brand awareness, and 
encourage consumers to participate in purchasing and collecting. 

2.2 Online-offline channel coordination 

The second implementation mechanism is the coordinated operation of online and offline 
channels by Pop Mart. The company conducts business through retail stores, robot stores, 
official websites, and third-party e-commerce platforms, enabling consumers to access the 
brand in physical and digital spaces. This makes the blind box model no longer just a product 
strategy, but a system that integrates distribution and communication. The company's 
disclosure shows that its overseas online revenue has grown significantly, and platforms such 
as official websites, Lazada, Shopee, and TikTok are regarded as important channels, which 
shows that Pop Mart's expansion mainly depends on multi-channel visibility and accessibility 
[6, 7]. 

This coordination increases the opportunities for conversion but also exacerbates the need 
for continuous exposure and rapid dissemination. From a business perspective, channel 
integration improves market coverage; from a media perspective, it enables product release 
and brand information to spread quickly. As a result, Pop Mart's channel coordination 
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function can not only improve product accessibility and sales efficiency, but also closely link 
product circulation, consumer contact, and brand communication in a unified marketing 
process. 

2.3 Consumer engagement and communication effects 

The third important function of the Pop Mart model is that it can transform consumers into 
participants who actively participate in communication. Blind boxes encourage opening, 
collecting, exchanging, and sharing, which makes consumers become both buyers and 
promoters. Gong et al. found that curiosity is a key driving factor for blind box impulse 
buying, while Wei and Yu emphasized the importance of group interaction and psychological 
motivation [3, 8]. In addition, research on Pop Mart suggests that brand personality and 
brand-related awareness are closely related to consumers' willingness to buy, which helps 
explain why brand participation can have a strong commercial influence [9]. 

This participation effect is very valuable because it shortens the distance between 
consumption and communication. However, this effect should also be critically examined. If 
the model relies too much on excitement, peer interaction, and repeated sharing, short-term 
exposure may be mistaken for long-term loyalty. Therefore, the reason why Pop Mart's blind 
box marketing model is effective is that it integrates IP operation, channel coordination and 
consumer participation into an organic whole. These advantages also explain why the model 
may face sustainability challenges in terms of repeat consumption, novelty and brand trust in 
the future. 

3 Sustainable development problems of Pop Mart's blind box 
marketing model 

3.1 Overdependence on uncertainty and repeated consumption 

As discussed in Section 2, Pop Mart's marketing model is very effective because it can turn 
consumers' curiosity, excitement, and participation into repeat purchases. However, this 
advantage also brings its first sustainability problem: over-reliance on uncertainty-driven 
consumption. Blind box purchases are not mainly driven by practical need, but by 
expectations, surprises and the desire to obtain specific or rare items. Mvondo et al. believed 
that blind box marketing has both advantages and risks, and Gong et al. maintained that 
curiosity will significantly increase impulse buying. Wei and Yu further demonstrated that 
blind box consumption is affected by group interaction and psychological motivation [1, 3, 
8]. Overall, these studies show that repeated consumption is often maintained by emotional 
stimulation rather than stable product value. 

For Pop Mart, this means that consumer participation may be commercially productive 
but structurally fragile. A model that relies too much on emotional stimulation may produce 
short-term sales performance, but this model may also become vulnerable when excitement 
weakens or consumers become more cautious about repeated consumption. Therefore, the 
problem is not the uncertainty of the blind box itself, but that this uncertainty has become a 
crucial factor in the growth logic of the model. 

3.2 IP homogenization and declining consumer novelty 

The second problem comes directly from Pop Mart's strong dependence on intellectual 
property operations and serial design. As shown in the second part, intellectual property 
rights are the core of Pop Mart's differentiation, but this also means that the company must 
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continue to launch novel products to maintain consumers' interest. Once the product style, 
visual language, or series logic becomes repetitive, the attractiveness of attracting consumers 
with this IP strategy may begin to weaken. 

This concern is supported by existing research. Miao et al. found that the gamification 
effect of blind box design will increase the willingness to buy, but this interest depends on 
continuous stimulation [2]. Zhang and Zhang asserted that perceived value plays an 
intermediary role between uncertainty and willingness to buy, which means that value 
perception may also decline when novelty weakens [4]. Liu et al. also pointed out that blind 
box consumption is closely related to emotional value and speculative expectations [5]. From 
a critical point of view, there is a contradiction in the success of Pop Mart: the more it relies 
on the repetition of IP to maintain demand, the more likely it is to face problems such as 
homogenization, loss of novelty and gradually decreasing enthusiasm over time. 

3.3 Pressure from brand trust and long-term governance 

The third problem stems from the highly integrated channel and communication system of 
Pop Mart. Multi-channel visibility expands market coverage, but also increases the pressure 
of continuous exposure, rapid circulation and continuous consumer attention. In this case, 
brand trust has become a sustainability issue, not a secondary consideration. If consumers 
begin to feel that excessive publicity, excessive commercialization of products, or repeated 
product focus more on short-term transformation than lasting value, the credibility of the 
brand may be damaged. 

Compared with other blind box applications, this issue becomes clearer. Yang et al. and 
Sun et al. indicated that the blind box mechanism can also be applied to the field of 
sustainable development, such as the consumption of surplus food [10, 11]. In this case, 
uncertainty is associated with social value, not pure purchase stimulation. In contrast, the 
model of Pop Mart still focuses on emotional excitement and business repetition. Rao Yahui 
and Idris pointed out that brand-related cognition will affect the willingness to buy, which 
means that long-term development depends not only on attention, but also on trust and brand 
meaning [9]. Therefore, Pop Mart faces a broader governance challenge: how to maintain 
business attractiveness without damaging brand credibility and sustainable development due 
to communication intensity and repeated consumption. 

4 Suggestions for sustainable development 

4.1 Healthier consumption guidance and reduced dependence on uncertainty 

To achieve long-term sustainable development, Pop Mart should first reduce its over-reliance 
on uncertainty-driven repetitive consumption. As discussed in Section 3, the reason why 
blind box marketing is effective is partly that it can stimulate curiosity, impulse buying, and 
repeat purchase [1, 3]. However, if uncertainty is still the main source of consumer 
motivation, this model may have commercial benefits in the short term, but it will be unstable 
in the long run. Therefore, Pop Mart should gradually shift its focus from pure surprise-based 
stimulation to a healthier consumption logic based on product value, design quality, and 
emotional resonance. 

Instead of relying mainly on uncertainty to stimulate consumption, Pop Mart should guide 
consumers to adopt a healthier and more balanced model of participation. Wei and Yu 
emphasized that blind box consumption is deeply affected by group interaction and 
psychological motivation, which shows that brands should not only strengthen the desire to 
buy peer driven [8]. Based on this, Pop Mart can provide clearer pre-release information, 
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including product themes, character stories and series designs, so that consumers will not 
only be attracted by surprises, but also by the intrinsic value of the product. Yang et al. and 
Sun et al. manifested that the blind box mechanism can also be combined with more 
sustainable forms of consumption [10, 11]. This means that the company can reduce the 
excessive emphasis on rare items in the promotional content, avoid excessive use of scarce-
based marketing language, and better control the release pace of limited editions. In addition, 
Pop Mart can strengthen the membership system, exhibitions, and fan community activities, 
so that consumer participation is more based on cultural interests and brand attachment, rather 
than simply relying on repeated consumption. Sun et al. further pointed out that the blind box 
mechanism can be redesigned to promote more responsible participation, which supports Pop 
Mart's marketing strategy adjustment [12]. 

4.2 Stronger IP innovation and differentiated product development 

Secondly, Pop Mart should strengthen intellectual property innovation and differentiated 
product development to cope with the risk of product homogenization. Since its current 
success largely depends on intellectual property operations, it is not enough to repeat the 
successful IP formulas to achieve sustainable growth. Miao et al. found that the attractiveness 
of blind box products partly depends on their gamified design effect, while Zhang and Zhang 
showed that perceived value is crucial to the willingness to buy [2, 4]. This means that once 
consumers no longer feel novelty or unique value, the existing model may quickly lose its 
effectiveness. 

Therefore, Pop Mart should increase its investment in original design capabilities, richer 
character stories and diversified product categories. Liu et al. pointed out that blind box 
consumption is closely related to emotional value and speculative expectations, but relying 
on these factors alone may weaken the long-term depth of the brand [5]. A more sustainable 
strategy should be to make IP attractive not only because it is collectable, but also because 
they have a stronger sense of cultural identity, narrative significance and aesthetic diversity. 
In other words, the future competitiveness should come from deeper intellectual property 
development, rather than just repeating the same consumption-stimulating content. 

4.3 Governance optimization and long-term brand trust 

Finally, Pop Mart should improve the governance structure and enhance the long-term trust 
of the brand. As shown in Section 3, the integration of channels and communication not only 
improves brand awareness but also increases governance pressure. In a highly media-oriented 
consumption environment, the sustainable development of the brand depends not only on 
sales performance, but also on whether the brand can maintain credibility, responsibility, and 
stable consumer relations. Rao Yahui and Idris proposed that brand-related cognition affects 
consumers' willingness to buy, which means that long-term trust is a strategic asset, not a 
secondary issue [9]. 

From a practical point of view, Pop Mart should improve its governance structure by 
formulating clearer product promotion and consumer communication standards (especially 
on digital platforms). Rao Yahui and Idris proposed that brand-related cognition will affect 
consumers' willingness to buy, which means that long-term trust should be regarded as a core 
strategic issue, not a secondary concern [9]. Based on this, Pop Mart should avoid 
overemphasizing scarcity and repeated purchase expectations in social media marketing, and 
should provide more transparent information about product value, design logic, and 
collection rules. Yang et al. and Sun et al. showed that the blind box mechanism can be 
associated with broader social values, which shows that communication should not be limited 
to business stimulus [10, 11]. In addition, Pop Mart can strengthen consumer feedback 
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mechanisms, such as after-sales communication channels, online community management 
and complaint response systems, to respond to consumer concerns more effectively and 
improve long-term trust. Macca et al. further emphasized the importance of responsible social 
media communication to consumer participation and brand reputation [13]. Therefore, Pop 
Mart should adopt a more stable release strategy and pay more attention to long-term brand 
credibility than short-term sales conversion. 

5 Conclusion 
This article discusses the sustainable development of the blind box marketing model through 
a case study of Pop Mart. First, the article analyses how Pop Mart implements this model by 
integrating IP operation, product design, online and offline channel coordination and 
consumer participation. Subsequently, the article discusses the main sustainability issues 
behind the model, including over-reliance on uncertainty-based repeat consumption, the risk 
of IP homogenization, and the growing pressure on brand trust and long-term governance. 

The study shows that Pop Mart's blind box marketing model has a significant effect on 
attracting consumers and expanding brand influence because it integrates emotional value, 
communication effect and business transformation into a unified system. However, the paper 
also found that these mechanisms that support its rapid development may weaken its long-
term sustainability if the company relies excessively on short-term stimulus, repeated 
purchases and high-intensity communication. Therefore, sustainable development requires 
Pop Mart not only to maintain its market attractiveness, but also to improve consumption 
guidance, strengthen IP innovation, and optimize governance and responsible 
communication. In this sense, the future competitiveness of the blind box marketing model 
depends on whether it can shift from short-term stimulus to more stable, differentiated and 
trust-based development. 

Future research can further explore the blind box marketing model through comparative 
research of different brands or industries. In addition, it is also possible to study consumer 
consumption behaviour and sustainable marketing strategies in a broader digital and cross-
cultural context.  
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