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Abstract

Against the backdrop of the integration of the digital economy and trend culture, “IP” Trendy Toy
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Blind Box Products have rapidly emerged by virtue of their characteristics of randomness, collecti-
bility, and sociality. This paper takes the 4P theory as an analytical framework to systematically
deconstruct the marketing strategies of blind box products: at the product end, emotional value is
constructed through IP co-branding and scarcity design; at the price end, a psychological pricing com-
bination of “59~99 yuan regular models + high-premium hidden models” is adopted; at the channel
end, full-scenario reach is achieved through “e-commerce platforms + theme stores + robot stores”;
and at the promotion end, social fission is triggered by means of UGC unboxing videos and hunger
marketing. The study finds that excessive reliance on scarcity stimulation has led to dilemmas such
as product homogenization, price bubble, and lagging supervision. Accordingly, optimization paths
are proposed: strengthening the core of IP content to avoid excessive speculation, establishing prob-
ability publicity and after-sales guarantee mechanisms, and promoting consumer rights protection
and industry self-discipline. This study provides theoretical reference and practical guidance for
the transformation of the blind box economy from “traffic-driven” to “value-driven”.
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