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VIRTUAL FLASH SALE, SHANGHAI CHIC, RUMBLE IN THE JUMBLE BEIJING… THERE’S A NEW SHERIFF IN RETAIL TOWN, AND HIS NAME IS WECHAT VIRTUAL MARKET

In the past decade, China has witnessed a transition from the traditional brick-and-mortar and market shopping experience to watching live-streamers take one million RMB (over 130,000 EUR) in sales in one hour.
In light of Covid-19, a handful of Shanghai-based brand operators came up with the idea of an online marketplace that would help their fellow designers clear out some stock using WeChat, a highly popular multi-purpose messaging, social media and mobile payment app. Brands do not need to be in China and can use the international version to build a community and gain loyal customers by releasing consistent, useful or inspiring content via an official brand account or affiliated WeChat groups. They are able to track touchpoints and other data, and in many cases, it’s significantly cheaper than using competing platforms.
The WeChat Virtual Experience
Designer Miranda Mullett tells WeAr: “In late April, we launched our first digital sample sale on WeChat. Together with 11 other designers, we were able to connect a network of over 700 people across two WeChat groups. Each designer was given a one-hour timeslot to briefly introduce their brand and share product information.” Interested parties could then proceed by connecting with the designer directly or scanning their official account QR code for more. A Virtual Market was born.
To Market, To Market, YOU Go!
Participating vendors do not need to pay an ‘entrance’ fee, but must add people to groups, essentially crowdsourcing a sales channel for everybody to share. Thus, the two-day Shanghai Chic Market (May 5-6) saw a total of 48 vendors and 452 of their “closest contacts” participate in sales. 
Though the markets may officially run from 9 a.m. until 6 p.m., the brands keep taking requests until midnight. Product photos stay on the group chat, so everyone in that chat can scroll through all brands involved.
Past, Present and Future?
So far, Virtual WeChat Markets are proving to be successful. Brands reach thousands of new customers, who are introduced to many new names. The discounts on offer – valid on market day only – help drive immediate sales. 
But the current iteration of the markets is only the beginning. Mullet assures WeAr that the markets will become more differentiated and hone in on one theme at a time in the future, such as ‘Home’, ‘Accessories’, ‘Wellness’ or, of course, ‘Fashion’. 




