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Abstract: As a product of emerging anime culture, “goods” cater to the consumption interests 

of young people. With the emergence of various types of goods in large quantities, the 

economic effects brought by the “goods economy” and the reasons behind its explosive 

growth are worth studying. This article investigates the relationship between goods economy 

and the consumption characteristics of young people. This article first elaborates on the origin 

of goods economy and its operating mechanism. By comparing with the fan economy and 

blind box economy, the paper then analyzes the marketing style of goods economy, that it 

can leverage the advantages of these two economies to achieve its own success. Goods can 

provide young consumers with sufficient emotional value, while being affordable and 

generating sufficient consumer appeal. Purchasing goods has increased the consumption 

frequency of young people, led to impulsive consumption, and intensified consumption 

comparison. Goods economy, therefore, has strong development prospects, which can drive 

commercial development and strengthen cultural promotion. 
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1. Introduction 

In the last two decades, anime has gradually come into public view. Anime refers to the virtual world 

and cultural space created by two-dimensional images, including animation, comics, games, and other 

graphic visual works. The anime culture originated in Japan and gradually spread to China in the 

1970s [1]. As the anime culture becomes more and more popular among young people in China, the 

domestic anime industry is also growing. Its representative commodity is cultural derivative products, 

also known as “goods.” There are various types of goods. The most common types are small 

decorative items including badges, standing plates, collectible cards, figurines, etc. Goods are 

particularly popular among young people. In just a few years, whether it is upscale shopping malls 

located in the center of the capital city or small shops in small towns, goods can be seen everywhere. 

On the most popular second-hand trading platform in China, Idlefish, the highly rare collectible card 

of the American animation “My Little Pony” was once sold for 45,000 yuan [2].  

Goods economy is a new economy born from the trade of goods. Driven by the purchase of goods 

by the youth, goods economy is sparking a wave of goods craze in the market. The impact of goods 

on the consumption psychology and behavior and of young people deserves attention. The rapid 

development and massive scale of the goods economy are due to its ability to precisely cater to the 

consumption habits of young people. The consumption features of the youth group are closely related 

to fashion trends [3]. They are more likely to purchase the most popular products among their peer. 

Interpersonal socialization is another important factor that affects the consumption of the youth [4]. 
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The consumption behavior and emotional orientation of young people are also closely related, and 

pleasure is their biggest motivation for consumption [5]. The blind box economy and fan economy 

are also related to the goods economy. The blind box economy promotes consumption through 

surprising outcome [6]. The fan economy utilizes the emotional connection between consumers and 

brands to attract consumption [7]. The goods economy has a clear integration with the two.  

This article introduces the origin and operation mechanism of the goods economy. After 

comparing the similarities and differences among the goods economy, blind box economy, and fan 

economy, the article analyses the impact of the goods economy on the consumption behavior and 

psychology of young people. Finally, strategies for controlling the goods economy and prospects for 

its development are provided. 

2. Overview of goods economy 

2.1. Emergence of goods economy 

The goods economy, as its name implies, refers to the derivative product economy born around the 

anime culture. These products typically include anime merchandise, figurines, fan creations, and 

more. They deeply represent anime culture and meet the fans’ needs for in-depth experience and 

collection of their favorite works. The origin of the goods economy can be traced back to Japan. With 

anime culture spreading rapidly in China, the goods economy has gradually been accepted by the 

domestic market. 

In the early days, the form of goods was relatively simple, with only basic products such as badges 

and paper cards. The market size was relatively small, with related goods mainly sold at specific 

anime exhibitions. However, in recent years, with the gradual acceptance of the anime culture in 

China, the goods economy has developed rapidly. Nowadays, a rich variety of goods products appear. 

They are for purchase not only at various anime exhibitions but also in large shopping malls and 

online platforms, where these derivatives have become popular products that attract consumers. 

At this stage, the target consumer group of the goods economy is mainly the lovers of anime culture. 

This group, although relatively young, has high purchasing power and loyalty. As Ne Zha 2 becomes 

popular, which is now the most popular in the Chinese film history, the related merchandise of Ne 

Zha 2 has been selling well on various platforms. Among them, the characters Ne Zha and Ao Bing 

are very popular among Chinese children. Buying their peripheral cards has become a new trend. 

Many movie fans come into the store to buy merchandise after watching the movie. There are many 

young trendy toy enthusiasts and movie fans, but most of them are accompanied by parents to 

purchase goods. Therefore, the market potential of the goods economy is enormous. 

2.2. Operating mechanism 

There are three main aspects that need to be understood about the operating mechanism of the goods 

economy, namely, the industrial chain, business model, and profit model of the goods economy. 

The industrial chain of the goods economy covers multiple links such as content creation, product 

design, production and manufacturing, distribution channels, and after-sales service. Content creators 

and anime copyright holders are the starting points of the industry chain, providing original content. 

Then, designers and manufacturers create derivative products based on these contents. Finally, 

merchants sell products to consumers through online and offline channels. Generally, online channels 

provide certain after-sales service, and customers have the right to return defective products. However, 

offline sales generally do not include after-sales service. 

The business model of the goods economy mainly relies on the loyalty of anime enthusiasts to the 

Intellectual Properties (IPs) and the official authorization. By creating attractive anime IP, businesses 

can attract fans to consume. The profit model of the goods economy mainly comes from the sales 
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profit of products. Merchants have many ways to increase the attractiveness of their products. The 

most common sales method is to make goods into blind boxes, using the unknown nature of blind 

boxes to add fun. Merchants often impose time and quantity restrictions on goods, enhancing their 

scarcity and added value. The main costs of the goods economy are copyright licensing fees and 

promotional expenses, while the material value and production costs of the product itself are relatively 

low. 

Table 1: The price of producing different goods on Taobao 

Badge Photo card Acrylic stand Plush toy 

1 yuan each 3.9 yuan for 55 cards 15 yuan each 50 yuan 

 

As Table 1 shows, compared with other goods, photo card is the cheapest, but also the easiest to 

inflate. In the case where the cost of a card is less than 0.1 yuan, if a card with high rarity can be sold 

for 50 yuan, it is equivalent to earning 500 times the cost, not to mention many small cards with a 

unit price of hundreds or even thousands of yuan. Compared to photo cards, although other types of 

goods are not as exaggerated, items with high rarity are still sold at prices that are generally more 

than five times the original price. 

3. Comparative analysis of goods, blind box and fan economy 

The form of goods economy is very similar to blind box economy. In the current market, most goods 

are sold in blind boxes. There are usually 6 to 12 kinds of goods mixed together in a set of blind boxes, 

which significantly increases the difficulty for consumers to pick their desired ones. The randomness 

of purchasing blind boxes increases consumers’ consumption incentives. When consumers fail to pick 

the style they want, most of them will choose to give up. However, there are also a few consumers 

who will keep buying blind boxes until they get their favorite style. This greatly increases the 

purchase volume of blind boxes. Differently, there are also a small amount of non-blind box goods. 

However, this part of the goods usually has a small quantity and limited pattern, mostly including 

large acrylic stands and plush toys. The best-selling cards and badges are still almost entirely in the 

form of blind box. 

Besides, the main characteristic of the fan economy reflected in goods economy is consumption 

incentives. All category of goods carries the characteristics of corresponding anime characters. For 

consumers, purchasing goods of favorite characters is an important way to express their love. In the 

fan economy, the most important means for fans to support their idols is to purchase corresponding 

merchandise. Differently, idols, as real human, have a relationship between their income and the sales 

volume of their merchandise. The higher the popularity of an idol, the better the surrounding sales. 

As virtual characters, the revenue from selling products is controlled by the manufacturer and 

copyright holder, and has nothing to do with the character itself. It will not generate a fan effect where 

the more goods it sells, the higher the idol’s popularity. However, the sales of goods can reflect the 

popularity of the corresponding anime characters. Popular anime characters will sell out their 

corresponding merchandise faster. On second-hand trading platforms, the peripheral sales of popular 

anime characters are also more expensive. 

After the analysis of blind box economy and fan economy, the fact is that the goods economy, 

blind box economy, and fan economy are already highly integrated. Many characteristics of blind box 

economy and fan economy can be seen in the operation mode of the goods economy. For example, 

the form of blind boxes has increased the difficulty for consumers to buy goods corresponding to 

specific characters, while the love for specific characters has led to the phenomenon of consumers 

continuing to purchase blind boxes for specific styles. There is also a situation where consumers 
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choose to cooperate in order to avoid excessive consumption during the purchase of blind boxes, such 

as raising funds to purchase all blind boxes, and then distributing them. This solution may seem ideal, 

but it is still influenced by the fan effect. The probability of drawing popular characters is relatively 

low. Therefore, many people have to bring along unpopular characters in order to buy popular ones. 

This has increased the total purchase volume of blind boxes, which is still a manifestation of fan 

economy. Therefore, the goods economy presents the characteristics of both blind box economy and 

fan economy, and has its own unique consumption model. 

4. Influence of goods economy on youth consumption psychology and behavior 

It is believed that this economic model has a significant impact on the consumption habits and 

psychology of young people. Goods economy not only satisfies the younger generation’s pursuit of 

personalization and fashion, but also shapes their new consumption behavior patterns.  

4.1. Consumption psychology 

The development and growth of goods economy is driven by the enthusiasm and pursuit of young 

people, precisely because goods align with young people’s consumption motivations.  

Firstly, the unit price of goods is usually relatively cheap. For young people with limited disposable 

income, the price of goods will not impose a financial burden on them. Therefore, most young people 

will choose to consume when faced with whether to buy their favorite goods. They are clearly aware 

that the price will not become a burden for them [8]. After all, this money is almost a fraction of other 

expenses in daily life.  

Secondly, goods can bring young people what they need most – emotional value. It is related to 

social psychology and is regarded as another important value after economic value, social value, and 

cultural value [9]. In today’s society, emotional value holds great importance among the younger 

generation. Compared to traditional values, modern young people place greater emphasis on 

emotional experiences and quality of life, rather than just material possessions. Emotional value 

reflects the transformation of these values and has become an indispensable part of their lives. Goods 

satisfies the expression and pursuit of individuality and fashion among young people. As a 

fashionable decoration, it perfectly meets the emotional value needs of young people. 

4.2. Consumption behavior 

Purchasing goods, as a specific consumption behavior, has had the following impacts on the 

consumption patterns of young people. Firstly, there is an increase in consumption frequency. Goods 

are updated and replaced quickly, and consumption is often stimulated through limited editions, flash 

sales, and other methods, which may lead to an increase in the frequency of consumption among 

young people, forming a “fast consumption” model. This fast-paced consumption model is not a good 

phenomenon. The unit price of the goods may be cheap, but there is still a risk of financial crisis for 

young people when accumulated altogether. 

Secondly, there is a tendency towards impulsive consumption. Due to the fact that goods often 

create consumer motivation through various marketing methods, young people may engage in 

impulsive consumption without sufficient consideration, for example, the blind box introduced earlier. 

Faced with the novelty and uncertainty brought by blind boxes, the motivation for young people to 

purchase them has greatly increased. Many goods that would not have been purchased by anyone 

before will be purchased by people to experience the excitement of unboxing, once packed into blind 

boxes. Similarly, if the style in the blind box is not what they like after opening it, consumers usually 

make a purchase again, hoping to get their favorite one next time, which increases the purchase 
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volume of the blind box. Impulsive consumption not only results in financial losses, but also brings 

about a strong sense of regret afterwards. 

Finally, there is the behavior of comparison and peer pressure. Young people who buy goods 

generally gathered together as a social group. Easily obtainable goods are common, while the rarer 

the goods, the higher its price. Young people who own expensive goods often gain a sense of 

superiority in their social circles. These goods are becoming a sort of luxury items for young people. 

Young consumers unconsciously compare their own goods or services with others when making 

purchase decisions, hoping to demonstrate their social status, economic ability, or taste through 

consumption. Precious goods can enhance its owner’s social status within the circle. Winning in 

social comparison will affect the consumption decisions of young consumers [10]. In this endless 

process of comparison, consumers may constantly pursue higher-end goods or services, leading to an 

upgrading of their consumption level and ultimately triggering a financial crisis for themselves. 

5. Policy recommendations  

If consumer behavior is not controlled, it can easily lead to consequences such as impulsive 

consumption and excessive consumption. Therefore, it is important to reasonably control consumer 

impulses. Young people should objectively view goods as a common merchandise and remove the 

social value attached to it by the external environment. At the same time, young people should learn 

to plan their finances reasonably and purchase goods in moderation while ensuring their daily lives. 

Planning assets is a good way to enhance self-discipline and help young people improve themselves 

[11]. 

In the current booming economy of goods, how to utilize the positive effects of the goods economy 

is an important issue. At the government level, officials should encourage development of goods 

economy and support its integration with traditional culture. Nowadays, with the development of 

online shopping, many shopping malls are not thriving. As an emerging economy, goods economy 

can effectively drive the operating income of old shopping malls. Establishing a goods store in the 

mall can attract more young people to come and shop, injecting new vitality into the old mall.  

In addition, the goods economy can also have an impact on promoting traditional culture. If anime 

characters can be integrated with traditional culture to create anime products with traditional cultural 

elements, they will be more popular among young people. The collaboration between domestic scenic 

spots and anime IPs is also a good way to promote cultural attractions. For example, on October 28, 

2024, the Vatican officially unveiled its official Jubilee mascot for 2025 – Luce, meaning “light.” By 

participating in designated activities, citizens can receive specific goods of Luce including badge, 

pendant, and brochure. The Vatican government has demonstrated the joint advantages of goods 

economy and traditional culture. By attracting the attention of young people to stimulate consumption 

and drive economic growth. Therefore, the government’s encouragement of the goods economy under 

certain regulations can promote economic growth. 

6. Conclusion 

In the past few years, with the popularity of anime, as a peripheral product of anime culture, goods is 

forming a new emerging economy. The article mainly analyzes the impact of the goods economy on 

the consumption psychology and behavior of young people. Originated in Japan, anime has sparked 

a trend among young people. Goods economy is an emerging economy that primarily relies on selling 

anime-related peripheral products to win the love of young consumer groups. The article, then, 

analyzes the origin and development of goods economy. As a derivative economy of anime culture, 

the main target group of the goods economy is young anime enthusiasts. The industrial chain of the 
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goods economy includes product design and product sales, with the main profit model relying on the 

popularity of anime IPs to increase product sales. 

There are many similarities and differences in marketing models among goods economy, blind 

box economy, and fan economy. Most goods are sold in blind boxes, while attracting consumers 

through IP popularity is similar to the fan economy. Goods, blind box, and fan economy have been 

highly integrated. Goods have a low unit price and can provide emotional value to buyers, which 

increases the consumption desire of young people. 

In terms of consumer behavior, goods economy has increased the frequency of consumption 

among young people, promoted impulsive consumption, and exacerbated the phenomenon of 

consumption comparison. The article believes that government encouragement measures are very 

important in promoting economic growth by leveraging the advantages of the goods economy. Goods 

economy can drive the development of the old-fashioned economic development mode and enhance 

the promotion of traditional culture. 

Goods economy is an emerging economy, and the available research data is relatively limited. 

Therefore, there are certain limitations and room for improvement in the conclusion of the study. In 

the future, large-scale surveys can be conducted and integrated into quantitative analysis on 

evaluating the impact of goods economy on youth consumption. 
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