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PREFACE 

 

The concept of blind boxes has emerged as a fascinating phenomenon in global 

consumer markets, captivating younger generations with its element of surprise and 

novelty. Originating in Japan and popularized by companies like Pop Mart in China, 

blind boxes have transformed traditional shopping into a gamified experience, blending 

excitement with the allure of collecting rare or exclusive items. Despite their global 

success, the adoption of blind boxes in Malaysia has been relatively slow, raising 

questions about the factors influencing consumer behavior in this unique market.   

This research project seeks to explore the motivations and barriers behind Malaysian 

Gen-Z's intention to purchase blind boxes, focusing on the credibility of suppliers—

encompassing attractiveness, trustworthiness, and expertise—and the perceived risks 

associated with such purchases. By integrating the Source Credibility Theory (SCT) 

and examining the role of perceived risk, this study aims to provide actionable insights 

for marketers and policymakers to enhance the appeal and trustworthiness of blind box 

offerings in Malaysia.   

The findings of this study not only contribute to academic literature by addressing gaps 

in the application of SCT to blind box marketing but also offer practical implications 

for businesses aiming to tap into the preferences of Gen-Z consumers. Through a 

combination of theoretical frameworks and empirical analysis, this research sheds light 

on the dynamics of consumer decision-making in an uncertain purchasing environment.   

We extend our gratitude to all participants, academic advisors, and researchers whose 

contributions made this study possible. It is our hope that this work will inspire further 

exploration into the evolving landscape of consumer behavior and innovative marketing 

strategies.    
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ABSTRACT 

 

The blind box market has gained significant popularity globally, particularly among 

younger consumers, by leveraging the elements of surprise and novelty. However, in 

Malaysia, this trend has not achieved the same level of engagement as in other regions. 

This study investigates the factors influencing Malaysian Gen-Z's intention to purchase 

blind boxes, focusing on supplier credibility (attractiveness, trustworthiness, and 

expertise) and perceived risk. Grounded in the Source Credibility Theory (SCT), the 

research integrates perceived risk as an additional variable to explore its impact on 

purchase intentions. 

A quantitative approach was employed, with data collected from 367 Malaysian Gen-

Z respondents aged 12 to 25 through a cross-sectional survey. The findings reveal that 

perceived risk and supplier expertise significantly influence purchase intentions, while 

attractiveness and trustworthiness do not exhibit a statistically significant impact. 

Specifically, reducing perceived risk traits, such as financial concerns and quality 

uncertainty, enhances the likelihood of purchase. Additionally, suppliers' expertise in 

providing accurate information and proactive problem-solving positively affects 

consumer confidence. 

The study contributes to the literature by extending the SCT framework to the blind box 

context and highlighting the critical role of perceived risk in consumer decision-making. 

Practical implications suggest that marketers and policymakers should prioritize 

transparency, risk mitigation strategies, and supplier expertise to foster trust and 

encourage participation in the blind box market. Limitations include the cross-sectional 

design and gender imbalance in responses, which future research could address through 

longitudinal studies and broader demographic sampling. 

Keyword: Purchase Intention; Blind Box; Attractiveness; Trustworthiness; Expertise 

 

Subject Area: HF5410-5417.5 Marketing, Distribution of products   
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Chapter 1: Introduction 

 

 

1.1 Research Background 

 

The concept of blind boxes has become increasingly popular in recent years across 

various industries, including toys, collectibles, beauty products, and food items. A blind 

box is a type of product packaging that hides the item inside, providing consumers with 

surprise and excitement. When purchasing a blind box, consumers receive a package 

containing unknown products from a retailer, with only the brand name on the package 

providing a hint of its contents.  

 

Pop Mart in China has been instrumental in popularising this innovative strategy by 

selling small toy figures in mystery packages (Mvondo et al., 2023). Major players in 

this market include Sonny Angel, Popmart, LEGO, Miniso, and others (Reports, 2024), 

who all leverage the element of surprise and the appeal of collecting rare or exclusive 

items to attract consumers.  

 

Blind boxes originated in the 1980s in Japan, where bags were used instead of boxes 

and could be found in department stores like Matsuya. This early form of the blind box 

was called “fukubukuro” or “lucky bag”, and continues to be a successful business 

strategy (Tse, 2023). Unlike traditional shopping, where the buyer knows exactly what 

they are purchasing, blind boxes introduce a gamified element, tapping into the human 

desire for novelty and the potential to acquire rare or exclusive items. This gamification 

aspect makes purchasing blind boxes more exciting and compelling than traditional 

shopping (Zhang, 2021). As a result, the blind box model has proven to be a profitable 

strategy for businesses aiming to increase sales and customer engagement. 
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In China, the blind boxes are particularly famous, with the market size of the blind box 

industry expected to reach 25 billion yuan in 2025 (Zeng, 2021). Pop Mart, a leading 

blind box toy company, has consistently generated substantial profits since its 

establishment in China in 2010. It operates over 100 shops, over 1000 vending 

machines across China, and online channels (Chan, 2021). Figure 1.1 shows the official 

website of Pop Mart and the items it sells on its website. 

 

Figure 1.1: Pop Mart Official Website 

 

The emotional and social value that blind boxes provide to younger customers may 

explain their popularity. Some buyers are drawn to the design, while others collect 

products authorised or produced by their favourite brands or celebrities. Additionally, 

some individuals first purchased blind boxes out of curiosity after seeing them trending 

online. Fans of Japanese anime are also willing to spend money on models of their 

favourite characters (Ai, 2024). 

 

However, blind boxes are not as popular in Malaysia due to differences in consumer 

spending preferences. According to Figure 1.2, Malaysians tend to allocate a majority 

of their funds towards housing, water, electricity, and fuel, followed by food and 
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beverages, and transportation (Hassan, 2020), Additionally, the lack of promotions and 

limited store presence has hindered the popularity of blind boxes in Malaysia, with 

significantly fewer stores compared to China. Pop Mart physical stores located in 

Malaysia are shown in Figure 1.3. 

 

 

Figure 1.2: The monthly consumption of Malaysians in 2019 

 

 

Figure 1.3: The Pop Mart Store that is located in Malaysia 
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Hence, it is essential to measure Malaysian consumers' intention to purchase blind 

boxes. Various factors, including the credibility of suppliers, influence the consumer's 

intention to buy blind boxes. If consumers trust the supplier, they are more willing to 

purchase its products, even if they are new. A previous study also indicated that brand 

trust significantly influences brand preference (Dam, 2020).  

 

This study targets Malaysian Gen-Z because this generation is particularly drawn to 

novelty, excitement, and the thrill of uncertainty, which are key elements of blind box 

marketing strategy. Gen-Z consumers are more likely to engage with products that offer 

a unique experience, and surprise (or blind) boxes provide this through their 

unpredictable nature. More than 50% of Gen-Z believe that “spending money is to be 

happy” and experience immediate pleasure and joy in shopping (Zhang & 

Phakdeephirot, 2023). By purchasing a blind box, Gen-Z consumers will find joy, 

excitement, and more due to its uncertainty. Gen-Z's familiarity with digital platforms 

and their involvement in social media trends, such as unboxing videos, positions them 

as a key target for blind box marketing strategies. 

 

 

1.2 Statements of Problem 

 

The global blind box market, which features surprise items as part of a popular retail 

strategy, has succeeded considerably. Leading companies such as Sonny Angel, 

Popmart, and LEGO have effectively implemented this strategy across North America, 

Europe, and the Asia-Pacific regions. Whether you are a seasoned or novice collector 

of Pop Mart figurines, enthusiasts can now visit the brand’s first store in Malaysia, 

which opened in May 2023 on the fifth floor of Pavilion KL.  

 

Since its establishment, the blind box market in Malaysia has not seen the same level 

of customer participation and enthusiasm as in other countries. Despite the global 



The Role of Credible Suppliers and Perceived Risk in Motivating Malaysian Gen-Z To Purchase Blind 

Boxes 

 

19 

 
 

success of blind boxes, Malaysian consumers have shown hesitancy, leading to reduced 

engagement and sales within this specialised market segment. Uncertainty associated 

with blind boxes probably impacts consumers' purchase intentions, resulting in low 

engagement with this product (Zhang & Zhang, 2022). 

 

Malaysian customers complain and are dissatisfied with the marketing procedures and 

the quality of the product items offered in the surprise (or blind) boxes (Fu & Zhao, 

2022). One of the most noticeable complaints is the lack of attractiveness in marketing 

and packaging strategies. Companies' marketing campaigns lack the qualities to spark 

potential consumers’ interest in the blind boxes. Additionally, the visual appeal of the 

blind box packaging fails to grab customers' attention and interest in learning more 

about the products or services hidden inside. Moreover, the emotional appeal is 

overlooked, as promotional materials fail to invoke positive emotions or nostalgia, 

resulting in consumers lacking an emotional connection and enthusiasm for the blind 

box products. These complaints have led the authors to generalise that the attractiveness 

of marketing strategies affects Gen-Z and Millennials’ intention to purchase blind boxes. 

 

The low participation rate in blind box purchases in the local Malaysian market can be 

attributed to a critical problem: the perceived lack of trustworthiness among suppliers. 

Customers often feel misled by exaggerated claims or unclear information on the 

contents of surprise (or blind) boxes shared by companies and on social networks. This 

highlights the importance of honesty in marketing.  A previous study (Marks et al, 1988) 

found that consumers exposed to highly exaggerated advertisements had more 

significant shifts in attitude than those exposed to slightly exaggerated ones. Suppliers 

must be more consistent in fulfilling their customer commitments, as reliability is also 

an issue. Moreover, the company is seen as not transparent about buyers' options when 

the products in the blind boxes don’t meet their expectations. Therefore, this project 

aims to examine how trustworthiness traits influence the purchasing intentions of Gen-

Z regarding blind boxes. 
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Customers are questioning the blind box supplier in Malaysia due to concerns about 

potential scams (Thomas, 2024). Ambiguous advertisements can generate curiosity and 

attract attention. However, customers worry that the products inside the blind boxes 

may not be worth the purchase because of a lack of accurate information about them. 

This contrasts with the information gap theory, which suggests that the unknown 

elements of a product can create a desire for more details (Daume & Hüttl-Maack, 2019; 

Loewenstein, 1994). The authors of this study are examining how the supplier's 

expertise affects customers' purchase behaviour in Malaysia's market. 

 

Perceived risk is a negative factor that reduces the intention to purchase the Malaysian 

blind box. A past study (Faraji-Rad et al., 2017) found that priming uncertainty (vs. 

certainty) consistently increases the effects of various emotional influences on 

consumers’ judgments and decisions. Uncertainty arises when potential buyers fear that 

the goods or services in the blind box may fail to meet their expectations, needs, or 

pleasure. When customers feel that the blind box products could significantly differ 

from their expectations regarding quality or performance, the perceived financial risk 

increases, leading to decreased customer satisfaction. Similarly, perceived risk is being 

examined in this project, and its effect on respondents’ intentional purchase is also 

evaluated. 

 

This project tests the hypothetical relationship between the credibility attributes of the 

blind box supplier (attractiveness, expertise, and trustworthiness) and consumers' 

intention to purchase blind boxes. The source credibility theory (SCT) model is used 

for this purpose. Additionally, the SCT theoretical framework is modified to test the 

direct effect of another determinant variable: perceived risk. 

 

 

1.3 Research Questions 
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The problems discussed in the previous sub-chapter help the project authors derive the 

following research questions.  

i. How do the credibility, attractiveness, trustworthiness, and expertise of blind 

box suppliers affect Gen-Z's intention to purchase blind boxes? 

ii. How does perceived risk influence Gen-Z's intention to purchase blind boxes? 

 

 

1.4 Research Objectives 

 

The project‘s purpose is to examine how the credibility of the blind box suppliers and 

perceived risk influence Gen-Z’s purchasing intention. Specifically, this study 

intends… 

i. To examine the direct effect of the credibility of blind box suppliers 

(attractiveness, trustworthiness, and expertise) on Gen-Z's purchase intention. 

ii. To examine the direct effect of perceived risk associated with blind boxes on 

Gen-Z's purchase intention. 

 

 

1.5 Research Significance  

 

This study addresses gaps in current policies by the Malaysian government and 

suppliers. Presently, there is limited emphasis on ensuring supplier credibility and 

managing perceived risk, factors crucial for Gen-Z consumers. Existing policies often 

overlook the need for transparency and accountability in the blind box market, 

potentially leading to consumer distrust. This study provides insights to refine 
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marketing policies, emphasising the importance of credible suppliers and clear risk 

communication to better align with Gen-Z expectations and improve market strategies. 

 

 

1.5.1 Significance for Policy Planning 

 

A blind box supplier must be credible. A credible supplier can prevent product recalls 

or legal issues that could harm your business reputation. When suppliers are not open 

and honest about their products, customers become more cautious and dissatisfied, 

which reduces their willingness to participate in the blind box market. Local suppliers 

must prioritise honesty, dependability, integrity, and transparency to support and 

advance blind boxes. Unfortunately, their current shortcomings in these areas are 

discouraging potential customers.  

 

Quality concerns also play a significant role, as customers worry about defects, 

deficiencies, or major differences from the expected performance or appearance of the 

products. Incomplete or missing information about the contents of the blind box can 

lead to uncertainty about customer satisfaction, leaving customers feeling disappointed 

and unsatisfied after making a purchase. To address these issues, various policies can 

be implemented. For instance, government policies that mandate transparency in 

product disclosures are crucial. In the United States, Consumer Protection Law protects 

consumers from fraudulent business practices, defective products, and dangerous goods 

and services. It prevents dangerous or unethical business practices, such as false 

advertising or faulty products (Liberto, 2024). These policies aim to reduce the 

perceived risk associated with blind box purchases by making the process more 

transparent. 

 

Uncertainty raises expectations and curiosity but also creates the potential for 

disappointment if blind box products or services fail to meet customers’ expectations 
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(Wilson et al., 2005). Financial risks are directly linked to this uncertainty since 

consumers fear losing money on things that are worthless or unsatisfactory in the end. 

Customers are discouraged from entering the blind box market due to these perceived 

risks. Therefore, it is important for suppliers to effectively address and resolve these 

issues to increase customer confidence and participation in the local blind box market. 

To counter the uncertainty associated with blind box purchases, some governments and 

companies have implemented policies that allow customers to return unsatisfactory 

products. For example, like China's Regulatory Guidelines, merchandisers should 

publicise information about the value of the blind boxes' contents, the rules for drawing 

these boxes, and the probabilities of the outcomes (Xinhua, 2023). These policies aim 

to protect consumers by reducing the risk of purchasing blind boxes and ensuring they 

receive value for their money. These efforts are designed to increase consumer 

confidence and trust in the blind box market by addressing the uncertainties inherent in 

the product.  

 

1.5.2 Significance for Literature 

 

The Uncertainty Resolution Theory explains that humans are born with an inherent 

desire to solve uncertainty (Hsee & Ruan, 2016). Consumers experience psychological 

rewards when they can resolve uncertainty, even if the outcome is negative (Shen et al., 

2019). Incorporating the perspective of Uncertainty Resolution Theory, which posits 

that humans have an inherent desire to resolve uncertainty and derive psychological 

rewards from doing so (Hsee & Ruan, 2016; Shen et al., 2019), enriches both Social 

Cognitive Theory (SCT) and blind box literature.  

 

This argument addresses notable gaps in existing research. Specifically, while SCT has 

been adapted to various fields like influencer marketing and live stream shopping, it 

has not been extensively applied to the context of blind boxes. By integrating SCT with 

the dimensions of source credibility (attractiveness, trustworthiness, expertise) and 

considering the role of uncertainty resolution, this study provides a nuanced 

https://www.frontiersin.org/journals/psychology/articles/10.3389/fpsyg.2022.946527/full#B12
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understanding of how these factors influence consumer intentions in blind box 

purchases.  

 

Additionally, while perceived risk has been studied in domains such as e-banking and 

robotic services, its impact on blind box purchases remains underexplored. This 

research fills this gap by examining perceived risk, such as the potential for receiving 

undesirable items. By addressing these gaps, the study enhances our understanding of 

consumer decision-making processes in high-uncertainty contexts and offers valuable 

insights for academic research and marketing practice. 
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Chapter 2: Literature Review 

 

 

2.0 The Theoretical Framework of Source Credibility Theory 

 

The source credibility theory (SCT) originated from communication and psychology 

and provides a valuable framework for understanding how consumers perceive and are 

influenced by the information they receive about products. It seeks to comprehend 

which characteristics of sources make them credible to individuals and how such 

perceived credibility affects communication outcomes (Von Hohenberg & Guess, 2022).  

 

The SCT explains that credible sources tend to create a desired impact on the audience 

than non-credible sources (Umeogu, 2012). The theory posits that the effectiveness of 

a message is largely dependent on the perceived credibility of its source, which is 

determined by three dimensions of source credibility: attractiveness, trustworthiness, 

and expertise (Ohanian, 1991). 

 

Attractiveness encompasses the source's likability and appeal, which can include both 

physical attractiveness and personality traits. Physical attractiveness is an important cue 

in an individual’s initial judgment of another person (Mills & Aronson, 1965; Baker & 

Churchill, 1977; Kahle & Homer, 1985). In blind box marketing, charismatic and 

relatable suppliers can significantly impact consumer perceptions and intentions.  

 

Trustworthiness denotes the source's perceived honesty, integrity, and reliability 

(Ohanian, 1991). It refers to the consumer’s confidence in the source for providing 

objectively and honestly (Ohanian, 1991). The trustworthiness of the supplier in 
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delivering high-quality products and services is an essential dimension in evaluating 

supplier performance. 

 

Expertise is the extent to which a communicator is perceived as a source of valid 

assertions (Hovland, Janis, & Kelly, 1953). It refers to the communicator's knowledge, 

skills, and experience to support their assertions about the products or services sold. 

Exposure to an expert source exhibited more agreement with the advocated position 

than exposure to a low-expertise source (Ohanian, 1991). 

 

A credible supplier can consistently provide high-quality products or services that meet 

buyers’ requirements and reduce the chances of receiving substandard products. In 

addition, a supplier with accountability will take responsibility for any product quality 

issues and work towards addressing the problem quickly. In brief, the credibility of 

blind box suppliers helps their potential consumers take the blind boxes offer seriously 

and will convince the consumers to buy blind boxes. 

 

 

2.1 The Source Credibility Theory’s Past Conceptual Model 

 

The existing research on source credibility has mainly focused on evaluating the 

credibility of the following sources: influencers and endorsers (Bogoevska-Gavrilova 

& Ciunova-Shuleska, 2022; Chan et al., 2021; Filieri et al., 2022; Trivedi & Same, 

2019), parasocial relationships (Fatima & Billah, 2023), and social media postings 

(Serman & Sims, 2022) (see Table 2.1). However, there is a lack of published articles 

in Clarivate and Scopus journals that examine the credibility of blind box suppliers.  

 

Past research on Source Credibility Theory (SCT) has consistently focused on three 

core variables: attractiveness, trustworthiness, and expertise as the foundational 
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dimensions of source credibility. Compared to other SCT studies, only two SCT 

variables, trustworthiness and expertise, were tested in Serman and Sims (2022) and 

Wong et al.’s (2019) studies. The key similarity across past research is the emphasis on 

how the credibility variables influence respondents’ behavioural intentions (see Table 

2.1). 

 

Along with the SCT variables, some additional variables, such as entertainment, 

informativeness, similarity, reputation, customer loyalty, promotional incentives, 

product fit, and congruency, were examined as predictors of intentional behaviours. 

However, there is a lack of research on testing the combination of SCT variables with 

the perceived risk as an independent variable (IV) in Clarivate and Scopus journals (see 

Table 2.1).  

 

Focusing on blind box suppliers’ credibility in a previously unexplored context, this 

project addresses a gap in the literature. This study advances the SCT framework by 

integrating perceived risk as an IV alongside the traditional credibility dimensions 

(attractiveness, trustworthiness, and expertise). While past research has generalised 

findings across broad populations, this study tailors the SCT model to a more specific, 

influential consumer segment: Malaysian Gen-Z consumers. This enhances the 

framework’s applicability to a key demographic in digital commerce. Including 

perceived risk aligns with real-world consumer behaviour and provides marketers with 

actionable insights for credibility-building strategies in uncertain purchase 

environments.  
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Table 2.1: The Source Credibility Theory’s Past Conceptual Model  

Source (Year) 

Source 

credibility Additional independent variables Mediators 

Moderato

r 

Dependent 

variable 

Study context 
Att Tru 

Ex

p 
En 

In

f 

Si

m 

R

p 
Cl Pi Pf Cg Pr 

S

n 
At Uis Ba Aa Ci Pi Pri Bi 

Chan et al. (2021) ✓ ✓ ✓ ✓ ✓              ✓   Live-stream 

shopping 

Bogoevska-

Gavrilova & 

Ciunova-Shuleska, 

2022) 

✓ ✓ ✓  
 

✓ 
 

     
  

    ✓   Influencer 

marketing 

Fatima & Billah 

(2023) 

✓ ✓ ✓  
 

✓ 
 

    ✓ 
  

     ✓  Parasocial 

relationship  with 

product interest 
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Wong et al. (2019)  ✓ ✓  
 

✓ 
 

     ✓ ✓       ✓ Intentions to take 

advice from others 

Serman & Sims 

(2022) 

 ✓ ✓    ✓ ✓ ✓      ✓      ✓ SME hospitality 

blog post 

Filieri et al. (2022) ✓ ✓ ✓  
   

     
  

 ✓   ✓   Influencer’s word 

of mouth 

Trivedi & Same 

(2019) 

✓ ✓ ✓             ✓ ✓ ✓   ✓ Celebrity 

endorsement 

Seiler & Kucza 

(2017) 

✓ ✓ ✓       ✓ ✓     ✓ ✓  ✓  ✓ Advertising & 

brand 

communication 

                   Continue next page 
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Note:    

Source credibility variables:    

Att: Attractiveness Tru: Trustworthiness Exp: Expertise  

 

Additional independent 

variables: 

   

En: Entertainment Inf: Informativeness Sim: Similarity Rp: Reputation 

Cl: Customer Loyalty Pi: Promotional Incentives Pf: Product Fit Cg: Congruency 

 

Mediators: 

   

Pr: Parasocial Relationship Sn: Subjective Norm At: Attitude Uis: Unverified Information 

Sharing 

Ba: Brand Attitudes Aa: Advertising Attitudes   
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Moderator: 

CI: Consumer Involvement    

 

Dependent variable: 

   

Pi: Purchase Intention Pri: Product Interest Bi: Behavioural Intention  
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2.2 Blind Boxes Studies 

 

The increasing popularity of blind boxes, where consumers purchase products 

without knowing their exact contents, has revolutionised consumer markets by 

introducing an element of surprise and excitement. The following are samples of 

IVs or intervening variables (that include mediator and moderator) have been tested 

in blind box studies; Social Value (Zhang & Zhang, 2022, Zhang, 2023), Perceived 

Quality (Fan & Wang, 2023, Guanhua, 2023), and Perceived Scarcity (Xia et al., 

2025). 

 

Despite their widespread appeal, the underlying factors driving consumer intentions 

to participate in blind box purchases remain poorly understood. Moreover, 

businesses continue to invest heavily in blind box marketing strategies without a 

clear understanding of how these strategies influence consumer behaviour.  

 

In marketing, source credibility dimensions—comprising attractiveness, 

trustworthiness, and expertise of the information source—plays a crucial role in 

shaping consumer perceptions and decisions. Unfortunately, the role of source or 

blind box suppliers’ credibility in influencing consumer behaviour toward these 

purchases has not been adequately explored. This lack of insight can lead to 

inefficient marketing expenditures and missed opportunities to engage potential 

customers effectively. Thus, it is imperative to examine how the source credibility 

dimensions affect consumer intentions to participate in blind box purchases. 
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2.3 Perceived Risks Studies 

 

In the realm of perceived risks, past research has explored this variable across 

various fields to understand its impact on consumer behaviour and decision-making. 

For instance, perceived risk has been extensively studied in e-banking, where 

concerns about security and privacy influence users' trust and their intention to 

engage in online financial transactions (Hernandez & Mazzon, 2007; Pavlou, 2003). 

Similarly, in the context of robotic services, perceived risk often revolves around 

the reliability and safety of robots, impacting users’ acceptance and usage intentions 

(Shin, 2019). Educational technology also examines perceived risk, focusing on 

factors such as data privacy and the effectiveness of educational tools (Liu et al., 

2020). 

 

In past studies, perceived risk has often been incorporated as an additional variable 

within established theoretical frameworks. For example, in the Technology 

Acceptance Model studies, perceived risk has been linked to perceived ease-of-use 

and perceived usefulness, influencing users' intention to adopt new technologies 

(Venkatesh & Davis, 2000). Similarly, the Theory of Planned Behaviour studies 

incorporated the examination of perceived risk to understand its effect on 

intentional and actual behavioural change (Ajzen, 1991). These studies highlight 

that perceived risk is critical in determining users' willingness to engage with new 

technologies and services. 

 

Perceived risk has been shown to significantly impact various dependent variables 

such as intention to use a product or service and overall satisfaction. In e-commerce, 

for example, perceived risk has been demonstrated to affect consumers’ purchase 

intentions and post-purchase satisfaction (Featherman & Pavlou, 2003; Kim et al., 
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2008). In robotic services, perceived risk influences users' acceptance and their 

perceived satisfaction with the service (Shin, 2019). 

 

In the context of blind boxes, perceived risk is highly relevant due to the uncertainty 

and potential for disappointment associated with the product. Consumers risk 

receiving items that do not meet their expectations or are perceived as having low 

value. This perceived risk can deter potential customers from participating in the 

blind box market. Thus, understanding how perceived risk affects consumer 

behaviour in this specific area is crucial for developing strategies to mitigate these 

concerns and enhance customer confidence. 

 

 

2.4 The Development of the Current Hypotheses 

 

2.4.1 The Attractiveness of Suppliers and Intention to Purchase Blind Boxes 

 

The hypothetical positive relationship between suppliers’ attractiveness and 

respondents’ intentions has been well-documented in various research contexts. For 

instance, Zhang and Zhang (2022) found that the perceived value of blind boxes, 

influenced by the suppliers’ attractiveness, significantly impacts purchase intentions 

among young consumers in China. Similarly, Wang and Zhou (2021) highlighted 

that the novelty and excitement provided by attractive suppliers play a crucial role 

in driving purchase intentions in the e-commerce sector. 

 

However, not all studies align with this view. For example, Nguyen et al.’s (2024) 

study results show that the relationship between the attractiveness of TikTok 

influencers and Gen-Z’s purchase intentions in the cosmetic industry is not 
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supported. This discrepancy could be due to the different nature of products and 

consumer expectations, where factors like product quality and brand reputation of 

cosmetic products overshadow influencer attractiveness. Although two SCT 

variables, trustworthiness and expertise, significantly impacted purchase intentions, 

the physical attractiveness of influencers did not have a notable effect (To, 2024). 

This suggests that Gen-Z may prioritise trustworthiness and expertise over 

attractiveness when making purchasing decisions, especially in contexts where 

product efficacy is crucial. 

 

To encourage Malaysian Gen-Z to purchase blind boxes, this project predicts that 

suppliers’ attractiveness is a significant predictor of purchasing intention. This is 

because Malaysian Gen-Z consumers are highly attuned with the following 

attractive traits-marketing appeal strategy, visual appeal, innovative design, and 

emotional appeal-when considering the purchasing decision. Therefore, despite 

some contradictory findings in other studies, the unique characteristics of the 

study’s respondents and product category justify the testing of hypothesis H1. 

 

H1: The suppliers' attractiveness and Gen-Z’s intention to purchase blind boxes are 

positively related. 

 

2.4.2 The Trustworthiness of Suppliers and Intention to Purchase Blind 

Boxes 

 

Several studies support that suppliers’ trustworthiness and consumer purchase 

intentions are positively related. For example, Pavlou and Fygenson (2006) assert 

that trust in e-commerce vendors had enhanced respondents' purchasing intention. 

Moreover, in the context of mobile commerce, Kim et al. (2011) suggest that 

supplier trustworthiness is crucial in influencing consumers' intention to engage in 

e-transactions, especially for high-involvement products. These findings suggest 
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that trust in the supplier is a critical determinant of purchase intentions, particularly 

among consumers concerned about the transaction's credibility and reliability. 

 

However, some studies do not fully support this relationship. In their research on 

online marketplaces, Ba and Pavlou (2002) found that while trustworthiness is 

important, it does not always directly translate to purchase intention, particularly 

when other factors such as price or convenience are more pressing for the consumer. 

Additionally, Mukherjee and Nath (2007) found that in the context of B2B 

transactions, trustworthiness did not significantly influence purchase decisions, as 

these were more heavily based on contractual obligations and the specific benefits 

of the products. These findings suggest that the influence of trustworthiness on 

purchase intentions may vary depending on the product type and purchasing context, 

where other factors may override the effect of trust. 

 

Considering Gen-Z's plans to buy blind boxes, we argue that the hypothesis is 

justified despite the conflicting findings. This group is usually quite picky and 

expects suppliers to act ethically, transparently, and dependably. Because blind 

boxes carry a certain amount of risk and uncertainty, the supplier's trustworthiness 

is very important. Gen-Z buyers are more inclined to buy from suppliers they 

believe to be reliable since they are recognised for being sceptical and for 

researching companies before making a purchase. This situation emphasises how 

crucial trustworthiness is in forming purchase intentions among Gen-Z, supporting 

our hypothesis. 

 

H2: The suppliers' trustworthiness and Gen-Z’s intention to purchase blind boxes 

are positively related. 

 

2.4.3 The Expertise of Suppliers and Intention to Purchase Blind Boxes 

 



The Role of Credible Suppliers and Perceived Risk in Motivating Malaysian Gen-Z To Purchase 

Blind Boxes 

 

37 
 
 

The positive relationship between the expertise of suppliers and Gen-Z’s intentions 

to purchase blind boxes is supported by several studies. For instance, Liang et al. 

(2021) found that suppliers' expertise significantly affects thought and purchase 

intentions among consumers in the context of solar photovoltaic panels. When 

experts provide high-quality and trustworthy information, uncertainty reduces. This 

makes individuals more willing to accept the information and follow the 

expectations of others. Similarly, Lisichkova & Othman's (2017) expertise is one of 

the main criteria that affects the consumers’ thoughts and purchase intention in the 

context of influencers. 

 

However, not all studies support this hypothesis. For example, in the context of 

business-to-business (B2B), Belonax et al. (2007) asserted that supplier expertise 

and purchase intentions were not significantly related. The results indicate that 

supplier and salesperson expertise was not an important criterion for some buyers 

in minimally important purchases than in extremely important purchases. In the 

context of consumer electronics, Baker et al. (2002) also found that although 

supplier expertise was acknowledged, it was overshadowed by price 

competitiveness and product availability as the main factors influencing purchase 

decisions. This suggests that in markets where consumers have access to multiple 

options and can easily compare prices, the perceived expertise of suppliers may 

have a diminished impact on their purchase intentions. 

 

This project argues that the hypothesis H3 is justified despite these contradictory 

results. Due to the inherent uncertainty and novelty of blind boxes, Gen-Z 

customers may depend more on the suppliers' purported experience level. In this 

situation, customers' purchase intentions may be influenced by supplier expertise, 

which can play a crucial role in reassuring them of the blind boxes' quality and 

authenticity. Furthermore, Gen-Z buyers are renowned for being quite picky and 

frequently value the reputation and area of expertise of suppliers when making 

judgments. This suggests that suppliers’ expertise will likely be a major factor in 
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influencing purchase intentions in the context of blind boxes, which supports our 

hypothesis. 

 

H3: The suppliers' expertise and Gen-Z’s intention to purchase blind boxes are 

positively related. 

 

2.4.4 The Perceived Risks and Intention to Purchase Blind Boxes 

 

Several studies have supported the relationship between perceived risk and 

purchase intention. For example, Indiani et al. (2015) argue that when perceived 

risk declines to an acceptable level, respondents’ hotel booking intention increases 

and turns into an actual purchase. Forsythe et al. (2006) also examined perceived 

risk in online shopping. They found that concerns about product performance and 

return policies were major deterrents for consumers, reinforcing the notion that 

perceived risk is a substantial barrier to consumer purchasing behaviour across 

various contexts. 

 

However, the hypothetical relationship is not supported in some studies. For 

example, Dowling and Staelin (1994) argue that while perceived risks might 

initially deter purchase intentions, this effect can be mitigated by factors such as 

strong brand reputation or positive word-of-mouth. Additionally, Bhatnagar et al. 

(2000) further explored this relationship in online shopping and found that for 

certain products, perceived risks did not significantly deter purchases, especially 

when consumers perceived strong benefits or when trust in the supplier was high. 

 

Despite the inconsistent result, the project’s researchers predict that a reduction of 

perceived risk traits motivates Malaysian Gen-Z’s intention to purchase blind boxes 

(see H4). Although uncertainty (a perceived risk trait) enhances potential buyers’ 
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excitement, surprise, and thrill of buying blind boxes, which coincides with blind 

box marketing strategy, blind boxes are not as popular in Malaysia as they are in 

overseas markets. Probably, other perceived risk traits, such as the possibility of 

losing money when the blind box product or service is not worth buying or 

discrepancy between expected and bought product’s feature or quality, override the 

excitement, surprise, and thrill of buying blind boxes.  

 

H4: The reduction of perceived risk and Gen-Z’s intention to purchase blind boxes 

are positively related. 

 

Table 2.2 summarises the project’s research questions, research objectives, and 

hypotheses. 
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Table 2.2: The Summary of the Relationship between the Study’s Research 

Questions, Research Objectives, and Hypotheses 

 

 

 

2.5 Current Study’s Research Model 

 

The overview of SCT modelling, blind box, and perceived risk conceptual 

frameworks helps the project to develop the hypotheses for testing.  Figure 2.1 

depicts the current study’s research model.  
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Figure 2.1: Current Study’s Research Model   
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Chapter 3: Methodology 

 

 

3.1 Research Design 

 

This project uses a deductive approach to develop the hypotheses from the SCT 

theoretical framework and empirical perceived risk studies (Masud, 2024). Primary 

data was collected and analysed statistically to confirm the hypotheses. As this 

research aims to enrich the SCT theoretical framework and not develop a new 

research modelling, an inductive approach is not used. 

 

This project collected cross-sectional data, where all variable data were measured 

simultaneously at a single point in time. Due to time constraints, it is not feasible 

for the project researchers to collect longitudinal data that aims to measure the same 

study variables from the same sample repeatedly (Burns & Burns, 2008). 

Furthermore, as the study’s target respondents’ behaviour and external factors (such 

as tariffs and public regulations about blind boxes) do not change drastically within 

a short time frame, findings from cross-sectional data can still represent their 

behaviour.  

 

 

3.2 Sampling Design 

 

This study uses sampling rather than a census because of practical factors, including 

cost, time, and feasibility. A census, which entails gathering information from every 

member of the target population, would be extremely difficult and resource-
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intensive, particularly considering how big and dispersed Malaysia's Gen-Z 

population is. Collecting data from the target’s representative using a systematic 

and careful sampling approach yields insightful results with far less resource usage. 

The following sub-sections discuss the project’s sampling design approach. 

 

3.2.1 Target Population 

 

This project targets Malaysian Gen-Z, ages between 12 and 25 years old and who 

are knowledgeable about blind box marketing strategies and haven’t purchased a 

blind box before. To filter out non-targeted respondents, screening questions related 

to the definition of the target population are shown in the project’s questionnaires. 

 

By 2020, Gen-Z emerged as the largest demographic group in Malaysia, 

constituting 29% of the population (Tjiptono et al., 2020). In 2023, Malaysia ranked 

third globally for e-commerce sales growth, driven by high internet penetration, 

user-friendly platforms, and a projected gross merchandise value (GMV) of around 

16 billion USD by 2025 (Siddharta, 2024). As digital natives, Gen-Z consumers are 

highly engaged in online shopping, strongly prefer interactive and gamified retail 

experiences (Statista, 2024). Almost 40% of blind box consumers are Gen-Z in 2020, 

and their purchasing power is steadily rising (Fu & Zhao, 2022). As a result, blind 

box suppliers, such as Pop-Mart, use e-platforms, including their official websites 

and other e-commerce platforms such as Shopee, Taobao, and Lazada, to market 

the blind boxes.  

 

3.2.2 Sample Size 

 

Statistics about the number of Gen-Z residing in Malaysia have not been made 

public by any organisation. Recent data from Kemp (2024) indicates that Malaysia’s 
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total population reached 34.49 million as of January 2024. Based on demographic 

distribution trends, it is estimated that approximately 8.97 million Malaysians 

belong to the Gen-Z cohort. Given this sizable population, this study adopts the 

widely recognised sample size determination table by Krejcie and Morgan (1970), 

which recommends an ideal sample size of 384 when the population is more than 

one million. This ensures statistically reliable findings while maintaining research 

feasibility. 

 

 

3.2.3 Sampling Method 

 

Probability sampling cannot be used in this study as the sampling frame for Gen-Z 

residing in Malaysia is unavailable. Therefore, a non-probability sampling was used. 

First, judgmental sampling is used to select respondents who meet the target 

population definition. Then, this project employs the snowball sampling method to 

help researchers reach potential respondents who reside far away from the 

researchers' residential area. The project researchers first contacted family and 
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friends to participate in the survey. After that, the initial group of participating 

respondents was requested to circulate the questionnaires to their family, friends, 

and acquaintances. This process will continue until the total number of collected 

questionnaires matches the ideal sample size, 384. 

 

 

3.3 Data Collection Method 

 

To collect reliable and valid data from the main survey’s respondents, a series of 

processes were carried out to ensure that the items of each variable measure the 

variable reflectively correctly and that the respondents understand what each item 

aims to measure. To complete the tasks, a pre-test and pilot study were carried out 

to develop the main survey’s questionnaire. 

 

3.3.1 Development of Questionnaire 

 

The project’s researchers prepared the first questionnaire draft by adopting items of 

each variable from selected sources. The adopted item statements were modified to 

match the current study context. To retain the meaning of the original item, an 

academic supervisor was invited for a pre-test. Once ethical clearance approval is 

obtained, the pilot study will be carried out. The following sub-sections discuss the 

pre-test and pilot study procedures. 

 

a. Pre-Test 

 

Pre-testing is crucial to ensure the item statements are well-crafted and logically 

arranged. Each statement should focus on a single subject, precisely measure what 
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is aimed to be measured, and avoid duplicating other item statements. The academic 

supervisors compared the original and modified item statements. The item 

statements were then further modified (see Table 3.2).  

 

The second modified item statements were then submitted for ethical clearance 

committee vetting and approval. The committee members approved the revised 

questionnaire item statements. Subsequently, the project’s researchers requested 

representatives of the targeted respondents to review the pre-tested item statements 

and give feedback for improvement. See the next sub-section for the details of a 

pilot study. 
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Table 3.2: Feedback from Pre-test Expert 
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b. Pilot Study 

 

A total of 25 participants were involved in the pilot study. Three participants’ 

responses were ignored because one decided to withdraw before completing the 

pilot study session, and two were unfamiliar with the blind box marketing concept. 

Three group discussion sessions were arranged, and the participants were invited to 

join any session. During the session, they were provided the pre-tested item 

statements and were encouraged to discuss their understanding of what each item 

aims to measure. The statement will be modified if any participant raises a negative 

comment. At the end of each session, no suggestions were given to revise the pre-

tested statements.  
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To ensure the item statements can measure each variable reliably, the participants 

were requested to answer the pre-tested item statements. The pilot study data were 

analysed using a reliability test. Table 3.3 shows the computed reliability coefficient, 

Cronbach’s alpha scores for each variable. Overall, the coefficients are higher than 

the threshold value of 0.6 (Tavakol & Dennick, 2011). The result denotes that the 

participants rated the item statements of each variable consistently or giving similar 

directional opinions (either agree or disagree). As the item statements can measure 

each variable reliably, the pre-tested item statements become finalised and were 

adopted to measure the main survey respondents’ feedback about the credibility of 

blind box suppliers, perceived risk, and their intention to purchase blind boxes. 

 

 

 

c. Questionnaire Design for Main Study 

 

There are two sections in the finalised questionnaire. The first segment aims to 

gather the respondents’ demographic data, including age, gender, income level, and 

educational level. The second section consists of the item statements for each IV 

and dependent variable (DV). Respondents were asked to rate their level of 
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agreement for each item statement using a 7-point Likert scale, which ranges from 

1 (for strongly disagree) to 7 (for strongly agree). The Likert scale is widely used 

as a psychometric tool in educational and social sciences research, enabling the 

respondents to easily express their agreement or disagreement (Joshi et al., 2015). 

Compared to a 5-point Likert scale, the 7-point Likert scale allows for more detailed 

and precise agreement ratings (Russo et al., 2021). 

 

The questionnaire item statements are finalised upon completing the pre-test and 

pilot study (see Table 3.4). 

 

Table 3.4: The Finalised Questionnaire Item Statements 

Variables and Item Statements 

Modified 

from sources 

below 

IV1: Attractiveness 

To effectively endorse or promote a product or service, the blind box suppliers 

should possess the following attractive traits that make the products or services 

appealing: 

Att1: Appealing Marketing. The marketing campaigns must 

have sufficient qualities or features to arouse potential 

consumers’ interest in the blind box. 

Seiler & 

Kucza, 2017 

Att2: Visual appeal. The aesthetic design and packaging of blind 

boxes can draw consumer attention and create a positive first 

impression, increasing the likelihood of purchase. 

 

Att3: Innovative Design. Displaying blind boxes creatively and 

uniquely could capture customers' interest and encourage them 
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to learn more about the products or services hidden in the blind 

box. 

Att4: Emotional Appeal. Arouse potential consumers’ positive 

emotions or nostalgic (or wants to be back to experience a long-

gone moment) feelings. 

 

 

IV2: Trustworthiness 

To effectively endorse or promote a product or service, the blind box suppliers 

should possess the following trustworthiness traits: 

Trust1: Honest: Always tell the truth and do not try to deceive 

people or break the law. 

Kamphuis, 

2017 

Trust2: Reliable: Someone who does what they promise.  

Trust3: Integrity: Someone with strong moral principles or 

business ethics prioritises consumer interests. 

 

Trust4: Transparency: Someone who communicates clearly 

about the odds of receiving different items in blind boxes in an 

open way, without a secret. 

 

  

IV3: Expertise 

To effectively endorse or promote a product or service, the blind box suppliers 

should possess the following expertise traits: 

Exp1: Knowledgeable. Able to assure potential buyers about the 

intrinsic or core value of the blind box contents. 

Ismagilova et 

al., 2020 

Exp2: Experienced. With experience in the blind box selling 

strategy, suppliers will implement the blind box processes 

correctly. 
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Exp3: Accurate Information. Able to provide accurate and 

thorough information about the contents of the blind box to 

reduce potential buyers' feelings of uncertainty. 

 

Exp4: Professional.  Able to identify and fix problems 

proactively before those problems affect a large portion of the 

order. 

 

 

IV4: Perceived Risk  

To effectively endorse or promote a product or service, the blind box suppliers 

should be able to reduce the following perceived risk traits embedded by potential 

buyers: 

PR1: Perceived uncertainty arises when potential buyers fear 

that the products or services in the blind box couldn’t match their 

expectations, needs, or pleasure. 

Mvondo, 

Jing, & 

Hussain 

(2023).  

 

PR2: Financial risks refer to the possibility of losing money 

when the blind box product or service is not worth buying. 

PR3: Quality concerns arise when potential buyers fear there 

will be a defect, deficiency, or a significant variation or notable 

difference in the bought product or service’s expected 

appearance or performance. 

PR4: Satisfaction uncertainty arises when potential buyers 

have incomplete or missing information about the bought blind 

box and feel unsatisfied upon receiving products or services. 

  

DV: Intention to Purchase Blind Boxes  

PI1: I intend to explore blind box offers in the future. 
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PI2: I will encourage my social circle to explore the blind box 

concepts. 

Ermec 

Sertoglu, 

Catli, & 

Korkmaz. 

(2014) 

PI3: I may buy a blind box in the future. 

 

3.3.2 The Main Survey Fieldwork 

 

The project employed a non-probability sampling method (or snowball sampling) 

due to the absence of a comprehensive sampling frame for Gen-Z residents in 

Malaysia. Additionally, the project researchers can collect data from respondents 

located far away from the researcher’s residential area.  

 

In the digital era, Malaysians, especially Gen-Z, use smart devices for 

communication and learning purposes. Therefore, the main survey questionnaires 

were prepared using Google Forms with a QR code and URL address for 

distribution and collection purposes. E-surveys enable researchers to swiftly reach 

targeted respondents from anywhere and at any time through an internet connection. 

Additionally, it also offers convenience in garnering participation from respondents 

who are unfamiliar with the researchers.  

 

In approaching the first respondents’ batch, the project researchers collected data 

from students at high-traffic campus locations, such as the main canteens at Block 

C and Pavilion 2 during lunch hours, and the researchers’ study faculty. Additionally, 

the researchers requested their Gen-Z family members, friends, and non-UTAR 

acquaintances to fill out the finalised questionnaire. The researchers explained the 

survey's purpose and ensured them that their data would be kept confidential and 

used only for academic research. After completing the questionnaire, the UTAR 
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cohort and personal networks were invited to circulate the e-questionnaire to their 

Gen-Z family members, friends, and acquaintances.  

 

Upon receiving the e-survey link, respondents can answer the questionnaire at their 

own pace anytime and snap the QR code to submit the completed e-questionnaire. 

The project researchers show their contact details, such as email address, on the 

questionnaire. Respondents were welcome to communicate the researchers for any 

queries or comments.  

 

In monitoring the snowball sampling progress, the researchers sent weekly 

reminders to our initial respondents, posted the questionnaire link on various social 

media platforms, and encouraged participants to remind their networks. The data 

collection process continued until the number of received answered questionnaires 

reached 384. All collected data was then systematically organised in Google Sheets 

and Microsoft Excel for comprehensive analysis. The data were collected from 

December 3, 2024, to March 20, 2025. 

 

 

3.4 Data Analysis Tool 

 

The researchers analysed the main survey data using descriptive and inferential 

statistics. The demographic data are descriptively analysed to inform readers with 

the frequency distribution of gender, age, nationality, race, occupation, and average 

income level. Such information allows researchers to check whether the 

respondents' demographic characteristics accurately reflect population parameters. 
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The inferential statistical results assist the researchers in confirming the project’s 

hypotheses. The reliability coefficients, known as Cronbach's Alpha, were 

calculated to ensure the collected data is reliable for further statistical analyses. 

Indications of the ranges of reliability coefficient value are shown in Table 3.5 

(Zahreen et al., 2018). It denotes the level of consistency when respondents rate 

their agreement and disagreement responses on each variable’s item statement. 

When most respondents rated all items of a variable within the agreement or 

disagreement range, the coefficient score increases. If the reliability coefficient of a 

variable is below 0.70, a special investigation needs to be conducted to check which 

item has been rated by the same respondent at a different agreement or disagreement 

range as compared with other items. Possibly, this item should be coded using 

reverse code, or the scenario doesn’t apply in the current study context. A possible 

solution is to remove the item. 

 

 

Source: Zahreen, 2018 

 

Additionally, each variable’s data must be normally distributed.  This can be tested 

by plotting a Q-Q (quantile-quantile) plot for researchers to check the discrepancies 

between actual or collected figures with expected figures. If the discrepancies are 
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minimal, researchers can conclude the collected variable data is linearly and 

normally distributed (Das & Imon, 2016).   

 

In examining the linear correlation relationship between each IV and the DV, 

Pearson correlation coefficients were computed using bivariate correlation analysis. 

A pair of variables can be classified as positively or negatively related, and strongly, 

moderately, or weakly associated based on the correlation coefficient's value.  

Indications of the ranges of correlation coefficient value are shown in Table 3.6. 

 

 

Source: Napitupulu et al. 2018 

 

However, the IVs themselves are not expected to be strongly correlated.  

Multicollinear variables may adversely affect model predictions on unseen data 

(Ph.D & Kavlakoglu, 2023).  Any changes in one variable may result in comparable 

changes in another when the IVs are highly correlated.  The model outputs can 

become unstable due to significant fluctuations caused by even small changes in the 

data. The ANOVA (known as the F-test) and Variable Inflation Index (VIF) tests 

were used to assess multicollinearity.  Multicollinearity is not a problem when the 
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VIF scores are less than 10 and the ANOVA or F-test is significant (Hair, Anderson, 

Tatham, Black, & Babin, 2006). 

 

Finally, regression analysis is performed using the stepwise method to determine 

which IV is significantly and not significantly related to the DV at a precision level 

of 0.05. A hypothesis is supported when the IV is a significant variable, and vice 

versa when the IV is not a significant variable. Under the stepwise method, the first 

regression analysis model selects the most significant IV. This method continuously 

adds or subtracts variables methodically until a predefined statistical criterion is 

satisfied. IVs that do not show a strong correlation with the DV are removed using 

the stepwise method. The final model of the regression analysis shows only the 

composition of significant IVs. 

 

Based on the final regression model, several statistical indicators are used to 

measure the relationships between the significant IVs and the DV. For example, the 

"R Square" figure displayed in the model summary demonstrates the percentage or 

proportion of the DV variance that all significant IVs can account for. The ANOVA 

and VIF test results confirm whether the significant IVs relate to the DV 

independently. Finally, t-test results demonstrate the intensity effect that each 

significant IV accounts for the variation in DV. 

 

 

3.5 Ethical Consideration 

 

The University needs to ensure all academic research adheres to ethical standards. 

Researchers (staff and students) must apply for ethical clearance, which is overseen 

by the University Ethics Committee Board, before conducting the pilot study and 

main survey. Ethical research is essential to minimise risks to participants, ensure 
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voluntary participation, and maintain the confidentiality of respondents' data. 

Researchers must complete the application form and submit it to the university's 

ethics committee. If the research's goal, data collection methods, and measures to 

protect participant privacy are planned ethically, the committee will issue an 

approval letter. After receiving the approval letter, the project researchers began 

their pilot and main study processes.  

 

As required, the main study questionnaire attaches the Personal Data Protection 

Statement to assure respondents that the gathered data will be used only for 

scholarly research, not for profit. Additionally, respondents’ personal demographic 

information and identity will be treated as private and confidential.  
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Chapter 4: Data Analysis and Results 

 

 

4.0 Introduction 

 

This chapter focuses on presenting and discussing the findings from data collected 

from the main survey. 

 

 

4.1 Descriptive Results 

 

This study targets Malaysian Gen-Z, ages 12 to 25 years old. A total of 384 

answered questionnaires were collected. However, 17 were voided as the 

participants were neither aged between 12 and 25, knowledgeable about blind box 

marketing strategies, nor had they purchased a blind box before.  

 

More females (60.8%) participated than males (39.2%) (see Table 4.1). Many of the 

first batch of snowball sampling respondents are university students, and the 

referrer tends to circulate the questionnaire to their friends who are also university 

students. Therefore, about 97.5% of the respondents were aged between 18 and 24. 

Most of them were pursuing a foundation or bachelor's degree or foundation (91.6%) 

and have monthly allowances below RM2000. 
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Table 4.1: Respondents’ Demographic Profiles 

 

Note: The total number of respondents is 367 
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4.2 Inferential Results 

 

A series of inferential statistical analyses was conducted to confirm the research 

project’s hypotheses. 

 

4.2.1 The Reliability Coefficient of Variables 

 

Table 4.2 shows that the Cronbach’s alpha values for all variables are more than the 

threshold value of 0.7. This suggests that the directional response (either agree or 

disagree) from most participants for all variables’ items is consistent (Frost, 2022). 
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4.2.2 Normality of Data Distribution 

 

The Q-Q plots in Figure 4.1 show that the observed or actual value for each variable 

does not widely differ from its respective expected value. Also, none of the plots 

resemble a U-shape or internal U-shape pattern. This indicates that the variables’ 

data are normally distributed. This supports the use of multiple linear regression 

analysis to confirm the hypotheses, which is discussed in the sub-topic 4.2.4.  

Figure 4.1: The Distribution of Study Variables Data 

 

4.2.3 The Correlation between the Independent and Dependent Variables 

 

A correlation reflects the strength and/or direction of the relationship between two 

(or more) variables (Bhandari, 2021). Simply, a correlation analysis examines the 

level of association between each IV and the DV without the researcher controlling 
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or manipulating any of them. Additionally, the Person’s correlation coefficient score 

denotes whether the variables are positively or negatively associated. The 

correlation result indicates that all IVs are positively and weakly associated with 

the DV (see Table 4.3). 
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Table 4.3: Correlation between the Independent and Dependent Variables 

 

 

 

4.2.4 Multicollinearity and Multiple Linear Regression Result 

 

The stepwise method has run two rounds of regression analysis. Table 4.3 shows 

that not all IVs can significantly impact the DV. In the second regression analysis 

round, two IVs: suppliers’ attractiveness and trustworthiness (IV1 and IV2) were 

excluded from the regression analysis. As a result, hypotheses H1 and H2 are not 

supported. In other words, only two IVs were retained as key predictors for 

subsequent analysis: perceived risk and suppliers’ expertise (IV3 and IV4)-see 

footnote "c" in Table 4.4.  
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The R-squared value of 0.148 shown in Table 4.5 indicates that 14.8% of the DV 

(purchasing intentional behaviour) can be explained by the two significant IVs (the 

perceived risk and suppliers’ expertise). The remaining 85.2% of the variation is 

attributed to other variables not examined in this research. 
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Table 4.6 denotes the ANOVA test result, confirming the independent status of each 

significant IV (IV3 and IV4). When the IVs are highly correlated, multicollinearity 

issues emerge (Ph.D & Kavlakoglu, 2023). 
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VIF scores are computed to confirm the multicollinearity issue, too. Table 4.7 

depicts that the significant IVs’ VIF scores are below 3, well below the threshold 

value of 10. This indicates that the significant IVs are not highly correlated with 

each other. 

 

Table 4.7 also informs readers which IV is significantly related to the. Based on the 

t-statistic result, the perceived risk stands out as the most significant IV driving the 

intention to purchase blind boxes (with a regression coefficient value of 0,308), 

followed by the suppliers’ expertise (regression coefficient value of 0.285). Or it 

indicates that both significant IVs (IV3 and IV4) are positively related to the DV, 

and this confirms the support of hypotheses H3 and H4. 
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Table 4.7: Regression Coefficients 

 

From Table 4.7, the project’s multiple regression equation is ... 

Y (DV) = 1.750 + 0.308 IV4 (Perceived risk) + 0.285 IV3 (expertise) 

 

The regression modelling results show that perceived risk is the most important 

indicator that motivates Malaysian Gen-Z’s intention to purchase blind boxes. 

Uncertainty (a perceived risk trait) may enhance some potential buyers’ excitement, 

surprise, and thrill of buying blind boxes, which coincides with the blind box 

marketing strategy.  However, most respondents agreed that other perceived risk 

traits, such as the possibility of losing money when the blind box product or service 

is not worth buying or discrepancy between expected and bought product’s feature 

or quality, override the excitement, surprise, and thrill of buying blind boxes.  

 

Malaysian Gen-Z consider whether blind boxes are worth purchasing. This explains 

why most respondents appreciate suppliers who possess specific expertise traits 
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such as the ability to identify and fix problems proactively, compared to other 

credibility’s dimensional variables (attractiveness and trustworthiness).  

 

Finally, a PP plot is plotted to countercheck if the accumulated effects generated by 

all significant IVs are linearly connected to the DV (see Figure 4.2). Compared to 

the Q-Q plot, which aims to examine the data linearity of each variable, the P-P Plot 

compares the cumulative probability of the observed data with the cumulative 

probabilities of the expected data of all significant IVs. The P-P plot shown in 

Figure 4.2 confirms the linear relationship because the discrepancies between the 

cumulative observed data and the expected data are minimal. 

 

 

 

 

4.3 Current Research Development Model 

 

From the hypotheses confirmation results, the project’s final research model is 

presented in Figure 4.3. 
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Figure 4.3: Current Research Model 

 

 

4.4 Conclusion of the Statistical Result 

 

From the regression modelling result, hypotheses H3 and H4 are supported, and H1 

and H2 are not supported, see Table 4.8. 
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Chapter 5: Conclusion, Implications, Limitations, and 

Recommendations 

 

 

5.1 Accomplishment of Research Objectives and Discussion 

 

The project examines the role of credible suppliers and perceived risk in motivating 

Malaysian Gen-Z to purchase blind boxes. To achieve the two established research 

objectives, hypotheses are developed for testing. The following texts discuss the 

accomplishment of the research objectives based on the statistical results. 

 

To achieve the first objective, three hypotheses, H1, H2, and H3, were formulated 

to examine the direct effect generated by the credibility of blind box suppliers 

(attractiveness, trustworthiness, and expertise) on Gen-Z’s purchase intention. The 

findings reveal that H1 and H2 are not supported, while H3 is supported. 

 

The findings show that hypothesis H1, which posited the positive relationship 

between attractiveness and purchase intention, is not supported. Not all respondents 

were attracted to the blind box marketing appeal. Although aesthetic design and 

creative packaging are attractive, not all respondents were eager to learn more about 

the products or services hidden in the blind box. Possibly, they worry or fear that 

the secret goods are not worth purchasing. The result aligns with To (2024) and 

Nguyen et al.’s (2024) study results. 

 

The non-support of hypothesis H2, which proposed a positive relationship between 

suppliers’ trustworthiness and purchase intention, is also not supported. Not all 
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respondents appreciate blind box’s trustworthiness traits, such as honesty, integrity, 

and transparency, in their buying decision. Business trading that is driven by 

impulse or novelty buying behaviour, such as blind boxes, may be overshadowed 

by other indicators, such as cost-benefit analysis, even if the suppliers are well-

trusted companies. The result is consistent with Ba and Pavlou’s (2002) study 

findings, which suggest trustworthiness might not be enough to increase customers’ 

online shopping intention when customers were sceptical about other factors. 

 

In contrast, hypothesis H3 is supported. Most respondents show a clear preference 

for suppliers with high expertise traits, such as being able to assure potential buyers 

about the intrinsic or core value of the blind box content. The result is consistent 

with Liang et al.’s (2021) respondents’ behaviour, higher perceived expertise 

increases their confidence and purchasing decision. Other suppliers’ expertise traits, 

such as the ability to identify and fix problems proactively, aid in lowering potential 

customers' sense of uncertainty, especially where potential buyers are unclear about 

the product or service hidden in a blind box. 

 

In achieving the second objective, hypothesis H4 was formulated to examine the 

direct effect of perceived risk on Gen-Z‘s intentions to purchase blind boxes. 

Generally, consumers worry about perceived risk that may arise from purchasing 

something or through a specific platform. However, blind box trading is performing 

well in foreign countries, such as China and Japan, despite consumers being well 

aware of the risks, such as the possibility of discrepancy in the blind box’s contents 

as compared to their expectations. Possibly, high perceived risk enhances the feel 

of excitement, surprise, and thrill, which drive potential overseas buyers to purchase 

blind boxes. Contrarily, this project predicts that Malaysian Gen-Z’s purchase 

intention increases when suppliers reduce the perceived risk traits. The Malaysian 

buyers tend to buy things that are worth purchasing. They prefer blind box suppliers 

to do something if they feel unsatisfied upon receiving the purchased blind box’s 

product or service. This result aligns with Forsythe et al. (2006) and Indiani et al.’s 

(2015) study results. 
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5.2  Implications 

 

5.2.1 For Policy Planning 

 

Being the most important indicator that motivates Malaysian Gen-Z’s intention to 

purchase blind boxes, policymakers need to plan the perceived risk traits carefully. 

Uncertainty is a perceived risk trait that could increase potential buyers’ excitement 

and intention to find out what product or service is hidden in a black box. When 

buyers are surprised by the blind box’s product or service, they may feel overjoyed 

or disappointed.  

 

The support of hypothesis H4 shows that the respondents’ intention to buy blind 

boxes increases when suppliers reduce the perceived risk traits. Understanding the 

target’s preferences and expectations is essential. Using social media tools to 

interact with potential buyers helps blind box suppliers to elicit the potential risk 

determinants that could decrease their tendency to purchase blind boxes. Then, 

appropriate policies need to be strategized to mitigate the risk.  

 

For example, buyers can return the bought blind box for a refund if they feel the 

hidden product or service does not meet their expected appearance or performance. 

Implementing fair and transparent refund and return policies can reduce the 

perceived risk, particularly in cases when products are misrepresented or fail to 

match up to customer expectations. Publicizing such action will motivate Malaysian 

Gen-Z to purchase blind boxes. 

 

The significant impact of suppliers’ expertise shows that a lack of expertise traits, 

such as market knowledge, selling experience, and professionalism practices, 

lowers the blind box purchase intention, and vice versa (related to the support of 
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H3). To reduce potential buyers' feelings of uncertainty, suppliers must assure 

potential buyers about the intrinsic or core value of the blind box contents. Strategic 

partnerships with experienced business partners assist suppliers in better 

understanding the intrinsic or core value of a blind box’s product or service that 

potential buyers expect. Additionally, collaboration with supply chain suppliers 

such as logistics companies enables blind box suppliers to expedite the delivery 

status for online purchases. This enables blind box suppliers to anticipate potential 

challenges, customise their product offering, and take proactive measures to resolve 

such problems before they hurt customer satisfaction. 

 

5.2.2 For Literature 

 

The propositions of Social Cognitive Theory offer valuable theoretical guidance for 

researchers exploring how cognitive, behavioural, and environmental factors 

interact to influence decision-making. In the blind box market, SCT offers a helpful 

framework for examining how customer purchase intentions are impacted by 

supplier credibility, which is demonstrated by their marketing appeal’s 

attractiveness and their trustworthiness and expertise. However, when empirical 

data do not support some theoretical claims, researchers need to explore plausible 

explanations that relate to demographic, environmental, or technological revolution 

factors.  

 

The non-support of hypothesis H1 suggests that not all blind box suppliers are 

successful in creating marketing appeals that are visually attractive and emotionally 

engaging. This could result from poor design and branding skills or a lack of 

knowledge about what attracts the Gen-Z market. Marketing strategies may have 

less of an impact on purchase intention if they don't connect with consumers. Future 

research should therefore examine how consumers in this niche market interpret 

various branding narratives, emotional triggers, and design elements. 
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Similarly, the lack of support for hypothesis H2 demonstrates the variation in how 

customers evaluate the trustworthiness of suppliers. Although some respondents 

recognise and value qualities like honesty, reliability, truthfulness, and transparency, 

other traits like selling price may override the trustworthiness trait. This indicates 

that behaviour is not always determined by trustworthiness. This could be 

influenced by personal experiences, cultural expectations, or levels of scepticism 

toward online sellers. 

 

The support of hypotheses H3 (expertise) demonstrates that suppliers’ expertise, 

like knowledge of customer preferences and the ability to solve problems 

proactively, is an important factor in purchase intention. Such a credibility trait 

(expertise) relates to ways to handle the perceived risk problems. An expert supplier 

reduces certain perceived risk traits, such as uncertainty or dissatisfaction that may 

arise due to a discrepancy about the bought blind box product or service and the 

buyer’s expectation. Future studies should examine the relationship between 

expertise and perceived risk. This insight will be particularly useful for emerging 

businesses aiming to enter and compete effectively in the blind box market. 
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5.3  Limitations and Recommendations for Future Research 

 

First, this study's findings are limited by its cross-sectional design, with the project 

confined to only two academic trimesters. While this approach provided timely 

insights into Gen-Z's blind box purchasing behaviours, it cannot account for 

potential seasonal variations or long-term changes in consumer preferences that 

might emerge over a more extended research period. The time-bound nature of our 

data collection means our findings represent only a snapshot of current attitudes 

toward credible suppliers and perceived risk in blind box purchases.  

 

To address this limitation, future research should adopt a longitudinal approach by 

collecting data over an extended period. This allows researchers to track changes in 

purchase intentions as the blind box market evolves, including seasonal variations 

and long-term shifts in consumer behaviour, especially as more suppliers begin 

offering blind boxes and as both suppliers and consumers become more 

knowledgeable about blind box marketing strategies. The longitudinal approach 

would be particularly valuable for tracking the evolution of perceived risk factors 

and supplier credibility assessments as the Malaysian blind box market matures. By 

implementing multiple data collection methods, future studies can better understand 

how supplier credibility and perceived risk influence purchasing decisions over 

time, particularly as consumers and suppliers gain more experience with blind box 

marketing strategies. 

 

Second, our survey encountered notable gender response disparities, with female 

participants (60%) significantly outnumbering males (40%). This imbalance 

occurred primarily because male respondents declined participation more 

frequently. The project’s findings are more representative of female views, and male 

respondents’ feedback is somewhat underrepresented. 

 



The Role of Credible Suppliers and Perceived Risk in Motivating Malaysian Gen-Z To Purchase 

Blind Boxes 

 

80 
 
 

Future research should employ face-to-face survey methods with trained facilitators 

to actively engage male respondents to mitigate the gender imbalance observed in 

this project’s survey. Additionally, future researchers need to understand the 

discrepancy that may arise in understanding the meaning of each item statement 

among the male and female respondents. 

 

Thirdly, while the study focuses on credible suppliers and perceived risk as key 

motivators, other potential factors such as social media influence or demographic 

background were not extensively examined. Younger generations are technology-

savvy, and smart devices are used extensively for business trading and leisure 

communication. Therefore, social media may influence the way their networks 

perceive a blind box supplier’s credibility trait. Furthermore, consumers’ 

expenditures are very much constrained by their level of disposable income or 

allowances. Future research should examine how social influence and disposable 

income are linked to the credibility trait using an inductive or deductive approach. 

Future research could benefit from incorporating the testing of additional variables 

to provide a more comprehensive understanding of blind box purchasing 

motivations. 
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