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The Influencing Factors of Consumers Emotional Experience of Blind Box Products

ZENG Hui, YANG Lei
(Anhui University of Finance & Economics, Bengbu 233030, China)

ABSTRACT: The consumers of blind box are taken as main research object. Through the research on the influencing
factors of consumers' emotional experience, the application of emotional experience theory in the development of mystery
toy boxes is discussed. First, the current development situation about the research on emotional experience theory and
grounded theory is researched. Second, through questionnaire survey to screen interviewees, collect and sort out data by
in-depth interview based on questionnaire survey. Nvivo software is used to conduct qualitative research and analysis. The
intrinsic implication of influence of emotional experience on consumers of blind box is researched and the conclusion is
finally analyzed and summarized according to the research result. The research result shows that consumer motivation,
psychology, demand, and experience are the core factors that affect the emotional experience of the consumers of blind
box products. Emotional experience is the important direction of innovation and development of blind box, and is of sig-
nificant application value to the research of blind box. By understanding the relationship between blind box and consum-
ers' emotional experience, and summing up the experience, designing blind box products from the perspective of emotion
can meet the consumers' emotional needs and provide reference basis for blind box product design, the blind box product
can be developed towards humanization and its cultural confidence can be improved.
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