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Abstract: With the rapid development of the experience economy, the 
trendy toy market has witnessed substantial growth. However, existing 
research often lacks a comprehensive deconstruction of the experiential 
service system of this new business format. To this end, this paper takes Pop 
Mart, a leading brand in trendy toys, as the research object and conducts a 
systematic analysis of its marketing strategy based on an extended 7Ps 
Marketing Mix. The study finds that Pop Mart has constructed a relatively 
complete experiential consumption model: strengthening emotional value 
through the combination of the core IP matrix and blind box mechanism; 
achieving efficient reach through the gamification of the omnichannel 
network and user community co-creation; and maximizing perceived value 
through refined consumer emotional decision-making processes and offline 
space atmosphere design. The research indicates that Pop Mart has 
successfully transformed consumers' psychological expectations into 
commercial advantages, but its heavily relied-upon "blind box mechanism" 
faces growing challenges from market homogenization and tightening 
policy regulation. Therefore, this paper suggests that enterprises should 
gradually shift towards a content-ecology-driven transformation, enhance 
immersive offline experiences, and promote product line diversification to 
reduce risks and achieve sustainable development.  

1 Introduction 
Historically, the toy market is always treated as an ordinary consumer goods industry where 
children are the target consumers, and fun is the main positioning. But as for experiential 
economies and intergenerational changes in consumer behaviour, it’s been an explosive 
growth period in the fashion and toy markets. This has led to a reevaluation of who the 
consumers are as well as the toys themselves. The blind box sales model will bring some 
confusion and surprise to customers when they buy products that contain different product 
designs, which greatly enhances the purchasing experience and emotion. Especially for 
"Generation Z" consumers, the marketing strategy of the trendy toy blind box is precisely 
aimed at their deep needs for personal expression, emotional companionship, and comfort 
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[1]. The blind box mechanism has introduced a high degree of uncertainty, creating an intense 
consumption wave in the reality and digital world of young people. This has created trendy 
toys as a significant source of emotional comfort in consumers' daily lives. 

In the global toy market, Pop Mart is the pioneer of this business transformation. The 
company uses IP co-creation, a blind box system, and a multi-channel distribution strategy 
to successfully transform designer toys, which were originally limited to the niche art circle 
in communities, into widely popular consumer products. This not only establishes the 
company's leading position in the domestic market but also accumulates a huge user base on 
global digital communication channels, which shows that it has great brand power across 
different cultures [2]. 

Based on this background, this article should take the extended 7Ps model (product, price, 
place, promotion, personnel, process, and physical) to analyse Pop Mart's experiential 
marketing strategy. The purpose of this article is to find out how a brand can turn intangible 
expectations and feelings into real, lasting competitive advantages. This article’s content is 
divided into four aspects. In the second section, the 7Ps marketing mix framework, the third 
part specifically analyses Pop Mart's marketing strategy; in the fourth section, it mainly 
describes the potential danger that comes from Pop Mart’s excessive “box stimulation" and 
the serious problem caused by the possible shortening of the top IP life cycle. Fight strategic 
bottlenecks, put forward transformation suggestions, and provide theoretical support and 
practical inspiration for the long-term development of trendy toy brands in the era of the 
experience economy; finally, summarize the research conclusions. 

2 Theoretical framework: extended 7Ps Marketing Mix Model  
The traditional marketing mix theory was proposed by McCarthy and includes 4Ps: Product, 
Price, Place, and Promotion [3]. The 4Ps framework has long ruled over marketing theory; it 
has often been limited to an old-fashioned viewpoint about a commodity’s marketing and 
mostly investigates single aspects, such as pricing mechanisms. However, with the 
development of the service-oriented economy, scholars have gradually recognized that these 
four elements can’t explain how complicated services are to experience and consume. The 
traditional 4Ps model, referring to product, price, place, and promotion, cannot have a 
systematic explanation of how the business model creates a loop between micro-experience 
design and market expansion. As for blind boxes, they are quite different from other kinds of 
businesses since they heavily depend on “the pleasure brought by the act of unboxing," “the 
appeal of physical retail stores,” and "the value of community collaboration." The traditional 
marketing mix of 4Ps is not enough to explain how Pop Mart turns intangible emotions into 
tangible commercial profits. To address this, Booms & Bitner [4] put forward three fresh 
dimensions, namely People, Process, and Physical Evidence, relying on the classical 4P’s, 
creating an expanded 7P’s marketing mix. The 7Ps model examines how businesses influence 
consumer behaviour through the synergistic effects of different marketing elements. In the 
fashion toy industry, it is applicable. For example, at the level of products, companies attract 
customers by creating their own IP pictures; at the price level, blind-box pricing enables 
people to think that the product is more fun and desirable. In terms of channel, building an 
omnichannel sales system through the combination of online and offline stores is key. In 
terms of promotion, social media marketing and unboxing videos promote the brand. The 
contrary is that these three additions have very open boundaries regarding marketing. “People” 
--not only includes front-end service delivery people like employees but also customers 
themselves taking part in creating value and then independent upstream designers; “Process”-
- the whole journey a customer goes over from beginning to understanding what the brand is 
all about until order completion; “Physical evidence” --referring to any element involving 
spaces where delivery of services happens, so it could be shop decoration or product 
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packaging. The 7P could then examine how Pop Mart gets people more engaged with their 
brand through all the means available to them. 

3 Based on the 7Ps marketing mix analysis 

3.1 Product strategy 

The product not only includes the functional attributes but also includes other elements such 
as brand image, design, added values, experiences, etc. For experiential consumer products, 
product values do not only come from the usage function itself; they also come with emotions 
and cultures. 

Pop Mart’s main product competitiveness is based on the solid foundation of its 
proprietary and exclusive licensing IP matrix. But it’s this blind box mechanism—the vehicle 
carrying all the products—that best ignites consumers’ purchase motivation. From the 
perspective of organizational behaviour and psychology, it is the social belonging need, such 
as integrating oneself into a trendy toy community by collecting and exchanging blind boxes, 
and includes getting recognition from like-minded people with the prizes obtained from 
winning hidden items, which falls under the category of respect in Maslow’s hierarchy [5]. 
Some highly dedicated customers treat getting all of the series as sort of a peak development 
experience. The brand also set up hidden items, which have extremely low probabilities in 
the series. At this high level of randomness, consumers get excited and surprised about it: a 
typical variable-ratio reinforcement, thereby significantly enhancing consumers’ willingness 
to repurchase and the emotional value of the product. 

Take the LABUBU series as an example; the brand gives this IP personality 
characteristics: unlike other toys that pursue perfect cuteness, LABUBU is unique. It has 
characteristic jagged teeth and is a bit naughty and even rebellious, with an ugly but cute 
appearance. The uncertain nature of the blind box can be transformed into a phenomenal 
product with a high repurchase rate. And usually, people would like to buy a whole box 
(which is called an “end box” in the industry) to make sure they can get a full set of styles. 
This consumer behavior effectively increases the amount consumed per purchase, 
significantly increasing the brand's overall average transaction value. Therefore, from the 
product level, Pop Mart successfully combines IP design, collectible culture, and emotional 
experience, making the product not only have physical value but also emotional and social 
value. 

3.2 Price strategy 

“Price” is one of the major elements of the marketing mix as it has an effect both on how 
profitable a business is and how consumers view a product’s worth. For experiences and 
consumer products alike, pricing strategies often require a balance between affordability and 
perceived value. 

Pop Mart’s blind box mechanism is closely related to the main pricing logic. Consumers 
need only pay a fixed unit price of above 59RMB or 79RMB to receive a randomly appearing 
character, with a chance to get a rare hidden edition. The pricing strategies give these products 
some collection value without being too expensive, making sure that the prices are set at an 
accessible price point for people to buy quickly and easily—this is especially important when 
targeting those who make quick purchases based on impulse. Consumers can make multiple 
purchases, which will increase the probability of their repeat consumption. According to 
Research, as for ‘Generation Z,’ there are two basic requirements met by marketing 
approaches of trendy toy blind boxes, which are personal presentation and psychological ease 
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[1]. Therefore, the price range of RMB 59 - 79 greatly cuts off “money friction," converting 
such a purchase into an emotion. Consumers are essentially buying both for the instant 
gratification of unboxing and for relieving stress. 

At the same time, due to the difficulty of obtaining hidden items, there is an extremely 
high price on the second-hand market. This price surge also psychologically creates a 
potential “investment return” illusion for consumers’ initial purchases. The anchoring effect 
raises the rationality of a firm price in the primary market, mainly effectively reducing 
consumers’ price sensitivity [6]. And Pop Mart set different prices for normal series, 
cooperation series, and limited series to form a complete price gradation from mass 
consumption to collection consumption at the same time. Also, reaching out to users sensitive 
to prices and very interested in collecting successfully achieves the purpose of achieving 
different levels of consumption through segmented marketing. Pop Mart’s price strategy does 
not only lie in the price of the product itself but also brings additional value through the 
combination of the blind box mechanism and collection culture. 

3.3 Place strategy 

“Place” dimension is the channel and network through which enterprises deliver products or 
services to consumers, containing the whole makeup of the distribution structure and retail 
places, as well as consumer touchpoints. With the development of digital technology， an 
increasing number of enterprises have adopted a kind of sales mode that combines online and 
offline channels to maximize consumers’ touchpoints. 

Pop Mart has successfully built an extremely comprehensive omnichannel sales system; 
it completely breaks through the physical store limit of traditional toys. Verhoef, Kannan, & 
Inman state that at the core of omnichannel is the removal of barriers to separate channels so 
that customers get a consistent shopping and interacting experience [7]. Offline physical 
stores, like Pop Mart, have not only set up a flagship store with an eye-catching appearance 
in the main urban business areas but also widely deployed vending machines. These 
automated retail kiosks are just a few meters wide but achieve high market penetration in 
high-traffic locations such as subway stations and shopping malls at significantly lower rental 
and labor costs. This dense, high-channel touchpoint increases market opportunities to allow 
consumers to complete transactions immediately at any moment when they have a purchasing 
impulse. As for the online digital channels, the brand released a new digital channel, 
“WeChat mini-program: box-drawing machine.” This type of sales gamification removed 
time and spatial constraints, so now consumers are able to try all the procedures involved in 
virtual box drawings using different visuals and interactive ways via phone whenever they 
want. Through an unfiled Digital Membership System (CRM): Consumers get online points 
with a QR code when they buy items in an offline store and redeem the points by drawing 
boxes online; consumers can collect their purchase from a nearby physical store directly or 
exchange it for a second-hand blind package via social networks. Online and offline data and 
stock are deeply connected. It helps the customer choose. More importantly, with the spread 
of the brand, it is also paying attention to expanding channels abroad. The brand has been 
opening physical stores in foreign countries. According to relevant data in recent years, it has 
been shown that since the explosion of Pop Mart’s overseas market, its cross-border business 
income has been increasing, and it has become an important engine for performance growth 
[8]. Through the continuous promotion of localized channel layout, Pop Mart is not only 
promoting Chinese trendy toy culture to the international market but also gradually 
transforming into a trendy cultural brand with global influence. 
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3.4 Promotion strategy 

“Promotion” is a crucial means of communication between businesses and consumers, 
aiming to enhance brand awareness and influence consumers’ purchasing decisions. In the 
digital era, methods of promotion have changed from traditional advertising to more 
interactive and social communication modes. 

Pop Mart’s promotion mainly depends on digital marketing and community spread on 
social media. Consumers usually post about their unboxing experience after they have bought 
a blind box and convert what was once a solitary act into a social performance via something 
like viral marketing [9]. An authentic but uncertain experience of the content can stimulate 
the interest and expectation of possible customers, driving their attention and purchase desire. 
Compared to traditional advertisement, this promotional approach centered on user-
generated content (UGC) not only reduces marketing costs but also enhances interaction 
among consumers and brand loyalty [10]. Besides relying on the spontaneous share of 
consumers, the brand will strategically use the current trendy toy bloggers on the major media 
platforms to write professional unboxing reviews. These high-quality reviews have an 
excellent seed-planting effect for the brand. Moreover, the popular IP like LABUBU would 
spread even more about the brand. Social media is constantly exposed due to mechanisms 
like topic aggregation and cross-platform diffusion, making the brand a well-known brand 
with a lot of public topics. And at the same time, it is creating a lot of buzz and scarcity with 
these collaborations’ limited releases and memberships as well, which is stimulating 
consumer participation, significantly increasing consumers’ perceived value and sense of 
urgency to buy. Zeithaml pointed out that customers care about whether to purchase trendy 
toy mystery boxes [11]. In this case, consumers’ purchasing decisions are often no longer 
driven by rational evaluation but more by emotions. Therefore, this comprehensive feeling is 
more important than the practical toy, evolving into a comprehensive complex that includes 
emotional value, social value, and investment expectations, which in turn translates into high-
frequency impulse consumption and brand loyalty. Therefore, Pop Mart's promotional 
strategy embodies a marketing model centered on social interaction and emotional value, 
enabling consumers to simultaneously play the dual roles of “content producers” and “brand 
promoters” in the dissemination process. 

3.5 People strategy 

“People” refers to all individuals who interact with consumers during the service process, 
including employees, designers, and members of the brand community. In experiential 
consumption, the human factor has a significant impact on consumer perception. 

On the supply side, Pop Mart collaborates with numerous top famous independent 
designers and artists for the co-creation of IP character products to give them a special art 
feeling and personal brand. According to Thomson's “human brands” theory, these self-styled 
people with unique personalities are no longer just providing products but also becoming a 
powerful brand [12]. In terms of the demand side, customers are also involved in the 
production process of brand values. Fan communities have formed a group of consumers who 
are proud and know their brands after participating in activities like sharing the opening box 
experience, exchanging products, and talking about the IP character. Content creators on 
social media also have a role to play in brand communication processes as well. Through 
unboxing videos and product reviews, they could also greatly affect the prospect’s perception 
of and decision to buy. An offline store employee's professional introduction about the 
product line, as well as appropriate interactive service, is also a kind of service encounter. It 
can greatly improve consumers' experience with services and brand impressions, thereby 
increasing their sense of involvement. So Pop Mart integrates the roles of designers, 
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employees, and consumers to collectively construct a brand ecosystem centered on multi-
stakeholder co-creation and interaction. 

3.6 Process strategy 

“Process” refers to the series of steps that consumers undergo during the purchase and use of 
a product. In experiential consumption, process design directly affects the overall experience 
of consumers. 

The definition of consumer experience by Lemon and Verhoef is that it consists of the 
total of all “touch points” before, during, and after the purchase [13]. By optimizing key 
touchpoints across the customer decision journey, the brand successfully transformed 
isolated, one-off purchases into a sustained loyalty loop. In particular, it’s split up into five 
stages: In the cognitive and consideration stage before the purchase, consumers usually first 
encounter the brand through word-of-mouth on social media or new product previews, and 
gradually form product cognition. After being stimulated by information, they will gradually 
have some understanding of products and then generate a preliminary purchase desire. To 
optimize the process, Pop Mar’s digital channels can help customers check the availability 
of the blind box inventory at nearby stores and vending machines right now. Then it searches 
for it and quickly transitions to the “consideration” stage and then moves on to the “Purchase 
& Experience” stage. Pop Mart carefully dissects each physical and mental touch point that 
happens currently. In front of the Pop Mart physical stores or vending machines, consumers 
would go through an experience of shaking the blind box (sound heard)—estimating the 
weight (touch), paying, and nervously opening the package. Such a ritual purchasing process 
can constantly reinforce the consumers’ tension and excitement, turning this kind of purchase 
behavior into a consumable game with high emotion. The blind box mechanism brings 
uncertainty into the “purchase moment,” and the excitement when opening the box becomes 
the peak for the “experiencing moment”; it further strengthens all the emotions. This is a 
clever design of an emotional rollercoaster. It brings all consumers to the very last crucial 
part of the trip—the social share stage. Consumers voluntarily opened the happiest box on 
mainstream social media, extending the single consumption experience in time and space 
dimensions. These user-generated content (UGC), as a highly authentic source of information, 
continuously reaches potential consumer groups through electronic word-of-mouth (eWOM) 
mechanisms, forming a new round of cognitive activation and purchase drive. 

3.7 Physical strategy 

“Physical evidence” refers to all physical environments and visual elements that consumers 
can perceive during the consumption process, which can affect their overall impression of 
the brand. As for Pop Mart, it is not just to complete the basic task of displaying products 
with its store visual marketing, but also a strategy employed in order to differentiate brand 
identification and clearly distinguish itself from conventional toys. 

Firstly, as far as spatial aesthetics is concerned, based on the marketing concept of 
environmental atmosphere by Kotler, Pop Mart’s offline stores are mostly placed at large 
shopping malls [14]. The interior is centered on a unique IP picture, and it makes the 
consumption environment by using colors and lighting. Also, different high-end IPs such as 
Molly, SKULLPANDA, etc., all have their own special exhibition area. Inside those special 
places, the whole style of all blind box series is generally put out on the shelf and in front of 
the window as a set, making it easy for consumers to see the overall appearance. 
Simultaneously, the brand prominently displays IP-themed merchandise and product 
derivatives, effectively encouraging cross-category purchases. Increase the exposure of their 
product. His comprehensive display not only enhances product visibility but also 
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psychologically reinforces consumers’ collectible awareness. When customers see the whole 
bunch of characters presented in an organized way, they are more likely to complete this set 
strongly, thereby greatly stimulating impulse purchasing behavior and encouraging repeat 
visits. 

Furthermore, Pop Mart can strengthen its brand through the creation of in-store 
immersive experiences. For example, the first themed park, “Pop Land,” was set up in Beijing, 
which has scene design, IP characters, and immersive interaction. Many displays that are 
physically displayed transform scattered IP pictures into a whole brand world. Consumers 
will have even more feelings for this brand in reality and improve their brand's culture and 
recognition. 

4 Strategy 

4.1 Value extension of IP products 

Although Pop Mart’s marketing strategies based on the 7Ps have achieved commercial 
success, it is heavily dependent on the “Blind Box Mechanism Model” and has now 
encountered great risks. The low entry threshold of blind boxes has caused the phenomenon 
of imitation by competitors and homogenized the market. As for the product side, it is 
important to work on extending the life of IP so that they don't become dependent solely on 
“blind box design and probability stimulation” but rather integrate a strong narrative core 
into the core IP. Enterprises can make animated films, series, or serialized comics and even 
do some cultural crossover work for their own IP so that it has enough background knowledge 
and values to turn into a long-lived cultural symbol. To solve the problem of the high price 
of premiums on the secondary market, it is suggested that a certified second-hand trading 
official website/exchange be established. This would help with product authenticity, regulate 
the market, and recapture diverted consumer traffic, funneling real transaction data back into 
the brand's proprietary ecosystem. 

4.2 Overseas expansion and cultural adaptation strategy 

The storytelling core preferred by Asian markets differs from that of European and American 
markets, which may lead to a severe cultural discount for Pop Mart. Therefore, brands cannot 
just copy the popular domestic IP when going overseas. And it is recommended that Pop 
Mart should actively cooperate with local independent designers around the world to create 
together. The brand incorporates the symbols and elements that are familiar to people in local 
cultures; it will be easier to release country/city limited edition products with strong local 
features, thus breaking down cultural barriers and increasing overseas customers' 
understanding. 

5 Conclusion 
This article systematically deconstructs the business success logic of Pop Mart through an 
extended 7Ps marketing mix model. The research indicates that the brand's success does not 
solely rely on traditional physical toy manufacturing and sales, but rather on successfully 
constructing a highly closed-loop experiential marketing system. Firstly, the brand creates an 
IP matrix (Product) with emotional resonance and sets an emotional premium range (Price) 
through the anchoring effect, successfully endowing products with higher emotional added 
value. Secondly, it builds an omnichannel retail network (Place) and cleverly utilizes the 
“producer-consumer” community for digital communication and value co-creation 
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(Promotion & People), achieving efficient user interaction and brand proliferation. Finally, 
through carefully designed consumer decision-making journeys (Process) and ultimate 
spatial atmosphere display (Physical Evidence), it creates an immersive and comprehensive 
shopping experience for consumers. Pop Mart has completely sublimated the basic physical 
action of “unboxing” into a comprehensive service experience that continuously provides 
emotional value and social currency. In the future, if Pop Mart can successfully overcome 
the bottleneck of mechanism dependence and implement the transformation of the 
experiential ecosystem, it is expected to further consolidate its relatively stable leading 
position in the global trendy culture market. 
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