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Abstract. In recent years, the blind box as a trendy toy, leads the development of trendy play. 

Blind boxes have cut into the market of young consumers precisely, and many "blind box +" 

business models such as archaeological blind boxes, stationery blind boxes, beauty blind 

boxes, snack blind boxes, etc. have emerged rapidly. The purpose of this study is to 

investigate the dominant factors that influence consumers to purchase blind boxes. The 

research method used in this study was both hypothetical and comparative, with preliminary 

data obtained from a questionnaire. 30 valid questionnaires were collected. The main 

population was 15-25 years old (24 people, accounting for 80%). The proportion of monthly 

consumption between 101 and 300 yuan per month is 33.3%. Men were more likely to 

purchase hand-held blind box products (8, accounting for 57.2%), and women were more 

likely to purchase album cards (7, 43.8%). The findings revealed that for single/few-time 

purchasers of blind boxes, the dominant factor that influenced them to start buying blind 

boxes was the type of items inside the box. For multiple purchasers of blind boxes, the 

dominant factor that influenced them to start repeated purchases of blind boxes was gambling 

mentality. 
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1. Introduction 

Blind boxes refer to toy boxes where consumers cannot know the specific product style in advance. 

The original name of this trendy toy was mini figures, which became popular in Europe and the 

United States and later became known as a blind box. It contains different styles of dolls in the same 

packaging box. Because the box is opaque, only when opened can you know what is inside. What the 

buyer draws depends on luck and has a random attribute, so it is called a blind box. The blind box 

originated from the lucky bag game launched by Japanese department stores. Merchants put multiple 

products into cloth or paper bags for low-cost matching sales, initially to clear inventory. In 2019, the 

popularity of blind boxes became a common economic phenomenon, leading to the emergence of the 

term "blind box economy" [1]. 

The market of blind box is increasingly large, leading the development of tide play. The blind box 

is usually filled with anime, film and television works around, or the designer separately designed 
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dolls. The reason it is called a blind box is because the box is not marked, and only when it is opened 

will you know what you have drawn. Psychological research shows that uncertain stimuli will 

strengthen the repetition of decisions, so a blind box has become an addictive existence [2]. 

Those young people who are influenced by film and animation culture have relatively stronger 

purchasing power, but the dominant factors influencing consumers to purchase blind boxes are not 

yet clear, and this study investigates and researches this topic. 

2. The Dominant Factors Influencing Consumers to Buy Blind Boxes 

The dominant factors influencing consumers to buy blind boxes are divided into two major factors: 

the product itself and consumer emotion. 

The product itself is divided into: the type of items inside the blind box(including the appearance 

of item, non-essential items especially PoP-Mart action figures), type, popularity and price. 

Consumer emotions are divided into: seek novelty (curiosity about the unknown products inside 

the blind box), gambler's mentality (from gambling alone, it is to lose and want to win back the lost, 

win and want to continue to win, so that their own possessive desire to be further satisfied.), Krypton 

gold psychology (an operational conditioning reflex. If consumers spend more money, they will get 

more of what they want. Some consumers even buy the full series.), pleasure (the pleasure and 

excitement of the process by opening a blind box, which is time-sensitive. The pleasure of getting the 

blind box you like.). 

2.1. Assumptions 

For single/few-time blind box purchasers, the dominant factor influencing their initiation of blind box 

purchases was the type of items inside the blind box. 

For consumers who buy blind boxes multiple times, the dominant factor that influences them to 

continue buying multiple times is gambler's mentality. 

The consumer's gambling mentality is heavy, and the possibility of choosing to buy hidden editions 

of figures blind boxes is high. 

2.2. Method 

The hypothesis comparison method was used to design the questionnaire for the above three 

hypotheses. Since the above three hypotheses are mainly related to the figure type blind box, the 

survey questionnaire is also designed for the creature figures blind box with hidden editions. The 

survey subjects were classmates, parents, friends and relatives, aged 12-55 years old. The 

experimental data was obtained by distributing and collecting questionnaires. 50 questionnaires were 

distributed at 18:00 on February 22, 2023, all electronically. 50 questionnaires were collected by 

18:00 on February 24, 2023, and all options were scored as valid questionnaires. The questionnaire 

data were entered into an Excel sheet, and the mean was calculated and compared for analysis. 

See Appendix for the survey questionnaire. 

2.3. Results 

In this study, 50 questionnaires were sent and a total of 30 valid questionnaires were collected. The 

age of the questionnaire collected ranged from 14 to 51 years old, with 2 people aged 14-15 years 

old, 19 people aged 15-18 years old, 5 people aged 18-25 years old, 3 people aged 26-35 years old, 0 

people aged 36-45 years old, and 1 person aged 46 and above. The main population was 15-25 years 

old (24 people, accounting for 80%). Among them, there are 14 males, accounting for 46.7%, and 16 

females, accounting for 53.3%. In the educational background composition of the questionnaire, 21 
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people with high school or below degrees, accounting for 70%, 6 people with college or 

undergraduate degrees, accounting for 20%, and 3 graduate students, accounting for 10%. The 

occupational composition shows that there are 26 students, accounting for 86.7%, 1 enterprise 

personnel, accounting for 3.3%, and 3 public institution personnel, accounting for 10%. The monthly 

consumption of blind boxes in the questionnaire is shown in Figure 1. The highest proportion (40%) 

is between 50 and 100 yuan per month, and the  proportion of monthly consumption between 101 

and 300 yuan per month is 33.3%. Most people (25, 83.3%) have been exposed to blind boxes for 

more than 3 years. In which type of blind box products to purchase, men and women showed different 

tendencies (see Figure 2). Men were more likely to purchase hand-held blind box products (8, 

accounting for 57.2%), and women were more likely to purchase album cards (7, 43.8%). 

Of the 30 questionnaires, 18 (60%) were from single/few-time blind box purchasers and 12 (40%) 

were from multiple blind box purchasers. Among single/few-time blind box purchasers, the highest 

mean score for the type of items inside the blind box had the greatest impact, at 7.0. Among 

consumers who purchased the blind box multiple times, gambling mentality had the highest mean 

score and the greatest influence with a score of 6.3. The importance of each type of influencing factor 

for consumers is shown in Table 1. 

 

Figure 1. Monthly consumption of blind boxes(yuan, %）. 
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Figure 2. Buying blind boxes by gender product category. 

 

Table 1. Importance of each type of influencing factor for consumers. 

Influencing Factors 

 

Consumers who buy 

single/few-time blind 

boxes 

18 (60%) 

Average score 

 

Consumers who have 

purchased blind boxes 

multiple times 

12 (40%) 

Average score 

 

Average 

score 

The blind box product 

itself 

   

Type of items inside 

the blind box 

(including the 

appearance of the 

items) 

7.0 5.9 6.6 

Item value 

Equivalent/different 

4.2 6.2 5.0 

Popularity 
1.7 4.5 2.8 

Price 
5.2 3.4 4.5 

Consumer Emotion 
   

sense of wonder 4.4 3.9 4.2 

Gambler's mentality 5.1 6.3 5.6 

（continue） 

Table 1:(continued). 
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Krypton gold 

psychology 

1.4 2.9 2.0 

Pleasure 5.1 5.4 5.2 

 

The results show that compared to single/few-time purchasers, multiple-time purchasers scored 

higher on gambler mentality, item value, popularity, krypton gold mentality and pleasure, and lower 

on blind box interior item type, price and sense of wonder. For all survey respondents, blind box 

interior item type had the highest mean score and the greatest impact at 6.6. This was followed by 

gambling mentality with a score of 5.6. 

2.4. Analysis of Results 

In August 2019, the "Generation Z Circle Consumption Report" released by the First Financial 

Business Data Center in collaboration with Tmall and Huya showed that China's Generation Z 

population (aged 16 to 24) has reached 149 million, with a monthly disposable income of 3501 yuan. 

Moreover, the consumption capacity of Generation Z has grown rapidly, with a year-on-year growth 

rate far higher than that of other age groups. Compared to the overall population, female consumers 

have more purchasing power, contributing nearly 50% of their consumption [3]. Research has shown 

that the main consumer group of blind boxes is between the ages of 18 and 35, with 32% aged 18 to 

24, and 75% of consumers are female [4, 5]. This is similar to our research results. This study shows 

that the main population is 15-25 years old (24 people, accounting for 80%), including 16 women, 

accounting for 53.3%. The proportion of monthly consumption of 101-300 yuan is as high as 33.3%. 

Research on consumer buying intentions shows that student groups are one of the main audiences 

for blind box products. Compared to middle-aged consumers and white-collar workers with higher 

incomes, these consumers are more youthful and trendy, and have higher requirements for the style, 

packaging, and novelty of blind box products. Moreover, gender differences also affect the type of 

blind box products purchased [6, 7]. The occupational composition of our study shows that there are 

26 students, accounting for 86.7%. Men are more likely to purchase hand made blind box products 

(8, accounting for 57.2%). Women are more likely to purchase album cards (7, 43.8%). 

Some of the consumers who participated in the study had only purchased a blind box 1-2 times. 

For these consumers, the dominant factor influencing their purchase of blind boxes is the type of 

items inside the box. The types of items inside the blind box are usually innovative, entertaining and 

fashionable in design, often with vivid characters and story backgrounds, store settings and 

merchandise placement are cartoonish and cute, and sales venues are usually in high-traffic shopping 

centers, facilitating consumers to start purchasing blind boxes. Some studies have shown that 

consumers' initial motivation for purchasing blind boxes also includes meeting social needs and 

engaging in more common conversations with peers [8]. Some studies have also shown that 

consumers' initial information about blind boxes comes from comics, games, social networks and 

colleagues and friends, which can also motivate them to start paying attention to blind boxes as an 

item [9]. 

Some of the consumers who participated in the study purchased the blind box multiple times. For 

such consumers, multiple purchases are mostly due to gambling mentality and the value of the item. 

Because of the hunger marketing tactics, blind boxes are designed in sets that contain hidden models 

of great value or in very small quantities. Consumers tend to concentrate on a particular set of items, 

and as the number of purchases of the same type of blind box increases, the hidden models become 

more attractive. The type of item is important, but after multiple purchases, it is not just the type of 

item itself that attracts consumers, but the ability to get a more special item. The heavier the gambler's 

mentality, the more purchases are made and the more consumers are always confident that their 
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desired goal will come, i.e., that they will eventually get the style they want. Gambler's mentality can 

be a good explanation for why consumers make multiple purchases. Consumers believe they can draw 

the blind box they want and also tend to overestimate small probabilities. In terms of self-perception, 

people tend to think that they are special and that they have better luck [10]. 

Our findings show that multiple purchasers are more concerned with gambler's mentality, item 

value, popularity, kryptonite mentality and sense of pleasure than single/fewer blind box purchasers, 

and less concerned with the type of items inside the blind box, price and sense of wonder. This 

indicates that multiple purchasers are more attracted by the uncertain line of the gambling nature of 

the blind box and the hunger marketing sales model, chasing popularity and item value to gain a sense 

of pleasure, and a few spend a lot of money each month to buy artifacts, etc., to gain psychological 

satisfaction by showing off. At this point they have a clearer consumer goal and orientation, less 

concerned about the price and no longer have more sense of wonder. 

3. Conclusion 

In this study, 50 questionnaires were sent and a total of 30 valid questionnaires were collected. The 

main population was 15-25 years old (24 people, accounting for 80%). There are 14 males, accounting 

for 46.7%, and 16 females, accounting for 53.3%. The occupational composition shows that there are 

26 students, accounting for 86.7%, 1 enterprise personnel, accounting for 3.3%, and 3 public 

institution personnel, accounting for 10%. Most people have been exposed to blind boxes for more 

than 3 years. And 40% of the buyers spent 50 to 100 yuan per month in buying blind boxes. The  

proportion of monthly consumption between 101 and 300 yuan per month is 33.3%. Men were more 

likely to purchase hand-held blind box products, and women were more likely to purchase album 

cards. Of the 30 questionnaires, 18 (60%) were from single/few-time blind box purchasers and 12 

(40%) were from multiple blind box purchasers. For single/few-time blind box buyers, the dominant 

factor that influenced them to start buying blind boxes was the type of items inside the box, the second 

dominant factor that influendced them to start buying boind boxes was the price. For consumers who 

purchased the blind box multiple times, the dominant factor that influenced them to start buying the 

blind box repeatedly was gambling mentality, the second dominant factor that influenced them to 

start buying the blind box repeatedly was the item value. For all survey respondents, blind box interior 

item type had the highest mean score and the greatest impact at 6.6. This was followed by gambling 

mentality with a score of 5.6. 
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Appendix 

Schedule.  

Dear Ms./Mr. 

Thank you very much for participating in this research. This survey is not for profit and the 

results will only be used for academic research. Please fill out the survey below based on your 

experience or actual feelings, and thank you very much for your participation. 

Part I: Select the appropriate option in each of the following questions and type ✓ on the 

corresponding mark 

1. Your gender: □ Male □ Female 

2. Your age: □ 15 years old and below □ 15-18 years old □ 18-25 years old □ 26-35 years old □ 

36-45 years old □ 46 years old and above 

3. Your education: □ High school or below □ College or undergraduate □ Graduate □ Other 

4. Your occupation: □Student □Enterprise worker □Enterprise worker □Freelancer □Retired 

□Other worker 

5. Your approximate monthly spending on blind boxes: □ Below 50 RMB □ 51-100 RMB □ 

101-300 RMB □ Above 300 RMB 

(Here the blind box mainly refers to the handbag type blind box, the same as the following blind 

box) 

6. The number of times you bought the blind box: □0□1-2 times□3-4 times□5 times or more 

7. Your contact time with the blind box is about: □ 1-5 months □ less than 1 year □ 1-2 years □ 

2-3 years □ more than 3 years 

8. What kind of blind box products do you usually buy: □ Handbags □ Album mini-cards □ 

Cosmetics □ Other ________ 

The second part: Please fill in your usual behavior and feelings in the purchase of blind 

boxes, and hit "✓" in the corresponding degree, the number "1-7" indicates the degree of your 

agreement: "7" means Very agree, "1" means very disagree. 

Variables and 

measurement entries 

Strongly 

disagree 

Disa

gree 

Somewha

t disagree 

Genera

l 

Somewha

t agree 

Agr

ee 

Strongl

y agree 

The blind box product 

itself. 
       

Pay attention to the 

type of items inside the 

blind box, which 

determines whether I 

buy this blind box or 

not. 

1 2 3 4 5 6 7 

A blind box 

appearance to meet my 

aesthetic I will buy. 

1 2 3 4 5 6 7 

Pay attention to 

whether this blind box 
1 2 3 4 5 6 7 
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has a hidden section 

before you buy. 

If a blind box's 

collection is popular, 

I'm more likely to buy 

this blind box. 

1 2 3 4 5 6 7 

Consumer Emotion        

I would buy it because 

I was curious about the 

blind box. 

1 2 3 4 5 6 7 

I'll be more tempted to 

buy the blind box 

when it comes out with 

the hidden models, 

which I think I might 

draw. 

1 2 3 4 5 6 7 

I purchased it hoping I 

could draw the hidden 

model. 

1 2 3 4 5 6 7 

I will buy a few blind 

boxes from a blind box 

series because I like 

them and try to see if I 

can get what I want. 

1 2 3 4 5 6 7 

After drawing the 

blind box I wanted, I 

went on to purchase 

other blind boxes. 

1 2 3 4 5 6 7 

If I don't draw the 

blind box I want, I will 

still continue to buy it. 

1 2 3 4 5 6 7 

I will insist on buying 

a series of blind boxes 

until they are 

collected. 

1 2 3 4 5 6 7 

I will directly buy a 

whole series of blind 

boxes to get the 

pleasure and 

satisfaction. 

1 2 3 4 5 6 7 

The pleasure of the 

blind box removal 

process will encourage 

me to buy the blind 

box. 

1 2 3 4 5 6 7 

The pleasure of buying 

the blind box I want 

will encourage me to 

1 2 3 4 5 6 7 
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buy the blind box. 

 

The third part: Please compare the factors that affect your purchase of blind boxes, and 

hit "✓" on the corresponding degree, the number "1-7" indicates the degree you think is 

important: "7" means very 7" means very important, "1" means very unimportant. 

Variables and 

measurement 

entries 

Very 

unimportan

t 

Not 

important 

Somewh

at 

unimpor

tant 

General 
Somewhat 

important 

Importa

nt 

Very 

imp

orta

nt 

The blind box 

product itself 
       

Type of items 

inside the blind 

box (including 

the appearance 

of the items) 

1 2 3 4 5 6 7 

Item value 

Equivalent/diff

erent 

1 2 3 4 5 6 7 

Popularity 1 2 3 4 5 6 7 

Price 1 2 3 4 5 6 7 

Consumer 

Emotion 
       

sense of 

wonder 
1 2 3 4 5 6 7 

Gambler's 

mentality 
1 2 3 4 5 6 7 

Kryptonian 

psychology 
1 2 3 4 5 6 7 

Pleasure 1 2 3 4 5 6 7 
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