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Research on Packaging Design of Blind Box Products under
the “Blind Box Economy” Model

ZHANG Zhen-zhong
(Zhengzhou Business University, Zhengzhou 451200, China)

ABSTRACT: This paper aims to study the packaging design of blind box products under the influence of “blind box
economy” model and its consumption mechanism. Through understanding the evolution of the “blind box economy”
model and the development of the blind box products, and analyzing the consumption mechanism of the blind box con-
sumers under the “blind box economy” model, this paper makes a horizontal comparison and case analysis on the pack-
aging design of the ten mainstream blind box products in the market. In view of the characteristics of the “blind box
economy” model and the consumption mechanism of the blind box consumers, the paper puts forward six kinds of pack-
aging design characteristics, such as economy, anonymity, anti-theft, multi-level, product listing and iteration, which
should be possessed in the “blind box economy” model. By studying the differences between the packaging design of the
blind box products with special consumption mechanism and other types of products under the "blind box economy"
mode, this paper summarizes the design experience of blind box product packaging and continues to implement it in the
subsequent blind box product packaging design and development.
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Tab.1 The characteristics of “Blind Box Economy”
model correspond to consumption motivation,
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Tab.3 Characteristic analysis of ten mainstream blind box packaging in the market (1)
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