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Abstract

In recent years, the blind box economy has rapidly gained popularity among young consumer groups
in China with its unique consumption model and emotional experience, becoming an important part
of trendy consumption. Blind box brands have continuously promoted the development of original
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IPs, improved the collaboration between online and offline channels, skillfully used cross-border
co-branding and social topic marketing, effectively enhancing brand awareness and market influ-
ence. However, with the intensification of market competition and the continuous upgrading of con-
sumer demands, blind box consumption has encountered problems such as homogenization of IP
content, high dependence on traffic, and weaknesses in user experience management and reputa-
tion building. This paper comprehensively sorts out the current online marketing practices in the
blind box industry, analyzes the existing problems, and proposes strategies such as optimizing IP
content construction, strengthening private domain traffic operation, and improving user experi-
ence management, so as to provide reference for the innovative upgrading of online marketing for
trendy toy brands.
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