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s cultural life has been growing increasingly abundant and with
nd, creative design markets have also emerged with growing
ity. Creative design markets usually feature people display-
selling original handmade works and collections in a specific
is a communication mode arising in the evolvement of the
> industry, focusing on building open and diversified creative
ments and trading platforms for the wide variety of emerging
ors and artists. These events advocate individual creation and
jon, and encourage entrepreneurship with creative business-
an emphasis on providing cultural added value besides the
al value of products or services of cultural, artistic and design
We can say that creative design markets are an experimental
to ignite creativity and commercialize creative works.
lly speaking, with low barriers to entry, the events are more like
n art stage. So the forms of works are more diversified and a
ange of target can be reached. Apart from work display, they
lude lectures, mini concerts, street performances, screenings,
e competitions and workshops. Maintaining the theme on var-
ncrete forms of original culture, creative design markets be-
arnivalesque parties for young people.
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evolvement of internet technology has expanded to cover every jndus:try and per-
te every aspect of our life. It then resulted in the emergence of electronic commerce
ymmerce). And now people are getting more and more accustomed to the conven.lence
1opping online. Almost anything is available in online shopping mal.ls, 51.1re]y w1t.h no
ption for creative commodities. It was at this right moment. that Pmk91, 'the Talw.an
gn shopping website for design products, was born. The website was built in 201 w1.th
ite background and square blocks, simple yet pleasant. The platforrn adopts a verifi-
n system to sell original Asian design products,and charges transaction management
after the products have been sold. :

oi aims to create a global brand. Over the years, it has been ceaselessly expanding the
e of commodities and services. It first collaborated with Japanese designers, along
 cooperation with other Asian designers, and then expands to markets of Beijin'g and
ghai. Now Pinkoi has 12,000 active design shops and more than 10,000 de'51.gners
) Taiwan and all over the world. With this resource pool, Pinkoi made the decision to
ffline and began to hold Pinkoi markets. Moreover, it recently made another two new

mpts in offline experiential courses and physical pop-up stores.
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CREATIVE DESIGN MARKET ALIVE FROM ONLINE i

It has been significant to
Create for consumers unique
memories with experience.
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Last Christmas, Pinkoi hosted a Pinkoi Market in Taipei.
When did you start to run the market? Pinkoi started
off as an online original commodity shopping plat-
form, so what impelled you to organize offline mar-
kets?

We started our first Christmas market in 2015, with
everything curated and organized by ourselves. The
fascination of each design stems from the passionate
and talented creator behind it. That is why we hoped to
build 020(online to offline) connections through entity
market events at the very beginning, allowing design-
ers to step down from online to interactively commu-
nicate face to face with consumers. In this way, con-
sumers can see the actual commodities in person and
moreover, feel the love and perseverance of designers
towards creation through actual interactions.

TR T R TR e NS N

Do you come up with different themes for every session
of the market? How do you usually curate for the event?
The theme of a market determines the direction and key
of the entire activity, as well as its target participants.
Therefore, the planning of a theme is very significant.
While planning for a market, we select and explore the
theme according to local cultures, local people’s favors
and topics of concern. Involvement with people and de-
signers who pay attention to the theme always create
more possibilities.

For example, when we were planning the market in Ja-
pan last year, we found people there are paying increas-
ingly close attention to Taiwan. So we decided on the
theme of “Taiwanese Zakka”and hosted a market in hand
with Hanshin Department Store which turned out to be
a great success. In Taiwan, we discovered that selecting
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ifts is the most heated topicin the end of a
we adopted Christmas as the theme, inte-
gns from all over Asia from the perspective
mands, so as to make know the good de-
}
= have a project team dedicated for market
which the manager leads the cross-depart-
to work collaboratively. They would first
1 according to the event objectives, atmos-
cale of the site, and theme. Then come the
ration and conceptions for onsite activities
e event. One conception is designer work-
with the market, where consumers can en-
>f DIY in person.

 change in the variety of original design
the years?
see a growing maturity in Asian original
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design commodities, and more designers are absorbing
local cultural nutrients into their commercial creations.
With a more diversified range of materials, a lot of amaz-
ing creative themes are often dug out. Besides this, we
have been taking in more categories. lllustration and pa-
per design, as usual, is the ordinary category. But a more
diversified scheme is now accessible, covering clothing
with accessories, home supplies, tea, desserts etc. We are
absolutely seeing the overwhelming power of Asian de-

* sign creativity.

In 2018, Pinkoi expanded its event scale to cover 5 Asian
cities. Do you adopt a registration system for participa-
tion or invite vendors to participate? Any entry criteria?
And do you encounter any problem in original brand re-
cruitment?

The mission of Pinkoi is to help talented designers and
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creators succeed. So basically we send the information
to the designers on our online shopping platform and
they register to participate. Markets are popular these
years and they are enthusiastic in our events. Our mar-
ket would always attract large crowds of designers
who have already been selling their creations on our
website. Normally, any designer of our online platform
with a certain quantity of commodities can register to
participate in our markets.

Apart from offline markets, Pinkoi initiated Pinkoi
School Tast July. Can you tell us about it? What role is
it playing in your strategic integration of online and
offline resources?

We are conscious of the fact that the experience econ-
omy will be the next trend. Under the current circum-
stance that most people are wild about uniform scenic

spots, shooting angles and trended commodities, it has
been significant to create for consumers unique memo-
ries with experience. And this is exactly the original pur-
pose with which Pinkoi started our school. We hope that
besides shopping on Pinkoi, they can have their own spe-
cial commodities and memories via interaction with the
creators, so as to fully achieve our brand vision of helping

consumers lead aesthetic lives with good designs.

By now Pinkoi school has held workshops like fragrant
candle workshop, lettering workshop, dried wreath mak-
ing workshop and half-day tour in tea gardens.




