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Abstract

Against the backdrop of the continued expansion of emotional consumption, healing-oriented
art toys have gradually emerged as an important consumption object for Generation Z. Based
on Affective Events Theory (AET), this study focuses on the character design features of Pop
Mart art toys and constructs a research model in which sensory factors, symbolic factors, and
self-image congruence are set as independent variables, healing perception as the mediating
variable, and purchase intention as the dependent variable. This study employed a questionnaire
survey targeting Chinese Generation Z consumers. A total of 297 valid questionnaires were
collected, and the data were empirically analyzed using Structural Equation Modeling (SEM).
The results show that sensory factors, symbolic factors, and self-image congruence all have
significant positive effects on healing perception, and healing perception has a significant
positive effect on purchase intention. This indicates that healing perception serves as a key
psychological mechanism linking design elements and consumer behavior. Furthermore, the
mediation analysis reveals that healing perception fully mediates the effect of sensory factors on
purchase intention, while partially mediating the effects of symbolic factors and self-image
congruence on purchase intention. From the perspective of emotional consumption, this study
clarifies the internal pathway through which healing design elements influence Generation Z’s
consumer behavior, and provides a theoretical basis for optimizing art toy design, developing IP
content, and establishing brand strategies.

Keyword
Affective Events Theory(ZZd At 0|2), Healing Design(2|S C|AfRl), Generation Z(ZMICH), Pop
Mart (Pop Mart)
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