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Abstract

As a random form of consumption in recent years, blind boxes have been sought after by many
young people, which has also become a new marketing strategy for many businesses to promote
and sell. Based on the perspective of the digital economy era, this paper starts from the consumer
psychology of buying blind box products, discusses the development dilemma behind the current
hot marketing of blind box products, and further explores the extension of marketing strategies of
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blind box products under the support of new media, so as to provide reference and help for the
marketing development of many blind box products.
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