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Abstract

POP MART goes public in 2020, and as the main pioneer and leader of China’s fashion toy industry,
it has largely led the development of the mystery boxes economy. Its unique combination of IP op-
erations and sales channels gives it an edge and is part of its core competencies. Meanwhile, POP
MART is also threatened by competitors, suppliers and consumers in various industries. Based on
the analysis of the five forces model, this article estimates the future prospects of the company,
and gives suggestions for the future development of the company based on the author’s under-
standing.
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Table 1. Sales of three IP categories and their percentage of sales
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Figure 1. Top fashion toys of 2019
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Figure 2. Operating costs from 2015 to 2019 of POP MART
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