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Abstract

Blind box products contain random items unknown to the buyer before purchase and
have become increasingly popular over the past few years. Past research has highlighted
psychological mechanisms, among other factors, that contribute to blind box consumer
behavior. However, research on the role of perceived peer pressure and environmental
awareness in purchase frequency is limited.

This study investigated whether perceived peer pressure could predict blind box
purchase frequency and explored whether environmental awareness moderates this
relationship. 161 participants completed a quantitative survey with Likert-scale questions
which assessed perceived peer pressure, environmental awareness, and purchase frequency.
Data were analyzed using Pearson correlation, simple linear regression, and moderation
analysis.

The results showed a strong positive correlation between peer pressure and the
frequency of blind box purchases. Additionally, regression analysis showed that peer pressure
significantly predicted purchase frequency. Furthermore, the interaction between peer
pressure and environmental awareness was not statistically significant, indicating that
environmental awareness did not moderate the relationship between peer pressure and blind
box purchasing.

The findings show that social influences play a large role in blind box consumption.
In contrast, awareness of environmental consequences seems to be insufficient to reduce

participation in blind box consumption.
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Introduction

In recent years, blind boxes have become a highly visible feature of modern culture.
While scrolling online or walking through toy stores, it is not hard to notice that blind box
products have become highly popular. Blind boxes are products sold in sealed packages
where the exact contents are unknown to the buyer at the time of purchase. Initially, blind box
products were popular among small collector communities; however, they started gaining
popularity in 2018 (Chen 2021; Liu et al., 2023), and today, they are marketed by major
brands, promoted by influencers, and consumed worldwide.

The concept of blind boxes started in Japan and was called “Fukubukuro” (Yang,
2024). Originally, blind boxes were sold at discounted prices to help stores clear leftover
stock (Nuryakin & Munro, 2018). Their current popularity has been particularly noticeable
among children and young adults, who are frequently exposed to social media trends and the
rise of “unboxing” content that is contributing to the popularity of blind boxes.

Blind boxes have attracted increasing attention not only from young adults but also
from marketers and academia. From a business perspective, blind boxes are a very successful
marketing strategy. As will be discussed further in this thesis’s theoretical background,
research has suggested that blind boxes rely on several psychological mechanisms, including
dopamine-driven reward responses, gambling-like mechanisms, fear of missing out (FOMO),
and nostalgia (Shuran, 2025). These mechanisms make blind boxes highly appealing and
encourage consumers to purchase them repeatedly.

Additionally, previous research suggests that individuals may be motivated to
purchase blind boxes not only for the products themselves but also for social benefits
associated with participating in collector communities, as blind boxes may act as a form of
“social currency” (Wei & Yu, 2025; Wu, 2025). Research on consumer psychology has

demonstrated that people's social circles can influence purchasing decisions (Makgosa &



Mohube, 2007). Consumers may feel encouraged to purchase blind boxes in order to fit in
with peers, participate in conversations, or avoid missing out on popular trends. Although
there is extensive research highlighting the social role of blind boxes, little research has
directly examined the extent to which perceived peer pressure predicts blind box purchase
frequency.

Moreover, the growing popularity of blind boxes may also be a cause for concern
regarding their environmental impact, as blind boxes often contain multiple layers of plastic
packaging, the toys themselves are made of plastic, and they encourage overconsumption.
Since consumers often purchase multiple blind boxes to find their desired item, they may end
up with unwanted items that are discarded, contributing to excessive waste (Tu, 2026).
Because of this, environmental awareness has been identified as a factor that can influence
blind box purchase behavior. Individuals who are more aware of the environmental
consequences of their consumption are generally expected to make more environmentally
responsible choices and are expected to avoid unnecessary purchases. However,
environmental awareness does not always translate into action. Consumers may remain aware
of environmental problems while continuing to engage in consumption practices that
contribute to them (Witek, 2020). Despite an increasing amount of interest in research on
blind boxes, there is little research that has connected environmental awareness with blind
boxes' purchasing behavior.

Therefore, this study aims to answer the following research question: “To what extent
does perceived peer pressure predict blind box purchase frequency, and how is this
relationship influenced by individual differences in environmental awareness?”

To research this question, two hypotheses were drafted: “Perceived peer pressure positively
predicts blind box purchase frequency” and “Environmental awareness moderates the

relationship between peer pressure and purchase frequency, so that the relationship is weaker



for individuals high in awareness of environmental issues.” Individuals with greater
environmental awareness may be more likely to evaluate consumption choices and therefore
be less susceptible to social pressures encouraging blind box purchases. By exploring these
relationships (visualized in Figure 1), this study aims to deepen the understanding of social

and environmental factors that shape blind box consumption in modern consumer culture.

Figure 1.

Visualization of Researched Relationships
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Theoretical Background
The following section further reviews important theoretical frameworks and empirical
findings that are related to (1) the consumption psychology of blind boxes, (2) the role of
(online) peer pressure in consumer behaviors, and (3) the environmental impact of blind

boxes.

Consumption Psychology of Blind Boxes

Research on the consumer psychology of blind boxes consistently highlights the role
of psychological mechanisms, such as uncertainty-driven reward and emotional gratification,
and marketing strategies in shaping purchasing behavior. In this section, these psychological

mechanisms and marketing strategies will be discussed in more detail.

Dopamine Rush

One of the main psychological reasons blind boxes are so attractive to buyers is the
uncertainty involved in the purchase. When a consumer buys or orders a blind box, they feel
anticipation and excitement since they do not know which specific item they will unbox
(Shuran, 2025). This inherent uncertainty in blind boxes triggers the brain's reward system
and releases dopamine, a neurotransmitter associated with pleasure and reward. Buying or
ordering blind boxes makes customers feel excited as they wait to find out which item is
inside. Even when the outcome is not what they had hoped, unboxing one of these toys can
still give the buyer a dopamine rush. An even stronger dopamine rush occurs when the item
in the box is exactly what the consumer hoped to get, especially if it is a rare or
limited-edition item. These positive reactions make it tempting to buy more blind boxes, as

consumers want to experience that same excitement again (Shuran, 2025).



Research has shown that uncertain rewards create a higher level of excitement than
guaranteed rewards (Zhang, 2024). This is because people focus on the possibility of
receiving something valuable. The excitement comes not only from the product people
receive but also from the emotional experience surrounding its unboxing. This is one of the
reasons consumers continue buying blind boxes even when the chance of receiving a rare

item is low (Zhang, 2024).

Gambling Psychology

Blind boxes have been proven to share similarities with gambling psychology since
both involve uncertainty, risk, and reward (Duan et al., 2022). There are multiple ways in
which gambling mechanics that are also present in blind box culture provide the consumer
with an illusion of control.

One important concept connected to gambling psychology is the gambler's fallacy: the
false assumption that if a person does not get a desired outcome, they will have a greater
chance of achieving it in the future. This means that consumers believe their past outcomes
will influence future outcomes, even if in reality all outcomes are independent and the odds
remain the same (Yang, 2024). For example, if a consumer unboxes a blind box item they do
not want, they will feel that the chance of getting a rare one increases. This belief consistently
motivates people to buy more products, as they expect to receive the item they desire soon
(Shuran, 2025; Yang, 2024).

Repeat purchases are also driven by the “near miss” effect. Wei & Yu (2025) explain
that a near miss can have a psychological effect similar to that of a success. In blind boxes,
this happens when a consumer gets a product they do not dislike; getting an item a buyer
somewhat likes can already feel like a success, even if it is not the exact product they wanted.

Moreover, many consumers are attracted by the possibility of receiving a high-value



item at a relatively low price. Gao and Chen (2022, as cited in Wei & Yu, 2025) explain that
consumers may believe they are getting excellent value for their money when receiving a rare

item. This possibility increases excitement and motivates consumers to continue purchasing

blind boxes.

Self-determination theory

Self-determination theory is an evidence-based framework for understanding human
motivation and personality development (Weir, 2025). According to Ryan and Deci (2000),
human motivation is determined by three psychological needs: autonomy, competence, and
relatedness.

Autonomy refers to whether one feels in control of one's own behavior or whether
they feel controlled by someone else. Blind boxes give buyers a partial sense of control by
allowing them to choose products they like from a wide range of options. Therefore, even
though the specific item is random, consumers can still feel they are making personal choices,
since they already like the product overall and experience a sense of predictability.
Consumers are aware of the general theme, but not the final outcome. This balance between
certainty and uncertainty in blind boxes is one reason they are so attractive (Wei & Yu, 2025).

Competence touches on how effective and capable someone feels in a specific
activity. According to Wei & Yu (2025), collectors feel challenged to complete a set of items
they collect. When they finally obtain a rare or missing item, they experience a sense of
achievement. This feeling is what motivates them to keep collecting. Completing collections
can satisfy the psychological need for competence (Wei & Yu, 2025).

Relatedness refers to the feeling of social connection and belonging. This is closely
related to blind box communities. These communities are very active both online and offline.

Consumers often share their unboxing experiences on social media platforms and use these



platforms to trade figures and discuss their collections. These communities enable consumers
to feel connected to others who share similar interests (Shuran, 2025).
Since blind boxes can meet all three needs that drive human motivation, people are more

likely to buy them.

Nostalgia

Nostalgia also plays an important role in blind box consumption. Many young adults
buy toys or collectibles that remind them of their childhood. According to Yang (2024) and
Shuran (2025), some consumers like to purchase toys they could not afford when they were
younger.

Additionally, in modern society, there is considerable pressure on individuals to
perform well academically, professionally, and socially. Expectations to be productive,
successful, and financially stable can cause stress (American Psychological Association,
2023). When people feel overwhelmed by these pressures, they may seek short-term sources
of comfort or excitement. Products that evoke nostalgia can help people cope with the
demands of this busy world by providing emotional comfort and a sense of safety (Sedikides
et al., 2008). Blind boxes often feature cute or familiar characters that help consumers escape
daily stress for a short period of time. This emotional comfort increases the appeal of blind
boxes and motivates buyers to repeatedly buy them.

Impulsivity

Impulsivity is another important factor that influences blind box purchase frequency.
Some consumers will buy blind boxes without thinking it through because they are
emotionally influenced in the moment. When people feel distressed, they might cope by

making impulsive decisions, such as buying blind boxes (Duan et al., 2022).
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Even the digitization of payment methods influences impulsive buying behavior.
Online shopping and digital payment methods are made to make purchasing quick and easy.
This reduces the time consumers have to think before spending money (Yang, 2024). Often,
people do not realize that money is being subtracted from their accounts because payments
are so easy.

Current literature also shows a connection between curiosity and impulsive buying
behaviors. Gong et al. (2024) found that curiosity plays an important role in impulse buying
of blind boxes. Surprise and perceived novelty increase curiosity, which then increases the

urge to buy a blind box spontaneously.

Gender Differences

Duan et al. (2022) have found gender differences in blind box consumer behavior.
They reported that women generally spend more on blind boxes than men. Wu (2025) also
explains that blind box companies target female customers by designing emotionally rich and
visually attractive products. Additionally, companies often collaborate with influencers

(specifically those in the beauty field) to increase interest among women.

Marketing

Clever marketing strongly contributes to the success of blind box products. A
common marketing strategy is to create perceived scarcity among consumers, which plays
into the fear of missing out (FOMO). Liu & Kerepat (2025) discuss three types of scarcity in
their paper: quantity scarcity, time scarcity, and uniqueness scarcity. Quantity scarcity refers
to the fact that an item is limited in physical stock. An example of a marketing strategy that
induces perceived quantity scarcity is hunger marketing. Hunger marketing is a common

strategy in which companies keep supply below demand, forcing customers to compete to
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buy the product. This creates competition among consumers and increases the perceived
value of the products (Yang, 2024).

Time scarcity involves limiting the availability window for purchases, thereby making
consumers more likely to make spontaneous, immediate purchasing decisions to avoid
missing out (Liu & Kerepat, 2025). Blind box companies often produce limited-edition
products, creating pressure for consumers to buy quickly before they become unavailable
(Shuran, 2025). This can also be connected to the concept of uniqueness scarcity, which
refers to the belief that items are rare and possess distinctive features. These products are
often seen as signals of taste, status, and individuality (Liu & Kerepat, 2025).

Additionally, blind box companies will often collaborate with popular brands,
celebrities, and entertainment franchises to boost sales. When people see a product from a
brand they are already familiar with, they are more likely to buy it because they trust that
brand. Collaboration introduces a sense of certainty back into the concept of blind boxes

(Shuran, 2025).

Intelligence tax

Although blind boxes are rapidly growing in popularity, they have also received
criticism. Blind boxes are seen as an “intelligence tax” by some critics. This label is used to
describe spending money on something that, in hindsight, seems irrational or overpriced. The
blind box business model is designed to exploit psychological weaknesses, such as
impulsivity, gambling behavior, and FOMO, and the cost of that exploitation is the “tax”

people pay without realizing it (Wu, 2025).
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Peer Pressure

Blind boxes are not only products but can also be seen as a form of social currency
that influences social status. Many consumers post pictures and unboxing videos of their
purchases online. Therefore, social media has played a major role in the growth of blind box
popularity.

The Cambridge Dictionary (2026) defines peer pressure as “the strong influence of a
group, especially of children, on members of that group to behave as everyone else does.” In

this section, the role of offline and online peer pressure will be discussed.

Influencers

Influencers play a large role in the global  Fjgure 2.

Lalisa Holding a Large LABUBU

popularity of blind box products. Celebrities can
quickly turn specific products into viral trends. A
good example of this is when Lalisa, also known as
Lisa from the popular K-pop group BLACKPINK,
posted an Instagram Story of herself holding a
LABUBU figure (Figure 2). This led to the
LABUBU blind boxes from Pop Mart becoming
extremely popular worldwide (Wu, 2025). Fans often
want to copy the style of celebrities they admire.
When influencers showcase certain products, Note: Image Retrieved from Google Images
followers may feel encouraged to buy them.

The growing unboxing culture on social media has also largely contributed to the
growing popularity of blind boxes (Zhou et al., 2025). Platforms such as TikTok, Instagram,

RED, and YouTube are full of blind box content, including unboxing videos, collection tours,
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ranking videos, and trading discussions. These videos often receive millions of views.
Unboxing videos are especially popular since they show emotional reactions, suspense, and
surprise. Viewers can experience the excitement together with the creator. Consequently,
viewers may want to experience this excitement again and become more interested in buying

blind boxes themselves (Vaudrey, 2022).

Pressure amongst classmates

As discussed before, FOMO plays a large part in blind box culture. This is also visible
in schools. Phenomena such as blind box trends can easily spread within classes or entire
schools (Yang, 2024), especially since children are often exposed to these trends in real life as
well as online. On apps such as TikTok and Instagram, they constantly see influencers,
classmates, and celebrities showing off blind box collections and unboxing videos. These
trends are also discussed in schools and among friends. Children may feel pressure to
participate in blind box trends because when they do not, they fear they will be left out or
even bullied. That fear of being excluded can therefore strongly influence purchasing
behavior. Children may continue to ask their parents for blind boxes or buy them themselves,
not only because they enjoy them but also to maintain their social position within their peer

group (Yang, 2024).

Social Identity

As discussed in the section on self-determination theory, blind boxes contribute to a
sense of connection with others and belonging to a social group.
Wei & Yu (2025) compare blind box communities to subcultures, which are smaller social
groups within a society that share similar interests, values, and/or styles. Blind box collectors

often form communities where they interact through social media, trading events, and online
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discussions. These communities create emotional connections between consumers and
strengthen their sense of belonging.

Another aspect of subcultures is the fact that products can be used to express identity.
This is also important in blind box culture. Blind boxes can be seen as a symbol for identity
and social currency (Wu, 2025). These items can influence social status. Wei and Yu (2025)
explain that blind box products can act as “subcultural capital.” This means that certain
products help individuals gain recognition and status within a social group. Consumers may
therefore use blind boxes to distinguish themselves from outsiders or from other collectors.
For instance, this aspect of blind box culture is especially noticeable in schools and among
young people. In schools where blind box trends are prevalent, possessing a rare and
currently popular blind box item may elevate a student's social standing among peers (Yang,
2024).

As a result, blind boxes are not only collectible toys but also tools for social
communication and identity formation. Consumers buy and display these products to connect

with others, express themselves, and strengthen their position within social groups.

Consumer loyalty

Consumers are more likely to buy from a brand they are familiar with and trust.
Consumers become loyal to a brand when they expect to receive the greatest satisfaction and
emotional value from it (Yang, 2024).

Blind box companies strengthen customer loyalty by creating blind boxes with
recognizable characters, high-quality product designs, and emotional connections with
consumers. When people grow attached to a specific blind box series or brand, they will be

more likely to continue buying future products from the same company. Companies such as
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Pop Mart have successfully created strong customer loyalty by collaborating with famous

artists, celebrities, and entertainment franchises (Wu, 2025).

Risks of Blind Boxes

Because blind boxes rely on psychological mechanisms similar to those in gambling,
such as uncertainty, risk, and reward, the connection between blind boxes and gambling has
been drawn repeatedly (Mvondo, 2023; Duan et al., 2022; Duan, 2023). According to
Mvondo (2023), consumers are motivated by hedonic benefits such as entertainment, fantasy,
surprise, and emotional satisfaction. These emotional rewards encourage consumers to
continue purchasing blind boxes repeatedly. But these mechanisms create risks. Research by
Duan (2023) shows that factors such as purchase frequency, the amount spent on blind boxes,
and consumer understanding of blind boxes have a significant effect on addictive purchasing
behavior. Consumers who buy blind boxes frequently and spend large amounts of money on
them are more likely to develop addictive behaviors.

Because blind boxes are made to be addictive, researchers have warned that
overengagement with blind boxes can negatively affect mental health. Duan et al. (2022)
found that excessive consumption of blind boxes is connected to depression, anxiety, and
even suicide risk among young adults. The researchers also found that addiction-like
behaviors, such as overspending, borrowing money, and increasing purchase frequency, were
connected to higher suicide risk.

Financial stress is another important risk connected to blind boxes. Consumers may
spend large amounts of money to obtain rare or hidden items. Constant spending on blind
boxes for (short-lived) excitement may induce financial stress for individuals (Duan et al.,

2022).
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Government Regulations and De-Influencing

Because of the risks associated with blind boxes, researchers have suggested that
blind boxes should be regulated similarly to gambling or video game loot boxes, as they use
comparable psychological mechanisms. Regulations could include age restrictions, spending
limits, probability disclosures, and stricter advertising rules in order to protect young
consumers (Duan et al., 2022).

In February 2026, it was announced that Singapore would implement regulations on
blind boxes and trading card games to manage gambling risks (Sun, 2026b). They are looking
into regulations such as an age limit and packaging that clearly states the odds of receiving
each possible item (Sun, 2026a). The exact regulations are meant to be announced in
mid-2026 (Sun, 2026b).

Yang (2024) states that although social media and influencers heavily influence
people to buy blind boxes, they can also be used to discourage people from buying them.
Some people have started promoting “de-influencing”. De-influencing is a social media trend
in which creators encourage audiences to avoid unnecessary purchases and think more
critically about their consumption behavior. Instead of encouraging constant shopping,
de-influencers discuss issues such as overconsumption, financial stress, waste production,
and negative environmental effects. They aim to help audiences become more aware of
marketing strategies and social pressures associated with trends such as blind boxes (Apostol

& Asiminei, 2025).

Effects of Blind Boxes on the Environment
The growing popularity of blind boxes not only raises psychological concerns but also
environmental ones. One of the biggest problems is the large amount of plastic used in both

toys and blind box packaging. According to Fachina et al. (2024), about 90% of toys are
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made of plastic. This is problematic for the environment as plastic takes about 500 years to
decompose. This means that all the plastic toys ever made are still around somewhere
(Fachina et al., 2024). Figurines found in blind boxes are often made of materials such as
polyvinyl chloride (PVC) or acrylonitrile-butadiene-styrene (ABS). These materials are
widely used as they are considered durable and relatively inexpensive to manufacture.
However, during production, these materials can create toxic byproducts, and they are hard to
recycle. The manufacturing process may release harmful chemicals into the environment,
which contribute to pollution and environmental damage (Tu, 2026).

The environmental impact of blind boxes extends beyond the toys themselves, as they
are often packaged in multiple layers of plastic and cardboard. A single figurine may be
wrapped in plastic, sealed inside another plastic bag, placed inside a decorative box, and
finally shipped in additional packaging. As a result, consumers produce a large amount of
waste for relatively small products. Fachina et al. (2024) argue that this type of packaging
reflects modern hyper-consumer culture, in which products are designed not only for use but
also for entertainment and emotional excitement. The packaging itself has become part of the
unboxing experience, and that experience is part of why blind boxes are so popular.
Companies intentionally design products with layers of packaging to increase suspense and
excitement for consumers. However, this also creates unnecessary plastic waste.

The main environmental problem with blind boxes, however, is that people often buy
more products than they need or want, leading to overconsumption. Blind boxes encourage
consumers to buy more products than they actually want or need. It often takes multiple
purchases before a consumer is lucky enough to get the desired product. This means that
buyers frequently end up with duplicate or unwanted figurines. According to Tu (2026),
unwanted products are often discarded and end up in landfills. Since the products are mainly

made of plastic and are difficult to recycle, they contribute directly to global plastic pollution.
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Consumers may only want one rare figure, but in order to obtain it, they may buy many other
figures that later become waste.

The blind box industry contributes to a larger form of excessive consumption.
Companies continuously release new collections, limited editions, and collaborations to
encourage consumers to keep purchasing products. This creates constant demand for more
manufacturing, transportation, packaging, and waste production. While each blind box may
seem small individually, the industry's global scale suggests its environmental impact will be

significant (Tu, 2026).

Value-Action Gap

However, research shows that people, although aware of the consequences of
consumption, will take personal factors into account before considering environmental
factors. Witek (2020) found that individuals often prioritize hedonic, health and economic
benefits before considering environmental ones. Although many consumers express positive
attitudes toward environmentally friendly products, these attitudes do not always translate
into actual purchasing behavior. Young people, in particular, tend to be guided by aesthetics,
taste, and enjoyment, while paying relatively little attention to environmentally friendly
product attributes. Older consumers, in contrast, are more likely to consider factors such as
durability and energy efficiency (Witek, 2020).

This inconsistency between environmental values and behaviors has already been
observed for years in environmental psychology research. Barr (2006) found the same pattern
in his research on waste reduction. In his case study, intentions for waste minimization turned
out to be heavily influenced by environmental values, but actual behavior was determined by

more practical and contextual factors. These included situational variables such as
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convenience, available infrastructure, personal circumstances, and social influences.

Therefore, it was concluded that values and behaviors are determined by different factors.
This pattern is also known as the value-action gap (or attitude-behavior gap), which

describes the gap between one’s values and actual behavior (Kollmuss & Agyeman, 2002).

This research aims to uncover whether this gap also exists in blind box consumer behavior.

Conclusion

In summary, the literature shows that blind boxes are popular because they combine
excitement, surprise, and social influence. Psychological factors such as dopamine rewards,
gambling-like mechanics, nostalgia, and impulsive behavior encourage people to keep buying
blind boxes. Social media, influencers, and peer pressure also play an important role,
especially among young people who want to feel included or improve their social status. The
similarities to gambling cause concern among critics as these may lead to addiction, financial
stress, and mental health issues.

Lastly, blind boxes also contribute to environmental problems because they use large
amounts of plastic and packaging waste. Since consumers often buy multiple boxes to get one
desired item, blind boxes can encourage overconsumption and increase pollution. Overall, the
literature shows that blind boxes are influenced by psychological, social, and environmental

factors, making them an important topic for further research.
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Methodology

Research design

This study used a quantitative, cross-sectional survey design to research the
relationship between perceived peer pressure and blind box purchase frequency, and to
explore whether environmental awareness moderates this relationship.

A cross-sectional design was used, meaning that all data were collected at a single
point in time. This design enables efficient collection from a relatively large number of

participants within a short time frame.

Population and Sampling

Participants were approached using convenience sampling. The survey was
distributed through personal and social media networks, such as WhatsApp groups and
Instagram Stories. Additionally, participants were encouraged to share the survey with others,
resulting in a snowball sampling effect. This recruitment strategy was chosen for practical
reasons, including limited time and resources for data collection.

A total of 161 participants filled out the survey. The participants ranged in age from
18 to 48 years, with a mean age of 23.15 years (SD = 4.208). Most participants identified as
female (n = 109, 67.7%), followed by male (n = 40, 24.8%), non-binary (n = 10, 6.2%), and
not disclosed (n = 2, 1.2%). The majority of participants were from the Netherlands (n = 105,
65.2%), followed by Germany (n =5, 3.1%) and the United Kingdom (n =4, 2.5%). A total
of 37 participants did not disclose their countries, and 10 came from other countries.

Participants were not required to have prior experience purchasing blind boxes, as this
study was intended to measure the experiences of both consumers and non-consumers.
Potential participants were told that prior knowledge of blind boxes was not necessary, as the

survey would explain this.
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Due to convenience sampling, the participants were mostly university students
enrolled in bachelor’s and master’s programs. This may limit the generalisability of the
findings to broader populations; however, students and young adults do represent an
important consumer segment for collectible products and trend-driven consumption behaviors

such as blind box purchasing.

Data Collection

Data were collected using Qualtrics, an online survey platform. When participants

opened the survey, they were presented with an informed consent form. This form explained
the study's subject and that participation was completely voluntary. It also informed
participants of their right to discontinue participation at any point before submitting their
responses. Participants could only continue the questionnaire after giving consent.
After completing the consent form, participants were shown a brief explanation of blind
boxes, including examples and photos. This was included to make sure that all the
participants shared a basic understanding of the products, regardless of whether they had
previous experience purchasing them.

Participants then completed the main survey that included questions measuring
perceived peer pressure, environmental awareness, and blind box purchase frequency.
Participants who indicated that they had bought a blind box in the past 2 years were also
asked about their preferred blind box brand. The questionnaire ended with several
demographic questions about age, gender, and country.

The survey was available for participation for one week, and the survey took
approximately five minutes to complete. Participation was entirely voluntary, and no

compensation was offered.
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Measures

All variables were measured using self-reported questionnaire items. Responses were
recorded using seven-point Likert scales ranging from “Strongly Disagree” to “Strongly
Agree”. During analysis, composite scores were calculated as the mean across all items for a
given variable. The reliability of the scales was assessed using Cronbach's alpha. Following
the recommendations of Hair et al. (2019), values above .70 indicate acceptable internal
consistency, while values above .80 indicate good reliability. All scales showed good to
excellent internal consistency. The peer pressure scale had good reliability (o = .856). The
environmental awareness scale showed excellent reliability (o = .910). The purchase

frequency scale also showed good reliability (o = .866).

Table 1.

Descriptive Statistics Main Variables

Minimum Maximum Mean Std. Deviation
Peer Pressure 1.00 6.63 2.4459 1.21386
Environmental 1.11 7.00 6.0375 90723
Awareness
Purchase 1.00 7.00 2.3432 1.45715
Frequency

Note: Table 1 presents descriptive statistics of the main variables: peer pressure,
environmental awareness, and purchase frequency.

Perceived Peer Pressure

Perceived peer pressure was measured using eight items developed for this study. The

items were inspired by Makgosa and Mohube (2007), who researched peer influence in
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consumer decision-making contexts. To increase relevance to this study, the items were
adapted to focus specifically on blind box purchasing behavior.

The scale assessed how much participants felt their purchasing decisions were
influenced by friends, peers, and online influencers/content. Higher scores indicated greater
perceived peer pressure regarding blind box purchases. Participants reported relatively low

perceived peer pressure (M = 2.45, SD = 1.21; see also Table 1).

Environmental Awareness

Environmental awareness was measured using nine items based on the Awareness of
Consequences component of the Norm Activation Model (NAM), a well-established
framework for explaining pro-environmental and prosocial behavior (Schwartz, 1977). The
item wording was partly derived from Ryan (2012). The scale was made to measure
participants’ awareness of environmental consequences associated with product consumption.

Higher scores indicated greater awareness of the environmental consequences of
(over)consumption. Participants reported relatively high environmental awareness (M = 6.04,

SD = 0.91).

Purchase Frequency

The frequency of blind box purchases was measured using four self-developed items.
These items were designed to assess participants’ engagement with blind box purchasing and
the frequency of their blind box purchases.

A self-developed scale was considered the best option because existing validated
measures specifically targeting blind box purchasing behavior are limited. The items were
designed to assess different levels of purchasing behavior while remaining applicable to both

frequent and infrequent consumers. Higher scores indicated more frequent blind box
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purchasing behavior. Participants reported low-to-moderate blind box purchase frequency (M

=2.34, SD = 1.46).

Analysis

All statistical analyses were conducted using IBM SPSS Statistics V29. First, all
responses were screened, and composite scores were created by taking the average of the
items for each variable.

Descriptive statistics, including means, standard deviations, minimum values,
maximum values, and frequency distributions, were calculated to summarise the participants
and the main study variables. Pearson correlation analyses were then conducted to examine
the strength and direction of relationships between peer pressure, environmental awareness,
and purchase frequency.

To test Hypothesis 1, a simple linear regression analysis was done. Peer pressure was
the independent variable, and purchase frequency was the dependent variable. This analysis
examined whether perceived peer pressure significantly predicted the frequency of blind box
purchases.

To test Hypothesis 2, a moderation analysis was conducted using standard multiple
regression. Peer pressure, environmental awareness, and the interaction term (peer pressure x
environmental awareness) were entered as predictors of purchase frequency. The interaction
term was included to assess whether environmental awareness moderated the relationship
between peer pressure and purchasing behavior. A significance score under 0.05 was deemed

significant.

Ethical considerations

This study involved anonymous survey responses, voluntary participation, and

minimal risk to participants. All participants provided informed consent before beginning the
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survey. Participants were informed of their right to withdraw from the study at any time
before submitting their responses, and data were stored securely and used solely for academic

research purposes.
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Results

Descriptive Statistics

Of the total sample, 71 participants (44.1%) reported purchasing a blind box in the
past two years, whereas 90 participants (55.9%) indicated that they had not purchased a blind
box during this period. Therefore, blind box purchasing was relatively common within the
sample, although a small majority reported no recent blind box purchases.

Participants who indicated having bought blind boxes were asked what brand they
purchased blind boxes from most frequently. This resulted in participants naming a total of 30
different blind box brands. As can be seen in Table 2, the most frequently mentioned brands
were Pokémon (n = 27), Pop Mart (n=11), LEGO (n = 10), L.O.L. Surprise! (n =5), Kinder
(n = 4), Miffy (n = 3), Hello Kitty (n =2), and Magic: The Gathering (n = 2). The remaining

brands were only mentioned by a single participant.

Table 2.
Participant Characteristics
Frequency Percentage

Gender Female 109 67.70%
Male 40 24.84%
Non-Binary/Third Gender 10 6.21%
Not disclosed 2 1.24%

Age <20 27 16.77%
21-25 99 61.49%
26-30 16 9.94%
>31 3 1.86%
Not disclosed 16 9.94%

Country Netherlands 105 65.22%
Germany 5 3.11%
UK 4 2.48%
Spain 3 1.86%
Portugal 2 1.24%
Other 5 3.11%

Not disclosed 37 22.98%
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Purchased blind boxes in

the past two years Yes 71 44.10%

No 90 55.90%
Preferred Brand Pokemon 27

Pop Mart 11

LEGO 10

L.O.L. Surprise! 5

Kinder 4

Smiski 4

Mifty 3

Disney 2

Magic the Gathering 2

Hello Kitty 2

Other 18

Note: Table 2 presents sample characteristics of the 161 respondents.

Correlations

Pearson correlation analyses were conducted to examine the relationships between
peer pressure, environmental awareness, and blind box purchase frequency. The full results
are presented in Table 3.

The correlation tests showed that peer pressure was strongly and positively correlated
with purchase frequency (r = .675, p < .01). This indicates that participants who perceived
higher peer pressure often reported higher blind box purchase frequency.

Environmental awareness was not significantly correlated with purchase frequency (r
= -.105, p > .05). However, it was weakly and negatively correlated with peer pressure (r =
-.174, p < .05), suggesting that participants with higher environmental awareness tended to

report slightly lower peer pressure.
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Table 3.
Correlations
PF PP EA

Purchase Pearson 1 675" -.105
Frequency Correlation

Sig. (2-tailed) <.001 185
Peer Pressure Pearson 675" 1 -.174"

Correlation

Sig. (2-tailed) <.001 .027
Environmental  Pearson -.105 -1747 1
Awareness Correlation

Sig. (2-tailed) 185 .027

**, Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

Hypothesis testing

Hypothesis 1 predicted that perceived peer pressure would positively predict the
frequency of blind box purchases. A simple linear regression, with results presented in Table
4, was carried out to test the hypothesis. The model was significant (F(1, 159) = 133.08, p <
.001) and explained 45.6% of the variance in purchase frequency (R* = .456). Findings
showed that peer pressure significantly predicted purchase frequency (f = .675, SE = .070,
t(159) = 11.54, p <.001). Therefore, Hypothesis 1 was supported.

Hypothesis 2 stated that environmental awareness moderates the relationship between
peer pressure and blind box purchase frequency, and that the relationship would be weaker

for individuals with higher environmental awareness. A multiple regression analysis was
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conducted with peer pressure, environmental awareness, and the interaction term between
peer pressure and environmental awareness as predictors. The overall moderation model was
significant and explained 45,2% of the variance in purchase frequency (Adjusted R? = .452,
F(3, 157)=45.01, p <.001). Perceived peer pressure stayed a significant positive predictor of
purchase frequency (B = 1.138, SE = .405, t = 3.37, p < .001). Environmental awareness did
not significantly predict purchase frequency (p =.166, SE =.201, t=1.32, p =.187).

Most importantly, the interaction between peer pressure and environmental awareness
was not statistically significant (B = -.466, SE = .068, t = -1.39, p = .168). Although the
interaction was negative, which was consistent with the hypothesis, environmental awareness
did not significantly moderate the relationship between peer pressure and purchase frequency.

Therefore, Hypothesis 2 was not supported.

Table 4.
Coefficients?

Unstandardized Standardized

Coefficients Coefficients

Std. Beta t Sig.

B Error
(Constant) 7.361 192 38.405 <.001
Peer Pressure 810 .070 675 11.536 <.001
(Constant) 5.773 1.227 4.703 <.001
Peer Pressure 1.366 405 1.138 3.372 <.001
Environmental .266 201 .166 1.324 187
Awareness
Interaction -.094 .068 -.466 -1.386 .168
Term”

* Dependent Variable: Purchase Frequency
® Peer Pressure x Environmental Awareness
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Discussion

The aim of this study was to explore the extent to which perceived peer pressure
predicts blind box purchase frequency and whether environmental awareness moderates this
relationship. Based on literature about bind box consumption, peer influence, social identity,
and environmental concerns, two hypotheses were proposed. The first one proposed that
perceived peer pressure would positively predict blind box purchase frequency. The second
hypothesis predicted that environmental awareness would weaken this relationship and that
individuals with higher levels of environmental awareness would be less influenced by peer
pressure when purchasing blind boxes.

The findings supported the first hypothesis, but did not support the second. Peer
pressure turned out to be a statistically significant predictor of blind box purchase frequency,
but environmental awareness did not significantly moderate this relationship. These findings
can contribute to the growing amount of research on blind box consumption by emphasizing
the influence of social expectations and pressure while also showing that awareness of the

climate crisis may not be sufficient to reduce participation in blind box consumption.

Interpretation of Findings

Hypothesis 1

The strongest finding was the significant positive relationship between perceived peer
pressure and blind box purchase frequency. Regression analysis showed that peer pressure
explained a substantial part of the variance in purchase frequency, indicating that participants
who felt more pressure from their friends, classmates, or online influencers were also more
likely to purchase blind boxes on a regular basis.

This finding connects to previous research suggesting that blind boxes are not just

consumer products but also a social concept that facilitates belonging, a sense of identity, and



31

social status. For example, it was mentioned that blind box communities function like
subcultures, where owning specific items provides recognition and status among peers.
Collectors often share their purchases online, trade figures, discuss their collections, and
display rare items to express their identity and gain social recognition.

These findings can also be linked to the Self-Determination Theory and especially the
concept of relatedness, which states that individuals have a psychological need to feel
connected to others. Blind box communities offer social interactions through collecting,
trading, and discussing products. This means that blind boxes offer both hedonic and social
functions and that individuals may be buying blind box products to strengthen their
connection to their peer group.

Social media may also play a role in the effect that was observed while testing
hypothesis 1. Blind box culture is big on social media platforms such as Instagram, TikTok,
and YouTube, since a lot of influencers and consumers share their unboxing videos on these
platforms. As this content gets more popular, these purchasing behaviors may become more
normalized, as influencers and celebrities can act as trendsetters, and followers feel
encouraged to buy products that are trending.

These findings combined show that blind box purchase behaviors are heavily
influenced by social environments. While psychological mechanisms, for example, dopamine
rewards, uncertainty, and gambling-like mechanisms, add to blind box appeal, this study
shows that social influence is especially important in explaining purchasing behaviour. This

supports literature portraying blind boxes as social currency rather than just collectibles.

Hypothesis 2

Hypothesis 2 predicted that environmental awareness would moderate the relationship

between peer pressure and purchase frequency. It was predicted that people with higher
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environmental awareness, would experience less peer pressure and therefore buy fewer blind
boxes.

The interaction effect turned out negative, which was what the hypothesis predicted;
however, the results were not statistically significant. This means the results do not provide
enough evidence to be able to conclude that environmental awareness weakens the effects of
peer pressure on blind box purchase frequency.

An explanation could be that awareness does not always translate into behavior. Many
individuals may be aware that blind boxes cause some form of environmental harm, but
continue buying them. This phenomenon is called the value-action or attitude-behavior gap
(Kollmuss & Agyeman, 2002). The descriptive statistics support this explanation:
Participants reported very high environmental awareness, with a mean score above 6 on a
7-point scale. This suggests many were already highly aware of environmental issues.
However, despite this, peer pressure was still a significant predictor of purchasing behavior.
This suggests that environmental concerns may be overshadowed by other factors influencing
blind box consumption.

The literature review suggests reasons why environmental awareness may not
significantly reduce purchasing behavior, aside from the value-action gap. Firstly, blind boxes
are designed to create excitement via uncertainty and expectation. Research shows uncertain
rewards activate the brain’s reward system. Consumers may find it easier to prioritize
immediate emotional gratification over long-term environmental issues. The same goes for
the fact that blind boxes use gambling-like psychological mechanisms such as the gambler’s
fallacy and near-miss effect. Environmental awareness may not be able to compete with
strong reward-based motivations that operate emotionally rather than rationally.

Finally, the lack of a moderation effect may also reflect the sample’s main population

group. Most participants were students and young adults. Research suggests Generation Z
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often expresses strong environmental concerns while also participating in consumption trends

driven by social media and popular culture (Juma-Michilena et al., 2024; Witek, 2020).

Theoretical Implications

This study and its findings contribute to existing research on blind box purchasing
behavior by emphasizing the importance of social influence. Much existing research focuses
more on the psychological mechanisms involved, such as uncertainty, dopamine rewards,
gambling-like features, and impulsivity. These mechanisms do play an important role;
however, this study suggests peer pressure is a strong predictor of purchase frequency
alongside other factors.

Additionally, the findings support theories that emphasize social influence and
identity formation. The significant effect of peer pressure is consistent with, for example, the
Self-Determination Theory and theories on blind boxes as a way of establishing social
identity. Blind boxes function not only as products but also as tools for social connection and

community participation.

Practical Implications

The findings from this study indicate implications for policymakers, educators, and
consumer advocacy organizations. Because of the strong influence that peer pressure turned
out to have, interventions to reduce excessive blind box consumption may benefit from
targeting social norms. For example, information campaigns could show other ways for
people to join collector communities without always buying new products. People can trade,
share, or buy second-hand items to keep social connections and also produce less waste.

The findings may also contribute to regulation discussions. Researchers have
indicated concerns about blind boxes’ gambling-like features and especially their impact on

young consumers. Since peer influence is strongly linked to purchasing behaviour,
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policymakers may consider social media marketing, influencer promotions, and targeted

advertising when developing consumer protection measures.

Limitations

There are several limitations that should be noted. First of all, convenience sampling
was used. This resulted in a sample that consisted mostly of bachelor's and master's students,
which means the findings may not be generalizable to the rest of the population. Additionally,
the sample size was relatively small for a quantitative study. A bigger and varying sample
would have provided broader generalizability and reliability. The sample was also
predominantly female, which may have influenced the findings given previous research that
suggested gender differences in blind box consumption as discussed in the theoretical
background.

Secondly, the study relied on self-reported measures. The participants may have over-
or underestimated their purchase behavior, perceived peer pressure, and environmental
awareness due to memory errors or social desirability bias.

Third, this study used a cross-sectional design, which prevents conclusions about
causality. Although the statistical analysis showed that peer pressure predicts purchase
frequency, it cannot be concluded that peer pressure directly causes increased purchase
frequency. Especially since the literature review showed blind box behavior is influenced by
a variety of different factors.

Fourth, some scales that were wused in the questionnaire were (partially)
self-developed. The scales showed good internal reliability; nonetheless, a by previous
research established scale would have been more reliable.

Finally, participants were invited to leave remarks at the end of the survey. A few

participants mentioned that they were left confused about what types of surprise products
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were included in this study’s definition of blind boxes and which were not. For example, a
participant stated that they did not indicate that they bought a blind box in the past two years,
but that they did buy Too Good to Go boxes. This may also mean that other people might
have indicated they bought a blind box even if this research was not meant to include that
type of surprise product. Therefore, it can be concluded that the description of blind boxes

included in this study could have been clearer.

Future Research

Future research could explore other factors influencing blind box purchasing, such as
individual differences in impulsivity, fear of missing out, social media use, and gambling
tendencies. These factors could explain additional variance next to peer pressure.

Additionally, future studies could explore whether environmental awareness becomes
more influential when combined with interventions such as sustainability campaigns,

probability disclosures, or increased awareness of waste.
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Conclusion

This study examined the role of perceived peer pressure in predicting blind box
purchase frequency and investigated whether environmental awareness moderates this
relationship. Blind boxes have become an increasingly popular trend, particularly among
young adults, due to their popularity on social media and the fact that they rely on
psychological mechanisms such as dopamine rewards, gambling-like elements, and social
influence that encourage the consumer to buy more. Previous research has mostly focused on
these psychological mechanisms, but research is lacking when it comes to peer pressure as a
predictor of blind box purchase frequency or the connection between blind boxes and the
environment. Therefore, this study sought to explore the role of peer pressure and
environmental awareness in shaping purchasing behavior.

The findings showed that perceived peer pressure is a significant predictor of blind
box purchase frequency. Participants who reported greater peer pressure were more likely to
purchase blind boxes frequently. This result supports existing literature that suggests that
blind box consumption is not solely motivated by the products themselves but also by the
social benefits associated with collecting.

On the contrary, environmental awareness was not demonstrated to be a significant
predictor of blind box purchase frequency. It also did not moderate the relationship between
peer pressure and purchasing behavior. Participants generally reported high levels of
environmental awareness, but this did not appear to reduce the impact of peer pressure on
consumer decisions. However, this finding does seem to be in line with existing literature on
the value-action gap, which states that people often base their purchasing decisions on
practical and economical factors before considering environmental factors. Individuals may
recognize environmental problems and express concern about issues such as plastic waste and

overconsumption, yet continue to engage in behaviors that contribute to them. It might also
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be hard for people to keep long-term environmental concerns in mind when blind boxes give
them short-term positive feelings.

These findings have several theoretical and practical implications. This study
contributes to the growing amount of academic literature on blind boxes by highlighting the
importance of peer pressure in consumer behavior and by connecting blind box purchasing
behavior with environmental awareness. Practically, these findings could be relevant for
policymakers, educators, and consumer advocacy organizations, as concerns about the risks
of blind boxes as well as overconsumption are growing, and this study could be useful for

interventions aimed at reducing excessive purchase frequency.

There are multiple limitations that should be acknowledged, such as the fact that the
study relied on convenience and snowball sampling, which resulted in a sample that mostly
consisted of university students and young adults. This may limit the generalisability of the
findings to broader populations. Secondly, the study relied on self-reported measures, which
may be unreliable due to social desirability bias, and (partially) self-developed scales. Lastly,
since quantitative methods were used, no conclusions can be drawn about causality, as many
factors contribute to consumer behavior. Future research could address these limitations and
further study the relationship of other factors and purchase frequency, or the connection
between environmental awareness and blind box consumer behavior.

In conclusion, the frequency of blind box purchases is strongly associated with peer
pressure, whereas environmental awareness appears to have little effect on consumer

behavior.
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