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Part 1. Pop-Up Retalil Basics
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Chapter 1: History of Pop-Up Retalil

Chapter Overview

2@HKIM<INDIMBDN @ <SBEIMOP | DAINEN O JH @NVH I B<BRD O€=M<I1TT<Q @@ @KJIKKDIBPKaDI <
Q<MD@BEG<>E@NH<IT T@<MIOC@MRBNR) <N>=> C>A6=>A0CINCIMO O®EXDGI<CXN CDNOIMT
OC<BO@N>FH<IT >@IOPMDBE@<MGBIGRIOOM<Q @ GIGINE C<I@MN @V @>@ IOIRI Q &<MAn|B
OC@<MGN <I? BMJRDIBDBIDAD>DOGKPG<MINF M @ O<BEEMNI H<IPA<>OPMRY@ HKGIT@?
OCEBN@AO@HKIMSWHKODINK<MIA<I| JHID >C<II@@OM<O@EIDGER<M@ | @HP1>02 RKMJI?P>€IR
DI>M@<N@ N<G@N =T <KK@<GDIB OJ |I@R >PNOJH@MN

%=>*> (6=> < O@HKJIM<MT GJ><ODJI ?@NDBI@? OJ @IB<B@ >PNOJH@MN ?DM@>O0GT AJI
B@I@M<ODIB =M<I? <R<M@I@NN N@GGDIB N@<NJI<G BJJ?N O@NODIB I@R KMJ?P>0ON <
M@NKJI?DIB OJ GJ><G I@@?N

><?@HDM@N@RMSCAI>PH KIK PV @ GBEN@ SKGIRERD CAIMH+BTDHK<>QINPH@I®ODORP?@N
@SK@MD @DCERM<1?2CDNC<KORINBEOMJ? A% @QAOC@<MG @K GE@N@R @ RI>@KOAKIK
PKN

Learning Objectives

3KJI >JHKG@ODJI JA OC@ MBEKT@WN RDGG =@ <=G@ OJ

[ "?@IODAT OC@ CDNOJMD><G PN@N JA KJK PKN

[ #SKG<DI CJR KJIK PK NCJIKN C<Q@ @QJGQERNIA NIGHRGIEIRIRN

[ <H@ KJIO@IOD<G PN@N JA KJK PK JK@M<ODJIN DI JOC@M DI?PNOMD@N
[ %DQ@ @S<HKG@N JA @Q@I0 =<N@? KJK PK KM<>OD>@N
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Setting the Context

+ $

2CAJGGIRMB? @ GRNAGWIH@JIO@BICIRKIK PKE<QEL<IB@Q@MDHADOC
<CTKJIOC @ @G KM@B QIPVE DPN DI @NINANDOM<Q @E@B>CRDOCCIMN@ ?M<|
R<BJI ODCIg<H®@I?DQD?RQE0 GB=JJOC X HPNDA@NOMIBCHE)? @M ?<JJI>@KIA
< O@HKIM<MT NOJM@ RDOCDI < NOIM@

7IP2P=@0GC@HGHE@ @® S>GPA@IHD CONO MNINOC@@ SJP ><I QD@BO
JIGDI@ C@@@KN KM@NN=JIANTEIMMIME KIKPK K
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1. Historical Uses for Pop-Ups

$DBPM@ 2M<Q@GGDIB H@M>C<IO DI ND< NJPM>@ .@S@GN >JH

1.1 Traveling Merchants

-l@ JAOC@<MGAIMNBAM @ CBIERE) G Q@M <Q<YN OM<Q@E8E@MBC<RINRIPGR@BPGHMKHKa
DIQ<MDJB)<ODJHMDIBDRD OCC @& SICHMI?P>RR-ENNK D> @AMK @GN CDAI? HIM@J@RH<MF@ON
<>MJINN OC@ >JIODI@IO #PMIK@<I

1DHDG<NRAVDIBC@?PNOMD<GDAKB0B31? (JCI *D@\PBB@NOXIM<Q @ G@ENE C<RKI®iM KIMOBIO
@SK<I?DEM<@@RD? @@ JBM<KkGD@RAR<RIPGIOC@MRIEN @ MREOM<?D O BIHME @&ENPHH<MDU@N
AMJIBWIRG<I?N <|? 1IKPAIM? OC<PI<IT JAOCC@@<?MBRPPNOMBACIEPNOMDE@®RIGPODJI
NP>EN-GJIGC? DMIM@ GD@M<Q@B8E@MBC<TIDIXI? >M@ @ BNMMF @ Ocl2C @ NH@&@ M>C<RIRG?
QDNIDA@ M @IS<ODIINN@<NIBNE@MD FIHNDE SK<I?DIBOOC@RDH<IXI? ?2DNOMD=ROBII?NOC<O
R@M@ 1JO M@BPG<MGT <Q<DG<=G@ 0OJ HINO >PNOJH@MN

$IMH<IT T@<MBM<?DOD3@G=271@93BAMIPI?70CBGI=@<Q@MIQD?@ IKKIMOPIBONOM<Q@GGDIB
H@M>C<{ONK<MO OBHEM @KM @GR FBINDGG @MTAGDBM@NG<AKXP N@<NIKIBI?PX@GIJOC@N

<1? CIPN@R<MEDEEGJI><0OB1?@ Q@ G IKBINEP V<3 @-DC @NGIF GTHQ G @ MED M>C<kW@G<ODQ@GT
GJR >INGTODDNDDM@NK<>[@< | @RB @ JBM<KGDER<>Tx TJAO CR@ @BIOMJI?P>BRKMJI?P>ON
DIIJQ<ODJIN 0J >JINPH@MN
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%3@7=271"/@98BI<MF@O OC<O JK@M<O@N DI < >JINDNO@IO GJ><ODJI OTKD>xGGT AJM
<I? JAO@I| RDOC < HDS JA N@<NJI<G <I? M@BPG<M Q@I?JMN <GGJRDIB A<MH@MN JM OM
0J @S>C<IB@ BJJ?N OC<O H<T IJO =@ JOC@MRDN@ <Q<DG<=G@ GJ><GGT

1.2 FarmersO Markets

2COA<MH@NMNF @BNDHD @M JIBIJDIBK@MDJIHABMF@RPM TKD><B@M<O @ G<ODICE@MJIRDIB
N@<NJA< B@JBM<KHM@BDMIQD?D{8 JPOGAIEDI?@K@1? BMIR@MR KMJI?P>@KNANJIJ?DO@ BN
N@GCOM@>QIZJINPH@M)C @N@VF@IDN JK@IAIMI@ ?<T< R@@PCMIPBC ®PHH@A? A<GRDOC
<>JH=DI<ODJAM@BP&RMWCIMO O@WIIRINN< ?@?D><Q@@K < NOM@BXK<MFDBIOM<K<MFN
<I? JK@NK<>@IR>CGNMPMACBMJIPI?N.CIKK@MN @ SK@>BDINO<KB@@ BNGP?DHMMIGE OOP>@
<I? OJH<OJ@CMJIPBOIR®@<NRCDGA@C @R @NR>EN=-GP @=@MMRB @& MMDR &N <NRDORICIMO@M
C<MQ@NODIB N@<NJIN H<T =@ <Q<DG<=G@ @S>GPNDQ@GT ?PMDIB N@G@>0O HJIOCN

$DBPM@ #IOM<I>@ OJ < $<MH@WF@O

' <NOPZXEJPOCE@DNOJINMA<MH@NMNGF @D I<?< +D>C<@GIDB?@10DADEZDEO DEI<RC GADMNO
JAOC@NKEOCOMI?P>0RaPMIK @<I NORGIB@IS GJRDIBHDBM<BRUO @HMDIBC@N OCMJIPBC
OCOPMIAOCEQIOPMT? @>GIM@A<MH@NNEF @OINIM@NKJIO @& RMDNED | ?PNOMB#ME DS JIERDOC
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BMJIRDIB@K@I1? @H@IINPH@ WNB @1 @ NMKE VKEINN PK @ MH< M&HROND G CD@RAMIH JIR<M?
=@B<I RDOC OC@ DI>M@<NDIB KIKPG<MDOT JA >JINPH@MN AJ>PN@? JI OC@ @IQDMJIIH@IO <I? @<(

2J2<T A<MH@ MXIdIF @EM@AO @NB<IDU@DOBPKKIMOIIHOC @JI><SC<H=@M >JHH@M>@NDI@NN
DHKMJQ@H@@H>JHHPIDOBMJIPKN? N@ME@ O@HKIMENIS<O DM@ O<IRE@EMN ©M<?DODJI<G
<I? DIIIQ<ODRI@?P>GNR@Q@MD>@ICDADNIINPH@MO @M @NGN@ SK @MD GR@RNJ?P>EB0| @
H<TC@GXM@ NCH+KB@AOC@\@MDIBRC AN@IF@ON 31 NPMQ®T 0OJ T@<MG?NOCE<EIMDOT
@SKM@KNNDIQ@MENG @ BI®NODQ<@ GBR@I<MH@NRMF@ON K@M>@®IOGTDREN@@JIFDIB
2@HJINOM<ODJINI@M>RIBGTDRDN@Q@ION) @M <GMOCB@NKII?@ION RIPGTDREN@@
>JIO@NON NP>C <N AJJ? @<BB@NI2 M<A

$<MH@ MNMF GONIGM @ KINDODIJB@<FEPQ<IO<BEBM@ @B<IDxI? GI><&J?NIPM>DIBI@ 2RO
RIPG?J R@@&EIDI>IMKIMRI@P @ ? >JINO<IOSI<IBDIE SK@MD @QHBRDCEDSRDOC @T@J
<OOM<>0DIB TJPIB <?PGON <GJIB RDOC OM<?DODJI<G >PNOJH@MN

1.3 Seasonal Businesses

$DBPM@ &<GGIJR@@! .JK 3K 1CJIK

0@ O<DGAAMNNIKKEI?P>IR-EN><G @1?<IMBUGD?BD @ANM<G@I0NTEIc &<GGIRG@IOCE@DRDGG
KIKPK@<>0@ MQ<><INCIKKDHRGRK<>@DOMENIDEOIJMEINNBNKGD Q@ IOM<IT R<TNOC @&
PKNOIMIR® M<QI@M<?DOBMEGH? HIMO#ME O<BE@MIGDHD O@UM<HIBR< A@QR@ @BFMHIIOCN
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2C@HA<T M@OPNDC ixH@<MF @@R-T@<NPOIIPMI@RG J><OD@X>0DH@N@P OC@<DG<=DSDOT
Q<><IO NK<>@N

1IKDMBGGIRAG@MEII? @ S<HKER N@<NJIKE& PKM@ OXIMGH<RIPI?@ DI <|? C<QDIBMJRI
0JQ@M  GJI><ODIMMINN<?< <|? OC@L OC@N@MIBI®MAMIHPBPN®J,JQ@H=Q®<>T@<M
<|? H<DIO<BIK@MH<I@@=N Q@ SIBIOPH @& >IM<ORIN>>@NNIMX@GIS IR @I @ JAN@Q@M<G
DHKIMOQQ @ QMO M<? D O DAE G < CBEHAND N @& K IMOPIDAINGNOM@ KM @IDRMNP KNCIKN
GOCJPEUCIN KIA=PNDI@NR@NDBI@IRJIODIP@<>T@<M <I| JIBJDIB=<NDNM?RO@HKJIM&NH<ODJIN
H<T=@PN@@<>ODH@&@N@? OC@<DG<=DERCKIAOMAGRIOIMERGEK<>@? JOC@KKMIKMD<O@
NDO@N DI @<>C H<MF@O ?PMDIB OC@ N@<NJI

Did You Know?

[ 10<ODNOD>N <I<?< M@KIMO@? OC<O ><I?T N<G@N AJM ->0J=@M ROM@
CDBC@M OC<I OC@ HJIOCGT <Q@M<B@

[ 2C<O N<H@ T<aBM<G JA OJII@N JA KPHKFDIN R@M@ NJG? AIJM < OJO<G JA
HDGGDJI H<IT AJM PN@ <N (<>F J G<IO@MIN <I? CIGD?<T OM@<ON

[ 2C@ OJO<G Q<GP@ JA &<GGIR@ @I M@G<O@? N<G@N DN <GHIJNO =DPGGDJI <I
OC@ 0@O<DG WJPI>DG JA <I<?<




CHAPTER: HISTORYOF POP-UPRETAIL¥ 8

$DBPM@ 1@<NJI<G KPHKFDI HKMF@O DI < +JIOM@<G K<MFDIB GJO !! 7 1@<I| 1@?G@UFT

2. The Evolution of Pop-Up Shops

2.1 A New Channel for Direct Engagement With Consumers

5CDGKIT @<M@P<HKGEND O<DIGIRKN B KR @ MI@ HKIM<MIDMORGLEXMF @ON@<NIMRCD>C
oC@RMBR@M<ODB K@MDJIABMF@OJGD?<T OC@NIGP>@O>0CEIK PKAIMH<GXN® QIGA® ?
DI>GPBM@<ARN OCEPNOJH@SK@MDZIBEI>GP?END <CGINED INBPR@1>|I? @S>GPNBQROT
"GDHDQ@R@IE Ta@ Q@ ISk @ MBENOJH @KIEC < 1> @ F GADMNEP TI@RKMJ?P>ORIQ @ GIKERBIDI@NN
NOM<O @BBE@&I|? KINO KPM>GMNE SK@MD@IMINRE < @GR TIIOCERCTNDNGIHON@SRQ@T
@G@H@IO JA OCDN @QJGPODJI DI OC@ MIG@ JA KIK PKN

-l@ NP>@QJIGPGDINGIKPM@ KGKIDI@ @ O< v SK@MDH@RDOBIK PKHI? @CDU@IB<B@
RDOPNOJH@MBDKI? DI I@RR<TN2C@NEDOD<(OR@Q@BEIH @ ODA@IRN@I? OCAPOPM@I>M@<NDIB
=M<IXR<M@I|@NBJB >JINPH@ WND @ NADTEIO @ | CDIE@ K@ MH<I @ IO N DM @D GQC @M @
JKKIMOPIDRDOEG<IRDI>M@ <R@M@NMXIN<>OLBNMDIB@ G @@®DRIND CIBORIHHDOH@IWGJIB
O@MH G@<N@N
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#Q@BD<IQN@ >JHH@NRRBENH<UJI C<Q@SK@MDHRDIOIK PKAIMH<€R AIMIM@C<«?@><?@

@ <TC<MHKG@H@{R@I2@IAKIK PKJI>@KONIPIDCRIMG? OC@HK<IT>M@<@NPIHID
>C<ll@@SK@MDIBE @IBKDONIC<OOINCIRCIPN@IDCEP=GIRCD>B@<OPMA@M?<=C@®N@R<M@N

<I? ?2@>JOCCX?-@ AN @GC@U@IPE<T=T @DBOODIO @ VI@NDB| @MEC IPNB<NK<MIA<| #

0@ G @QUINIRNM <t OCRO@NRJIR><N@@ MR? @Q<DG<AMKIPM>C<NRNIDBII@R@ @FGDI@P>0DJI
AIMC<MDOI>@C<ODH@CA&IHK<IT C<NK@I@RIK PKIDI GIJ><ODIANIPIOCEIMGA@<OPMIEE @>0
><O@BJIJMD@N JM CIGD?<T OC@H@? DO@HN <I? ?@HJINOM<ODIB DIIJQ<ODQ@ PN@N AJM O@>CIJC

,<ODJI<@VI<I'H<IPA<>OPM@NKNQ > DX Q&M O D>RIGEI B MAGMZGNI@ B<ON Q@ 40K PKBMA@M®?
JKKIMOPIDOM@ SO @H0Q>ODRDOLIINPH@NIWMK<ID@M<IBDIBMJH<HNPIBDJDF@JM<AC<Q@
PN@OCINOM<A@HFIDER<M@ | @INND S>D O @K RKMJI?P83PI>C@®HJINOM3I@ECI DAa@EOPM@N
DI API R<TN <I? KM@N@IO OC@DM =M<I? JPOND?@ OC@ >JIADI@N JA < M@O<DG K<MOI@M

IC@>BP@CEBND@2?@A0CH® $PI 1CIKOIPM <I? N@O@R)M<ARI<?< H<?@C
KJK PK NCJK >JI>@KO RIMF

2.2 Pop-Ups on Wheels

2CAPN@AQ@CD>B@MKKDIBO<DI@VMNIOC@IMHMHI=DA@K PKNCIKN RC@ @3N-@ @MJIRDIBI
KIKPG<MBIDT OMP>F NBIK @KN<| =@GN@ @IM<O@BIND@X T C<Q@OCDIBJ?J RDO&IJ? NP>GN
HI=DG@NCD3IPODLP@N RC@AJJI?DNDCKEMJI?P>QC @OIMP>HNT DI>GPRILP @ SK@MD @GO+ & ION
GDM&RO @ GEDG@QBNCMINK @ O B/ @< NDOGQ@@ CDOMNG IR NKIMO @B @I D? @Nid G<QIaC@
A@NODQ<GN <I? HKMF@ON RC@M@ OC@T K<MF

0<OCON<KN@OMINBCJIDI< Q<><INOJINI @ IORIBK <> GJ><4<MF@BNDI @ NBHg®kI? NH<GET
PN@HJ=DQA¢DIN@<FQ@C @M ?PION@MQDF@NEAI<?QDNDCDIRD M @4® F @XINKI CINK@ MD 3PN
NJH@ODREDOED OQII@?Q<I>@?Q @ MO MUIEBHI=-DF@K PKNM@BM@RI ODI>JIMKIMBOC@G@H®@IO
JANPMKMIN@<FHRQ<I0<B&1>JIQ@I0ODJHEIMOPIDOBRINZZ=M<I%I1? B@ @M@ CMIPBIOLP@
JA@MDIBN
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$DBPM@ JNAJIOJ $<NCDNIR>F !! 7 1@<I 1@?G@UFT

&@V@@IPN® S<HKGIRN<NCD3IPODLPI®RC@ @BNH>MINN<?< <|? OC@DO@"
10<O@N

[ $<NCDJINP>F I<I<?IMJIOJ -IO<MDJ

[ +J=DG@ JPODLP@N &DOODIB OC@ 10NOI@EIMGAVERI @M
[ *@ $<NCDIMP>EJN IB@G@N !<GDAJMID<

[ 'I.PMNPDOa $<NCM#>H<DIO (JCI , @R MPINRD>F
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2.3. Retailers Take Pop-Ups Beyond Their Own Walls

1 OC@<MGN M@ O<MHI@MN @@DHERE SK@MDH@DOIE KK PKAIMH<OKk R<TOP>M@<@R<I?
H@HIM<=B&K@MDAIM@EHPMOIJH@MN @ @BOWERL MW ?NIGG<=IM<GBRD <OPMENDBI@MN
JA@MBNBI@<k@@B@R>JGG@>CGIRMNNCAIBND>[3<F >E<0 @ D@ T IKK @RINN @ @FKIMOPIDOD@N
=@ OC@ ADMNO 0OJ @SK@Mb@I>@ <I? JRI KMJ?P>0ON =@AJM@ OC@DM K@ @MN

2<B@IMKIM<OB3INII@JAOCC@<M QD@4 MHEMEP N GAOCKIK PKAIMHLIO < BM<IN><GEMINNMOC
H@MD3ICDBCGDBGG<=IJM<GDDKIKPG@NDBI@MBHIO@RNOJIMIGD IDIBN? >M@4+0@HIM<=G@
@SK@MD @Tx@NI>DRDOOCEXPI>TAI@RKMI?PEDI@RJ NP>@ S<HK@@&HGP @R 7 IMFDOKIK
PKDIOC&<GG A@<OPMIHRRIH@IbkKK<M@GG @>ODNk<>*DUM<€R OC@®::A3G3<< OCHXN
G<PI>C@? DINKMDIB <N <PIDLP@ R<T OJ KM@N@IO I@R NPHH@M DO@HN G@<?DIB PK OJ (PGT (

2.4 Extending Store-in-Store Concept to Pop-Ups

1CIMO O@MHPKRDOCOM<?DO DIKEGKENEJOC@QJIGPABRNCEIMHAKINI @ O<BEHMNPA<>OPM@MN
<GDFZZ@NOJM@ RDOCDI #N&@HWONR @GRl OINCIKK@KMOD>PBYMEHEINM @ K<MOHEIM@N
&IR@Q@RSO@I?DEBIN @E3INCIMO@WHI 1> @KW O<HS@MNIN@ICINO KIK PKRDOCDLC @RV
NK<>@ AIM < IPH=@M JA M@<NJIN

IM@<ORIR@INGZNLCIKK @MINGD SK@ADINJH@OCHER<I? @S>DOBBC@EGKDI>M@NEBOIOC@
M@IND CEOIM@OI@MRIBOEBR NPKKG MRV @WI C<I>@KKIMOPIDAINMDNPH@®I?P><OBIIPO
KMJ?P>RNOCJIN@ LPDMRMBODINCARIEDM<DIBRBOC®@OJME@ <OPMDIED HNGJI><B/R@ABQB<M?@?
M@ O<OH @MNHK@ODIB<O@BIMBEI@A@ GXI@IC<I>@CBH<BGA OC@INM@O<OHE NG NCDAD
?JRINDUDNE@ OXIIGKM DA MDIB @ MNKGE>@KJIK PKKR<| >M@ <O@D O DG Q @ @ HDCIM@O<DG@M
DIOCE&MHAI@RM@IDI>M@<NEB@MAD:I? <N< ?M<RAIMPNOJH@MND ORE BPG<MEIRT<CE@R

DI NOIM@

2.5 Evolution From Pop-Up Shops to Pop-Up Malls

N DGGPNOMGIO@KIK PKNI? H<MF@IBR @D C<I? DI C<I’RDOSKMH @NNEF @eEM<MRMF@OMGD?<T
H<MF@ONHIM@CA@S@QIGPADACBN@HKT =@ C@KK@<M<JAGKIK PKNCIKKDH<GGNR>GN
OCIN@ ?@Q@GJIK@? =T JSK<MF DI #IBG<I?

-MDBDI<@NO<=GINC@? OC&lI>@ KT GDG@MMD @XNCIKKDIEI0@MO<DIHRAAQI?@SK@MD@I1>@N
RDONOM @IEIDHINKC @hi@kaJ P 1'M @ DH<BDIGDKKBIBO<DI@ MND C@DHRT U@ 1> @ KEXPI>C@7?
(KTOTPIJO@ACTCKIK PKH<GBN@NHHPIDONK<>@? KMJIQDX@NR@NWNGO@MI4QBREI?ON@O

PK< KCTNDNGIM@<GNNPBB@NO@RADI>@CEIK PKNCIKKDHRGON >JGG<B&AMHIQ<=GECDKKDIB
>JIO<DI@DMBK| @<NIIM<QWIGH @GJI><O0MkIJOC@M JI@QAIM@BBMF@&1JOC@M OC@JMIDN
DIOMP®@ @I KM<>0DE@SK<MHJI?@BDI>@C@<N@ @ JR@NO<=&PNID DINCDKKBIBO<DI @NGEN
|@RGJI><ODMNOGCEMPFGINDIB? HIQDIBDC@DBDHRGAEMIKG<>@KG<>@QIR@Q@\VPDQD?BMSI?N
NP>CGN.PH< C<QEN@ICDPN?@GCIM@ <D @ SK@ M @IHEO C @D 1A @ <OP MBI NCIRMJIJHN
>JINOMP>0@? AMJH HPGODKG@ NCDKKDIB >JIO<B@WHR I0GIS DIIND G OJ ?DA
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2.6 Community Revitalization

N >JHHPIDOD@NDBC=JPMCX?2N0CERHIBM<KEDSDI<I <M@<€<IB@Q@ODH@NDI@NNE@NIQ@

<R<T G@<?DIBQ<><I>D@NOM@@QUQEGONRS @C <! KIN@I@Q@M<GG@|B@NDIBDIIHIT
@HKANOIM@ARIIE <M@H<T >JIOMD=R0@> T>GB GJR@MBIB®MABDI>M@<NIXB @SIT>@MIN

<I? 1@B<OD@BREHMIK@ QOGP @5JIERDOOC @) @MKEBNI@>IJHHPIDOIHIIB M@ND?@ION
0C@@1@R@R><NOKE E @*PNOM<G@®B<I>JI1@>0DIB@IKRBOQ<><IOIK<>@NBI PI?@MPODGDU@?
|@DBC=JPMCOIRR?M @NDADTE @A C<GG @BABKNDI>@D @HJI? @SINOC @MN@KGBMIRGDC @
RIMG? ~ DI>GP?DIB DI I<I<?< 27 @@C #<NO [JHHPIDOT NNJ>D<ODJI

3. Pop-Up Operations in Other Industries

3.1 Travelling Cinemas and Theatre Shows

JK PK @SK@MD @@ROMARIPIR<O>CDEDGHR<TAMJIHK OM<?DOBIIQG @C @ <OMIED<F @AIC<KD)
ORJFPDNORON Q@M KNL@IOPMTPM=<%I? NP=PM=<M@<NNODB IJPO?JINDGMONO DR D@N
DIOCExMBl NPHH@R@ @F@DMW R<T OFPDGIHHPIDO®IB<B@HRRCDMNIH@ODK@DM<>RINBPK
Q@I?INRDOLII<I? >IJHKG@H@ | ONEEDK D G <40 GIEND O@M<Q @ GEDBH<NDHD GHOM<Q@GGDIB
>DM>RNIQIJOC@S<HKRBC MEOGH? <KIJK PKRIMH<M&IH=DI@2F*MDIBCHIQDRB<O>CDIBSK@MD@I1>@
OJ K@JKG@ DI MPM<G <M@<N

2CADI@HLM<Q@ GNP IHPH@ I O-ADBBLFXNV@G@BN@? <I? O@GGIKED JNMACIR
NCIJRH@I| =MDIB HI=DG@ HIJQD@ @SK@MD@I>@N OJ MPM<G >JHHPIDOD@N DI '[?D<

[ 4ADNDOADI#WAD>D<G R@=NDO@
[ 5<O0>COC@ N IJH MIJF M@KIMIC@ ADGH

2M<Q@ GCO@B<OMELID @NGGIRDHDEIMA & ? =@ND @@V <?DONDEEOR@ <O0k@&@H@MDIB
K<MOD>PGEMIEI? @ ENKJIK PKRIN@ G &HBIPIDODZEINH<M< 8@ &M<Q<ILO<B@HK<IT OM<Q@®N
CIN@MORI K@MAIMH<IF@NAJIOO<EIG DBCCXM<DGCERIMANILIMOH@MD&¥PMIK&DIBDIB
GDQ@EG@NI<NO<E?D@1>@2C @ HDGE @ <CNIEK<IT J| OCEC@M? R<N-M@<QRPJIAD>D-AGXMDOT
OXL @@XMDOCEDQIAN@ D HMDOM<Q@ GG EK@MAIMADIBCINGD QMED SO@ | 2@2@HHPIDOD@N

3.2 Tourism Pop-Ups

2COMBNIH@ @=<C@IPMC@@BM@&RCD>CIJINPH@NK@I?DIB<NV@>@IN@ @ NCDAR<T AMJIH
<>>PHPG<GINB?P>AR OJR<MXDI?DIED R@ SK@MD @IR@N) @MPMDDIHKI<?< B@1@M<<EAN®
=DGGDJI <lIP<@&BDC JIGT JI@ ADAOC JA OC<0O >JHDIB AMJH DI =JPI? OJPMDNON

N KQJKE@ @BM @@ @ F@IR><ODIN<DMDBIRIDLP@@NODI<GIIRDB@I1?M@NO<PMKK3NDIB
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NKJIO<I@JP&>DNIRDIOCIBMNB O @KIBKINH<IT OM<Q®@ ®JPMDN@ G<FRIR| @ NPNNEIKIK PKNOM<O@BT
OIN@GEB>F@RN<><OKK>F<B@IN<I <OO@HKKQOOMHIN@IO@MI<ODIREDOINDNBEZ?< OC@
>JINPG<DI@x><J G<PI>C@RJIK PKDI OXOOMZMIAIMK@JIKO®@&JIB )JIB <=JPOCIKIMOPIDOD@N
OXDNDM@NGD@E<I<?< 2CDN@HKIMAIMHAOJPMDMMIHIODINI@HIM @ S<HKEA@ IRKJIK

PK AJMH<ON ><| =@ O<DGJIM@? OJ BJ RC @B@IO<H<MFIDO GO <0I@ ?

%:/<<32 (>=<B/<37BBIQJGQ@N KG<IIDIB OJ H<F@ NKJIO<I@JPN ?@>DNDJIN OJ BJNJH@RC
NJH@OCDIB @ B R@@F@1? B@O<R<TN M<OC@M OC<I =JJFDIB < OMDK JM M@N@MQ<O

4. Event-Based Pop-Up Practices

4.1 Fairs, Festivals and Concerts

IPGOPN&EG@ AN 7A@ NOBYXEN> @ MIAAGNIOC @M<OAMNMMUIK PIQ@I1?ININKMIHI@E @IV 7K1 ?
=MDIB OC@DM R<M@N 0OJ >JINPH@MN RCDG@ >JIOMD=PODIB OJ OC@ >M@<0ODJI JA < PIDLP@ JQ@N

2C@B<IDU@WMMGIP AJJ?A@NOBEERDOCCIR@BDON<INOC@AO@@>JBI MA@ >B@NODQ<GN
>M@ <B@RI8H P GODKG G @ CJGATNRI<N P MO > J | JH DDHK <INl JH @ O DRI > PG CPNOM< GI@

" MOM D>0JMDRO IPMN@EAIJHDBHK<>IN@NNH@C®Y FDOR<N?@Q@GINE?BI DIKPO JPOKPO
<I<GTNBIP@GCIMDHK@EWPBBIMH<GOH@?DPH N> QRN ®&I? NCIR@OCADMINDQ@C<O
ROMENG@2J2>JIJHD=@ | @ APKIH 0J HDGGD@®K@I?DIBOCANIN @2CDRTKEAOJIG

H<T C@ G2 NODB< (B U @IND O BIENF @C @DO@IKIO @ | OTKINIVIIK PKQ@1?IMKP >JINPH@ MDY
Ga@

+P>C GD @ NO DQAHSE MOCKDM @@ GPONDA@®M<?DODID<GDEXD |P@AD @DOM<MIB@AKJIK PK
Q@I1?INDiIN??DOMIDAA@ MBI M>C<I?BINg GO CEPND>D<IR <MODN@NAIMHEB @ @>@ I&GIM
M@>IMANB DKONID @D SO @ 1?70EIK PKHI? @GCPM @ <@@ HKIMNUIM @D C @DM@ M@ M>C<I?DN@
DI<GI><OMICLN>>@NNDISBDRCI<M@I<=GC@XOO0O@ECKCIR<IT@5 @NIIEDF@GCHEINDIP>>@NNAPG
@S<HKE@D CBNO@HRI>CDEDKIK PKBI  DIO@MI<OBDQEI@NDI>DRDOCCHED.<=GIRIMGCIIPM
2C@NNEK @ MRIIBRIE]? @ GBIV @ ND [@ G @ HR@S>GPNEBQI@FO @ C GBNMGCDIN@EB/I@@M>C<I?DN@
?DM@>0GT OJ >JINPH@MN

4.2 Warehouse Sales

5CDGGADNMRY @ CIRN@EN [JONJIPI?<N@ S>D GINBIH@AOCKY ? @ MR SK@M D KIK BREC I JI>@KON
QTDIRJMCEOO@IQBDI?<N>JINPH@WC@PJI@R@GBCBNMH<RI N@ VKN @%@ >ORIPRII@I10A
<M@ ONE@M REBTHHB<BDIINPH@ BN I@RR<T 0@ O<DABRMMDOUDRKIM?NOMIAINR<M@CIPN@
N<G@HKG@@N? JA N@<RIQ@I0OIX GJI><ODHON DA C @INA? DO DIDIGKIN>JINPH@MNT =@I@ADO
IJOJIGT=TN<QDBII@T=PEXGNICMIPBCQAQ@?JIBR<GREACPIODI&I? ADI?DIBBM@%@<CGNC<NRDOC
OCMD @IRNIGX<I? 0@ TIIG7ND N>MR<E@NG JIKKDiBKI @ SK@MDEBHINDODACIKKDIBY >C<GG@IB@
OF@>JILPOM@RKB<H@F@RJla 0@O<DEAMKKMI<ETRXM@ CIRNIKPKRDOCGCDMNHDI?H<T
C<Q&@K@MARIMH<IDIO @ BNHOGC GNIMD @) ?INOM<O@ B TPM<BDNIBIKK @MNC<NI@ GRINNRDOC
AMD@I?N <I? DI OPMI DI>M@<NNeM@B@G-MaiPdl? OC@ @Q@I0 DON@GA
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4.3 Craft Shows

IM<ARCIRKNM@JOC@8H<HKE@ O TKIBH<MF@OKRBRLOQGJIBCDNO MK KG<OAMMNJIK PKQ@I1?IJMN
K<MOD>POG{NIKI@ 1?7 @UDDNZIMJIIOBE- 1@ JA<)DI? IM<ACCIRa?<O@N>FIQ@M T@<N\aN <I?
IJR A@<ORPM@W "H<F@MKNE NH<GEPNDI@QWW@MRPMDH  ?<T @Q@RC@NN@IKK@XNPKOJ
@<>AIM?HDNNEGIRAIEQ @KFDIB< KPM>C<N&DGQ@CDNWI @S<HKE&@BM<IN><G@JIRNIJH@
CIGD?HRMF@BN A@<OPIB® Q@I?IMN >JINPH@ MNT ADI'NDHD @QI@ @CMJPBCIR@ <M
OC@DM JRI OJRIN <I? >DOD@N OJ NPDO OC@DM K@MNJI<G O<NO@N <I? KM@A@M@I>@N

2D@H<I? <M=JPNO@C{DOCZ OC@HW@CIPN<IZA>M<ANCJIRNI? A<DRIN+XTM<IBEMILENDIBG@
?<TOXR@@MGJIB@IWP @<>C<N ?DNODI>AQ@EIEAINAO @B®@ 0@ DON@N @ >JINNLIMK @MN
OCINR@I<M@<GR® KMD>@ AJ>PNR@DRDNODI>ORHKIMO<IIT M@ O<BIEGBM@><PN@ND?@MDIB

OC@ MDBCO GJ><0DJI OJ KJK PK ?@K@I1?N JI FIJRDIB RC@M@ TIJPM KMDH<MT >PNOJH@M DN GDF@

4.4 Fashion Weeks

' OCHEDI?NJAH<IT KJIK PKNCIKKM@IOMDINDSIHEBD OB<NCDH<EIM\<NCDRI@ @@ Q@ KMNIPIDC@
BGJ=@DOM<&E?DNKJIINIMND G @ =MDOD@MNNNJI>D<RIR PIQ @1 ?IJMNM @<NDIBETRD® @@ DN DIB
PN@ZT H<EJMM<I?RMIH<T=@GGOJ@|?<G8? ) TGCD @1 @Mk KG<OAIMKM @ NE@ID® @<?T OJ R@<M
<I? M@<?T AX¥&@ DO@HN OJ >JINPH@MN =@TJI? OC@ >JPOPM@ >JGG@>0ODJIN JA OC@ MPIR<T

5 <0>C CIR < +<T=@GGDI@ KIJK PK NCJK ><H@ OJB@OC@NAM ,7! $<NCDJI 5

Key Takeaways

' OCDN >C<K@Ea@<MI@?

[ <=JPO OC@ CDNOJMT JA OC@ O@HKIM<MT NOIM@ JM KJK PK AJMH<0O M<IBDIB
OM<Q@GGDIB H@M>C<ION OJ OC@ @QJGPODJI JA OC@ >JI>@KO DIOJ <I DHKJM
H<MF@ODIB NOM<OB® FNNPRE<NGDI@ M@O<DG@MN <I? @IOM@KM@I@PMN

[ CIRKIKPKN <M@ PN@~@Viegd@ DI?PNOMD@N NP>C <N OM<Q@G <I? QJPMDNH
0J OC@ OTKD><G M@O<DG >JINPH@M KMJ?P>0ON DI?PNOMT

[ NJH@ @S<HKG@N JA GDIFDIB < KJK PK DIB QDA QOEICDIM KBWF @ OKGK>@ M<O(
OC<I < NO<I?<GJI@ NCJIK

)@T Z@MHN
[ .JK 3K 1CJK
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[ . @MDJ?D> +<MF@O
[ .G<ll@? 1KJIO<I@DOT

Mini Case Study

$44713 (6=>

(7BC/B7=<

GB@ADANPKKGID CBEC<ICPI?M@RADM<?DO DD @R @ Q @M@ D CBMIROJ
DIJIGDI®CJIKKDIBCRD? @ NOMD=PEIDEBMR:<MF @@ JOC@NEIN<>OIMB R @R
AQ@RB&JIKEIB@ OP<GIGFDIBIODC@DEANOBV@RDODII<GEAT JAOC@BMWF@OD|B
><HK<DBIBI>GP?DIED <PDN>JPIQN>@MORDI@ HNQ @O0 >J1Q@M@@EE:??DODIAKIBO
OMAB> <I? N<G@N

2CAN@O<IIB@MI @R DIIJQ<ODGER >INM@K@<CC@I0DJI BM+@n8OXM@<>C
JPO OJ KIO@IOD<G >PNOJH@MN <I1? ?M<R OC@H DIOJ OC@DM M@0O<DG GJ><ODJIN

(=:CB7=<

*<NB @@ O<BGIEMEO J? @ <GIRB O @ MC @KXION? OM<?DOBHME @ ODFEGNM<?DJ
I@RNK<KQ®IG@QGDNIBDI@?Q@MODN@GHBIARCD>e<| =@ SK@ INFIR@ Q@Z @7
<ME@NP<CE®ASHDGRBRRIK @ M<ONHBGGD @ HKIMSIFKODNIR>G N KIK PKNCJIK<N<
H@<IDH@ @C ABMWF@ORIBGN N<O@ @&E3IBDAEICIIMHI=DGC@<NIN@RK<I|? O<F@
?JRI ><I HIQ@5J><OD3IR <?EPNNOH@NN<BI@>JI0O@ kx| =@ GJR >JNODBCGDND=G@
<I? NOM<O @ BDRKBO@DRXID OM@<KGR>PNOJH@NNPK NCIKINA@HAEIM @ O<BE@ NIN
=M<I1?KDCEXKIMOPIDADIQ @M@ G<OBR@DGE O @HKIM&YH<ODIC<I N@ MEN&I
<R<M@I@NNH<MF@ODIBCG @ BKD<H@RH<MF@OMAG@SBHGEM@K@<O<<IB@ Q@I
OM<Q@G <>MJNN OC@ >JPIOMT

2CRAADA@IKKIK PHR<NKH<EJMP>>@RINEJ><OBRK¥NDIOCCa <MLQH<EIJNMDAPIGDF @
OTKD>ABGD>1@JKGI><ODAC<M E><O0 @2 @IPBCIREP=PM2CADNOM<C@IBIGA@C@
=PNDI@NM@<x=CJIGI@ ROBE@D<MF@MH@CICINIMD CARIOIRI>IMBCIC<GDHDO@?
KMDJM FIURG@?B@ JM HIODQ<ODJI 0J QDNDO OC@DM =MD>FN <I? HIMO<M NOJM@N DI ¢

'l <??DODJCKIK PK@HJIINOM<@@W D@D @B N4+ TNPMKMIN@S>DEEOIJH@MN
&<QDIB OM<?DODH<BK KMJIQDI@MAD>@D >CIICIBIK @N? KQINAADA@IKSCIN@
OA@<ORMP P>OCKID M@ MIGIJPMEHIDLP@? @IB<BDRB<TN2C@ M@\ QD?@3IH@
<M@BC<PNOJH@ENV@ >IPM<BGIOMPIGIPMBIB >M<AR®>0LCRMOGDG@<NN@M
K<M@KIN>CDG?M@1@Q@N<HKGAMHVIIHO D GGPNOR @D JIRQ<DC<ABRIGC@B@
<I? PIDQ@MNDOT NOP?@ION OJ ?@>IM<O0@ AQFI@APVE OPKID> LI JI@ H<T @SK@>0

+INK@JIKE@QIQDNDR@WKG @ <N<NFBIKM ONGER <#HIP O CKM J ?P>IIN@ MM@AAD>@
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=<A723@ B63 4=::=E7<5 ?C3AB7=<A

?@IODAT NJH@ KIO@I10D<G J=E@>0DQ @ NBF+BAIBHIBNPKINIGIK

&JR HDBCO PNDIB < 'KJK PK JI RC@ @ GN2>@RIGKKAOI M@<>C OC@DM H<MF@OD
BJ<GN
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Chapter 2: Formats and Functions of Pop-Up Shops

Chapter Overview

-Q@RCEN@R@<MNK PKM@ O<CI3MB DI @IKPG<MPIB M@ O<DO@ MBE> | O @ MI<OBIKGINJ
NH<@E&®<MO KN O @HKIMM@ITKO@ IJH@1IKIK PKNOIMBER) @H@® DINCIKKDH<GGRM=<NOM@ @O
AMJIOND |OMRE DI @M O MIINBNGGHHPID O B@N O C @M><IQK <> @GHSK @ \KIND 7?0 S8C BM IR QB
OCKIK PKM@OXIMH DI<I<?< RDGGIODIP@B<DHIH@IOPBIOOCAPOPMI@OC<O DNC@ @<M
OC@ .JK 3Ka

Learning Objectives

3KJI >JHKG@ODJI JA OC@ MBKT@MN RDGG =@ <=G@ 0OJ

0@>JBIDU@ <I? ?7@N>MDA@N@@ AIMH<ON JA KIK PK NCJKN
?@IODAT CJIR KIK PK NCJKN <M@ PN@? <N < HKMF@ODIB <I? >JHHPID*<ODJI OJ.
#SKG<DI CIR KIJK PK NCIKN H<T =@ PN@? <N < HKMF@O @IOMT 0OJJG

[
[
[
[ %DQ@ @S<HKG@N JA CIR KIJK PK NCJKN H<T =@ PN@? AIM DIQ@IOJMT GDLPD?

Setting the Context

+ $

2C@AJGGJIRQIB? @YV @N @K ODHORD OBEMBOR@E&INPGO<IO<| @IOM@KMRI® AM
N@ GIINGRAHGDI@PRCIR<IOMPN@KIK PKNOM<C@BOOCKINND=DIBNK® IDIB
< K@MH<I@D><ODRCDGEADG?HR<M@ | @NNOCaM<IXI? < BM@@SK@MD@M@IR
>PNOJH@MN
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7IP2P=@0 G @HGHE @ @d S>GP 2D CINO MNDIO C@@ SOP ><I QD@BO
JIGDI@ CA@@@KN KM@NN=JIANTEIMNAME KIKPK K

1. Pop-Up Shop Formats

1.1 Consumer Motivations & Pop-ups

$MIH>PNOJHE® MNK @ =*BDK BN CJI Kk <| =@IOMDBR@B <PNE@NQ HKIMKM® N @M@ < OIE®IN@
PE@I>H<FDIEDCE’NOJHANOGUL ICIPGICIK @AIJVNGAIIK PKNCIRDN<KK@PNRI@NNDENIM@NO@?
DIG@Q@M<BDEIK PKM@ OAINHH<OJR@Q@NMN@CDIKG<KI? @S@>Ru@M PKNOINE@M<ODJIN
NOM<O@BD>OHKIMO<NX@O®JIND? @MJIINPH@MG16=5@/>6Iid/@/1B3@7ABRTCIA>DI>GP WL IN@

M@ G<QI@P?DQD?P B8 @DIODOR@DA@NO FS@ NeO P ? (RIENN @ NOCIEHRQ >IN T>CIBM<KCD>
<OOMD=RPA@NDINK@3BNIINPH@N® C<QDIRMNSNM @ OxINGH<CID>@IGDI@P>0D3@ C<QDJPM
NCJIKKDIB JIMD@10<0ODJI <I? KMJ?P>0 =M<IRRM@ABNDA IH@MDIB NOTG@N

YAG16=5@/>671 6/@/1B3@FABI?BQD?R@G<GP@N <OODOP?@N <I? GDA@NOTG#

5C@I1 KG<IIDIB: KIK PKM@ O@3B@MD @ 8@ NPBB @ NONPNDB OC@NEMEE >CIBM<KGDOIMN
>JINPH@MIJQ<ODQ@ HENR @QQ@IDN#? NCIKKDBIEJTH@I1QC@N&@>0OINKT C@GKIDQ@ELCID>@
JA KIK PK AJMH<O OJ DHKG@H@IO

1JINPH@MDI1JQ<ODQ @MENNDMNPNOJHIEHM @ ?DNKINDINRI@PA@R<I? ?DA@MEMI?P>ENKI?N
<I? JIMNCJIKKDI® SK @MD\@S@@IMNDHKGEPC @ \d@IPODH@NPHKODBEKOO@MIN 2C@PIDLP@?
1IQ@EANK@IBKIK PKNCIKNIP>ENGDHDO @ 2JRBHEODIHJIIQ@10DJI<GI><OINDIM@HINKC @MIBD>N
BP@MBREE@ OLMEMJI<>GEIKKK @<GOBI1JQ<ODEIMIPH@ PG O CIE@ INJINDDHP G <N D T ?
OC@ NCJIKKDIB @SK@MD@I>@
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+<MF@Q@INM@CINBAGP @53 MMMF@OKGRED B<Q@IAIMH<ORIIPGI<IT FDI?NJAKMJI?P>0ON
KG<>@NCJIkKI? JOC@¥-@IBN<MF@ER DIDODHON® PNNBRDREIINPH@ MR M@NKIDIM@LP @GINON
>JINPH@ MN<MF@AJMH<ODJIA OCRIMGIA?DBDO3EHPID><ODJINC @M EJIH@ ODN@M @OLKI® ?
*J><@nPD? @GN C @vie>-ODRI@ QD @QREBABIE P<IO DT Q<MD GRINJ?P>RE MQDIEIMEMF @OKG<>@
+<MF@BEQ@IKME@A>MDODHGAMO<BRIK PKM@ O<DREMNP<AG®HTRIM? JA HIP@XMJIHIG@

KIK PKNCJKI IM?@NG @ Q@M<BEE Q@ IKIK PKM@ ONDIB<NEZBPGGR<TN>GP2@@ QJO@R M)
HJIDOJM <I? H<I<B@ NJ>D<G H@?D< >JHHPID><ODJIN

1CIKKDI@IEJTH@D& F@A<>0MZ <G\ @>ONPNOJHBM> @ KO<JTAKIK PKM@O<DEPNOJHEBENT?@MDQ@
KG@<NaW#E C@10 @MO<D @ &M@ MD @1 r<® DIMIO @ M<>DB@IBRKIK PNCIKKD@BSK@MD@I1>@
2C@ @S>DO@H@I0 JA BRDMDIBI<EMGNJ >JIOMD=PO@ OMNKINIOIHGBK@M>@KODJI JA < KIK PK NOJ

1.2 Experience Co-Creation Map

JK PKNCIKNN I@RH@<INA>JHHPID><OXIP? OTK&?DNOMD=POOIR GA\ @B GKID @ | ORRB<GP @
>J >M@<OEQIOR@@UHK<IT <I? DONPNOJH@MN $DBPM@ =@GJIJRCIRNKIK PKNCIKKMJIQDR@@
>JHK<IT RDOC OC@ <=DGDOT OJ

G@<MI ?DM@>0GT AMJH >PNOJH@M =@C<QDJPM

O@NO |G¥&MDIBN

=PDG? 7@ @K@M M@G<ODJINCDKN <I? OMPNO RDOC OC@ >JINPH@M

[
[
[
[ DI>M@<N@ <I? H<DIO<DI BMJPKDIB <I? >JHHPIDOT
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$DBPM@ #SK@MD@I>@ !J IM@<ODJI +<K <?<KO@? AMJH 1K@I< <MD?V UGPM>DJ +@GD<
$IM >PNOJH@MN OC@ KJIK PK NCIJKKDIB @SK@MD@I>@ @I<=G@N OC@H OJ

[ F@Q@K DI OJP>C RDOC OC@ ADMH <I? =M<I|?

[ C<Q@ <PIDLP@ @SK@MD@I>@
[ B<DI H@H=@MNCDK OJ < I@R NJ>D<G I@ORJIMF

2CMJPBC KJIK PK JK@M<ODJIN Q<GP@N >J >M@<0@? AJM OC@ >JHK<IT <M@

[ M@?P>@? >JHHPID><ODJI >JNON AR HORQ@Q@RAIHHPID><ODJI
[ M@?P>@? MDNF JA KMJ?P>0 N@MQD>@N A<DGPM@ <I? HDN<GDBIH@I0 RDOC OC@ H<MF@
[ M@?P>@? MDNF JA >PNOJH@M ?DNN<ODNA<>0DJI

JK PKN <GNJ >J >M@<0@ Q<GP@N AJM OC@ >PNOJH@MN NP>C <N OC@ <=DGDOT OJ

[ O@NO AM@@ KMJ?P>0ON <I? OM@<OH@ION

[ @SK@MDH@IO RDOC >PNOJHDU@? KMJ?P>0ON
[ D?@IODAT RDOC =M<I? Q<GP@N

[ DI>M@<N@ M@>DKMJ>DOT
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+/:C3 = @ 3/B7=<O0C@ KMJ>@NN =T RCD>C >JINPH@MN <I? KIK PK NCIJKN ?@Q@GJIK M@C
<I? @SK@MD@I>@N OJB@OC@M

I OC@<GP@>M@<CHI0@SOKIK PKNCIKDN)D@R@P< KG<>E>JINPHKODI®SK@MDERN@IH@M
DIO@M<>ODHIBIDODYEN@INIRIQIGQ@H@IPBPNKIK PKNCIKKMIHIG@RJI R<TG@<MIBIBI>@NN
=@OR@@I@IHK<IT <I? >PNOJH@AMWIPBOCEMJ>@NBHK<ID@@0J?@Q@ GIK @ENG@>0RD@
>PNOJHD W@G <ODJIRDDERNOJH@ROD GIE @PN O JH @WING MI< GD@E® BK @ MD ®DENC &IHK<IT
OCMJPBC CDBC G@Q@GN JA DIQIGQ@H@I0 <I? K<MOD>DK<ODJI

1.3 Typologies of Pop-Up Shops

JK PK NCIKB<Q@@ @HKG@H@DM@AT ?DA@ME®IN"P@0JOCADEHKIMNPME@ NCIMIDH@
NK<I KIJK PKNCJIKN<>@C<GG @ HR®NINOM<DODI@ MSNG DHDG@PB @K <>@<DG<=DGBOE@OPK
H@M>C<I?BNIZMOHERG @>0PJIDC @N>0IME G QIR M<GIIGIBDNOEBNIRCDAE@K PKNCJIKN
<GNEMJIQDIEKIMOPID@IIERIR KMJI?PAEMQDi@=<ODIDIQ@I0JMDLPD?<GINR@GBGI>PNOJH@M
@IB<B@H@IB®MB@A@R<TNDIF><O@BIMDK @KNCIKN<N@? ?@NDBOMP>ORMEGIEIF<OBJIP
J=E@>0DQ@N

1.3.1 Design/Construction

(6=@B 3@; (B/<2/:=<3 (B=@ PNP<GEEDGIEADS @P? JAO@IODH@NDI?DQD?8MEI2+<T =@5J><O@?

<I DI?JIMIOMP>QMM@N\K H<GBVHJHHPIDOT@IONI@PO?2JIMNM@ S<HKG@INPIB-M@<@ECZIMO O@MH
NO<I?<GHX@ PKNOJIOEMIHI@@@<PI>TA0CE<G<IT KCJI@ @<?PIRODC@GDN@<NIDGG @

. M@HDPBK PK#SK@MD@0@RNQ<=G@MP>GPI@R] R<HDMMJIB@INNIQD2ANPH@MMC<I>@
ODI0@MRDONIIQ<ODBENPIBNIJGPOIRNDIBCAR <ORM@DE<G<IT KCJI@2C @ @NDRI@AG @D ?
=M<I? <N < KJK PK

(6=@B3@; 7=A9 JAO@IOCAIMHA<><MRCD>BN 1J| K@MH<I@T? KIMO<FHIP@NDBIGIRDH<GG
NK<>@\? PNP<GGI<>@< CDBOMxB=M@IMQ S<HK@@ @M @AMPDOEDINKD>0OPIZ@MMDOP<O@?
PI?7@M <l @N><G<OJIM

%=> <(B=@ <KK@<WMN@x NOJM@ RDOCDI < $lVBFRHKCE@IBCEB@|@KIK PKRDOCB!I! 5 IMG?
NOJM@ DI *JI?JI O KMJHIO@ !CMIH@=JJFN <I? M@G<O@? <>>@NNJIJMD@N AJM HJIOCN G@<?DIB Pk

<D7A70:%=>*> PNDIBPBH@IO@@<GDDB@J GJ><OD@d@>CIlIGIBERRINI@NACH@N><Q@ IBENO
<KKMI<LkGGIRCIKK@NMAC @2 NDBI<M@3IPN @C @BV HI=DG@ QDO@M? @NDMOP<Q&DG<=GC@
H@M>C<I?DN@ AJM < GDHDO@? ODH@

+723=
N TIPcGGMOC@VD@BR?@I@E/:9 1@/B32/ D7@BC~> C>A6=>DI,@R 7JMEDOT




23 ¥ POP-UPRETAILSTRATEGIES

<I? *JN IBQG@NMI=-DG@ @LPBDEREHA@UKM@ JMRE®>BXBDODI@MHB@I@M<O@?
HDGGDJI DI KM@NN M@NPGO@? DI OC@ =PND@NO ?<T AJM OC@DM @ NOIM@ KI? M@ @

+7@BC/:/:: <R<GB/AGJIIM< CDBOMxBEM@C{IXDPMI@M0F QDMORGXGIBRB®®DOC DH<B@AN
KIKPGH®M>C<I?DNDIB =<N@ NCIKKDBIG DADMOR<G GI¢ GIRCIKK @IKPM>CN@G RO @HN
PNDIB®C@RMDCGKZII@RIN><I< /0 >J?@MIKDCE<GGW? IMAGJIIBUIM@ S<HKG@GH<MD +<00@G
AIMH@K<MOI@WNZBK @ <QOMOR<GEN AGJIMIM=IPAIPR@ @BE@<?BFROJDCGIGD?N@<NDI
2IJMJIOBE3IDJI 10<0DJI <I2& <N R@GG <N JOC@M GI=0Pq®@ M 4l? +JIOM@<G

=:/0=@/B7D36=>*> PNP<GBB<IDU@T < OCDM? K<NKK<IT IMOM<ZENJI>D<C) M@ KCIMO O@MH
>JHHJlI <M@¥K<>@? ADINH<AB?@K@1?@P0ADI@NARR=-GC@AT@K<>@\< >J JK 2C@I1?@K@I1?@I10
=PNDI@NM@ ® 0 CNGEC B KIMOP I DA@ACHEMF GMMIHIGE<IXR<M@|@NRND SK<IQC@PMNOIJH@M
=<N@DOBI<®IK@K K@MH<I@INFAOC@BM $IM S<HK@@®@NOAN@IBKDHR I OMI@PNOM<GD<
C<NM@<0@EG<=JM4OB@E@IK<>@DI|>P=<@ @M @NDBI@UD>BIOPM??NDQ@ MBIDCEGNC
JA@MDIB

1.3.2 Mobility/Location

C3@@7:(B=@ DOMH@ >JH@MMJIH BP@MMBE&BE@ODIBa BP@MMRNGBAED|?R0J @HKGJIDI
>JIQ@IODJIE@NINOBP @ MMDIZGHNP>GNNOD>F @ MRIED MO DN MKNB=GDM<INK KRG DHD G<ODJIN
<NR@GGIHI=DG@@>CIIGIEINDNRD H<DB®E? NJ>D<4@ORIMFINBO @ NP @ MMRGIBAMNIAO @IODH@N
NOM<O@BO3=<SHA'XOTKDFN-<N@OOMINBNGENDI AMIIQA< >CPMIBA| <MB<GG@N®IB<B@C@
>PNOJH@MN DI < 1JQ@G C@?JIDNOD> <I? @S>GPNDQ@ NCJKKDIB @SK@MD@I>@

#=,12 (B=@ < KIK PKNCJIOCHONHJ=DG @ IJH<? NOJIJNED @N@NQY<| NCDKKDABO<DI@NMNOJM@ JI
RC@@GNH<@ BKIMO<FBINKI? M@ GJ>AM@N.P @BDE S<HKG@®BI< C<N NCDKKBBO<DI@ONO
OC@T N@I1? <MJPI? OC@ RIMG? NJH@ JA RCD>C >JH=DI@ <I? JK@I| PK DIOJ < ADOGVNKNCI ><A@ <I~

%=>*>7<(6=>>7<5"/:A ><I=@NCIMO O@MIP<GCN@INIE FDINEJI><O@2 CDBOCMxB=M@¥ND 2@
NCIKKDHGGIMA S<HK@@BNHJ FDJINAWO<I?<GIN@JNDE GRXDI OCEDMDPAK NCIKKDHR IOMI@
&JIB )JIB <I? DN H<?@ JA M@>T>G@7? H<O@MD<GN RDOC <KK<M@G AIM N<G@ JI OC@ DIND?@

1JH@DI?@K@1? @ @O <DHMIMNEER OO INGNO<F@ Q<IO<B@E< NCIMO O@MHIBIOINE<>@l <
NCIKKDHGA? JK@M<BE@K PKNCJIKI OCBDNN@CIKIK PKNCIDNO<K@MH<I@I@I<ISPTCIGCHRG@<N@
JAKA@RJIOCOX T@<NB:NDBIDAD>ZIEGIPIO@&D@IOCRPIOP<OBIM<IHDBAN @KJIK PKNCIKN
<H<MF@QODIBGFMDIBR<M@ | @INON@PFPNOIJH@RUNG@JIB O @M@ ORKIEM<AINIKM@K<M<&IN|
@S<HKG@NQIP>FG@QBKPI>C@ANK PNCJIDI7 IMF?<G@KKDIED IOM@ERIMIIOIIO<MDKKI<?< <

A@R HIJIIOCN =@AIM@ JK@IDIB DON K@MH<I@IO =M<I?@? NOIM@ DI OC@ N<H@ NCJIKKDIB H<GG
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$DBPM@ +JIN@ )IP>FG@KEK NOIM@MBPEG@ 1CIKKDIB !@IOM@ !! 7~ &JIB 7

D3<B @7D3%=>*> AJMHED@T M@ O<BCREKE>BBC@ INR>ENOCERD G@=MIBIHIDGC@NAINC @
>JHK<IT I@RKMJI?PE8XPI>C@O$IMAS<HKG® DNIJRI AINK@M<OQIB PKIRDOCDIO@MI<ODJI<G
?@K<MOHNDUIMEINRE@ G @MEAEZN@ OOEMDAN? 1@GAMIPB@NI POAINDCGHING @NQIE) @MN<MT
OC@PMI@Z@BM+JIOM@AG<BNEDKN@ HKIM<MD&IT @ Q GNR<>@KMJIHIAEZ @DNDIODNO NPT
>IM@<GP®NCEHK<IT<I? A@<ORM@GANW < NEMRININPH@ I @ AMID CE@HK<ITBAIPI?@M
?@NDBI@MN NOTGDNON A<NCDJI @?DOJMN <I? HIM@ <GJIB RDOC CJINODIB < "(c? >J>FO<DG K<MOT
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$DBPM@  *'-2PMIN  JKPK#Q@I@M®HCDI<10JM@ ! 7 1@<l 1@?G@UFT

1.3.3 Objectives

5 <MI<=@&G D?@I|ODNDB OM<O&B>0ODC@OK PKNDBOO@I®O® X>CD@Q@Ac<Q&r?@?

JI@ APMO Q@A J=E @>O DIN® DOPOROBM @>IBIDO@ARINODOPCOIHFKKMIBM<HNT N@MA@
DHKIMO<R?DODJKE @>0ORQ@NI® AJKMIAD®<IDU<ODIIR >JHHPIDODE@NI @ BB IKDIM@QDO<GDU@
@>JIJHD> @I1B<B@H@IO RDOCDI < NK@>DAD> <M@< =T <OOM<>0DIB <I? KMJHJODIB HPGODKG@ KJK

=,,C<71/B7=</: .JK PK NCJKN RDOC < KMDH<MDGT >JHHPID><ODJI<G J=E@>0DQ@ AJ>PN JI
<R<M@I@NN @IC<I>DIB =M<I? D?@IODOT <I? DIAGP@I>DIB =M<I? K@M>@KODJI 1@GGDIB Hs
>JHHPID><ODJI<G KJK PK NCJK 3RQADEBIDAD><IOGT G@NN@M DHKIMO<I>@ !JHK<ID@N <GNJ
OTK@ JA KIK PK NCJK OJ >JHHPID><0@ F@T =M<I? H@NN<B@N NP>C <N < >@G@=M<ODJI J¢
HDG@NOJI@ <I@R KMJ?P>0 M@G@<N@ JM < H<EJMAEKD EIMIGES IHRNGCRIIB] >@G@=M<0(C
,<ODJI<G !CJ>IG<O@&@MNIMNIR@M<O@7? < ?<T!CDKDON <F@ <MIKIKIRKRC@M@
K@JKG@ >JPG? ?@NDBI <I? O<F@ CJH@ OC@DM JRI AM@ @ >JIFN@BI<$RUIDC @@ECND &@!I
OC@ "<DGT M@<? $JJ? <IF AJM @<>C K<>F JA >JJFD@N ?DNOMD=PO@?

F>3@73<B7/JK PK NCJKN RDOC <I @SK@MD@I0D<G J=E@>0DQ@NM@ QJBA&@>NGCBIDADDIBO @/
=M<I? >PNOJH@M @IB<B@H@IO 2C@ JK@M<ODJI JA @SK@MD@I0D<G KJK PK NCJKN DN PN
JA < ADNHE<MF@ODIB KG<I 0J =PDG? < =M<I2EMHIBIOR@KJIK PK @IQDMJIH@I0O >PNOJH@MN E
0OJ DIO@M<>0 RDOC < =M<I? <I? KMJ?P>0ON DI < 2DM@>0 <I? HIM@ DIODH<O@ A<NCDJI #SK(
@I<=G@ >PNOJH@MN 0J G@<MI HIM@ <=JPO OC@ =M<I? >PGOPM@ =T DHH@MNDIB OC@HN
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?@NDBI@? <I? @S@>PO@7? KIK PK @SK@MD@I>@ <I? OJ?@Q@GJIK <I? @IC<I>@ =M<I? Q<G|
OCMJIPBC J=N@MQDIB ?@HJN <I? =@DIB DIQIGQ@? DI OMD<GN <I? KQI® RAN# & AB<HKG@ D

) @/<A/1B7=</JK PK NCJKN RDOC < OM<IN<>0DJI<G J=E@>0DQ@ M@G<O0@ 0J OC@ @>JIJHC
>JHH@M>@ <>0ODQDOD@N RC@M@ N<G@N <M@ <O OC@ >IM@ JA =PNDI@NN JK@M<ODJIN
&<GGJR@@!I <I? ICMDNOH<N NOIM@N RC@M@ H@M>C<I?DN@ N@GG OCMJIPBC DN OC@ H<
OM<IN<>0DJI<G KJK PK NCJIKN <M@ JAO @ARPN@I DX 2@<P@NNIMD@N <I? CJH@ APMIDNCDIB
N@>0JMN 0J >G@<M JPO DIQ@IOIMD@N JA OC@ K<NO N@<NJI <O NDBIDAD><IOGT ?DN>JPI
>JHHJIGT M@A@MM@7? 0J <N 'R<M @RIFM@DBRI@NEIR PK NCIKN PNP<GGT PODGDU@ Q<><
NOM@ @OAMJIO GJ><ODJIN DI PM=<N\R2 1@ BRN @ADMHE<NNDQ@ NCIJRMJIJH @SCD=DO C<(
>JIA@QM@1>@ >@IORIBIAWV ASTHND HIODQ<O@N >PNOJH@MN <M@ OC@ JKKIMOPIDOD@N AJN
<I? 27@@K KMJ?P>0 <NNJMOH@ION <I? OC@ @SBDCra®i@na JA '=<M

) 3AB7<5JK PK NCJKN RDOC < O@NODIB J=E@>0DQ@ @HKC<NDU@ B<DIDIB NCJKK@M DINDB
H<MF@ONc M@NKJIN@N OJ I@R KMJ?P>0ON =M<I?N 2C@T <M@ < M@G<ODQ@GT GJR MDNF-
>JHK<ID@N OJ @I0O@M DIOJ < I@R HKMF@O JM G<PI>C < I@R KMJ?P>0 =M<I|? OC<O H<T G@<’
>JINPH@M C<=DON | @S<HKGEB@EREDKN <I'lO@MI@0 KPM@ KIBDIEIPIK<IMD>FN <I?
HIMO<M KJK PK QCIESKGIM@ OC@ KJO@IOD<G JA I@R ?DNOMD=PODJI NOM<O@BD@N DI O
DINDBCON JI NCIKK@MNc >MJINN >C<Il@G NCJIKKDIB =@C<QDJPMN

<AB7BCB7=¢DINODOPODJI<SEIUE? KIK PK NCIK KMJBM<H >JIOMD=PO@N OJ M@QDO<GDU
>JHHPIDOD@N <I? KMJHJODIB @>JIJHD> M@?@Q@GJIKH@I0 JA OC@ <M@< RCDG@ >M@<OL
N<ODNAT OC@ =PNDI@NN J=E@>0ODQ@N JA DI?DQD?P<G =M<I?N JM M@O<DG@MN OC<O K<
DINODOPODJI<G J=E@>0DQ@ C<N =@@! PN@? <N < R<T JA G@Q@M<BDIB KJK PK NCJKN OJ
>JHH@M>D<G ?DNOMD>ON DI |@DBC=JPMCJJ?N M@ @IB<B@ GJ><G >PNOJH@MN <I? NODHF
KMJBM<HN <M@ JAO@I| K<MO JA < >JHHPIDOT KRDSDRDIBIDCIXWPRKIMO@? =T GI><G
NCIKK@M GJTEGIRH>C KMIJE@>0 C<N =@ @| NP>>@NNAP GG IR @IDEPD b
1@MQD>@N <GJIB RDOC OC@ua+rAIMEN0 |JHHPIDOT NNJ>D<ODJI "#MI 2C@EX
PK 1CJK .MIE@&ENPGO@? DI KJIK PKNCIKN NDI>@ "@>@H=@M NOJM@N G@<N@? J
K<MOD>DK<ODIB G<I?GJIM?N M@>JHH@I1? OC@ KMJE@>0 OJ JOC@MN <I? >JHH@M>D<G Q-
DI .JKPKNCJKN ><| <GNJ KG<T < QDO<G MJG@ DI >JHHPIDOT M@>JQ@MT <AO@M I<OPN
$@=MP<MT < H<EJM @<MOCLP<F@ ?@NOMJIT@? < F@T NCJKKDIB >@IOM@ ><GG@? 'DOT
ICMDNO>CPM>C ,@R 8@¥F®R@RM@O<DG <GDQ@ DI OC@ <M@< < O@HKIMZMT H<GG I<KH@
JK@I@? DON ?JJMN JIGT @DBCO HJIOCN <AO@M OC@ @<MOCLP<F@ RDOC OC@ JMDBDI<G
NDS HJIOCN 2CDN KJK PK H<GG R<N H<?@ RDOC NCDKKDIB >JIO<DI@MN <I? R<N >JHKMDN@
A<NCDJI M@O<DG@MN < NPK@MH<MF@OCRBN @RI KIK PK H<GG =@><H@ < BM@<O
?@NODI<ODJI <I? <AO@M ADQ@ <I? < C<GA T@<MN JA JK@M<0ODJI DO @Q@IOP<GGT OM<IN
H<GG OC@ 1JIO<DI@M +<GG JI ODQ@MND?@

2. Pop-Up Retail as a Marketing and Communication Tool

2.1 Pop-Up Retail Affects Brand Image

2C@@HKJINMBE@INDOCEMIHIODJI@EKC<NDINOC @ SK@ MD @IS CME@PF C<M<>O@MDNOD>N
JAKIK PKM@ O<DGRIEIRD SK@MD @0 D<GNMDGRMN@ HEND M <>RIDJ CHO @ HKIMKIKTPKNCJIKKDIB
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N@OORIBDIAGP @#R®OJH @H@IN > @ KIDIT @) ?P>EIR M@O<EId@M OCE&IO@SAIHID >C<I@G

M@ O<DBINBPNOJH@MBIQJGQD PP GODKG@ @ GRMDIBC @IIMKKDEBIPMI@ITNVI@ BPS<NBNP

>MJINN >C<IN@GKKDIBYIJHHII &@I>@ >PNOJHEW D@SK@MIRDEET @< M@ O<DIGED&EKI I @GN

><| DIAGP @D:@X@M>@ K OEDMIK PKNCIKKD@BSK @ M@ 9@>@0 MR< KIK PKNCION>PNOJHIDM
ADMRISJIPI0 @DDCG-M<I?0C@&I@M>@ KOEDOIK PRNCIKKD@BSK @ MIRDIBE®&<I>MDODRAER>M@<0DIB
<R<M@I@NN\?@Q@GJIKDIR) @M=E&IDH<B@IMR@GG @NO<=0BINGR@ O<DSEBMIQ @ MR @K
NCJIKRJI@IC<I>@M<IK@M>@KRQDIMNAXD<I DH<B @N @R @HAMF @ QMR @ Q @BIRIMOCODIEDC<O
>PNOJHIEW DENRG @ ?B& C@&/<I'DIAGP @ I0QEDSK @ >0 <DL TNDxxa®MDIROANK PKNOIM@

<1? OCEDI?JAQ@ SK @ M IRIGHS K @@ > GRETE IDNNJII<I>E@ OR @@@SK @>0B2>OPASK@MD@I1>@N
><| M@NPGO DI ?<H<B@ 0OJ =M<I? K@M>@KODJI

2.2 Pop-Up Retail Impacts Word-of-Mouth

2C@ KIK PK M@O<DG KC@IJH@1JI ><I =@ N@ @I <N JI@ <NK@>0 JA < =MJ<?@M OM@I? OJR<M?N PI>,
=M<I1? KMJHJODJRIM? JA HIPO®12?DODJI<G H@OCJ?N JA H<KMF@ODIB <I? >JHHPIDECDBP3KNIRBE <N
24 >JHH@M>D<G M<?DJ <?N =DGG=J<M?N H<B<UDI@ <?N @O> KMDH<MDGT AJGGJR < KPNC HJ?@
K<NNDQ@ M@>@DQ@MN 2C@ JI@ R<T KMJHJODJI KMJOJ>JG C<N A<>@7? >C<GCAMBERI@<P?D@I>
OC@ <B@ JA @SK@MD@I>@NBHE@MN <M@ 1J GJIB@M JIGT PN@MN JA KMJ?P>0ON <I? N@MQD>@N 2C
JI <1 <>0DQ@ MJG@ DI OC@ KMJ?P>0ODJI <IQCMNRPBIDKRKIODI>DK<ODIB DI OC@ KMJ>@NN@N JA =M<I7
KMJHJODJI

5 JIM? JAHJPOC <N <I PI>JIQ@IODJI<G HKMF@ODIB H@OCJ? KMJQD?@N OC@ JKKIMOPIDOD@N >PN
<??DODJI<G OJ DIO@MK@MNJI<G >JHHPID><ODJI DI OC@ KCTND><G RIMG? >JINPH@MN ><| <GNJ @
>JHHPID><ODJI DI OC@ ?DBDO<G RIMG? 2C@T ><I KINO M@QD@RN K<NN JI <?Q@MODNDIB OC@T /
@SK@MD@I>@N RDOC KMJ?P>0ON <I? N@MQD>@N <I? M@NKJI? OJ JOC@MNc OCJPBCON DI KP=GD>
>JHHPIDOD@N .JK PK NOIM@N <N < H<KMF@ODIB H@OCJ? >JlII@>0DIB >JHHRD@&ODH@&@IN @& GDIB
<NNJ>D<O@7?@I<Ga =PUUa BP@MMDGG<a "@SK@MD@IOD<Ga "'OMD=<Ga <I’RGDIOMMER 0<G:
AIJMHN JA RIM? JA HIPOC >JHHPID><0ODJI <I? <N NP>C C<Q@ NDBIDAD><IO DHK<>0 JI =M<I?N M@O<L
NOP?G@DI @O <G DIQ@NODB<O@? OC@ GDIF<B@ =@OR@ @I KJK PK =M<I? NOIM@N OJ =M<I? @
HJPOC DI OC@ >JIO@SO JA GPSPMT M@O<DGDIB DI OC@ 31 <I? OC@ 3) 2COQNARIME<O OC@ KJIK |
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DIO@IODJIN OJR<M?N OZ®NMEIRKIMON OC@ >G<DH OC<0 KJK RIQNO IND@NGSH@EI BRI OD<G H<MF(
0JJG OJ DI>M@<N@ >PNOJH@MNc =M<I? @SK@MD@I>@ <I? KINDODQ@ RIM? JA HIPOC OJR<M?N Of

3. Pop-Up Shops as a Market Entry Tool

3.1 Test New Products

KIK PNOIN@@MIDLP@? CDBC@BSK@MD @BM@EE D @ISNDJH @IGNN @ <MECR I C <MK @XTINO
<OOM<>0 < >JINPH@M 0OJ < KIK PK M@0O<DG JK@M<ODJI DI>GP?@ OC@ AJGGJRDIB

[ .MJI?P>0,JQ@GOT 3IDLP@I@NN A<>0JMN M@G<O@? OJ <| @S>DODIBMNDBIRKDB?@IQDMJIIHC
@S>GPNDQ@ KMJ?PAEWRIB IKKIMOPIDOD@N OJ G@<MI <=JPO OC@ KA@RRPON =M<I?N =

[ $<>DGDO<OJMN JA .PM>C<N@ "@>DNDJIN A<>O0JMN M@G<O@? OJ OC@ M@OPMI KIGD>T <I’
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[ .MJ?P>QMD<G <I? 3IDLP@ #SK@MD@I1>@ A<>0JMN M@G<O@? OJ PIDLP@ <I? IJQ@G NCJIKKD
JKKIMOPIDOD@N OJ M@>@DQ@ AM@ @ N<HKG@N <I? OMT JPO =M<I?N KMJ?P>0ON

2C@JIK PK>PNOJH @®ISK @>O0<RRJDDB I ? @KKIMOPIDADEPNI DI @ NOBNEJIK PKVI@ QRIEBM<ODJIN
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0J B<PB@ OC@ NdW@e@DJIN RDOCJPO C<QDIB OJ DI>PM NDBIDAD><IO DIQ@NOH@ION

3.2 Attract New Target Market

JK PK NOIM&@&@N<GNG @ GK2 O< BGIPRIO O MK RO -B@I<MF @ D CHD €G AJPI?0C<«GOCIPBC
TIPIBK@JK&I@ A@H<GANEB @M @CEIM @B@I<MF@IMJIK PKNOIM @QCIMIO @ | ORXEHP>C
RD?@HA?D@ 1@ @1 <OO@HKOMHES K<IRONPNOIJH@M @ >JHK<ITI@ @ DM<DNREM @1 @MRN??M@NN
OC&#NOJHQ @@ ANNIQ@GOMIQ<ODEI? OMDIKE PK NCIKKMIQDR@EKKIMOPIBINDCEIHK<ITOJ
@SK@MDHBGD<RDOZ@ ?PAENF M@>@E@<MNIT =PNDI@ NDK@QI@N @KIK PKNOJIVKEINHJI? @AIM
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A<>0JMN AJM =PNDI@NN@N >JI?P>0DIB DIO@MI<ODJI<G KJK PK M@O<DG JK@M<ODJIN

O@NODIB <I? <?<KODIB OC@ =M<I? <t B &M@ OJDG@®@DBI >JINPH@MN RCJ <M@ PIA<HDGI
DO

M<DNDIB <I? NPNO<DIDIB OC@ DIO@MI<ODJI<G KMJADG@ JA < M@O<DG =M<I?
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3.3Set Up Omni-Channel Retail Operations

1 OC&I0o@388<| JHID >C<IlI@M@OC@b@DMIIH@IX PKNCIKKNMEAO @I>GP?@WI@JAOCEC<II@GN
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KIGGDI<ABIC<II@GN? NCIKK@NN>MD O Px<G ANV @ O < RN GIXM <O @BEE@N @tRROJH@M
N<ODNA<=xOD3UT<GOTIOC@IM?N-PNOJHENDDNA<BMDJIEJIB@GMDERJII JI @Q<GP<OAEPNI@
>C<I@GPD®NI <>>PHPG<QE@P@NNHEDC@SK@MD@I>EN0 @ MI@CEPGODKG@@ EN@RP>EN

=MD>FN <I1? HINBI=NMODJD>IHH@ Mz=@ KIK PKNCIKN .JK PK NCIJKNN< PIDLP@DNOMD=PORII® G

NCIPG? =@ NOM<O@BD><GGT DHKG@H®@I0O@? OJ @IC<I>@ >PNOJH@M M@O@I0DJI <I? K<MOD>DKj

4. Pop-Up Shops for Inventory Liquidation

JK PKNCIKEN< H@<INADIQ@IOJMILPD?<DRINOGIR @I OC@R<P@ARNCDAI? <>>@NNIMR @M@
APMIDNOD@>0NNAe >JHHII KM<>OBI@C @N@>OMNHG @IRK<NR@<NJIDICQ @I ONINOIMER @
MJJHOEMDIBIAM@H@M>C<I?DR@AV @ A@OMIR ?R<M@ CIMNG @MN<HKO@ G @KWK PKNOIM@N
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Key Takeaways

' OCDN >C<K@E@<MI@?

[ <=JPO OC@ KNT>CJBM<KCD>N JA KJK PK >PNOJH@MN <I? OHEHIK BKI@E@D<DGL
KIJO@IOD<G AIM Q<GP@ >J >M@<ODJI =@OR@@! OC@ >JHK<IT <I? >PNOJH@MN

[ CIR?DMOM@IO KIK PK NCIKN ><I =@ ><O0@BIJMDU@"?
[ RC<O API>ODJIN KIK PK M@O<DG ><I N@MQ@
)@T 20MHN

[ JINPH@M .NT>CIBM<KCD>N
[ 4<GP@ 'J IM@<ODJI

Mini Case Study
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I'I> PODGDU@N < ORJ K<MO AJMH<O AJM OC @ DMNOKORKNNGD/ K ONEEN <I?
@SKG<DI RCT @<>C DN DHKJMO<IO JM |@>@NN<MT

&JR ><| !'l> PN@ OC@DM KJK PK NCJKN OJ @SK<I? DIOJ I@R H<KMF@QON RDOC <
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Chapter 3: Omni-Channel Pop-Up Shops

Chapter Overview
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Learning Objectives
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[ "?7@IODAT DHKGD><ODJIN JA @<>C >JINPH@M OJP>C KJDIO DI <I JHID >C<ll@G K.
@IQDMJIIH@IO

Setting the Context

+ $
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7IP2P=@0 G @HGHE @ @ S>GP 2D CINO MNDIO C@@ SOP ><I QD@BO
JIGDI@ CA@@@KN KM@NN=JIANTEIMNMAME KIKPK K

1. Pop-up shops for online-only, single or multi-location retailers

"@K@I1?Di OCEPMM@AD<RI@ APOPKIGKINA< >JINPH@NPNDI@KNNJIHID >C<ll@SOM<O@BTO<F@
Q<MDJPN AJMHN
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1 @<>TA0C@NA@DCIH@O<BEGENIND? @URIO@BM<IBBK>B=C16 >=7<B? >C<l|@CGCMJIPRCD>C
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2. Functions and uses of pop-up shops in omni-channel environments
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3.The impact of a pop-up shop for an omni-channel retailer
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4. Customer touchpoints across an omni-channel, pop-up retail initiative.
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Part 2. Pop-Up Shops and Stakeholders
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Chapter 4. Stakeholders of Pop-Up Retail Operations

Chapter Overview
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1. Stakeholders of a Pop-Up Shop

1.1 A Model of Stakeholders in Pop-Up Retailing
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[ 2C@ KPMKIN@ JA =PNDI@NN >JMKJM<ODJIN DN OJ >M@<O0@ R@<GOC
[ 2C@ DI?DQD?P<GN JM BMJPKN RCJ K<MOD>DK<O@ DI OC@ R@<GOC >M@<0ODJI KMJ>@NN <
[ 10<F@CIG?@MN >JIOMD=PO@ DIKPON DI>PM >JNON @SK@MD@I>@ MDNF <I|? <GNJ M@>(@
[ 2C@ J=-E@>0DQ@ JA NO<F@CJIG?@M H<I<B@QH@IO DN OJ <>CD@Q@ =<G<I>@ =@OR@@I >J
=@I@ADON O<FDIB <>>JPIO JA OC@ MJG@N <I? >JI>@MIN JA <GG NO<F@CJG?@MN

1 OC&IO@IAM@O<DRDIR<GG KMIKIN@?I? @BANO<F@CIERREN<DENIE@IP OCDNN@INPN
10<0@H&EAPMO K@M D ?2@3S<HKGADIKPOMNINGN? MDNRIN® <>NO<F@CJIBWIGN CDKMJIKIN@?
HI?7@@C@MED H<DINO<F@ CJIEN@NIND<DGPNDJH@WMKKGD @IMK @ OD@INI® MIH@ADI<I>D<G
>JHHPIDOR@MQD>@ KMJQD?@MN @HKGIJT@@N H<I<B@MN G<I?GIJM?N JRI@MN >JHHPIDOT <I? <

$DBPM@ 10<F@CJIG?@MN DI 0@O<DGDIB <?<KO@? AMJH 5CTN<GG



CHAPTER: STAKEHOLDER® POP-UPRETAILOPERATION® 46

I <NOPZIAA@H<G@DIMCIKK@B0AN=J <I? *DP ?7@Q@GHKIEC @IM<H@RIMF<O @ B I
NO<F@CJIGZ®EIR OC G AR M@ NKJIIND=DEINHI@NDAPMNE:>0ODJ2C@PTDQDR@EO<F@CIG?@MN
DIOAJPNMKC@M@NMMD=PODIPM>EEMF@Q >IJHHPIDOTIIOMD=PODJDCEKC @MEONGIN @NOC@
>JPMN@&<>ODRCD>OIOCANIMP?R<NA@H<SRNOJH@MBIKODJIA@ >JHH@MKAGD><QITINIPM>@
H<MF@&IR >JHHPIDOYKC @ M@V JBM @ N NIFMOGTAMD CE I OMIBMNE:<>ODII OCEGDI®CIKKDIB
N>@I<MDJ

$DBPM@ 10<F@CJG?@M "?@IODAD><ODJI +J?7@G ?<KO@7? AMJH 5CTN<GG O<H=B<I?*DP !l 77 &JIB7

SNDIBCTN<QGEI?@G <I? 0<H=J <I? *DPNHJ?@G <NKIDIOM\? @K<MOR@&| D?@I0OB@&IT
NO<F@CJIG?@MN DI OC@ KJK PK M@O<DGDIB >JIO@SO <I? KMIKIN@ JPM JRI HI?@G

[ 2C@ ADMNO G@Q@G 'JIOMD=PODJI O OC@ >IJM@ JA KIK PK M@0O<DGDIB <M@ >PNOJH@MI
=PNDI@NN JRI@MN H<I<B@MN <I? @HKGJT@@N <I? G<I?GIM?N

[ 2C@ N@>J1? G@Q@G 1IPM>@ 2C@ NO<F@CJIG?@MN DI OCDN G@Q@G <M@ JI@ NO@K API
<>0DJI =PO NODGG KG<T < >MDOD><G MJG@ RDOC OC@DM >JIOMD=PODJIN 2C@T <M@ NF
NP>C <N KJK PK >JINPGO<ION ?@NDBI@MN <I? KIJK PK NK<>@ =MIF@M<B@ <B@ION
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[ 2C@ OCDM? G@Q@G +<MF@O 2C@ NO<F@CJG?@MN DI OCDN G@Q@G C<Q@ DI?DM@>0 >
M@G<ODJINCDKN OJR<M? KIJK PK M@0O<DG JK@M<ODJIN 2C@T <M@ |I@<M=T >JHK@ODOJM
ADI<I>D<G >JHHPIDOT RCD>C KMJQD?@N DIQ@NOH@IO <I? IM KKTH@IO N@MQD>@N

[ 2C@ AJPMOC G@Q@G g NDIF@CIG?@MN DI OCDN G@Q@G C<Q@ |J ?DM@>0 DIAGP@I
M@O<DG JK@M<ODJIN =PO >JIOMD=PO@ OJ OC@ >JIO@SO RC@M@ KJIK PK NCJIKN O<F@ KC
DI>GP?@MN@MIH@I10 <B@I>D@N =PNDI@NN <NNJ>D<ODJIN JM =PNDI@NN DHKMJQ@H®@IO <
>JHHPIDOT N@MQD>@ <B@I>D@N GJ><G BM<NNMJJON BMJPKN DIO@M@NO@? DI KMJHJOL
JM JOC@M <>0ODQDNO BMJPKN

(B/936=:23@MACIN@ RCJ C<Q@ Q@NO@? DIO@M@NO JM >JI>@MI DI>JHPMD+@AR 10<F@X(
DIKPON DI>PM >JNON @SK@MD@I>@ MDNF <I1? <GNEMW@EI@NQTr Q@ IBADOM . =PNDI
H<T C<Q@ >JIAGD>0DIB DIO@M@NON <I? >JI>@MIN

1.2 Roles and Responsibilities of Stakeholders

JR OCREC<Q@MM<H@RIMRKIK PKNO<F@CJGEC@MBIJ<COC@IG@R M@NKJIND=DAGESON
NO<F@CJBREMB| HIM@@0<D@><@GIJHC<KO@MDC<KIK PKNCJIKN<I API>ODINH<MF@OBIB
>JHHPID><OMNIGN<MF @I0 )@ CDIG@MA@|OJBDLPD?<IBIG @@XK@I?DB OCKK@>DAE®>0DQ@N
@NO<=GDNIM@RIK PKNOIM@LC @PNDI@KNJI>@NAT Q<MTJI@O0C@G@EN@MESK@>0<@DNDC @
NO<F@CJIG?@MNc MIG@N <I? M@NKJIND=DGDOD@N ><| =@ D?@I|ODAD@?

1.2.1 The First Level: Contribution

2CDBS @ NN @ I0DCIP>> @A KIK PKNCIKODI>GP 2@ O JH @MBIO < DRI DIIFRNG MN<I<B@MN
<I? @HKGIT@@N <I? G<I?GIM?N

[ CAB=;3@APNOJH@WNEB=@RCJ <M@ OC@ POHJINO >JIOMD=POJMN 0J < KJK PK M@O<DG =P
OCMJIPBC OC@DM K<OMJI<B@ JA KGKRBABCASINKGEGIM@ >JINPH@M N@BH@ION <I? KNT>CJBM
HIM@ ?@KOC DI IC<KO@M

[ '3B/7:3@A@0<DGCa@MN<M@IA KIK PK M@O<DGDIB KMJ>@NN 2C@T ><I =@ ?DQD?@? DIOJ C
><O@BJIJMD@N JRI@MN JA NH<GG <I? H@?DPH NDU@? @IO@MKMDN@N 1+#N <I? I<ODJI<G .
NOJM@N $IM 1+#N OC@ NO<F@CJIG?@MN DI>GP?@ =PNDI@NN JRI@MN 8@@HBECID@ @N
>C<DIN OC@ NO<F@CJG?@MN DI OC@ KIK PK M@O<DG >JIO@SO <M@ M@KM@N@IO@? =T
0@O<DG@MN DIDOD<O@ <I? DHKG@H@IO < KIK PK M@O<DG JK@M<ODJI RDOC NK@>DAD>
OC@N@ J=E@>0DQ@N <M@ >JHHPID><0ODJI<G @SK@MD@IOD<G OM<INI<ODJI<G O@NOD

[ V<2:=@2A *<I?GIM?N <MAT<17>/: AC>>FEBAKMIQD?@ NK<>@ <I? NPKKIMO < K@K PK M@O<DG(
QDNDJI $IM NH<GG KMIK@MOT JRI@MN O@HKIM<MT M@10<G KMJQD?@N NJH@ NP=ND?Dl
0J ?M<R DI |@R O@I<ION AJM GJIB O@MH G @B NRICGENIIRERZMN <|? H<I<B@H@IO
>JHK<ID@N @ B NCJKKDIB HKGGN >M@<ODIB <I? H<DIO<DIDIB < KJK PK M@O<DG NK<>@ H
0OJ NCIKK@MN KMJE@>0 < A<NCDJI AIMR<M? KINDODJIDIB <I? H<F@ < >JMKIM<O@ NJ>D<G
NO<O@H@IO NP>C <N KMJHJODIB <I? DI>P=<0DIB GJ><G ?@NDBI O<G@ION <I? DIIJQ<ODQ@
&IR@Q@IZIMO O@MH G@<NDIB DN B@I@M<GGT IJO < KM@A@MM@7? <MM<IB@H@I0 AJM KN
M@LPDM@? M@®ED@INA<I<BDIB O@I<ION <I? KMIK@MOD @NBIQ@NGLRIC IG0O=DI@N
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H<T ?DNNP<?@ KMIK@MOT JRI@MN AMJH KPMNPDIB NCIMO O@ M &M @M@ D OQ@ DIRA(
Q<><I0 >JHH@M>D<G JM DI?PNOMD<G KMJK@MOD@N

1.2.2 The Second Level: Source

2CANO<F@CI@N@OMmND QWIEB @D H@D723@AV @ O<INFPE@ENNPKKGDKIMIRKS JINPGO<IZ@RINDBI@MN
<I? KIK PK NK<>@ =MIF@M<B@ <B@ION

[ (C>>:73@APKKGD@ME&SIMZB@AH@M>C<I?DN@ OJ =@ NJG? ?DNKG<T ADSOPM@N NOJM<B@
NPKKGD@N 2C@T NPKKGT M@NJPM>@N OJ @INPM@ OC@ NP>>@NN JA < KIK PK M@O<DG.

[ %=>C> =<AC:B/<B2C@3@D713 AT#RIK PK >JINPGO<ION ><| Q<MT BM@<OGT ?@K@I?DIB JI C
I@@7?N JA M@O<DG@MN 2C@T DIO@MKWIGEND XK PLQEN@DGEMI<O@BD@N 1JH@ <M@
DIQIGQ@? <O OC@ JK@M<ODJI G@Q@G .JK PK >JINPGO<ION <M@ < >@IOM<G KJDIO GDIFDI
<I? M@NJPM>@N <I? OC@T <M@ <GNJ FIIRG@?B@<=G@ <=JPO JOC@M KJIK PK M@0O<DG NO
K@MNK@>0DQ@N

[ 3A75<3@ADNDBI@MKNI@DEI@D723@E<CABM NFDGGN <I? 2@NDBI KMJ?P>0DJI @SK@MODN
>JIOMD=PO@ OJ KIJK PK NOM<O@BD@N

[ %=>*> (>/13 @=93@/53 53<BRC@N@ <B@|BB@N@ID@3@EJ >JII@>0 Q<><I0 NK<>@
RDOC KJK PK M@O<DG@MN

1.2.3 The Third Level: Market

2C@AO<F@CIEn QMmN Q@D CE<MF@D0 @ BIRCD>0CKIK PKNCIKA<FEG<>ZCDS @ & P?@N
|I@DBC=JPMCJJ? M@O<DG@MN <I? OC@ ADI<I>D<G >JHHPIDOT

[ #37560=C@6==2 '3B/7:3@@T <Wk>3B7B=@BJ NC<M@ CEI@OMHMF@O <I? M@NJIPM>@N RDOC
KIK PK M@O<DG@MN ,@DBC=JPMCJJ? M@O<DG@MN DI>GP?@ <GG M@O<DG@MN OC<O <N
NCJIK <I? OC<O H<T C<Q@ < NDHDG<M =M<|? KINDODJIDIB 2CDN ><| DI>GP?@ DI?@K@I1?@IO
>C<DI NOIM@N <I? @Q@| @ >JHH@M>@ JK@M<ODJIN

[ 7</k17]: =;,C<7BG 2C@T <M@ ADI<I>D<G DINODOPODJIN JM NJGPODIi: KMGB2@MNMN RCJ <M
RDOC KJK PK M@O<DG@MN =T KMJQD?DIB K<TH@IO JKODJIN OJ >PNOJH@MN <I? JM ADI<I>D
#<N@ JA NCJIKKDIB DN <l DHKIMO<IO A<>0JM AJM KJK PK >PNOJH@MN NJ < Q<MD@OT JA K<
<OOM<>0 HIM@ NCIKK@MN $DI<I>DIB NJGPODJIN <M@ >MDOD><G OJ H<IT M@O<DG@MN M

1.2.4 The Fourth Level: Community

2C@ANO<F@CI@@OmN Q& P BIQ@MIH@B® [>D @M <ZENJI>D<OBAN>O D(ENMIPKNGGARCIH
>JINODOPO@ OC@ =MJ<?@M M@BPG<OJMT <I? NJ>D<G @IQDMJIIH@IO DI RCD>C KJK PK NCJKN JK@!

[ =D3@<;3<B 53<173R0JQ@MIH@IO <B@I>D@N NP>C <N M@G@Q<IO HPID>DK<G JM PKK@M C
PIDONM@ K<MO IZ50€@B@CD>R@ON JPO G<RN =TG<RN MPG@N M@BPG<ODJIN KMJ>@?P
KMJBM<HN OC<0O BJQ@MI OC@ @IQDMJIIH@IO DI RCD>C KJK PK NCIJKN JK@M<O@ 2C@ G@B
KIJO@IOD<GGT C@GK NODHPG<O@ JM ?@O0@M KIK RKOMNED= OGB! IN@MIQDIHN<@ G<20AM
M@BPG<ODJIN HPID>DK<G NDBI<B@ M@LPDM@H@ION <I? M@NOMD>0ODJIN @O>
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[ ) @/23 AA=17/B7=2NM<?@ <NNJ>D<ODJIN NP>C <N =PNDI@NN <NNJ>D<ODJIN =PNDI@NN DHKI
"N <I?>JHHPIDOT N@MQD>@ <B@ I2ZD@NB3IMA@D>KMIHIO@ A<QJIPM<=G@ =PNDI@NN

@IQDMJIIH@ION <I1? G@BDNG<ODQ@ >C<IB@N RC@M@ KIK PK M@O<DGDIB O<F@N KG<>@

I@ORJMFDIB <I? OM<DIDIB JKKIMOPIDOD@N <I? KMJBM<HN OJ NPKKJMO OC@DM H@H=@MN

[ 1B7D7TAB=@>A2C@T <R©@=1/B3RCIKMIHIO@ >C<IB@ =<N@? JI < N@O QDNDJI JA OC@ BMJPK
@S<HKG@ < BMJPK JA GJ><Clu@NMNoA@@} DI KMJO@>0DIB OC@DM >JHHPIDOT <B<DINO OC
=JS M@O<DG@MN ><I| =@ >JIND?@M@? <I <>ODQDNO BMJPK | <IDH<G MDBCON BMJPK OC<C
RCJIJN@GGN ?JRI ADGG@? KMJ?P>0ON DN <GNJ <I <>ODQDNO BMJPK

2<=G@ 1PHH<MT JA 10<F@CJG?@M 0JG@N <I? 0@NKJIND=DGDOD@N <?<KO@? AMJH O<H=J <I? *D

13D3: (B/936=:23@A '=:3A 'BA>=<A707:
1JIOMD=PODRNOJH@M >0JM 2J BDQ@ K<OMJI<B@ 0OJ KIK PK NCJKN

0@0O<DG@M .MDI>DK<G 2J DIDOD<O@ <I? DHKG@H®@I0 < KIK PK M@O<DG Jk

*<[?GIM? .MDI>DK<G 1PKKIJMO 2J KMJQD?@ NK<>@ <I? NPKKJIMO < KAK @BNIZIO<DC

1IPM>@ 1PKKGD@M

MJQD?@M

2J KMIQD?@ H@M>C<I?DN@ ?DNKG<T ADSOPM@N

IJINPGO<IO

1@MQD>@ .MJQD?@M

2J DIO@MKM@0 < KIK K QENDIDA@MQDN@ JI NON

"@NDBI@M

1@MQD>@ .MJQD?@M

2J KMJQD?@ NFDGGN <I? ?2@NDBI KMJ?P>0DJI OC<C

1K<>@ B@IO

1@MQD>@ .MJQD?@M

2J >JlIl@>0 Q<><I0 NK<>@ RDOC KIK PK M@O<DG@!

+<MF@O ,@DBC=JPMCJJ? 0@O<DiH&@@ODOJM

2J NC<M@B@WVH<MF@O <I? M@NJIPM>@N RDOC KJK

$DI<I>D<G IJHHPIDOT

1JGG<=JM<OIM

2J >JGG<=JM<O@ RDOC KJK PK M@O<DG@MN =T KN

IJHHPIDOT %JQ@MIH@IO B@I>T

*@BDNG<OJM

2JN@O JPO G<RN =TG<RN MPG@N M@BPG<ODJIN
>C<IB@N RC@M@ KIK PK M@O<DGDIB O<F@N KG<>

2M<?@ NNJ>D<ODJI

?2QJ><0@

2J KMJHJO@ A<QJPM<=G@ =PNDI@NN @IQDMJIH@!I

>0ODQDNO %MJPK

2QJ><0@

2J KMJHJIO@ >C<IB@N =<N@? JI < N@O QDNDJI JA Of

2.Inputs, Costs and Risks for Each Stakeholder Group

| DHKIMO<NK@IINO<F@ CJE@B@H@IDO X>CD@@<I>@ OR@A@OMD=PODINONDNENR
=@I@ADSRDBEO3>>JPIOCIIGAN>JI>@MM<GEO<F@CIGP @8 10 @ FXIK PKM@ O<DGOENON

<I? =@|@ARIDR <>RO<F@CJIBVGNMMEDQ@MN®@| ?@KQRGTNRNGED G Q@ @M@ >0ORQr@CIG?@M
H<I<B@QH@NDM<O@8D@Bl JPM-<O@BJIMDUANDHF@CIEAQNNPIEQ@Q@ERIJIR OCKMIKE@ Q@GN
JI@OAIPMIO<F@CIE*@QMIBM @ NNB@EAETDHK <D <KJK PKM@ QKIEEV<ODIDC@RI<TOJGIIF

<O OCDN DN OC<0O <N OC@ >JIOMD=PODJIN H<?@ <I? >JNON DI>PMM@? ?@>M@<N@ AIM NO<F@CJC

2.1 The First Level: Contribution

0@><GG OC<O OCDN G@Q@G DI>GP?@N >PNOJH@MN M@O<DG@MN =PNDI@NN JRI@MN H<I<B@M

[ CAB=;3@APNOJH@MN <M@ OC@ PGODH<O@ M@<NJI AJM OC@ NP>>@NN JA < KIK PK NCJK
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2C@T >JIOMD=PO@ HJI@T OJ KPM>C<N@ BJJ?N <I? DI @S>C<IB@ <>CD@Q@ K@MNJI<G J=E¢
DI NCJKKDIB 'l <I JHID >C<ll@G M@O<DGDIB >JIO@SO < KJK PK NCJK DN JI@ JA OC@ >C<ll@C
>PNOJH@MN <>LPDM@ KMJ?P>0ON N@ BR@>@INANCIBK@MNE ?@>DNDJI JI RCD>C >C<II@G ¢
?MDQ@! =T ONAR @ KA >DAD><GEANGEORI& | >INON JA ODH@ >INON JA BJJ?N KG@<NPM
AMJH NCJKKDIB K@M>@DQ@7? Q<GP@ JA BJJ?N <I? K@M>@DQ Q@ DRENFNIB <>C >C<II@G:
NCJKKDIB DI < KIK PK NOIM@ OC@ >JNON DI>PMM@IMSGEP?QCODMONER @A DIQIGQ@
KCTND><G MDNFN NP>C <N C@<GOC <I? N<A@OT MDNFN AMJH KMJ?P>0ON N@MQD>@N <>LF
NP>C <N <I PIKG@<N<IO NCIJKKDIB @SK@MD@I>@

[ '3B/7:3@AN R@ N<R DI OC@ KM@QDJPN N@>0ODJI KIK PK M@O<DG@MN DI>GP?@ ORJ ><O0@
<I? H@?DPH NDU@? =PNDI@NN@N RCJ PNP<GGT RIMF ?DM@>0GT JI KIK PK M@O<DG JK@M
@HKGJIJT@@N <I? 1<ODJI<G BGJ=<G >C<DI NOIM@N RCIN@ H<I<B@MN <I? @HKGIT@@N <M(
PNDI@NN JRI@MN KMDH<MDGT >JIOMD=PO@ ><KDO<G <I? NFDGGN 0J >JI>@KOP<GDU@ K
PK M@O<DG JK@M<ODJIN 2C@ >JNON DI>PMM@? <M@ PNP<GGT ?DM@>0GT M@G<O@? OJ
KMJ>@NN@N 'l <??DODJI OJ OC@ J=QDJPN MDNF JAGGNTCHB KMSAD OISO DIKAGSIQ@Ma (
AMJH OC@ KJK PK NCJK DIOJ JOC@M >C<IlI@GN JA M@O<DG JK@M<ODJIN NP>C <N JIGDI@ J
NOIM@N AIM @S<HKG@ 2CDN >JPG? G@<? OJ < GINN JA APOPM@ R@<GOC $JM H<I<B@MN
NOJM@N OC@ >JIOMD=PODJIN H<?@ <M@ NFDGGN <I? G<=JPM <I? OC@ >JNON DI>PMM@? <
PK NCIK @S@>PODJI KMJ>@NN 2C@ MDNFN AJM OC@N@ NO<F@CJG?@MN <M@ OC@DM >
@Q@I OC@DM GDQ@GDCJJI?N

[ V<2:=@2A *<I?GIM?N KG<T < F@T MIJG@ DI OC@ DHKG@H@10<ODJI JA KIK PK NCJKN 2C@DN
>JIK@M<ODJI <I? RDGGDIBI@NN OJ NPKKIMO KIK PK M@O<DG@MNc QDNDJIN <M@ >MDOD>
2C@ G<I?GIM?N KMJQD?@ KM@HDN@N AIM KIJK PK M@O<DG OJ C<KK@I <I? OC@T DI>PM >J
KMIK@MOT H<I<B@H@IO 2C@ MDNFN AJM OQx@H VIR COR@ @Al =@ B@I@M<O@? Al
KMIK@MOT =@DIB PN@? AJM KIK PK M@0O<DG JK@M<ODJIN DI >JIOM<NO 0OJ JOC@M KJO@I!
O@MH M@I10<G JM >G<DHDIB O<S M@=<O@N AJM Q<><I0 >JHH@M*DN3B@I2ENT@NOMD<G =PI
JOC@M NO<F@CJIG?@MN HPNO =@ KM@K<M@? OJ <MOD>PG<O@ OC@ DIO<NBD=G@ =@I@A
K<MOD>DK<ODJI DI < KJK PK DIDOD<ODQ@ RC@M@ OC@ C<NNG@N A<T <KK@<M 0OJ JPOR@

2.2 The Second Level: Source

0@><CGCr O @RGP ?IHA MQ BMIQD IGMENN PKKG D@ KIRKJINPGO<TIRNDBIQRKIK PKNK<>@
=MIF@M<B@ <B@ION

[ (C>>:73@BCDG@ KMDH<MT NPKKGD@MN KMJQD?@ OC@ H@M>C<I?DN@ OJ =@ NJG? JOC@
AJM NOJM@ ADSOPM@N GDBCODIB ADSOPM@N H<II@LPDIN <I? JOC@M <>>@NNJMD@N $J
><MMTDIB @SK@IN@N JA DIQ@IOIJMD@N <I? KMJADO<=DGDOT DN < KJO@IOD<G MDNF

[ %=>C> =<AC:B/<BA 3A75<3@A /<2 %=>*> (>/ED3@/53 53<BAN N@MQD>@ KMJQD?@MN OCGE@
BMJPKN JA NO<F@CJG?@MN NC<M@ NDHDG<M OTK@N JA >JNON <I? =@I@ADON DI OC@DM
JK@M<ODJIN 2C@ >JIOMD=PODJIN OC@T H<F@ <M@ KMDH<MDGT OC@DM NFDGGN FIJRGE@
>JNON DI>PMM@7? M@G<O@ 0OJ OC@DM N@MQD>@ KMJQDNDJIN <I? OC@DM KMJADO<=DGI

2.3 The Third Level: Market
0@><GG OC<O OCDN G@Q@G DI>GP?@N I@DBC=JPMCJJ? M@O<DG@MN <I? OC@ ADI<I>D<G >JHHPI
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[ #37560=C@6==2 '3B/7:3@0@T <M@ ?DM@>0 JM DI?DM@>0 >JHK@ODOJMN JA OC@ KJK PK NC
GJ><ODJI OTK@N JA BJJ?N M@WED?> B VERC<I?DN@ OTK@ <IKMDSDILP XEDROIRIBT
AJMH<O <I? K<TH@10 JKODJIN 'JHK@ODOJMN ?J 130 ?DM@>0GT >JIOMD=PO@ 0OJ < KJK PK NI
JK@M<ODJIN =PO OC@T ?J >JIOMD=PO@ OJ OC@ AJMHPG<ODJI JA N@>0OJM IIMHN RCD>C @
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2.4 The Fourth Level: Community
0@><GG OC<O OCDN G@Q@G DI>GP?@N BJIQ@MIH@IO <B@I>D@N OM<?@ <NNJ>D<ODJIN <I? <>0OD(
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3. Strategies for Working With Stakeholders

JK PKM@O<DGRIBOC<KK@II< Q<>PPH<OC@0W~& JOC@IHH@M>B=GDQDOMWIO@MRIQDI@C@
RD?@N>D=HO@3IDRCD>B<IT NO<F@ CIE*Q@& N IR MANN>@MIMO @ |0 DHIZMIN@@M@NON
<I? >J>@MIKM@IHK@ODIB>JIAGD>0REB M@ AIM I MDAQINGEENQ @ GIKNDE <O @BME@MFDIRDOC
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JANO<F@CJIG?@MN

' OCDN >C<K@E@<MI@?
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Setting the Context
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C@QWDBDEGR@EHND R Q@WK @>DADEIBM<KC@SK@>OBIIOC @ROCO<NAM

SM@ =P GOPRIGRD 7TDN>PEINR O @ O @ MBBIE>€ H<MF @S D RCDC @DIGT? DAIJ CIR
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1. Consumer Segments

1.1 Demographic Segmentation
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Did You Know?
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1.2 The Millennials
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1.3 Four Major Social Consumer Segments
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2. Psychographics of Pop-Up Retail Customers

2.1 Understanding ConsumersO Lifestyle Profiles
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2.3 Consumer Innovativeness and Shopping Enjoyment
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3. Aligning Pop-up Shops With Consumer Segments

3.1 A Wide Range of Shops
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3.2 Launching New Products in the Mass Market
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3.3 Performingrand Reinforcement in the Target Market
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3.4 Providing Temporary Service
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3.4 Increasing Foot Traffic with the Store-in-Store Concept
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3.5 Bringing Food and Fashion to New Neighbourhoods
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Mini Case Study
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Chapter 6: The Role of Pop-Up Shops in Community
Development

Chapter Overview
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1. Community Development and Streetfront Revitalization
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1.1 Identifying the Need for Streetfront Revitalization
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1.2 Store Vacancy
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1.2.2 Cyclical Vacancy
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1.2.3 Structural Vacancy
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2. How Can Pop-up Shops Contribute to Streetfront Revitalization Efforts?

JK PKN><I JAA@N <AIM?<=a@>M @ <@ XK ??MAHNT KMI=G@D<GC@IB@?
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JPVHI? @MI ?<GDA@NAGE® QDO<GLHEIBIM@O<DAN @ MQMI@RMP>Da@@ @H@NSIHHPIDOT
?@Q@GIKHI® MH<M@&BMIROB@MD>KIXD @KIK PKNCIKAR<I =@K<MIA< =MJI<? @@ O DO<GRG<ODJI
<I? NOM<O@BT <DH@? OJ >M@<0@ ?DQ@MN@ M@O<DG <I? =PDG? < 'NCJIK GJ><Ga >PGOPM@

Maintain Opop-up@cationsto grow local start-upsand experimentvith retail formats.As downtowrvalues
escalatesmallerbusinessesanfind it difficult to locateaffordablespace andsmallretailerssuchasartisan
boutiquesmayfind it difficult to generateenoughincomefrom salesto justify a permanenstorefront. Pop-
up shopsgeneratdnterestamongshoppersvhile giving entrepreneursthe chanceto testthe watersor reach
new customers. This strategy can be particularly usefuldasawith several vacant seronts.
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3. Pop-Up Shops and Sustainable Community Development

2M<?DODJISEBD<I?<M@ <NPIMEP>>C@NNOM @ @ MAQIDD <G DIBCD D @ MNDINCIMO O@ME>T
DIOJEJIB O@IB<N&IR @ Q@C BD? @ NKMXNMPK@IHOND<FDIRG<>[@ OCH® @ ONDGCIWP<DN
API?<H@IO0<SGIGG @ | EINE:?DO MEG<END | @R @ GRC @ JI>@KIAGJIB O@M@ CcEEKEM @ @H@ION
H<T1J GJIB@@& OMP@ONBNP>>@NNK @IQDMJIH@GI>M@<NIHBSF@NKC<ND®SK@MD@NOD<G
JKKIN@? OJ OM<IN<>0ODJI<G M@O<DG NK<>@

JK PKNCIKM@KM@INGREG @ @ BRIMAIND CA@ O<iR & @ &N O BTR@N O M) O R@NM @JJFDIB
<DI?@K@I1? @@CERIEBNOM @ @ QMASEIMC <DV @ ONOBVIRIDXD CB<EIJMCIKK DD IOM @K PK NCIKN

KMJQDRE@H@I?IRKUMOPIDOWM@ DIQDBINGEKI@ @ CARMMNOBKKD B2 I OMEBERIOGNIIIOMD=RI@C @
JIBJDIB>C<GG@ BGMQ@BOEIQNR OC@BWGINANG@I?@0@MHDIDE @RINV@ OG- @ODKGP@
<I? OC@ =@NO R<T OJ H<I<B@ NK<>@

$MIH< NOM@ @ BAMNX @>00Ed<B@H@ONNP@N&<MOD>PGEx=MGEP @DJAM<BH@IORI@MNCDK
<I? OC@<>BA>JIODBPJRIK<>@NH<I<B@5C@I| TIP KG<>Q@C @NExIBDIBI@ O<PXID| @I @ANO X
>JHHPIDOI1@ Q@ GJIKHEI@ BO@>JH@N @IME@C<GG@IBRNIBM<IKI? 1HDOC [JO@JHHPIDOT
?@Q@GIKB®IQIIBIM<I<BDIB-C<IB@POACIPGIO=@PN@N< "LPD>F AMMNCIMO OM®INKJIDIED
NK@>DAD> DNNP@ RDOCDI < >JHHPIDOTa 2C@T BJ JI OJ NO<O@ OC<O

>ommunitydevelopments about communitybuilding as such,whele the processis as important as the
results.One of the primary challengesof communitydevelopments to balancethe needfor long-term
solutions with the day-to-dagalities that equire immediate decision-making and short-term action.
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While thesesmallinvestmentgan havebig impacts,pop-upprogramsare not an end-all be-all solutionas
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a standalonenitiative. Whenpop-upprogramsare integratedwithin a larger portfolio of investmentor
interventions|ong-termchanges more likely. Pop-upinitiatives are especiallywell suitedfor collaboration
that allow multiple actorsto contributeto the changetheywantto see.Ilnvolving multiple partnersat the
local, city, regionand statelevel whencreatinga larger vision for businesdlistrict revitalizationcan help
instigateadditionalinvestmentsWhenpop-upis part of thevision,the momentunand excitemenseededy
smallinvestmentsnd small projectshelpillustrate potentialsolutionsand can help makethe caseto begin
tackling lalger opportunities and challenges
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Art Enlivens Empty Storefronts in Seattle
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Renew Newcastle Inspires a Main Street Revitalization Movement
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Part 3: Practices and Strategies for Pop-Up
Retalling - Primary Activities
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Chapter 7: Location, Location, Location

Chapter Overview

2C@CID>@AGI><OmIK >MDOD@DNBIMIT KIK PK=PNDI@NK @B@GH<SDHGJ><OD@EJ><ODJI
GJ><OD#rR @ MG IDAHIC @@ QANP>> @M =PNDI@NR@<QRE@K@I|? @IJK@M<CDIEPNDI @NIH
OCH@DBGO><ODICDNC<KO@NFNGD CE<>0JOICK@ @RF@JIND? @ RO@ [@ Q<GP<ADIBNA@:J><0@
< KIK PKNCIKLIH@GJI><ODRNGGEMR @ @8M@MOLDK@AKJIK PK>JI>@K&NK IJOAINOC@MNOCDN
>C<KO@M R@ PIK<>F <GG OC@ @G@H@ION JA OC@ KIK PK NOIM@ GJ><ODJI ?@>DNDJI

Locationis EVERYTHING. You canhavethe bestproductat the bestpricesbutif the customeidemographic
of an aea is not right, then your pop up shop is not going to be as successful as you need and want it to be.

Learning Objectives

3KJI >JHKG@ODJI JA OC@ M@EKT@MN RDGG =@ <=G@ OJ

[ "@ADI@R@M@I0 GJ><ODJI OTK@N

[ '?7@IODAT OB@NMEBA>@N <I? NDHDG<MDOD@N =@OR@ @I KIJK PK NCJIK <I? OM<7?L
GJ><ODJI ?@>DNDJIN

[ 3I7@MNO<I? OC@ OCM@@ G@Q@GN JA HKMF@O <I<GTNDN M@G<O0@? OJ GJ><
|@DBC=JPMCJJ? <I? KMIK@MOT

[ "@O@MHDI@ OC@ F@T NP>>@NN A<>0JMN <NNJ>D<O@? RDOC KJK PK NCJK G.
[ *DNO OC@ F@T NO<F@CJG?@MN DIQIGQ@? DI N@G@>0DIB <I? JK@M<ODIB KJI

Setting the Context

+ $
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NOMDK ?DN>PNNDHEMINI? >JINJAN@ OCGIXBDOCHQ<><IQ0IM@E | @ <M=IM@WDI <
OM<?DODJI<G NCJIKKDIB H<GG

JIGDI@ C@@@KN KM@NN=JIANTEGIMNAME KIKPK K

7IP2P=@0 G @HGHE @ @ S>GPAMIIHD CINO MNDIO C@@ SOP ><I QD@BO

1. Types of Retail Location Decisions

0@0O<DG GJ><ODJI ?@>DNDJIN M@A@M 0OJ < Q<MD@OT JA <>ODQDOD@N M@G<O@? OJ >C<IBDIB O

[
[
[
[
[
[
[

JK@IDIB JM >GJNDIB NDIBG@ NOJM@N

<>LPDNDODJI JM ?DNKJN<G JA BMJPKN JA NOIM@N

@SK<I?DIB OC@ NOIM@ |@ORJMF DI DIO@MI<ODJI<G H<MF@ON

M@A<N>D<N <I? OC@ ?@Q@GJIKH@IO JA I@R NOIM@ >JI>@KON

@SK<INDJI JM >JIOM<>0DJI JA JK@M<ODIB NLP<M@ AJJO<B@ <O @SDNODIB NOIM@N
M@ADO JM M@1JQ<ODJI IM NOIM@N

M@GJ><ODJI JA NOIM@N OJ I@R GJ><ODJIN RDOCDI OC@ N<H@ H<MF@O JM NCJIKKDIB >@!I(

2C@ ADBPM@ =@GJR NCJRN OC@ OTK@ JA JA GJ><0ODJI ?@>DNDJIN H<?@ =T H<EJM !<I<?D<I M@ O<I
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$DBPM@ !<I<?D<I| 0@0<DG *J><ODJI "@>DNDJIN

I=1/B7=< 317A7=<AQ<MD@OT JA <>ODQDOD@N M@G<O@? OJ >C<IBDIB OC@ K(%TND><G )

1.1 Traditional Retail Location Decisions

0@O<DE@ENMEAM<?DODHMEFD?>2Q@MNPH@RDOLC>@KMNOC@HENPNI? N@MQIXE@ANPBI@ONOBGBV@N
*J><ODJI ?@>DNDJIN <M@ >MDOD><G 0J OC@ PGODH<O@ NP>>@NN JA OC@ M@O<DG @IO@MKMDI

Good locations allow ready access attract large numbersof customersand increasethe potential sales
of retail outletsk evenslight differencesin location can have significant effectson market shae and
profitability.

' O@MBIN>INONEJI><ODIE>DNDIRD @I @ KM @@ IH* <K DORIR @ NOH@ICD C @M @MDMNIBMI @ O<DG
JNB<IDU<ODBNDGELIT @G@H@KM@O0<DA@MQRO@<O@BITI<HD><I? A<NO >C<IBIBB><ODJI
2@>DNDMET >JIOM<EI<?DODIRKEBI@MA =DI?DIB$IM@ S<HKE®W @G <ONQ@ETBCOAMIR<M?
M@ O<ININGINV QKM D D TENE <1 B @M D>DIKB/J 2P N MQENME@MOHIBHOQ @ MODAIR® Q @M GC TND><G
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"=MD>FN <I? HHIMOANIQINE@><ODIM@AIMHABMJIPI? @XKDOZC<1JO0O=@@ <NBG&GD @QIMDRPD>FGT
>C<IB@N NP> C@biMD P1?@MGTDI® MODAQ GO >DNDJIINGH<? @O C@B<IDU<OPMNP<GGT
HPNO GDQ@ RDOC OC@ ?@>DNDJI AJM H<IT T@<MN OJ >JH@

$IM@S<HKG@ @O<HETEN@>DTAIK@| P |@RNOINDE: H<EJWCJIKKDIBDI0N@E@NCIKKDIBRIOM@
G<I?GIM2T =@=G@J>C<B@x CDBEMDAGDC @@ <M@ CKEMIK @RRED O CADBT@H<I AIMK<>BOC@
>@I0N@@s<1?GJM2T ODGTIA@ O<D& @NB O @EIB <NEBHDOH@RA@M T@<NRDOXDBIDADABIRI>D<G

K @1<GORIFIN><ODIE @V JK @ M@ ARJD@@@MHDI<0R0C @@ <A@V @ O<BEE @<Q @JR<DAIM
OC@DBER<>Q=@>JH@<DG<BGIL CIKKDIBDIOME@NIH@ <N @K <MIAOC @@ <KEM @ @ HAO®
M@ O<BORIMIEKM @ NNFMIE® PKJOC @I IMBNCJIKK DD IOMEI ?=T OC@<I?GIPGN @RODC@
>JPIOMIC @@ O<BGRENG @R .DIQ @ NOHEME AD QUIEB J\O® @ @T GNHE >DADIM@LPDM@H@ION
@ B NOJMEJIO<EED @ VI MDEAO CEOIM@ SOPM@ADOODEBM> | OCEN@A< M@O<CEEMBJ
=PDGRI@RNOIJMIT @GRDG@ @Q@J N@>PEIGEPM>C<M@<1? KPMI| KG<>@FAOC@>@NNKMID>DK<G
KG<IIDIRKKMJQ<IGBIMC <N P=E @30@ |BOTI G <TR@ >C<GG @ B@HDIDIBKKMIQ<GBI@RIMRDOC

< 2@Q@GHEUMP>GINMEBL=PDGPCDCEMIK @RGTR @ @ANDSI? =M<I?DIBO<I?<MANDC@@0<DG
>JI>@K6C@0OCAM@@ O<DM@RDIBK @ SDNOKEB>@/E=PDG? B @BV | @ RNK<>@C @M<?DODMEBECA<DG
GJ><ODJI ?2@>DNDJIN ><| =@ @SOM@H@GT >JNOGT <I? ODH@ >JINPHDIB

A great spotis the alpha and omega.Everythingrises and falls on the right location. Eventhe most
convincing concept wartidew if the spot is shady

1.2 Traditional Retail vs. Pop-Up Shop Location Decisions

Pop-upstores are still vastly underutilized as a retail device.Theyproviderich, 3D experienceso can
provideseasonabr in-campaignbrandimpact.Pop-upscanserveto test-market newconcepfprior to full
investment. If sales hit a #shold, morphing to a permanent location is a logicabpession

JR  G@BIIOMBCH@MIRN><ODR@>DNAIM OM<?DOMBG<EE@MI IB< KIK PKNCIKLDI>@JIK
PKNCJIKEM@@HKIMEZE@ QAmQ @NOHNDBIDAD>GUREAMN <DOMRINM<? DO PIBGKIDEHKIMO<IO
OJIO@CRTDEEK PKNCIKEM@ONP=E@J0CIhHG@ @Q&EI B O @MHHDOH@DT @ >DNODIK@M<O@
AMIKDC@DBGO><OMMODGBODPT KIK PKJI>@KRANEQ@I@M<d@PI<GE<MG-PKDI@ NDICRD
1JOC<Q@GB@V@N@IRQEHDMBTK@IA < NOINKE><ODBIVH<IT JAOC@MRADI@NR@&MENDIBC@
KIK PHHJ? @G0 @NO@PMDI@NN@KE><ODR@>DNDAIMJIK PKNOIM@THCIMO O @T C<Q@
GJIB O@MHKGD><ORINDIC @G ODHNBE @MDOCE@PNDI@NN @ KOOC@KT G@<CPIOCEIMH<ODAK
K@MH<I@IO =PNDI@NN

1 4<I>JPQ@HIK PKNM@I>M @ <N DIBGTDKED MH<I@10_ AMIFPOMP>GNR&>JADIZI?
.DBJI OCEODM @G DIBI@NO<PMHPNDI@NNDNDIBMIRC@CDI<OJRESK@MDHQI
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@HKNC@B@E<I1>IPQ@WIGPH=DiOM @@V @|10@ED XKl @QE&BDAIBDIBIINQRAKIK
PKN OC<O DIC<=DO OC@ NK<>@ AIM < A@R ?<TN R@@FN JM HJIOCN

IC@>F JPO O@BNEKG@N JA KIK PK NCIKN OC<O R@IOK@RG@I®I0 DI 4

(*(($# &* () $#(

[ 5CT <M@ GJ><ODJI ?@>DNDJIN JA >MDOD><G DHKIMO<I>@ OJ M@O<DG@MN
[ 5CD>C OTK@N JA GJ><ODJI ?@>DNDJIN ?J TIJP OCDIF <M@ HINO KM@Q<G@IO A.

[ 5C<O H<F@N KJK PK NCJK GJ><ODJ! ? @aDNDIDNARIIK OM<?DODJI<KG M@O<DG G.
?@>DNDJIN

2. Making Location Decisions

5C@1I M@N@<M>CDIB KMINK@>0DQ@ GJ><ODJIN AJM < KJK PK NCIK C@M@ <M@ NJH@ DHKJIMO<IC

[ 5CI<M@ TIP@<M-PNOJH@MN

[ M@ TJP ?@<GDIB RDOC < N@<NJI<G KJK PK >JI>@KO <I|? ANPNENBDKNDBEIDIB<AK<MOD>PG-
ODH@ JAOC@ T@<M

[ "ITIP C<Q@ <N@O JA I@R KMJ?P>0ON <I? N@MQD>@N OJ O@NO JI < NH<GG N><G@ <I? B<DI
=@AIM@ DIQ@NODIB DI OC@ MJGG JPO JA OC@ >JI>@KO

[ &R "M@O<DG M@<?Ta DN OC@ GJ><ODJI TIP <M@ >JIND?@MDIB

[ 'AOC@ GJ><ODJI DN K<MO JA <I DINODOPODJI<G KJK PK KMJBM<H RC<O <??DODJI<G NPKKJI
<Q<DG<=G@ @ B H<MF@ODIB G@<NDIB <NNDNO<I>@ DINPM<I>@ >JIND?@M<ODJIN

Do thereseach before you movein. Whek are your customerdikely to be throughoutthe year?Insteadof
viewingseasonalityasa challenge seeit asan opportunity At the sametime, a greatvenuedoesnot meana
greatlocation. Make sure you are positionedoptimally on the venueto ensue your potentialcustomersan
find you.That will maximize your impact

Finding the right neighbohoodor store locationis critical to ensuringthe succes®f a pop-upshop.This
includesdoing duediligenceon area demographicsother retailers presentin the neighbohood, visibility,
foot and vehicle traffic counts, and neighibbood safetySpeak to neighboring s&s for the eal scoop

You knowyour brand betterthan anyone.The spaceyou chooseshouldmeshvisually with your brand and
look like an extensiorof your website,if you haveone. Think aboutit: if you owneda vintageclothing e-
store, would it make sense for you émt a corporate event space for your pop-up?
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1IM?@M OJ H<F@ TJIPM GJ><ODJI NaDAIHIDIIN I D @]

<=E G=C@ >=> C> 5=/:AIK PK NCJKN ><I N@MQ@ H<IT KPMKIN@N AMJH B@I@M<ODIB N<G@!
=M<I? <R<M@I@NN "@>D?DIB RCT TIPcM@ JK@IDIB < KIJK PK RDGG C@GK TJP 7@O@MHDI@
NK<>@ AJM TIPM @Q@I0

<=E G=C@ B/@53B 23;=5@/>3JRDIB TIPM B®O ?@HIBM<KCD> DN >MP>D<G <N TJPcGG R<IC
< I@DBC=JPMCJJ? OC<O ADON TJPM =M<I? 0@N@<M>CDIB OC@ ?@HJIBM<KCD>N JA I@DBC=
>JIND?@MDIB AJM < KIK PK RDGG C@GK TJP B@O OC@DIB O 3 N AQNTONGA @ OJ

KJK PK DN DI <I <M@< RC@M@ < BJJ? IPH=@® OAIRMAED<OKIB JPO

'3A3/@16 :=1/B7=<AJM < KIK PK NCJK GJ><ODJIDN F@T OJ @INPM@ OC<O TIPMDDIOB@ON C
?@ON@QMGE@NQ@I |@<M=T =PNDI@NN@N <I? R<GF OC@ NOM@@ON OJ H<F@ <I| DIAJMH@? ?@:
NK<>@ AJM TIPM =M<|?

3 AB@/B3571 /0=CB G=C@ 6=C@A =4 =430@MBE72&@O0@MHDIDIB TIPBABI<ENGEMODJII N@O
CJPMN JA JK@M<ODJI OC<O RDGG =MDIB TJP OC@ HJINO NP> @N\PEINOREHRGI&I 1) "c
SM<I>DN>ABM@? C<GA CIPM GPI>CODH@ A<>D<GN AJM RIJH@I! JI OC@ BJ 2C@N@ ?@0O<DG
@NK@>D<GGT DA TJP FIJR RCJ TIPM >PNOJH@M DN

7<2/A>/13 -I>@ TIPcQ@ >JIND?@M@7? OC@N@ BJI<GN <I? |@@?N NO<MO GJJFDIB AIM < GJ>
H<IT >JHK<ID@N OC<O KMJQD?@ "ADI? < KIK PK NK<>@a N@MQD>@N 2C@N@ KJIK PK NOIM
N@ON JA ADGO@MN OC<O ><| =@ <KKGD@? OJ I<MMJR ?JRI TIPM N@<M>C ABBIIFTC@ =@NO |
JPO AIM @HKOT KM@HDN@N <I? OC@I ADI? <I? <KKMJ<>C OC@ JRI@M G@<NDIB <B@ION <I"
RDOC OCDN

=;;,C<71/B3 G=C@ <332A@0 OC@ NK<>@ JRI@M FIJR RC<O TIJPcM@ GJJFDIB OJ ?J DI OC@DM
TIPcM@ KG<IIDIB JI KIKKDIB PK CJR HP>C DIQ@IOJMT TJPcGG =MDIB <I? <IT JOC@M NK@>D<
C<Q@

#35=B7/B®@H@H=@M TJP RDGG JAO@I| =@ ?JDIB OC@ G IM? 10ASQIPIH@ AMJH OC@
KMIK@MOT DN < GJO =@00@M OC<I U@ <I? TIPM =PUUDIB KJK PK RDBGLC@GK GDQ@I PK C
|@BJOD<O@ OJ B@O OC@ =@NO ?@<G

3. The Market, Neighbourhood and Property

5C@I GI><OBEKIK PKNCIKIIP |@ @@J? @>D3I@OCEB<MF@OKBKRE@D>CTJIP R<IO0JGI><0Q@r @C@
|@DBC=JPMG&IIADI<COGTIK @>KADIK @ MOTIAO C @BI@Q@GE><O X Q BDAQ M BN I O@MM@G<O@?
LP@NODJIN <NNJ>D<O@? RDOC OC@H

3.1 The Market

[
[
[
[

5C<0 OTK@ JA ?@HJIBM<KCD> ?J@N @& KKK@KGAJ
"J TIP <GM@<?T JK@M<O@ JOC@M =PNDI@NN@N C<Q@ =M<I? <R<M@I@NN DI OC@ H<MF@
5 DGG OC@ >JI>@KO =@ =@NO NPDO@? OJ < ?2JRIOJRI PM=<I NP=PM=<] @SPM=<|JM NH<GC(

"J TIP R<IO OJ O@NO TJPM KJK PK DI < NH<GG H<KMF@O =@AIJM@ O<FDIB JI OC@ CDBC@M >]
H<MF@O
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3.2 The Neighbourhood

[
[
[
[

5CD>C I@DBC=JPMCJJ?N DI TIPM >CIN@| H<MF @3@<IROND 5 @QGAOMORNWP M EN PK JA
&JR QD=M<IO DN OC@ I@DBC=JPMCJJ? 5C<O NDU@ DN OC@ |I@DBC=JPMCJJ?
5C@M@ <M@ OC@ >JHH@M>D<G CREN <iM @BICOM@ ?

"J@N OC@ DH<B@ JA OC@ I@DBC=JPMCJJ? RIMF RDOC TJPM KJK PK >JI>@KO

3.3 The Property
FB3@7=@

[
[

5C<0O DN OC@ KIO@@O+GZRE®@O AN DHH@?D<O@ <M@< JA OC@ KMIK@MOT

5CJ <M@ OC@ JOC@M 1JO0<=G@ M@O<DG@MN <I? >JINPH<=G@N DI OC@ DHH@?D<O@ <M@
>JHKG@H@IO<MT

M@ OC@OM@ @Q@ION JM >JHHPIDOT B<OC@MDIBN O<FDIB KG<>@ DI OC@ QD>DIDOT

‘N OC@ NK<>@ DI < JI?@N>MDKO =PDG?DIB RDOC < NH<GG @IOM<I|>@ NDBI JM ?J@N OC@ =
@IOM<I>@ RD@ExE&HEM !<I TIP <GO@M OC@ NDBI<B@ @<NDGT

5C<Od OC@ >G@<IGDI@NN G@Q@G GDF@ DI OC@ <M@<

‘N OC@M@ K<MFDIB I@<M=T 'ANJ CJR HP>C <I? <O RC<0O >JNO

‘N OC@ GJ><ODJI <>>@NND=G@ =T KP=GD> OM<INDO 'N OC@M@ < =DF@ G<I@
'NOCOM@@EGINPIR OC<O TJP ><I ?M@NN PK AJM < ?DNKG<T

&JR @<NT RDGG DO =@ 0J <>>@NN ?@GDQ@MD@N

I<I TIP KG<>@ ?DNKG<T NDBIN JPOND?@

5C<O DN OC@ GM=RIDOOT 0@O<DG NLP<M@ AJIO<B@

<B3@7=@

'NOC@M@ =<>F NOJ>F NK<>@

5C<0 ?J@N OC@ GDBCODIB >JHHPID><O@ !<I GDBCON =@ ?DHH@? JM <GO@MI<ODQ@ G<H
DI

‘N OC@M@ < ><H@M< OJ KM@Q@I0O OC@AO <I? NCMDIF<B@ 'A1JO RC<O JOC@M GJINN KM@
<Q<DG<=G@

'N OC@MEB OJ ><MMT JPO >M@7?DO ><M? OM<IN<>0ODJIN RDOC TJPM .-1 NJGPODJI !<I DO =(
>PNOJH@MN

‘N OC@M@ < NDIF <I? < R<NCMJJH

I<I TIP H<F@ <H@I?H@ION OJ OC@ NK<>@

5C<0 CJPMN ><| OC@ KMIK@MOT =@ JK@!I

I<ITIP N@QMQ@ AJJ? <I? =@Q@M<B@N M@ OC@M@ A<>DGDOD@N OJ KM@K<M@ JM NOJM(
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Thelook andfeelof a pop-uphasto matchothershopsin your pop-uplocation. You wantshoppergassing
by your shopto feel your shop has a seamlessintegratedfeel with the rest of the area. Keepthe shop
organizedas you would a permanentocation and display merchandiseattractively Avoid blatantly giving
off the impession that youratail shop is a temporary location.

4. Types of Locations
'l OC@DM 3GODH<0@ %PD?@ OJ .JK 3K 1CIJKN @ >JHH@M>@ BDA@MIHKDATRERI ODADRNDIN

(B=@E7B67</ABE@JIH@ JA OC@ <?Q<IO<B@N JA OCDN OTK@ JA GJ><ODJI DI>GP?@ =@DIB <
KJK PK LPD>FGT DI < KG<>@ OC<0O >JHKG@H@ION TJPM N>JK@ JA NPKEGDB?TN@MQD>@N |
GJR@M >INO G@<N@ <I? JKE@NODIB >C<M

[:3@G =@ 3D3<B AX1G@ JK@I >JI>@KO AGJIMN <I|? HDIDH<GDNOD> N@O PK JA OC@N@ OTK
=@ Q@MT DIQDODIB AJM < KIK PK

(6=>>7<513<B@@ ;/:: PNP<GGT OCDN OTK@ JA GJ><ODJI C<N ORJ JKODJIN * < FDJNF =3JOC N
Q<><I0O NOIM@ NK<>@ OC<O OC@ NCJIKKDIB >@IOM@ M@N@MQ@N AIM KJIK PKN JM C<N < (

+/1/<B AB@B :3D3387: A>/1JA0@| >JHH@M>D<G M@<G @NO<O@ <B@ION RDGG N@OOG@ A.
AIM KMIK@MOD@N OC@T <M@ C<QDIB < C<M? ODH@ N@GGDIB JM M@I0ODIB GJIB O@MH

'l <??DOD@<>IA0CAGIR<OMITK@NT @SCRIOCOC@MI<? @NO @ 38<I DINODOP LK FBKMIBM<H
RC@OM@ < F@T GJ><ODJI ?@>DNDJI DN OC@ D?@IODAD><0ODJI JA <I <M@< DI l@@7? JANJH@ @>JIJHL

-OC@M OTK@N JA GJ><ODJIN AIM KJK PKN DI>GP?@

[ -AAD>@

[ '?PNOMD<G

[ -PO?JIM .<MFN

[ -OC@M @ B HJ?PG<M >JIO<DI@M O@HKIM<MT M@O<DG NK<>@N

5. Working with Stakeholders to Close the Deal

JK PKNCIKGI><OD@>DN DA @IQJIGCR@<MD @GrIND<F @ CJGD RGN DIEC @@ O < MEHIN O @ NDIB
<B@I0BKI?GIM?® Q@ GJIK@@B><K5<IIDIBPOCIMRIBS <MHD? &<GGNRIJMOC M@HDPNJA'OC@
KMJ>@Nk<B<DIDIB@BJOD<QIO<>0KESF@OR@EHOINIRMMJIPI?BIB DHKDIBDIB OC@>DNDJI
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Chapter 8: Design, Layout and Display
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1. Retail Design: Pop-Up vs. Bricks-and-Mortar

1.1 ShoppersO Perceptions
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1.2 Store Atmospherics and Their Design Implications
1.2.1 Store Atmospherics Defined
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1.2.2 Store Atmospherics: Pop-Ups vs. Bricks-and-Mortar
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2. How Design Choice Impacts Shopper Experience

1CIKK@MNNOINGEB K @MD @@RGOD A<>@BG@R?DIBO JIGT M<ODJKIEK @>SROC<GNN @ INIMT?
@HJODJIg& @H@aWIIPBCC@ NOIM@IKKDERBIPMI@GT>PNOJH@MJIPIO@HN OJP>KJIDIORICD>C
DIQIGQ@ NP=NO<IOPa@®®DI0O@M<>CHIIN NCIKK@MKG@NK@IKC@C@OIN@OHINKC@M@a
0@N@<M>O\@PBBI@DIC<DI NOIM@IKKDIB@ C<QDIMH@N@ SKG<DE® DC@IQDMIIH@ IKNG>-CIGJIBT
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#IQDMIIH@ |BNG>CIGIBMDBDIHG@NOAC@HJIODJI >JBIDODI ROD>BIOPME @<@NDRIPFJIOM<NODIB
AIJMHBA=@C<QDIMUMI<>C? <QID?<I>@ KKMI<>DON ?@NDMFO<T@SKGH<ADGDRU@M@<N
<QJID?<I>HE CEHKIND S S<HKR@@+ NCIKK @K M JI<>G@RNIMI@ M C ED MRS IP10 @@ SO @MI<G
QG@H@BNSNNOIM@ANRINPMMJIPI?DEBNI @10 @ MDIEOIMIZ @CIKK @DMAEO0 @ MRBOCCEOIM@
@IQDMJIIH@IR>GN?@>JKDBCOBR@M>C<I?BM@<I|B@HEADISOP MA@ NK @IKBIL ®MIKK QAN Q@
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| <GO@MIE@EHINDON<IBIDODA@GDDIANODJIINI OCDNN@ NCIKK @MW HK@M>@KOBDDNEOIM@
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DI>GP?DIB @SK@>O<ODINNTDK@N JA NOIM@N

2.1 Store Types

0@ O4Bd<B@H@BD O @ MSERMID D xdPH=@VAR<TND F><O @ BIMDUBEK ANOCBNIF R@G<?JKOC@
OTKJIGJIBT KMIKIN@? =T @BGRN? 2

3>/@B;3<B AB3@ Q@MB&&MOIJM@ ><MMTDIB < RD?@ <I? 7@ @K H@M>C<I?DR@ MBNMOH@
< NP=NO<IOD<G G@Q@G JA >PNOJH@M N@MQD>@N "@ KBMDH@PDNIINGEIN <M@ PNP<GG’
?@K<MOH@ION @<>C ?@QJO@7? OJ < NK@>DA[@ ERB?RIDI><O@HBIMT

(>317/:BG AB=@NOJM@ OC<O NK@>D<GDU@N DI JI@ JM < GDHDO@? IPH=@M JA H@M>C<I?D
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2.2 Retail Design and Store Type
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3. Developing Effective Multi-Sensory Pop-Up Design Strategies

|@IOME&M @ CH@SDBKPNOJH@BK @ M Dl @ MON E @3B @ H<IT >C<IBA@NOCHR@ GZEIGN><K@
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3.1 Pop-Up Shops as a Marketing and Communication Tool
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3.2Pop-Up Shops as a Market Entry Tool

N <H<MF@OONDDIEJIK PKNCIKKG<>@®IDH<KNIDIMID @M@ NQEBBQ >0 BRPAN GAINE-F@ DI?D><0JM
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3.3 Pop-Up Shops as an Inventory Liquidation Tool
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Mini Case Study
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OCMJIPBC OC@ KM@N@I10<ODJI JA < CDBCGT @IB<BDIB <I? HQHIM<=G@ @SK@MD@I>@

$IMDINO<I>@>PNOJHDH@I2<ER>CDI@<KMC@I10OM<IE@ GKERLL @) @ MG <I?
OJI@HH@?D<REOCBE<EIMI>PBI AJJ?<I? <MORIMI@<Q@2MHI? DIQDOBIB @GD|B
2C@MORJIRKEN>M @ <®OEY B O @B MA@ < GE@ CE@B\E@NVO IM@R<NOCAIJ2IA@M@) ?
<@CKIK PNCIK ?<I>@JHK@ODEBNC @B?<IJOC@ME@RDOLIIO@NOB8@RWODIB
JAIAAIIKPM>C<N@EKIK PK*<NOGIC @@V @NK@>DADNEEE>DIER B@<ODIB
@10 @MODIFERDRKD G <ABKEPM>C<RIED IBI<?DAM @ LP @I2® IODAD>E$DDIIO@>CIIGJIBT
OX<KI? N@QGROEENI @G@>OMIIXKDIEMQC @ ORI PKQ SK@MVMIRRNG@BCGT
AJ>PN@? JI KMJQD?DIB < PIDLP@ @SK@MD@I>@ OJ QDNDOJMN

#SK@>O<OR@M@ DIBI@EN QDNDORWIBHH@MN@® R@G>JHD®B? >JHAIJMODIB
@SK@MD @NANBND<RIEIGP @MK OCKRIPGPIQ<MD<@ERDOLLP@MFIPOCE@I><ODJ
JA OC@ >GIN@NO NP=PM=<| NOIM@

‘SAC:BA
KINDODQ@» OB K@M IHDS@D COCEHHPID><ODAMNF @DIAJIMH<ODUPOC&M<I?
H@<I@C<QDNIINCEIK PKNCIKOM<INGQIRR>M@<KNERBxCOCEP=PM=&J><ODJIN
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M<I?<1? NOIM@ GJI>=<RDI@ I @NKMJIQ@IIIB OCIR@ND ?ZOIBED GT? NP=PM<NGJ><G
|@RNNB<IDU<OINKNOJMBE@ROCKIK PKQ@EL @JJ?RD&G DIO@MNENDIKG@QDIE
DIOC@&DCH<NRJII JQ@W AJ>PNDIB ?@GDQ@GMIHIB@|@JMINDOBQEDIAIMH<ODQ@
@SK@Mb@I>@

=<A723@ B63 4=::=E7<5 ?C3AB7=<A

A"~

5CT RIPG? GP@ UMK GDHDO OC@ N@G@>0DJI JA KMJ?P>0ON M<OC@M OC<I N

H<SDHPH IPH=@M JA DO@HN KINND=G@ <O DON KJK PK NCJK

5C<O R<N OC@ AJ>PN JA OC@ KJK PK <I? CIR ?2J@N OC<0O >JHK<M@ RDHOC OC@
JA OC@ B®OMNMF@O

5CT HDBCO OC@ ?DNKG<T JA <MO OC<0O R<N H<?@ AMJH DO@NEB@MIN<G@ <O
NOJM@N C@GK RDOC OC@DM JQ@M<GG N<G@N KG<I

5C<0 <M@ NJH@ <OHINKC@MD> Q<MD<=G@N OC<0O GP@ !JMK >JPG? C<Q@ P
PK NCJK OJ IJO JIGT B<MI@M DIO@M@NO =PO <GNB@MKHGEIIN@ O C@EDM G<M

NP=PM=N
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Chapter 9: Point-of-Sale (POS) Systems

Chapter Overview

2C@XJDIO JAN<d@ NTNO@&HR NOM<OQ@BTKJIK PKNCIKI<T M<IBEMIK) @MWDHKG@DBCSIHKG@S
?@K@I1?DIB =PNDIQINE @>O0BXaDC @ @ M >PNOJH@INDGE@CEL 1@ @ A0 KIK PKH<T ?DA@M
NIJH@RCARJIDCINE< OM<?DO MIBGOIBNGD Q GMEQ <O M@HNOCIKE<H ®P>ENDIQ @10 IDM<>FDIB
N<G@dE<G>PG<GIIMN@>IME @ KDIEBDNGNIHKIMOSIEIOD>DKIO@SK @>O<DBHNOJH BNIN@I0D<G
O@>CIJGIBT GDHDO<ODJIN JA < GJ><0ODJI <I? OC@ IIMHN AJM < NK@>DAD> H<MF@O

)@ @KDM® HDI? OC<400 @ Q@KIK PKRDGE? @ NDBIRIPOR<G@NHDI? M@>4f@Bsactional<l? market
testing J=E@>0DMX@ RIQIGNG GGRID GI@C@NW [JO OC@DPMODGGE P@ >JIND?@MOIR JOC@M
@G@H@ADCE®IDIO JA NGEBDBKI =@M@ G @ RHOGG @>CRMmBAMIH-PNOJH@KIIK PKNRDOEI
experientialJMcommunicationaAJ>PNDF@RDR@& ODOPODMAEBEMNIBM<HNNIJH@<N@NPG2@I@ADO
AMIHDHKG @H@ I©OBRIBNDNO@XNRMI<ELK<TH@ @@ OCJIZR ?<ONC<MBHBMINDC &K PKRNCRDG@E
CINO@? RDOCDI OC@DM >JHHPIDOT

5 DOGCMNHDI? OCDR<KORINEBOGIIER KIDIO JA NXGEO @GHN =@NDHDGKMWDA@M@IOM<?DODJI<G
Q@MNRAHKIMR UKD COTK@ANTNO @GIINDG<<iG@IJROFCIIN@CIIDBO@ <GJIlRDOCGCE&NOJH@M
Q<GP@ OC<O H<T =@ ?@MDQ@? AMJH >@MO<DI .-1 JKODJIN

Learning Objectives

3KJI >JHKG@ODJI JA OC@ MBKT@WN RDGG =@ <=G@ OJ

[ "@N>MD=@ Q@A |@@7?N DI < .-1 AJM KJIK PK <I? OM<?DODJI<G NOJM@N
[ *DNO F@T .-1 >JHK<ID@N AJM KIK PK M@O<DG@MN
[ GDBI.-1 A@<OPM@N RDOC OC@ API>ODJIN JA KIK PK M@0O<DG JK@MgODJIN

[ #Q<GP<O@ CJR < .-1 RIPG? KMJQD?@ Q<GP@ OJ OC@ >JINPH@M DI < KIJK PK N(
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Setting the Context

2COAIGGIRMB?@HIINOMMIBBAOCEIND?@M<GIKIK PKM@ O<BHBHKF@I0J
<>>JPI@J@NND MEFROJH @UDC&IDIO JA N<E@ CIRIS<HKGRGODKNS@I<MDIRC@
N<H@® @ O QEiE PN AVH@®ED C @GN NPEN G <OQIRCEH@ OCIZAK<TH@ KO>>>@KG®RIK PK
NCJKN DI M@G<ODJI OJ >PNOJH@M @SK@>0O<ODJIN

7IP2P=@0GC@HGHE@ @® S>GPA@IHD CONO MNINOC@@ SJP ><I QD@BO
JIGDI@ C@@@KN KM@NN=JIANTEIMMIME KIKPK K

1. POS Systems in Pop-Up Shops

%=7<B =4 (/:3 %$( (GAB3,0C@ KJIDIO JA N<G@ DN <ITRC@M@ OC<O < OM<IN<>0ODJI O<F@H"
KPM>C<N@ JA KMJ?P>0ON JM N@MQD>@N .-1 NTNO@H H<T B{N@KINGEI@ SIBRRD@M

GDIF N<G@N RDOC JOC@M @G@H@ION JA OC@ =PNDI@NN NP>C <N DIQ@IOJMT H<I<B@
?<0<=<N@N >PNOJH@M NPMQ@TN <I? HHM@ O OM<?DODJI<G M@O<DG@MN OC@ KJDI
M@A@MM@? OJ <N OC@ ><NC RM<Ka >C@>FJPO >JPIO@Ma JM RC@M@ TJP ADI? OC@

1.1 Receipts and Refund Policies

-1@ JAOC@EPI?<H@IOKBMKINIBNKJIDIO JA N&GRO@MC@S>C<IBEHJII@T DNNP<I3@&@>@BIRON
RC@kKKGD><38@GDIDIE) OBMV@ARKIGD>DI@ 8M<?DOINIDIM @CIEC @>F JBDI@NAO@ICADI<G
1CAB=;3@ B=C16 >3A<BNCJIKKEDPDNDO

CAB=;3@ FC16 %=7<BKG<>@ RC@M@ <I DIO@M<>0DJI J>>PMN =@OR@ @I < >P+OJH@M <
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NJH@ODH@N M@A@MM@? OJ <N 'HJH@ION JA OMPOCa OC<0 ><I G@<? OJ KINDODQ@ Ji
<=JPO OC@ NCJKKDIB @SK@MD@I>@

@BDIIDIIRDOCCEDHKGEIAKMIQD?RIBI@>@IM@M<QUAMNK PKNCIKRI K<MOD>RGIRGEXM@APGGT
OCDIBCMJIPBC @BRDJIININRC<@CHN@<INDJOCE@HPMDI@ KRR @KPMKINAD C@@>@RBKEGA<BM@<O@M
OC<I NDHKGT DO@HDUDIB OC@ KMJ?P>0ON OC@DM KMD>@N <I? OJO<G <HJPIO K<D? =T OC@ >PNO.

$IMDINO<I>@k O@HKIVMEIIKII@HDBRXx100J@1>JP M<B O JH @M F @\ PO PKR®>C< @M JIPE @
>JHH@MR@=N0ea| =@ DBCGDBUT @@ Q@ > @INENFAD R DRI >DE@ ?Bz>>JPIOMIIGDI®@PMQ@T
>JPG2@I>GP?@321>IPM<BRNOJHANI@ ?=<=BPOCA®SK @ MBD@DC@EIK PKNCIKRDOGCKEMJI?P>0
DON@GA JM DI <I <OO@HKO OJ BMJR <I JIGDI@ >JHHPIDOT <MJPI? OC@ =M<I?

"P@0.J0C @ENNE@NEOPMEIT KIK PKN<T=@ @NDBIROC ADI<B<G@®ZGDSTHDI? D @J M@OPMIN
IM@S>C<IB@NR@Q@E@OD.D.DI>GP2@HK<IT>JIO<>DIGDI®@@AFRMPAIMH<OBI =@ @R<TOJ
M@ <NNFWE JH @BHOC @M @<FDIB< NH<M®M>C<DMEC @MEBIA<HDGBRIDCC@<I? N R@GRC@!
N@G@>0RIBAIMIK PKNCIKNI@A@<OPWH@ND? @NK<MBOCHA G @ MDD @KDE&DGDIKMIQD?@
@G @>OMED*@DEONPNOJHEEH<BG?M@NBTJI? JA@MBIBQ@ID@ 0@ CE&NOIJH@UDNI N@MQ@
OC@?DOD KK INE:PDG? B BQ@ O<NTB@N:=<N@APOPMEHPID><ODENR@Q @®NDHKIMOBID
M@ QDIRA@ G @MDY <G® BDNGADD O @J><EPMDN?D=DEIEDM<INK<NRBEGICIR < >PNOJHI@MO<
H<T =@ PN@?

1.2 Loyalty & Customer Satisfaction

1 <??DODOU<GGIRDHBNOJIH@NKKTAIND O @ BIMN @ M Q @K Q ®PM>C<N@ZEIDIO JA N<GI-@
DHKJIMOBI@ INPMBIBIND OHIZ®R @ MDA =@D G ? B3I’ @ G<O D JRITNIC @@ C<p3?#Q @ AIMIK PKN
OC<@ OM<IN<>ODIDKG>PHNI? OCH&XTIJO=@AN@GGIDIBCDIB OCEKIDIJH@AOC@C@QHO@NV @
OTKD><GGT AJPI? <O OC@ KJIDIO JA N<G@ ><I KMIQ@ PN@APG DI =PDG?DIB N<ODNA<>0DJI <I? GJT<

-l@ JAOCEIO@IODIG@MGIIEEKR@-IADCEIDIO JA NdIB@C<DBEMIQDXaNK @>DAIIMOPI OV

DIO@M<>RIDOEPNOJH@CIR O CNPNOJIHLGNI<FDIB< KPM>C<N®IO ?@NDBIBIB@HKIMNEIRKRDOC
<l @SBU@K? KIGD>D@FIIND? @KANDI<KIDIOA>IIO<>EX| =@< BM@ROT OH<F@I DHKM@NBIDJI
>PNOJH@MNIPM<B@IO KPM>O{O@M<>0DJINO<M)<GP<AGhn) ?=<JHQ@IAOCQATK@ALP@NOBRJIN
@HKGJT@@ <O OC@ .-1 IM I@<M OC@ @SDO ?JJM HDBCO <NF >JPG? DI>GP?@

[ "JTIPFIUR <=JPO JPMJIGDI@ NOIM@ RE@WEVREIANCDKKDIB

[ 5JPG? TIJP GDF@ OJ NDBI PK AJM JPM @,@RNG@OO@M 0OJ G@<MI <=JPO 9APOPM@ KJK PKN
KPM>C<N@N M@>DK@N OJ H<F@ RDOC JPM KMJ?P>0ON @O>:

[ +<T'<NF CJR TJP AJPI? JPO <=JPO JPM O@HKJIM<MT NCJIK
[ ' NOC@M@ NJHOAG@MBPMDAJIPc? GDF@ OJN@@ DA R@ R@M@ OJ KIK PK DI OCDN <M@< <Bs

2COMEE<IT JOC@MDEP@NODIBRI<T =@KIN@RI>PNOJH@@KQIB®CIKI? @<>T@HDBCO
N@ M@ ODKBMKINGNOM@1BOCQU@EESK @ MDENE@D ?BHD DJI<=8@Q ?=<:F C@GKDIBIAIMH
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>PNOJH@K3HDBAMOM@<GCDCH@C HCIHONIGTO@HKIM<MIRCIH<T =@PIO@M@NREI@? CJIROC@T
><| H<KF@ KPM>C<N@N OCMJPBC JOC@M >C<Ii@GN JI>@ OC@ KIK PK >GIN@N

1.3 Inventory Management

$IVKIK PKIOC<M@JIG?DIBIQ@IOIMINDCOGE &@IDIO JA NNGEO @+ =@<I DHKIMOQDIGI C@GKDIB
H<I<B@ <I? OM<>F H@M>C<I?DN@ OC<O DN <Q<DG<=G@ <I? DI NOJ>F <GJIB RDOC H@<NPMDIB OC@

5CDG@CBNTN@ @H@>@NNIWH<GEDI? @K@ 1? @@O < BEE@EMAM @ KM @IINDIDN@ S<HK GA&l

@ >JHH@MPEDI @DINGR BPGHAN@NIDLP@N@>J1? C<DO@HEDI@CD G M<GIDB HKIMKIKTPK
NCJIK&<QDIBI DIQ@IOIMT GDIF@PTNO@KT C@EK<QJIDRIO @ IQEXODREOIH@BK@MD @C@N
NIJH@JIQIOCKIK PKGI><ODIIJIN@KPM>C<NEDLP @O0 @C<OC@MDQD?R<TGC<Q@?@RIOC@DM
JIGDI®CIKKDIBMTLIJH@LDHDG<M&IDIBINO<DINDBOIORC<C<NQ@ @@ GGEMBO><| =@IQ<GP<=G@
RC@D@NGDBR>JI>@K&JIND?@ MEIBIB@NOCHE@M>C<I?RN@N @ | OHADAKG @ IDRICAINOJ>F@?
DO@HN

2CONEG @H @@ G @QXW<? DO MEGOBHARI@ G BDQ@ICE@DHD ORI <HEM @ <GIN@OPMI
AMIH KIK PKGJ><ODI3IPG2@K<MOD>PGKYETORIC@ R@DBCIB INND=DINPODIBI<IP<GK<K@M
=<N@? DIQ@IOJMT OM<>FDIB JM DINO<GGDIB <I DIQ@I|0JMEN@ FIDI?IJAINKBADVMNO @H

2. Types of POS Available

2CoM@ExIT ?2DAQMBEXOND X>>@KOTH@IKMIEPNOJH@GINIK PKNCIKI OCIN®@>ORI® cGAIKO
NJH@ JA OC@N@ JKODJIN

[ /A6 =F < NDHKG@ H@O<G =JS AJM NOJMDIB =DGGN
<I? >JDIN H<T =@ <GG (@@2@? DI NJH@ KJIK
PK NCIJKN RC@M@ <GG DO@HN DIQJGQ@ ><NC KPM>C<N@N
H<IP<G M@>@DKON <M@ DNNP@? <I? M@<G ODH@
DIQ@IOJIMT PK?<O@N <M@ 1JO M@LPDM@? !<NC =JS@N
><| =@ KPM>C<N@? AR IMPKKGT NOIM@N <O
HDIDH<G >JNO

[ 7@1B @/<A43@A>@KODIB ?DBDO<G ><NC
K<TH@ION DN DI NJH@ R<TN < HJ?@MI| O<F@ JI OC@
><NC =JS <I? H<T DI>GP?@ OC@ PN@ JA <l <KK OC<O
><| N><I/0 >J?@N RDOC < HJ=DG@ KCJI@ $IM
@S<HKG@.<G HI=DG@ R=&IG@IPN@? OJ
OM<INA@M HJI@T ?DM@>0GT =@OR@@! ORJ <>>JPION
RCDG@DDJI .<TN><II@MN ><| =@ PN@? OJ BB " 'H<B@ JA <><NC =JS !! * .P=GD>"JH<DI
5 @!C<O<I? GD.<T " ICIN4tJNO RD?@GT PN@?
KG<OAJMHN

[ /A6'357TAB3@A /<2 =;>CB3@A32 %=7<B =4 (/:3 (GAB3BC@N@ ?@QD>@N KMJQD?@ KMDIO@? |
<I? >JH@ DI Q<MTDIB ?@BM@@N JA >JHKG@SDOT RDOC OC@ <=DGDOT 0J >JIl@>0 < HQM>(
<GGJRABM@IO @HKGIT@@ <>>@NN >J?@N GDIF OJ =<M >J?@ N><II@MN DIQ@IOIMT H<I<|
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2CA@ON@ NTNO@HN OTKD><GGT M@LPDM@ <>>@NN OJ <I ! KIR@M NIPM>@ <I? H<T M@LPD
>JII@>0ODJIN <N R@GG #S<HKG@N DI>GHA@PDO /PD>F=JJFN

[ "3@16/<B %/G;3<B B@;7</: OTKD><GGT <Q<DG<=G@ DI >JPIO@MOJK RDM@? JM RDM@G@NN
C<I?C@G? ?@QD>@N >JH@ DI < Q<MD@OT JA AJMH<ON <I? H<T DI>GP?@ OC@ <=DGDOT OJ |
<I?., =<N@? >M@?DO ><M?N <I? 2@=DO ><M?N @ B >JPIO@MOJK <I? NCIMOMRIB@RDM@C
=T+JI@QMDN 'I>

[ =C2 /A32 (=:CB7=<A<I JIGDI@ NOIM@ JM @ >JHH@M>@ KG<OAJMH ><| ?JP=G@ <N < .-1 NTNC
PN@? RDOC < G<KOJK JM O<=G@O0O DI NOIM@ .<MOD>PG<MGT AJM KJK PKN OC<0O <GM@<?T
KMJIQD?@ < NDHKG@ R<T OJ <>>@KO K<TH@IO <I? DNNP@ M@>@DKON @@®BOMJIID><GGT
RDM@? '1O@MI@O <>>@NN DN DI KG<X@Z IRBCI @¥@BINGEGPG<M ?<0< 1JH@ @S<HKG@N
=<N@? NJGPODINBCIO@K @@I?<I? 1CIKDAT

[ "=07:3 /@2 '3/23@A OC@N@ ?JIBG@ GDF@ ?@QD>@N ><| >JII@>0 OJ NH<MO KCJI@N <I? O<=
KIK PK H@M>C<IO OJ <>>@KO NRDK@ <I? NDBI<OPM@ JM O<K =<N@? >M@7?DO <I? ?@=DO >«
DI>GP?DKKG@ %JIBG@ .]HJIB JOC@MN 1P>C ?@QDX@M@AUBIMN@ 'k? 1CIKDAT
&IR@Q@® @K DI HDI? OC<O 1JO <GG JA OC@N@ NJGPODJIN <M@ <=G@ 0OJ <>>@KO >CDK <I’
><M?N

Did You Know?

>>JM?DIBDJ2JHKFDIN %<GJ>DJQ< DIOCa@KIBaDadianPaymentMethodsand
Trends

[ IDI>@ OC@ PN@ JA><NC C<N =@@I| ?@>GDIDIB =T <MJPI? @<>C T@<M
[ '<SNC C<N OC@ GJR@NO <Q@M<B@ OM<IN<>ODJI NDU@ JA <GG JA OC@ K<TH@!I(

[ IM@?DO ><M?N M@KM@N@IO JA OC@ OJO<G Q<GP@ JA .-1 OM<IN<>DDJIN

[ 2C@ QIGPH@ JA >M@7?DO ><M? KPM>C<N@N DN BMIJRDHPEOMDMHKEIPRI K@M T@<N
AMJH < K@<F M<O@ JA BMJROC DI

[ <I<?<DNJI@ JA OC@ OJK >JPIOMD@N AJM PN@ JA ?@=DO ><M?N RCD>C <>>JPI
@Q@MT AJPM K<TH@ION H<?@

3. Choosing a POS Based on Type of Pop-Up Retail Operation

5C@I KG<IIDIBDC@TK@A.-1 NTNO@HDHKG@H@&I KIK PKNCIKOC @M IPH=@MA DHKJIMO<IO
>JIND? @M<GI@BDIIDEDOC PI?@MNO<IBEBC&N DY <O Fi@® @@ L P DR @GPNDI@INE@>0DQ@N
<NR@GO OCRIO@IOGEEDO<CDCKE<T =@DHKIN@T OC@J><ODHAIMKIK PKNDC<eM@IM@
>JHHPID><ODJI & SK@MD @100 H@ >0 DI@ND BCYODAIBID? @K @ OM<IN<>ODANG&@ BN

-1 OC<8IPG2@?@GDQ@NIPBDLP@@>CIIGMNIGPODINI<GEN?@MNO<IDE@ SK@>0<MDJIN
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>PNOJH@MNOC @BMH@ IRM @ A@ MEIMRGBIGDIBIQINIC<MEAIMH<ORIIEI < GJIBR<T OJR<MIC@
NP>>@NN JA < KJK PK

3.1 Basic Needs
@AIM@ >CJINDIB < .-1 NO<MO =T OCDIFDIB <=JPO OC@ GJ><ODJI JA OC@ KJK PK DON@GA

[ 5DGGDO =@ GJ><0@? DI?JJMN JM JPO?JIMN

[ 'N DO DIND?@ < NCJKKDIB >@IOM@ JM < Q<><IO NOM@ @OAMJIO NCIK

[ 5DGG DO =@ DI <I PM=<I JIM MPM<G @IQDMJIH@10

[ 'N DO <NO<I?<GJI@ KIK PK IM KBE@O®I MSNSDO<G >M<AO NCIR JM H<MF@O

'AJIGT< NDHKG@NEJS DW @ LPDOREOIM@TND>EHM@+T H<F@C<IB@JMPNOJH@OBDHDO<ODJIN
JA< GJI><ORDGIDDHK<>ACDI®>DNBIR@Q@MIK PHOCHI@LPDM@ICIIGIBR<MBOCE@ N@O PK
HPNGJIND? @@ <DG<=REIOINGE<>>@ NG G @>OBES D$IM@ G D@ REGMQEHEO0-OC@
<=DGDIN@>POEN @MIPIDCE  <I? JOC@EID@|OB<® IMBCKOPGRIAGP @R >IKODIMKT=@NO
H@@O0 OC@ |@@?N JA OC@ =PNDI@NN

3.2 Multi-Location or Multi-Channel Business

'AOCBE@>0QE@KIK PKDXDJO @NI@R=PNDI@NN @KIVKMI?PxC? OCKIK PKK@M<DI@RK@I?@IOGT
AMJIKIT JOC@NP<ODJIN%C<I11@GDIC@I1? @ MNO<I TR ><O0Dd@ @ N? >PNOJH@BK@>0<€@NF@GT
<GGC{INM@LP DB Q @N® O<BEE@MAM @ KM @ DR <N@@ SDN@IB<0DIK ??DOD I @G
NP>ENkI @ >JHH@M@M@NOJIND? @IR<I? DACE@ <CCKIK PKNCIPGEDIO@BMRD@CECIAD
OCEB@HMWPNDI@NNIH@<N@N DI?@K@I?@TAO@EKT =@NPDO<=B@N@CICC <N @I10IRMIT<GOT
KMJIBM<KN N@ @82 1B<BRIDO01?DQD?R«&ESO<BANCELAB=;3@-C @ <3BBGEHIM @*@>0DR@
HPGOD GJ><ODJI JM HPGOD >C<Il@G NDOP<ODJI

CAB=;3@ =C@<306C@ NO@KN OC<O <I DI?DQD?P<G AJGGJRN KM@ KPM>C<N@ [?PMDIB <
KIJNO KPM>C<N@ 2C@DM N@IN@ JA N<ODNA<>0DJI RDOC OC@ JPO>JH@ H<T H<T G@<?
RDOC OC@ =M<I|?

3.3 Communicational or Experiential Pop-Ups

JK PK NCIKNC<OHOXKMIHIGR<M@|@NNQ =M<I?< |@RKMJ?P&xPI>CVEPDG@ S>DO@EE@VIOPBC
@IB<BDBSK@MDE@HT@QDAIED? @K@ KPM>C<N@ =<R@@H@ARQAN1 OCICIPGEDI>IMKIM<O@?
DIOJ OC@ ?@NDBI JA OC@ >PNOJH@M @SK@MD@I>@

$IMDINO<I>RC @ G<PI>CDH@RKMJI?P>OKIK PKNOM<O@BGE2 @K<MIA=PDG?BIR<M@| @EMJIDCQ@
KMJ?PEDRRIJHH@M>D<@BDG<=B@<T <GGIJRDNDIMN @ JMI@NDOQ@C@RIK PKNDC<ID@MENR
NCJIR><M@M@ RKMJI?P>AR D?@<NAJ 1JO><MNTQ@I0IMPG2@ | @ AMOBDI>IMKIM<QNIBHK GRINF

AJM >PNOJH@MN 0J IM?@M ?DM@>QGEITEM @ KDTI® @VRIDC <NNDNO<I>@ AMJIH <l <NNJ>D<O@ <O C
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#Q@DCIPBAAPGG NTNO@HT 1IJ0=aGM@LPDMRCONE@AKIK PKNDADHKIMOSWCDKE=JPQJR
OC@ DI>GPNDJI JANJH@ .-1 @G@H@ION >JPG? @IC<I>@ NP>>@NN <I? > PNOJH@QM @SK@MD@I>@ ?

3.4 Customer Expectations

N RDOE<IT M@ C=ND | @NB>DNDDIBcMDODFBND? BU<@CE@NOJH@BK@>0<€D@NOE@NK@>0
OX<TH@QKM@A@ME@IE®BIK DN JIH@ODBEMNAINM<I0 @P @ C @NU@@ Q @MEGMOIINODI>CDJIN
H<F@@OR@@R<T>PNOJH@IK @*R<TDI>@MOMI@G BDINIM @ MOKMI?PESOK@I <O@MOKMD>@
KJDION

>>JM?DIBX <IF JAI<?< ?DN>PNNGK@MGHINO  JA<GR<TH@IOMN R@M@ENC =<N®RCDG@
PN@7Z@=RBO PN@M@ ?R301?&JR@ Q@M @@ ?DHPM>C<QB @M <NOM<IN<>ORSMN
JIGT RCDG@ ?@=DO ><M? OM<IN<>ODJIN R@M@ CDBC@M <O <I? >M@7?DO ><M?N <O

'H<BDI@N>@ I<NRZIOME&IK PK=PNDI@{8Gx!1@0 N @ B<X A<MHENAMF@OI@GG?H<? @O0 @MKNIBDIB
AMJH OJ DIKMD>2@@<OPM@EOCE<MF@&DOBOIPBBGNRDGGDIBIID XINC &<MIA>PNOJH @WK T
><NCCIR@ QMIC BINMDKED I C @M@ @PNOJH @NNQ SK@*-DGIDIPN @? @ =DM @ 2BMDRINO @<?
'AOCE&PNDIQ@RNDM<DCKRIIND? @UBN NDHKETJRRKRDOC<NEJS CAMNCE&IPG2@INDHPGODKG@
KJO@IOD<G N<G@N

IJIND?@NMNR@GOC@SK@>O<OIMRNOJH@MNCHONK @>DADHIBM<KOB>KIK PKNCIHDMG<II@ARIM

< GJ><ORIDOCCDBRIKPG<ODIICDI@NII(<K<I@NED ND? @IONPMDRCKE-DGMI>>@RMJI .<T

JM! =<N@?OM<IN<>ORDIG@DHKIMOSDP>>@RN<NNONU@QD@RDIR)@I?IMN=G@ D?@IODAD@N
NJH@AOCKKTH@WKODJIKN? A@<ORMEGNFRAINRC@N@G@>QD@#E>BRONO@BH@ @M E&E@>0DA@N
<KJIK PKNCIK2J >JHKG@@PMN@G20CQ@@1?IJMH@ KMD>BIB F@DIAJIMH<ORIM<>Cl TIP<M@
>JIND?@MDIB <I? OC@| ACG@FKHATH@IO OTK@N <I? API>ODJIN OC<O <KKGT

2<=G@ .-11TNO@H !C@>FGDNO
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4. Providing Value to Consumers Through POS Options

(PNGN-1 A@<OPM@MWIQDZ@DODI@I @ADMCKIK PKM@O<DE@W T @ |<=G@&PNDI@DNMA@M
DHKGD>DO JM @SKGD>DO Q<GP@ <??@? N@MQD>@N 0OJ >PNOJH@MN =@TJI? OC@ OM<IN<>0DJI D

2C@ADMNDHIN@\PI?<H@ IOQEGRIL < PNOJH @MNN @I @MO<DI NTNO@HN @ JAOMPAO <
GDHDO<MIMDNF KJK PKNCJIK-T DONOPMIB: O @HKJIM=RNDI@NRID C €&-DGIBIDNNR@® @>@RIKQC
>JHK<IT>JIO<>DAIMH<OEIZ < AIMHAGR > IDAN <Gl C@ GKD<NNFN@IH @KKEC @M @I|B<BDREDOC
< G@BDODH<O@ =PNDI@NN RDOC NJH@ ?@BM@ @ JA <>>JPI0<=DGDOT

@TJI?OMBPNGOJKMIK PKN<T>M@ Kl P @<GR@PNOJH@KMJIPES>GPNDIQ@ NOMNKKIMOPIDOD @N
M@>@ONK@ >RRE>IPID KPM>C<K@MJIPBEH@ @I<=@®IN<>OIMINC @D DQDNIIHDKDIN>M<O>C
<I? N<Q@a ><M?N <O OC@ KJDIO JAN<G@

;3 </0:32) @/<A/1B7=@C@ DIO@BM<ODJI JA @SK@MD@I0D<G <>0DQB@DD@N OCMJIP
QDNDO NP>C <N N><Q@IB@M CPION KJDION AJM KG<TDIB KMJ?P>0 AJ>PN@? OMDQD< <I
G@<? 0J ?DN>JPION JM M@R<M?N =@DIB <KKGD@? <O OC@ KJDIO JA N<G@

N R@QAEH@1 NTNO@HMNGPTIX&-DGDIIM@<@IA@BDASM?N OCEKI@DIDI?MIWCDKKDIB
JKODJIINM@ I<=G@I<HD>KMD>RE @ \D@ND QK &K PKH<T =@|@ ADIF DN>JP | OVID>TPNI D IBA
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K@<EIPMRC@M@EXIT D?@JIND? REI@OCDIFBIBIPA<TNDIRQIC<I>@PNOJHEN <D SK@MD@I>@
<0 JI@ JA OC@ HINO DHKJIMO<IO M@O<DG 0OJP>C KJDION OC@ KJDIO JAN<G@

2C@AIGGJIRIID?@IROGDEB<HKGIANL  NJGPODAMIHHPGODKED?IMN? OC@DM
KJO@IOD<G =@I@ADON AJM KJIK PK NCJIKN
[ 4@1? <I? #ONT 2C@ .@MA@>0 .JK 3K
[ 5C<O DN GDK<T
[ +JI@MDN 1P>>@NN 10JMD@N "<ID@BATOIG<O@N 2
[ JR<GG@O ,J KMI=G@H

Ve
N

Key Takeaways

' OCDN >C<KO@M TJP G@<MI@?

[ <=JPO NJH@ JA @M@ M@LPDM@H@ION AJM < .-1 <O KIK PK Q@MINPN OM<?
NOJM@N

[ @S<HKG@N JA .-1 NJGPODJI KMJQD?@MN
[ CIJROJ<GDBI .-1 A@<OPM@N RDOC OC@ API>ODJIN JA KIK PK M@O<DG JK@M<(
[ CIR<.-1 H<T KMIQD?@ Q<GP@ OJ OC@ >JINPH@M DI < KIK PK N@OODIB

)@T O@MHN
[ .JDIOJA1<G@ .-1 1TNO@H

[ 'IPNOJH@WP2C .JDIO
[ 'IPNOJH@M (JPMI@T

Mini Case Study

"=B63@A /G "/@93B
(7BC/B7=<
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2C@@IODH@ICKKDNI DI?@K@1? @E@O<DGERIO| @QREDDC @IM<G  PNDI@NN
'HKMJIQ @H @M@ INB<IDU<ODIWIK@kK ?<T +JOC@W<T +<MF@Q@¥GJIBR@@F@I7
2C@DHE @>ORN@DDIQD G @WH><XBD IM@NIEGRK<1? N@GG@IWPNDI< NH<G@ ?D><0
"KIK PKa<M@RDOCRC@L@IODH@IIK <??DIBVD>CI@NIDCE@PNOJH@BK @ MD@N>
KMJQD?DIB < RD?@M Q<MD @0 T<IAV@EEZ@@ ? BJJ?N

N @<>CAOC@ Q@I?IMK@I@EDOKIK@KIRDOCOC@B8®M2IODH@GIK <I DNNP(
KM@ QDJFR@MGJI<BITE G DB <G A<MO@IPIBKN @<>Q@1?JCK?0C@BMKJIDIO
JAN<G@L NTNO@CDK@RF>>JIAPNDIH@OR@ENOIH@VDP@IODATDRBOK<TAIM
< >JH=DI<ODJADO@BN< NDIBG@NF@C@NaHE@E@GJIB@3IOC@2 | ODH@mMERI
DIQ@IOJMIDG@C ARHBRAMIHDCEIK PKQ@I1?JMNN R@G@<>Q@I1?JN>>@KO@ROM@|O
AIMHBAK<TH@I@ B><NC-M@?BRG@.<TQO>GC@<QDBNOJH@WNG@JH<F@DC@DOM
KPM>C<N@ DI H<IT ><N@N

(=:CB7=<
1 OCDNN@C@@IODH@@IM@RI@MM MA<I?<G<R<NM@NKJIINBIGEPIIDIBOC@
JO@MNEAME&I<BDIBDORODGDBO@OLIB B<IG =TG<RMM@LPDM@ H@I@K B @K<>@)
>G@<«l? KM@N@IO<#G@ B@l@MaMPMDIE<DB@|@M<O @R <GCOGD Q@ RIRCDN
DIQ@NOH@MA<I?<G<NO@KK@&?? <GGIJREPNOIJH@MNC@ KIK PKRPNE@&T AJMH
JAK<TH@IOC@DNC@CMIPBEIP<GIOMD@BNBRI .-1 RCD>C@RIPGOC@M<xP?
OM<INA@M OJ OC@ <KKMJKMD<O@ Q@I1?IM

IR

\&

‘SAC:BA

IPNOJH@¥MN Q@ I? INR@ MBIKM@NM@2JBIDUDIB*M 4<I?<G<T<NO@KKERADI?
<LPD>EI? @¥@>0ON@& @2IDCHDOP<AIIIEKIK PKNQJID? @CT@INMKJIO @ |IOD=Ea R
OCIH) @MEEBC@VKT @Q@RENKNP>>@RBDKNDGE) GROPG2@CADMNB<IT CQGT
+M 4<1?<G<T DI @<>C JA CDN ADQ@ GJ><ODJIN <>MJNN OC@ >DOT

=<A723@ B63 4=::=E7<5 ?C3AB7=<A

MIKIN@ N@Q@@AGZIANIGPODJIN OJ OC@ KMI=G@H @\-IRIMD@®M@71 <O 10@C
5CD>C RIPG? =@ OC@ =@NO <GO@MI<ODQ@

“?@IODAT < NDOP<ODJI RC@M@ < ><NC =JS RIPG? =@ >JIND?@M@? <I|<?@LP<C
#SKG<DI RCT NJH@OCDIB HIM@ NJKCDNOD><O@? RIPG? IJO =@ D?@«G AIM >(
KJIK PK NCJKN

5C@0C@M < KIK PK NEIKINGIKIDM<ODJI IM K<MBQ@RME®RD A@NODQ<G
OC@M@ H<TA@VP@/O DHKGD><ODJIN DI N@G@>0ODIB < .-1 1 TNO@H 5C<0O <M@
JKODJIN JM DNNP@N OJ >JIND?@M =@OR@@I| @<>C N>@I<MDJ

References

2JHKFDIN + %<GJ>DJQ< 4 ,JQ@H=@M Canadian Payment Methods ancbiids: 2016
<TH@ION I<I<?<



127 ¥ POP-UPRETAILSTRATEGIES

&@IMT &PTIC ) 1C@l /0 Methods-of-PaymerdtPMQ@T 0@ NEE DN
I<]<?<



Chapter 10: Merchandising, Inventory and Logistics

Chapter Overview

2C@ JHK @ ODNIBRIBEICN ><ICEN @ @+>@ G @MERIB@ANOCENT@><?@R H<IT >C<IB@NQE@@ @!
2MDQENOC@QJIG QAR 2M? R<IONANCIKK@MKI JHID >C<I|@6@ Q@D MJIH @@ QHIEM<ORWE®
CH@EFRQQ@CHRBBAGTED<IB@N CIR>PNOIJH@IANKI? CIRM@ONBSBNODGDB@DGEXQQT
M@O<BGI@MRNDIBOCENOJH@SK @MD@IO@ D @ k@0 @>C1IGIBD @ BM< BB IKK @MNOJ
OC@/ID>F? HIMOXNDIM @>@ G @HBIND NGB K @ MIERNDEK G D><GUMGANK @ IBM @ QHIEM<ODJIN
NP>C <N KMD>DIB <I? KMJHJODJIN DIQ@IOJMT >JIOMJG <I? H<I<B@H@IO <N R@GG <N GJBDNOD>N

JK PK NCIKNN< M@G<OBI@SINIKODIANMOIH@MB@IOM@KM @@ PMEIB@O AJJOCIGPOC@
H<MF@ OK@&4@B< DI @RIKPG<MEMIP |70 CEIMG 0N DHKIMOKIBIO @ C<@Q@CJIPBICIK PKNCJIKN
<M@@HKIM=MP@NDBI? =PNDI@NN@MH<I H<SDHDWW@@@|@ADONIJ AMDEBNDN@ I0O<@EKI@MON
<?QDN@@BIIK@ M <G GNBGEO @I CERE<PNIX PKV@ O<DSIBMOIC @HKIMOKKMF@CDAIMPOPM@
JK@M<OBJIMNOCKIK PKNCIDN=JPOQC@M<I%I? =M<I7@ SK@ MD @IMIEZ&PNOJHAMACDE<KO@®
RDGG ?DN>PNN OC@ JK@M<ODJI<G <NK@>ON JA < KJK PK NCJK

Learning Objectives

3KJI >JHKG@ODJI JA OC@ MBEKT@N RDGG =@ <=G@ 0OJ

[ "@N>MD=@ OC@ A<>0OJMN OJ >JIND?@M RC@I| ?@Q@GJIKDIB < HQM>C<I?DN@ =
[ #Q<GP<O@ OC@ =@NO <KKMJ<>C@N OJ H@M>C<I?DN@ <NNJMOH@ION AJM KJI
[ '1CIIN@ <KKMJKMD<O@ KMD>DIB NOM<O@BD@N =<N@? JI OC@ KJK PK AJMH<O

[ #Q<GP<O@ H@M>C<I?DNDIB DIQ@IOJIMT <I? GJIBDNOD> NOM<O@BD@N =<N@? .
?@>DNDJI H<FDIB >MDO@MD<
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Setting the Context

+ $

2C@QAJGGIRMB? @A @MNH@ JIO@SURC<BI@RNIODCADMNO@EBNKG<IIDIBOC@
H@M>C<I?DNE@ MM <G@JIRRDOT? @ ANMDNKG<GNTIRT? OCEPM<OBJIIM N@ MDD N
KJK PK NCJKN DA@A@10 GJ><ODJIN

' OCDIN@ I<MDJIGP =G Bk G< NN A0 BMHPN D>H® @RDOC- JINPGOQD<GEJIPO
PNDIB < KJK PK NOM<O@BT 0OJ BMJR <R<M@ @ NN\HENDS QIERR-BENFIOON

7IP2P=@0GC@HGHE@ @® S>GPA@IHD CONO MNINOC@@ SAP ><I QD@BO
JIGDI@ C@@@KN KM@NN=JIANTEIMMIME KIKPK K

1. Merchandise Planning and Management for Pop-Up Shops

"3@16/<27APRC<Q M@ O<BEMAD@IDI>H? H<F@NQ<DG<ABNR:GER OHBM>C<|?DN@ @ >F=JI1@
JA<IT M@O=<BNIDI@NR >JIOMD=POIN® OKME?P>0DORE@ K@MAIMHDM D ><QIMWNP>>@NMC @
ORJFF@ T2 G @H@IMC @@ M>C<I?Big@ IDIBKMJI>@NN@CB@16/<27ADC253B>:/< <I? ;3@16/<27A3
IAA=@B;3<B/< 5 DOCC&P?B@G<I=PT@WPN\DIQIRNDMBKQ&>C @RMMAACIRHP>CHII@ TONK@I?

JI KPM>C<NB@M>C<I?DOKBNIMIQDXARD? @ GLINGP T @ Ia¥P @ O @ M IdI@R O<BBGWCENNIMOH@I10
KG<Il <NNJMOH@EDI>GP?@CIEK@>0A4BODOEIBNC<M<>0O@NMBEEDENIJI?P=AN@? NK@>DAD>
A<>OINRRECN=M<I?N-JGIPMNDU @R H<O@MD«@W>C<|?BR@B @G<IIDIRI? <NNJMOHG@E&IDIBRM@
DIO @ BMKEKJII@IOMOCEMI>PM@ HEIID @ NAINV @ O<DE@NI? R@ @ ASG @I >IMRNIHK<M@?
RDOCCKIG<IRH@<NPK@VAIMH<CEPIDROJI>FIRDOP<OL12IR@ O@MBB{@DOD INEHIODIAN @
M@LPDMEID@IT NGIRIQ@IOIBIMKIK PR @ O<[BHEMRNH<GBBe MDODIEGFHOIIIND? @ M<QDd

J=E@>0DQI@ DDH®M<ODADCKIK PKIK@M<GHL@+M @ <CITHR M>C<|?BiB8 @G <k1? <NNJMOH@I0
KG<I
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"3@16/<27A3RC<0O < M@O<DG@M ><MMD@N DI NOJ>F <I? H<F@N <Q<DG<=G@ A}M N<G@

"3@16/<27A3 C253B %:/< KMJE@>ODJI DI ?7JGG<MN JA OC@ N<G@N BJ<GN JA OC[@ NOJM@

JQ@M < NK@>DAD> ODH@ K@MDJ?

"3@16/<27A3 AA=@B;3<B %¥xJPOGDI@ JA OC@ NK@>DAD> LP<IODOD@N <I? >C4M<>0@M
KMJ?P>0 =<N@? JI| NK@>DAD> A<>0OJMN NP>C <N =M<I?N >JGIJPMN NDU@N <I? H<O@MD<

11C<KO@M R@ D?@IODAD@? ADQ@ J=E@>ODQ@N AIM KJIK PK NCJIKN

=;;C<71/B7=</: .JK PK NCJKN RDOC < KMDH<MDGT >JHHPID><ODJI<G J=E@>0DQ@ AJ>PN JI
<R<M@I@NN @IC<I>DIB =M<I? D?@IODOT <I? DIAGP@I>DIB =M<I? K@M>@KODJI 1@GGDIB Hs
>JHHPID><ODJI<G KJK PK NCIN 3RADEIDAD><IOGT G@NN@M DHKIMO<I>@

F>3@73<B7/JK PK NCJKN RDOC <I @SK@MD@I0D<G J=E@>0DQ@NM@ QJBA&@>NCBIDADDIBO @/
=M<I? >PNOJH@M @IB<B@H@IO 2C@ JK@M<ODJI JA @SK@MD@I0D<G KJK PK NCJKN DN PN
JA < ADNHE<MF@ODIB KG<I OJ =PDG? < =M<I? >JHHPIDOT

) @/<A/1B7=</JK PK NCIJKN RDOC < OM<IN<>0DJI<G J=E@>0DQ@ M@G<O@ OJ OC@ @>JIJHD:
>JHH@M>@ <>0ODQDOD@N RC@M@ N<G@N <M@ <O OC@ >IM@ JA =PNDI@NN JK@M<ODJIN

) 3AB7<5JK PK NCJKN RDOC < O@NODIB J=E@>0DQ@ @HKC<NDU@ B<DIDIB NCJKK@M DINDB
H<MF@ONc M@NKJIN@N OJ I@R KMJ?P>0ON =M<I?N 2C@T <M@ < M@G<ODQ@GT GJR MDNF
>JHK<ID@N OJ @I0O@M DIOJ < @R HKMF@O JM G<PI>C < I@R KMJ?P>0 =M<I? OC<O H<T G@<’
>JINPH@M C<=DON

<AB7BCB7=%k??DODJI OJ N<ODNATDIB OC@ =PNDI@NN J=E@>0DQ NIBOB®ORCIR IMAM @ O<C
KJIK PK NCJK <GNJ >JIOMD=PO@N OJ M@QDO<GDUDIB GJ><G >JHHPIDOD@N <I? KMJHJODIB (¢
M@?@Q@GIKH@IO JA OC@ <M@<

1DI>@@GAMBO<I @NN@ IQBE@H&MBIK PKNCIKRDOLIHHPID><ODXBIM@ SK@MD @HBE@=*GDQ@N
H@M>C<I?RN@IDIEI? H<I<B@H@PON>PNNBRDE&G>PB OCING@K PKNCIJKRDOGM<IN<>ODO&@BIODIB

<I? JIMDINODOPQBHIEG O HZRGIKIK PKNCIKRDOCGM<IN<>0ODIE@>ORUE@ND @0 D@ BB @MNCIMO
O@MK@M<OMI A@QR<TNOXA@R@ @FKJIK PKNCIKRDOT@NUBB>0DQG@GNMMIM A@R<TNDJ
<A@RJIOCN+<IT DINODOPOGIHFBNCIKBIDIOX Q<><IBK<>RDO& DIO@IODIDPMDIOGJIIB@M@MH
O@I<IGDCRBIC @M PKIK@M<OBSIN@KG<II@ARINDCM@IEDSJIOCN2CDRC<KORINEG>PN CIJROJ

?2@Q@GIK HOM>C<I?DN@ =P?B@O <I? <NNJMOH@I10 KG<IN AJM O@I ?<TN AJPM R@@FN <I? NDS HJI

1.1 Merchandise Budget Planning

2CAN@G @B M>C<I?BREOD G<BRO<ODA@M@ | ODENDBM@IKIJIOC@MNOM<OQBDHIQ<ODQ@
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1.1.1 Merchandise Groupings
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1.1.2 Advantages of Classifying Merchandise
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1.1.3 Four Key Operating Ratios
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Stock turnover rate = Net sales/@rage inventory
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Stock-to-sale ratio = Beginning of month inventory at selling pricetdl sales for the month
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GMROII = Gross margin in dollars/Aerage inventory at cost
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Sales per square foot = Net annual salestdl selling area in square feet
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1.1.4 Markdown Strategies
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1.1.5 Creating a Six Month Merchandise Plan
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Here is an example of a six month sfendise plan.
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1.2 Merchandise Assortment Planning
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2. Pricing Strategies for Pop-up Shops

2.1Traditional Retailer Pricing Techniques
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2.2 Selecting Pricing Strategies for Pop-Up Shops
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3.Inventory Management Strategies for Pop-Up Retail Operations

3.1 Establishing Inventory

3.1.1 Open-to-Buy (OTB)
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3.1.2 Purchasing Merchandise

2CaOM@eE@AME@HRMI<>CENPTDIB@M>C<I?BINUK PKM@ QXIEM<OR@K@I?DIBOC&E@>0DQ@N
$IMD S<HKGEHHPID><OD XHG@ SK @ M D I BKED O< DISEINGNT @ @O KM@ KBR@Q <RNENKGEON
GDHDE@ZP?P>xQINJMOHEXO RCDGEE@ NGIPEDINODOP UK BM @ O<FI@d/Ad @O I><M@ANEBI@>0
KMJ?P>08 @H<? @ Q<DG<2E@ JOCEH@ GGAIEPNA < KIK PKIK@M<ADNI@GRKAINDIQ@I0JMILPD?<ODJI
OC@| OCAMDA RIPG? =@ ?@QBCIQ3I B P KM@N@IODIB <G@DXI@HAGNMAINND=G@

3.2 Controlling Inventory
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4. Logistics and Pop-Up Retail Management: Challenges and Strategies
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Chapter 11: Marketing

Chapter Overview
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1. Introduction to Marketing
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1.1 ProducTactics for Pop-up Shops

1.1.1 Crossing Over with Another Brand
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RDOCJPONMPK@IEXT OJ ?<IK@M<QIADCA@SDNMNXB @0K| 1@ GHI<N-MDBDI{GDHI@TNCIK PK
NCIKQ IMF?<G@KKDIED IOM&PI>C@?DHDO@?DODWDHI@ TJI@a PNDIB@AA=DI@/<27<RDOC
3I>GR@ONRA<HIPKK<I@NMN@@ @NANCH@CDR@NNEIMIR<NIIGT<Q<DG<ABIR?<TDI+<T

2J >M@ @M >FQEN-MDBDIHDHI@THNGTNIG? >JI@K@EUPNI <ADMNO >JH@ ADMNINEEICI@EID ?
?@NNECIEKINO@2IPOQCG@DHD@®ROBJII@I! 'INO<BM<H? M@>@DQ@GDF@Na < GJIBLP@PI&
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K@JKEQODIBCIMNK@>BA®@'1>IMKIM<OBKEK PKRDQAIDC @MKI?BM5J><€PN DI @ NNEHE BJI?R<T
OJ DIE@>0 AM@NCI@NN DIOJ OC@ NCJK

@=AA=D3@ @/<2/~<GNJ FIJRI <N >J =M<I?DIB DO DN < NOMQOGIED XD ORG RIAIO
=M<I?N EJDIDIB AJM>@N OJ >M@<0@ < I@R KMJ?P>0 JM N@MQD>@ DI?D><0ODQ@ JA =JO¢
<KKMJ<>C JK@IN PK <I JKKIMOPIDOT AJM JI@ =M<I? OJ DIOMJ?P>@ DON KMJ?P>P JM N@N\
<IJOC@M =M<I?

$DBPM@#Q<cN -MDBDI<G ICDHI@TN <IlIJPI>@? < GDHDO@"?

@?DODJI JA DON >MJINN JQ@M KMJ? @ONRBOQCBHIG @ 2
7IMF?<G@ KJK PK NCJK JI 'INO<BM<H
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1.1.2 Creating Excitement with OPullO Marketing

.MDIJM@N @ EMNEP @R C+B3:MF @ OIB/I<O @B @N
OCid@ ST ELC<IB@’DM@>AMIFKPNCaJ
"KPGGd? NPBB@NIO@EIINPH@MNAOD<F&EMO
DI >JHHPID><OD3l? <?Q@MODNDKSPKN ><|
=@I@ABRIHNP>C KPGGH<MF@OMBM<O@BT
<GGJRDIINPH@QMN C<Q@ ?DA@M@ICIKKDIB
@SK@MD@AI2@@NEIKNC@D?@RNOJKPADC@
>JINPH@ MNDCED@@IN® <C? G @ @BUP>0C@
KMJ?P>OKNF LP@NODXN @IEJTOC@M<I?
@SK@MD@%@|@M<GR@<FDIBOC@KJIK PK
@IQDMJIHGNTIPGZ@ @SK@MD@HODLEBHBCGT
<POC@IOIHK<M@®JOTKD>M®@ ONDEKRC<KM@
HIM@@1@MIK PKNICIPGGHIM@IDLP@IM@
API <1? JA@M NJH@OCDIB @SOM<

$DBPM@!JINPH@MN <OO@I1?DIBNLKJKE PK NCJK <O 1.1.3 Selling Feelings Towards Your Products
$<DMQD@R 1CJIKKDIB +XEEIIQJ G@<MI <=JPO DON G<O@NO .1
B<HDIB >JINJG@ <I? <>>@NNJMD@N 1IPM>@IIB 7 )@! 5JK PKNkM@O<GR<TH@<IOA<>DGDEEE<G@N

OM<IN<>0RAO@T><l =@PN@2T >JHK<ID@®J

M@ DIAJMADH<B @W@ Q DOKsORMIEN<I?NIM
AD3<H<B@M<I?No DOGCIMNHDI? KJK PKNCJIK<I =@N@RK>M@ <OBQ&AH @ S>DCOPBH@HIM<=G@
KG<X@r<KOPME@OMXB$IMA S<HKGI@(JCINJI KMIHJIO BOKG < AM<BM<KM@ ?P>DINOR 7 IMFDOET
>M@<ODKIK PK=JPODLR@IN@DHR<NOJ N@B®@ @GDEBN@H6G<?@PODLPARD<OP¥MEPGOD N@INJMT
DHH@MNEQ ®10 @M<>@BR@V DI NN@IKK @QRIND | <=GEPN D (IMARMO GBKG IM@EM<I? OCAROM@
DIQDO@@ SK@MDIERQ@ |®<=a RCD>BE@<OPM@PGRB<GGIPNDIB =<>F GRe@ I0&P?G@N!
(JCINJI @1>IPM<B@@RIHN D CINC<MIZ @@ BK @ MD @ DN D+ ?DRNDIBDC@<NCOHR @ G%G<?@
$SPMOC@MHIM@ < N@>JI? =@CDI? OC@ N>@I@N QD?@J R<N N7 23 SE<IB@G]I %G<?@c

1.1.4 Making Your Product Available for a Short Period

JK PKNOC+<M @ <Ol@ INEPE @ I>PPNP<GE&DM<HOPH@ MRO @ |XIB @OC @MK<T<QDNDB@1@M<G
NCINBEDA @ MKKIPKNCJkK<| B@|@MAD@ VB ? <OOMPINOJH@MN D@NGJIIB O @ME MMJIIDC@DM<G
H<MF@OQIBIOAQD@RBJJI? @S<HKS@=-@N@ @MJIB8@O028E@R &IPMOIJMOK@IOMEIB?Jl  3)
2CDNJ=DEG@TH@IRGPORWI1?IMM@<QEIK PKNCIKOC<ENOQMIGTND3<TN2CMIPBCH<MF@ODIB
>JHK@ODQBIH OVBE@NDGS J><4E1<GENDI@NN@®HKIR @ N 2TA0 C @BIOM<IBLIAOCINTIKMIH
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<H OJ KH AIMIGT<?<T 2J >M@<ON@ INIAPR @ 1>TD 8 @ OKFEEN O M @EBMIN C M D 296 M<|?
JK@IDIB 0J?BW<I? >GJNDIB OJIDBCO a

-@ JAOC@NIEEPNDI@NRKGINH 4 D=@2CDNM<IX>CD@ M@ JIM? =M @FBERND @MW O D>D KBTI B
&JIPMLOIM@3H &<M?G@NRI?@M'<H 4 D=@NkD?2 <FDIBK<MQ D8 @ OO G @3PMOJINRE@\< ?M@<H
>JHE@MR@@ CJIPMOJIFERIOEPNBD Qi KCTND MG >S@GIDM<A®IHDB<Q@@< CPB@IM<GA@NO a

1.1.5 Creating one-of-a-kind Pop-up Shop to Help Others

2M<?DODJI4GE PKNM@IHHJIIGTPN@=2T H<EIMM<I?NDJ<OOM=PROJH@RIIOOCEGODHBIBNA
DI>M@<NIXB @NR@Q@MKMIADIB<IDU<ODIMI@R O<FDIB?Q<IO<BEAOCEIK PKNCIKJI>@KOJ
KM<>OD2@VAKCDG<IOCMINIQ S<HKZ@@&<Q@IDBCAC@GAMRT AIH@QG@NKK@2JRI 1JPOC
AMD>N@RK< O@HKIMAOM@A@IM @3 @D ODUBIKD @GJOCDHBNRDIO @i @NNIMPERIH@G@NN
K@JKS@DIOPMI<F@C@DHEPHCIINRBC<OC@KIODI< GI><OMRT @ @@ &EAIMO<<B@<HDGD<M
RDOC _ OC@ NOM@ @O

1DHDG<RGCEM@I>DEHOM@KMRI@RKRKKIK PKNCIKAG @@ JKSRTKMJI?P>08<BRTDNOMD=PO@?
?DM@ICTKIIMDIOCEDOT @S<HKBICKIK PKNCIRKIM<>F D?@NIE*JI?Jl 3) OCLINNB<IDU@?
=T1I><MG@@XI<MXKI? IC<MGJO@B @M5 @?@>D?@C<RaEPNBI0@OF>M@ <@ <EOHKG&RO<GGT
OM<INK<NHI?T@BJIMC<MDOB8BR® IB\N&TNVI<H@ KIC @ O | O PM@@D =GN P>> @ N IRERID SK<INDJD
JPMI@HJIPE® <GNIK| $M<I>DN2C@N@ JA < FDRIK PNCIKEC<TRGCGRCAQMN @@ 1@ M<O@®10DJI
JAOC@ H@?D< <I? K@JKG@ GDF@ OJ NKM@<? OC@ RIM? JQ@M NJ>D<G H@?D<

Did you know that?

[ 2C@ ADB®3B (B3®N =JMI DI I<K@RR 1JPOC AMD>< DI (<IP<MT  1DI>@
OC@! HIM@ OC<l 10M@@0 10JM@N C<Q@ KIKK@? PKDI >DOD@N <MJPI?

[ 5<0>CRD?@J >GDK <=JPO OC@ 10M@BPS@O0IM@ JI 7

1.2 Promotional Tactics for Pop-up Shops

1.2.1 Listing in Online Pop-up Directory

5 DOCJRB@MH<I@®><ODHUK PKNCIKN<T =@?DAD>PGIADI? 1JH@KJIK PKNCIKNI@>@BGRQERISQ@
OMED@ Q@ CJIPBOC @XM ®@GENHIBII?N'l <??DODJIC<I?DIBIPOAGTAMRCEOM @@ @MODNDIB
DIGJ>d@RNK<K@E&M PKN<I >JIND? @MNODEPMNDI@NDIG@M @IK PKNK@>DWBEBI@DM@>0NM@N
@ S<HK@E @M@ @M N@K<MSDIDMIBDC@K3K 0@KP=GD#N@>CIPI@MBIEK PKN>MINDC @
3IDO@7? 10<O@N



CHAPTER1: MARKETING 150

$DBPM@.JK3K 0@KP=GD&3IGDI@ ?DM@>0JMT

1 <I<?< OC@HMEGNIGDI@DM@ >0 IMB@NEHD JIKGE> <A@ ?OMP>£I4 JOC@VIK@AKIK PKNRC@
F@T OJ NP>>@NN DN OJ C<Q@ < ?@0O<DG@7? >JHKM@C@INDQ@ GDNODIB OC<O @IOD>@N K@JKG(

2<=G@ | @S<HKG@ JA <>JHKM@C@INDQ@ AJJ? OMP>F GDNODIB
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B3;A B=7<1:C23 7</>=>C> :7AB7<5

#/:3 =4 .,
OCA7<3AA I "@GD>DJPN $<NO $NP2F

3A1@7>B7=< (JCI R<N JIOJ NJH@OCDIB NK@>D<G RC@I| C@ ?@>D?@? OJ LPDO CDN =<IFDIB EJ= OJ =MDIB >
iy OCA7<3A_A 0J OC@ NOM@®WON J2C2@ ?@GD>DJPN >PDNDI@ AMJH ! "@GD>DJPN RDGG NPM@GT )- TIPM
B >M<QDIBN 2C@ BIPMH@®BBRAM@ 0G@AGEB@1? RDOC >M<UT N<QJMT JKODJIN

(B/@B /B3 "@>@H=@M

<2 /B3 "@>@H=@M
=C@A =4
$>3@/B7=< <H OJ KH
1=1/B7=< 'l AMJIO JA ,JMQIMF | @IOM@JB® 10M@@0
22@3AA 7 JIB@ 10M@@O MOAJ<MDJ +, *
i@ s7<  (CI1HDOC
}23%\123 COOK RRR>?@GD>DJPNA<NOAJJ? ><
5;11223332;/ $<>@=JJF >JH <=>?@GD>DJIPNA<NOAJJ?

JK PKN><| PKGIRCJIOJIRND? @< @Q@N @M QD QRNF @ C@DM @>GINICHI B @O OM<>QDRGNJ
RDN@ OJ DI>GP?@ %.1 >JIM?DI<O@N <I? H<K DIAJMH<ODJI OJ C@GK QDNDOJMN GJ><O@ OC@ KJIK F
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$DBPM@%.1 <I? H<K DIAJMH<ODJI <=JPO < AJJ? OMP>F

0J<HDIB&PIB@MNI JIGDI@IMO<E HI=DGKKRC@M@I?OMP>FN <?Q@ MQIINEDM
=PNDI@ NHIBND CHIN @ <M>XANGDI@<O<=<N@ J><@@ 20 MP>BNIMOH@MD>2CDNDO@
C<N B<DI@? KIKPG<MDOT NDI>@ DO G<PI>C@? DI

[ *@<MI <=JPO CJR 0J<HDIB &PIB@M C@GKN NOMPBBGDIB AJJ? ONIR>F JIK@M<OJVM
IB@G@RE@N <MOD>G@

[ 5<0>C 90@MAI@R 0J<HDIB &PIBI@AWPI?@M JP2P=@
$DBPM@+<K NCJRDIB GJ><ODJI JA AJJ? OMRERR Q@M
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1.2.2 Reaching the Mass Market Through Traditional Media

$DBPM@ 1<HNPIBN KJK PK @SK@MD@!>@ >@I0M@ DI &JIB
)yJIB LIPM>@ !! 7)@15 JIB

GOCJPBCC @HK<>IA OM<?DOBINQ@ MODNDMBNP>GENI@RNK<K@INM?DJA? 24 C<N-@@IM<NOD><GGT
M@ ?PN @>@E<NIN @V 8O PEIE ARS?Q @ MO DNDEBIMA S<HKR@@1L<HNPIBS<PI>C@@MG<ST
1 N@VB@NVOKCRING?RDRE<? @NEOM<?DOBIBZEZKMIHIME@NK PK2 SK@MD@IKBI@JRI

$DBPM@ 1<HNPIBAN <?Q@MODN@H@I0 JI OC@ =<>F >JQ@M JA
, @S0 +<B<UDI@ &JIB)JIB 1JPM>@ !! 7)@DB
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1.2.3 Taking advantage of the OFear of Missing OutO (FoMO) Phenomenon

JK PKNKM@AO@I>@ DI < GDA@EBEBHEDPID@u@IH@xI? BJ LPD>FGA>JINPH@MRNN@C @K@
PKNCIKMDC @EMJI=<=RIPG?Ic=-@=G QI SK @ MDudiegB <D@<NDGDNJOPI>JHHJI ON@@INPH@MN
AGJI>FDIBOCKIK PKNCJIKBI>@OC @@ <tHIPQ@C@®SDNO @IMRIINPH@NMN=@DI OC&JRa ><| =@
DHKJIMOBIOC @IND =0 M>REODRNK<MOD>P OMIREI@ NJ>D £@) ? IKG <OAJ MDD G INDKIIBPAIMH<ODJI
NC<MBiBJIB AMD @4PN>JGG@<BPIRN@K@IKGHR & @NMND<AJIODIP<GAT@>0 RRCAC<OOC@MN
<M@DIB<I? <M@AM<DMHDNNDIBAI OCE@O@M®@ 1T PKNCIKA| OB@OCIN@ IKEB@Q?@HIJINOM<O@
OCDN "$@<M JA +DNNDIB -POa $J+- KC@IJH@IJI

3/@ =4 "TAA7<5 $CB ="$ >63<=;3<=< OC@ PI@<NT <I? NJH@ODH@N <GG >JINPHDIB A@@
OC<O TJPcM@ HDNNDIB JPO _ OC<0O TJPM K@@MN <M@ ?JDIB DI OC@ FIJR <=JRO JM DI K
JM NJH@OCDIB =@00@M OC<I TIP

Did You Know?

[ NOP?T NPBB@NO@RABTGAGT OCM@@ LP<MO@MN JA TJPIB <?PGON M@KJIMO(
@SK@MD@I>@? OC@ $J+- KC@IIJH@1JI

[ $J+- R<N <NNJ>D<O@7? RDOC GJR@M I@@? N<ODNA<>0DJI HJJ? <I? GDA@ N<OD

[ $J+- R<N MJ=PNOGT GDIF@? OJ CDBC@M G@Q@GN JA NJ>D<G H@?D< [@I|B<B@H

J

-

| < BMIPEAQIGPIO @EAGGNDFIG<I2M@<0@RO<PNEIO< AJJ?><MID@BG<O
O<F@<>@IPIODH@N@<M@=MP<MIT PBPNQI? ,JQ@H=@N@NO<PNKIO@I<=G@N
DI?DQD?F3HI@ <GDL@P® <BIMPKJI@ ?<KJIK PKM@NO<RNBEBBMGJ><ODH}I? C<N
NDI>@ @SK<I?@? BGI=<GGT
[ .JK PK M@NO<PM<IO "0<AB<RsiRIfa
[ 5<0>C < 2#'SMFRD?@J >GDK <=JPO 0@NO<PM<IO "<T DI $DIG<I?

[ 0@<? <=JPO +JIOM@@NO<PM<IO "<T
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1.3 Pricingactics for Pop-up Shops

JK PKN><I PNEMD>BIB R<TIJAKOOM<>ADIRJHHPID><OBIBIA @K KIJIO @ | OISIKK@NDJ?<NMM@0O<DG
@IQDMIIH@IO KMD>DIB DN < >JHK@ODODQ@ 0JJG OC<O M@O<DG@MN ><I PN@ OJ =@OO0@M KJINC

1.3.1 Pricing Objectives

2C@ADMNODKKMD2@ Q@ GIKIBDEI® |? @ MNOH@NKMD>DBE @>0DXAK PKNCIK<| =@<O@BJIJMDU@?
<N KMJAIMD @10 @z @D @10 @Pa0<OMN) JIMD@I0@ECE&E@>ODQIAIABPRRNDHDU<ORIK PKN
NCIPExQ@>G@KDb>ORM @ O C@HIMAOMP>PMIL GMDK® @HDRPEOC @kI >CBf@! OCEC@M
C<I? DAOC&>PNNI ?JGGIMPIDBMIROCC@CIPGPKMIHIODIAN <GNIMDO@@DM ?P>DIN@MQD>@
>JHK@ODODQ@GT 0J B<DI HKMF@O NC<M@

JK PKNCIKRCXxQEK@M<ODBARE M<DNPN @ NG DHD B@Z?P>0BdK <>DIMG<=JAWPKKGI<T R<IO
OH<DIO<DICONDA QM 2C@MA<T R<ICOXMDL@@DM ?P>INN @ MQDIFN KEH@ @TE@HK@ODODJI
H<DIO<DI OC@DM >PMM@10 KMJ?P>0DJI IM N@MQD>@ G@Q@GN

1.3.2 Price Level Policies

-I>@ OCKaMD>JHE @>DI@0 @ MHRIE PKR<| N @I GIMD S@ KA@ED>N@M XD CMNBDEOCLPEMI?P>0N
JMN@MQDB=@NIND? @k @N@A 1FDHHDIEKMD>DIB&4RCD>0C @l DOBi(BD K@D I OMN @P@NDBE@AIM@
C<QDIBM<?PKMDM®@ ?P>@xD @MPH@MCI<MEQ IMHDNNDIBEAMQ@TKD><ABIGDIR<T<KM@HDPH
0J J=0<DI OC@ HINO OM@I?T KMJ?P>0ON JM N@MQD>@N

'AOCKIK PKNCIKNM@MTDIBB @NH<IT K@ JKSKKINND<E@ SK@MD@ @@ ?NOC @RI H<F@N@
JA".@1@OM<@DID>DIBE&RCD>0CKEMDBEE G®ODADEIRIFGMD BCKEMJI?PBIOMJI?P>EBAN@C @ JR
KMDK@DI9<| <GNI@N @ AL O CKVIJ ?P >IN @ M QRME@H® G<OBBF@RIT O D C&INPH@MNDOAN@ON
OC@ K@M>@DQ@? MDNFN DI NP>C FDI? JA KPM>C<N@

1.3.3 Full-line Pricing and Prestige Pricing

"$PGG GRNMD>DIB@ AQIIE &M @N @ | OFBINGIAKMDKEDIOM< KMI?PAIHDGL @1 NCIKK@VNO
C<Q@NOMIKM @ A@N @& K@M OD>REIMP>OCARIPGDTKD><IBIO CED??GIED<HJIIB OC@0JJ?a

T @O00@WPa @NAEMI?PN@ G@>BI@NEASPGG GRV®>DHE C@ BHK PKN@ OB @4B@C@DM@I10IMT
G@Q@GN

1IJH@KIK PKMEK@M<S@PSPMNI<I?NRC@HA<TPN@V@NORBE@>DE&RCD>0CKMDM@ H<WNBOGG
OC@ ODH@N DI IM?@M OJ H<DIN«M @EOPHK{NMF@O KINDODJIDIB

1.3.4 Offering Free Merchandise in Exchange for Social Currency

.MDIM@N @3NsT>-DH&E ?BN>PMM@CIN? @ HIINOMNI@B D ADKIND O BN @ G <@ DR @XAN GNP?
DI>M@<MEFIHH@M>@IND?@MOIDE<P>CIAOCE GG @I BLH@M<OMID>0 A=17/1C@B@LG KIK
PKNCJK&<I >JIND? @@ MBKBOMIA @@ M>C<I? DN@5>C<IBA@ND C GIRE @OKINODIBN$<>@=JJF
'INO<BM<H <I? .DIO@M@NO
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(=17 C@@&1GOC@ @SO@I0 OJ RCD>C K@JKG@ NC<M@ OC@ =M<I? JM DIAIMH<ODJI <=,
K<MO JA OC@DM @Q@MT?<T NJ>D<G GDQ@N <O RIMF JM CJH@ 2CDN NC<MDIB C@GKN
PIDLP@ =M<I? D?@IODOD@N <I? @<MI K@MHDNNDJI OJ DIO@M<>0 RDOC >JINPH@MN JM

1 OC® +<MX(<>J=NR<NOMTDIBKMJIHJ@@NDNTM@<AM<BM<INAK<MIBDOPGOD A<&OIE@ ODIB
><HK<DB#+<M>(<>J=NN@RK< ?<T BE33B6=>DI*JI?Jl 1CIKK@MRGRPM>C<BI@?NJIGTRDORI>D<G
>PMM@+TTPNDIBC@G<NCO<B<DNT!C<DI 2C@<GREBJI?NOC<QOPG2@ S>C<IB&IMIJI>D=BMM@I>T
R@IGK<NNCIKK @B IM@XNMDO D C @ GNP EN<??DIBDH<B@MNQD? @G DKN>IM?DIB F<M>
(<>J=NOC @3 >TAOR@KEIR<NKM@>@Z@3IND? @ M<HIBIQIAKM @NIQ @ M<BIGC TK@MDINDC @
NCJIK JK@IDIB

) E33B (6=> < O@HKIM<MT M@O<DG @NO<=GDNCH@I0 DI RCD>C NOJIM@ QDNDQ®JIMN ><I N
H@M>C<I?DN@ JM N@MQD>@ =T OR@@ODIB < H@NN<B@ <O OC@ NOIJM@ PNR<GGT <=
KMJ?P>0

[ 1 )@GGJIBBN 1IK@>D<G ) @NO<=GDNC@ADHBRDIEBAE@O NCIKa <N K<MO JA L
NJ>D<G H@?D< ><HK<DBI OJ KPNC DON @IOMT DIOJ OC@ >MDNKN H<MF@O

[ 5<0O>C OQDR@J <=JPO OC@ +<M> (<>J=N OR@@O NCJK DI *JI1?JI

-

1.3.5 Turning ShoppersO Social Currency into Discounts

H@MD>A<NCDIM<I21@.D@>B@1@2KJIK PKDI,@R 7IMEDORC@M@JIKK @GJICPDN>JPIQRNOCC@DM
NJ>D=BMM@ISFM@<Q@@D @>@) @ @ KIEMN@ =B =<NN<?BNINO@HRCD>EPNOJH @M >0 @C @ DM
Q<MDJIRN-DH®D ?DB<>>JP OB NO<=CRMEEMB MIBRIAGP @ i Q@MTAJGGIR @KIIKK @MN <MI

OJR<MET @PW>C<RKIDJ 1CIKK@MN>C@*BFCRIMQIROC@INMD=MHI@>0OD3TPNDIBI JIGDI@
><G>PG<O2M>IGGC@S@NINMD KNG IKKDEDN>IPIICIKK @IS J<? NC<ME@DH<B@I OCEHCIRNDIBC@
NJ>D<G>PMM@I>T C<NCO<B
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1.3.6 Trading Friends for Free Merchandise

$DBPM@-1@.D@>@cNIJ>D<G>PMM@I>T ?DN>JPIO
~<G>PG<OIM T NJAOR<MED @ GIK@N N@RK < KIJK PKNCJIK

><GG@ JJODLP@M ?<TNDI PNODP@S<®IKMJHIO@
DONJ>D<4BE@?D<KK 'l OCDNIK PKNCJKJJ4JJ JIGT <>>@KE@PH@IOI OC@IMHA AMD@DN<
QDNDRRIMJII MINOEIMA S<HKG@&D>W>JO@F&IPG?2INOC@DNDOIJM AMD@I1?Na@I|>JPM<BDIB
DIAGP @ XM 0@ @DAIJ AMD @AM @ M>C<I?[IBK@] CIK@ACHDIKE@GRKM@BCRIMXI? B@O
JOC@VBRIOI OC@JWKMJI>D<G I@ORJIMF

1.3.7 Accepting Kindness as Payment

1@O00PK< 2R@@0JIKa0JGC A ® JIK@B>C<IB® @@ M>C<I?BR@OR@ @8IN-@< BJJ? O<>OINK<MO
JA< =M<I'NNJI>DH@R ?D<HK<DBIA IB<IDUEBEMIK@NMEDNI =@PN@=2T < =M<I0DIKMIHIOGGVKIM<O@
NJ>D#ME) NKJIIND=RIFAFKHK G® G @ @WRN NFDI><M@<| 2<GG@PHKG @4 ?DAOMQ@ | ODNEREAD C @
>MIRZBIDG@QAWIFBOCEADI?’"NIDHKG@AK PKNCIPBI*JI?J1  3) =POR<NJON@GGEMBIIHIOBIE
NK@>Dan3?P>08@WMED @<QDND@UIBR K PKNCIR@MEAIFG2M@AGRI@C@HN@GCR@EAPO
OC@DM <>ON JA FDI?I@NN <I? <GNJ NPBB@NO R<TN OJ H<F@ OC@ NJ>D@OT =@00@M
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1.4 Place Tactics for Pop-up Shops

1.4.1 Collaborative Pop-ups: Selling Together with Other Pop-up Vendors
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1.4.2 Setting Up in an Iconic Building
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1.4.3 Piggybacking with a Reputable Bricks-and-Mortar Retailer
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1.4.4 Collaborating with a Shopping Mall
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1.5 Customer Service Considerations for Pop-up Shops

1.5.1 Hiring Approachable and Friendly Staff Members
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1.5.2 Ensuring StaffOs Compensation Reflects the Pop-Up Business Model
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2. Social Media Marketing: A Key Factor For Pop-Up Retail Success

2.1 Marketing Opportunities Presented by Social Media
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2.2 Live Video Streaming
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HMes 2.3 Selecting the Right Social Media Platform
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[

[

-

-POJA =DGGDJI K@JKG@ JI OCDN KG<I@O OC@M@ <M@ =DGGDJ
=DGGDJI <>0DQ@ NJ>D<G H@?D< PN@MN

1JH@ M@O<DG@MN ?DNKG<T < 1@MQD>@ *@Q@G -=E@>0DQ@ 1*- J
$IJM @S<HKG@ 0JT<G "PO>C DMGDI@N )*+ @CIRK@38 0J M@KGT RD
HDIPO@Na Jl BORQ@M <>>JPIO <I? OCDN IPH=@M >C<IB@N @Q@MT H

2C@ OJK NJI>D<G I@QORJIJMF NDO@N <N H@<NPM@? =T <>0DQ@ PN@N\
PN@MN 5C<ON KK =DGGDJIPN@MN $<>@=JJF +@NN@IB@M =D(
HDGGDJI PN@MN @P&<O HDGGDJI PN@MN

'l I<1<?< ORJ JPO JA OC@ OJK @DBCO M@0O<DG =M<I?N C<Q@ JQ@M
QDNDODIB @S>GPNDQ@GT AMJH < HJ=DG@ ?@QD>@

"@Q@GJIKDIRME>ODQ@ 1J>D<G +@?D< +@NN<B@N

10@MI@

oC@bM
DCDI 6
DIPO@N

IN <M@ ¢
5GDJI PNC

JA OC@DI

J

1@O0O0PK NJ>DH&E) ?D=>>IPIONY <NIPO-M @ <Q@¥E) > OB QBN < BRI N J | DI INPH@ WK =@X
>C<GG@IBDIB O<NF 2C@M@ <M@ H<IT OTK@N JA >JIO@I0 OC<O KJIK PKN ><I NC<M@ JQ@M NJI>D<G

2<=G@ 2TK@N JA>JIO@IO OC<O ><| =@ KINO@? JI NJ>D<G H@?D<

) G>3A =4
=<B3<B

3A1@7>B7=<

'INDBCO

JKPKM@O<DG@MN ><| NC<M@ OC@DM QD@RN OJR<M?N DI?PNOM TAGAND BN RONB@>DABNIIHK@
DIQDO@ 'lAGP@I>@MN JM )@T -KDIDJI *@<?@MN )-* OJ NC<M@ OC@DM DINDBCON <N R@GG

#SK@MO

K M@O<DG@MN ><| =@ @SK@MON DI OC@DM DI?PNOMD@N OC@T ><I <INR@M LP@
QD>@ <N M<DN@? =T >JHHPIDOT H@H=@MN

NODJIN <=J

'H<B@N

JKPKM@O<DG@MN ><| NC<M@ KCJOJN <=JPO OC@ DM A@RRMEIN P2 M-NGNBRID KANTA
=@CDI? OC@ N>@I@N DH<B@N OJ B@O K@JIKG@ @S>DO@7? <=JPO OC@DM JK@M<ODJI

"<O< JKPKM@O<DG@MN ><| NC<M@ DIO@M@NODIB NO<GPNOIIMIKKMIPR-0C@DM DI?PNOMT

$/N

JKPKM@O<DG@MN ><| KINO AM@LP@IOGT <NF@? LP@NODJIN OJ C@GK >PNOJH@MN G@<MI <=JP(
JM @IEJT OC@ N@MQD>@N

2J H<SDHDWYRPD @M@ <KIK PKM@ O<DLIBGMND? @M DIB/A6B/5AD10CADINDE@ ?DKINODIBE @

%JIBGIRARKDOM<?@ T %JIBG@aK PKNOIMD@@R 7JMBEDOT

" KIKPKNOJM@a ,7'a R@ME@RSO@INDGEEANIND K@ ?DKINODIRE @ @1 @ ADEH6JJB G C 4D

>@MORRBINCOMNIN-GN %JIBG@a



CHAPTER1: MARKETIN 164

><| @<NRPGBTXGHGDI@IQ@MN<CDIHM B@ G<QIACBNK PKNCIKTN@<M>CBTECKR COJIBIRRDOO@M
<I? JOC@M NJ>D<G H@?D< KG<OAJMHN

/IA6B/5 <RIM? IJM KCM<N@ KM@>@?@7? =T < C<NC JM KJPI? NDBI <I? PN@? OJ D?@I0D/
JI < NK@>DAD> OJKD> JQ@M NJ>D<G H@?D<

$DBPM@ 1@<M>CDIB NJ>D<G H@?D< >JIQ@MN<ODJIN PNDIB <
>JH=DI<ODJI JA C<NCO<BN 1JPM>@ !! JIE@I5

JK PK M@ O<DNEI@RI ? @ MNOQICIDI>D @ ?DINJO < KM@MID G @ONEIO HOM@EIPM @<>CBRIB
=DBBEMORINAK@JKEH@D CE @M@ @<DON=IP@|B<BDPNOJH@MIDQATRPGGIIB @M O
>JIQ@MN<GIVKIK PKRC<M@<QDIBEJDIKMIHIORDOIDC@M<I?NOC@ICIPGIIND? @IMNOMD=PODIB
OCaADMD >M<AREGPM O BN <8 INDC GNIDM <O BB AWIND £&) ?DC<I|@ GNR@GG? IJOEPNO
OC@DM JRI

Tips for Microblogging
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3. Developing an Effective Multi-Faceted Marketing Campaign

3.1 Campaign Management
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3.1.1 Goals
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3.1.2 Target Audience, Motivators and Key Messages
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3.1.4 Tactics and Metrics in a Campaign Calendar
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Part 4. Practices and Strategies for Pop-Up
Retailing - Support Activities

2CDK<MINOC@JJF RDGIPOGDI@&@??DODINIKKIMSO DQDR@EPDMIEKIK PKIK@M<ODIHGP?DIB
=P?B@0IND?@M<OP@R<+80 0 GIPN<IM@NIPM3@NCIIG3BT OCRIGIADIIIQ<ODDI>M@<CIBB@<0
@SK@MD@I>@

171



Chapter 12: Budget and Finance

Chapter Overview
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1. Budget Planning for a Pop-up Shop

1.1 What Should You Budget For?
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1.2 Costs and Expenses Involved in the Set-up, Operation and Take-Down of a Pop-Up Shop
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1.3 Evaluating Financial Performance
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2.Financing Options for a Pop-Up Retail Operation

2.1 Formulating a Proposal to Pitch for Financing
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2.2 Financing Options for a Pop-Up Shop

2.2.1 Personal Sources of Funding, Loan Finance, Equity Finance and Trade Credit
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2.2.2 Applying to Government Programs
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3.Pop-Up Shops ad_ow Cost/Low Risk Venture for Retailers

3.1 Pop-Up Retailing Trend
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3.2 Pop-Up Shops as a Channel for International Market Entry
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4. Pop-Up Shops as a Branding Strategy

4.1 Pop-Up Shops and Brand Experiences
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4.2 Pop-Up Shops as an Event Marketing Tool
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Mini Case Study
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Chapter 13: Legal Considerations of a Pop-Up Operation

Chapter Overview
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1. Types of Insurance Required
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1.1 Commercial General Liability Insurance
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1.2 Contents Insurance
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=@DIBP @1 @HKGJT @i@Ih MEre MCKIGD>VDQ<DI@PM<I>@ =@KPM>C<N@? <GO@MI<IRIQ@
>JQ@M<B@ DA OC@ EJ=MIG@ DN @S@HKO@? AMJH H<I?<OJMT @IMIGH@IO DI 51'

$DBPM@ 5C@I TIP M@IONOIM@AKIIRCGIMRNGG@LPDNKEDIC<Q@HH@M>D% | @MB&=DGDOT
DINPM<I>@
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1.5 Building Property Insurance

.MIK@MIDNPM<IK@JO@O&DG?BIB @LPDKHE®GGNAPMI<>@ <DNMII?DODJIEIP@MDIBA@K<DM
JMM@KG<>@HR@EDIADMIBOC @@ MRGRRO TKAKJIGDBMNB @|@M<BBIC@@NKJIINDIACODEIK PK
M@O<RGENWOTK@ JA DINPM<I>@ DN B@I@M<GGT C@G? =T OC@ KMIK@MOT JRI@M

1.6 Tenants Legal Liability

'ATIPM@IDG @ <N >&MJIPMPNDI@QINSNB<IDU<ODJPI@ @R FIJR RCIRDGEL @E&ED<I0@C&N@
JAIT ?<H<B@NOCEMIK@VIIMHDBGINNPHERJIPG 2@ C@xI?GIMPDBCEOP<GEI< M@ INK<>@O
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H<T=@C@@I<RCJ@I?NPKJI OC@IJIF $IM@S<HKE®E JPNKIK PKNCIKTIPH<T C<Q@ <IODLR&@HK
<NK<MIATJIPNRDI?JR?DNKGADC{E;"'RDMDIBOCQODLRERHIR @ M@ Q@MCHRIDBCL? ><PNQADM@
OC&PDG?DIFPG2@<?GT<H<B@N OCE@<HR<NTIPNM@NKJIIND=-OCEBQATGCIMIPG2IH@AOBIRAIM
K<TH@WAOC@XH<B@NOC@DG?DEBMEB<O @WH<B@1? B@|@MMIK@MONOMP>QOEIHGCDIEN <O

TIP H<T =@ C@G? GD<=G@ AIMENAODIAEEXR *D<=DGDOT >JQ@M<B@ KMJO@>ON <B<DINO NP>C >(

2. Pitching a Pop-up to an Insurance Company

$DBPM@ 2C@NDENJHP>COJ?J RC@UK@IDIBIPM\DMNB PKNCIK2<F@OIO@KNO@K KM@KEM@
<?Q<I>@ =T NK@<FDIB OJ <I DINPM<I>@ =MJF@M

17 %<T 10@KC@INJI
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2.1 Obtaining Liability Insurance

10<10CKIMJI>@TNIIO<>OBIEDINPM<I=@IF @WKM @K<GIER R @MPH=@VALP @ NOMIIND BB IQD? @
OC@ =MJF@M RDOC NJH@ =<ND> DIAJMH<ODJI <=JPO TJPM =PNDI@NN <I? OC@ GJ><ODJI 2C@ =MJF

[ ,<H@ JA OC@ KJIK PK =PNDI@NN

[ <H@ JAOC@ JRI@M JA OC@ KJIK PK =PNDI@NN

[ 2TK@ JA=PNDI@NN @ B A<NCDJIM@O<DG QDIO<B@ M@O<DGREDAENEDMI>EGP?@ EQRC
NH<GG APMIDNCDIBN <@OB<GG@MT

[ . MIE@>0@? @<MIDIBN @SK@MD@I>@

[ ,PH=@M JA @HKGIJT@@N

[ ??M@NN JA OC@ KJIK PK =PNDI@NN

[ <H@ JA OC@ KMIK@MOT JRI@M

[ 2TK@ JA =PDG?DIB =MD>F AM<H@ <M@ OC@M@ JOC@M O@I<ION
[ IHIF@ ADM@GHIKG<MHN NKMDIFG@M NTNO@H

[ "PM<ODJI JA KIK PK JK@IDIB <I? >GJNDIB ?<O@N

'ATIP<M@B@I10BBOIM @ ANMHD DB O<DIDIBNPM<IROGERDAEZBK @IDIBIPMJIK PKNCJIIKQ @ O RDE> @
GD<=DOINPM<IRDGEM@LPDM@2IPNG<I?GIM? !<I<?< NCJIMO OBINPM<I|>& NOBG@RB >C<GGC@IB@
OJMM<IBR®OLIHK<ID @MW @A @ OINDEBRIG? <GDINPM<IKAGD>Z@I®>INOA<I <IIP<GKIGDRDG
DINPMHJIPIOATBEIN@ @HKIMKIKTIPKNCJIKPNDI@NN@&@KQGIMIF @K @ MD @Ik PKNCIKIGD>D@N
RDGE&E @FDINPMDIGCECIR-<I>@GG<A@EDR Q@D CUC@MNPM<I>BIK<ITPI?@MNC3IEIOPMPNDI@NN
RDG@EK@AIMNCIND@ MEMDONDNNPIBKIGD2C<®<TRC@OCKIGDBEN<I>@GG@MIM<QEIPIO

><| =@ M@API?@7? <O OC@ @I? JA KIK PK K@MDJ?

2CAQ@VMKGIHDRBNNP>E KIGDH<T = @@ LPDQ<@EHOCM @ CHDIDHPHOJ>JQ@MC @INONIM
<?HDIDNOM<@DATIPKG<ODIK@KJIK PKNCIKN@ Q @NHEEE MR <WMIPH<T=@=GQ@QI=0<M& <IIP<G
GD<=DOINOM<IKEEDOICITP><| KPOI K<PN@ROR@E@+<ODINT IPNKIK PKNCIONI @SK<INDIA<I

@ SDNOOEBOHIE@M <OD®R D G@KINNDLR@ BJOD<D€®? JI OJTIPMD SDNGDEDM<BIGM? @M@ SO@I1?
DINPM<I>@ OJ < |@R O@HKJIM<MT GJ><ODJI

2.2 Event Insurance and Tips

[JOC@KINND=DE&IMIK PKRNXDJQ@ SKGINP M<IKGED>B@NMBIR<M@PDQ @ IORG?TIPNKIK PKNCJIK
=@JIND?@M@@HJIIOC@ Q@10 #QTNPM<IBER @ BSMOLIIND? @ VA @ MCIMO O@KIRKNP>EN
OCINEEXNGTIIQR@ @F @V @R @ @QFC@NE@EKODIINMKJIK PK-PNDIGNRDN>PRINOCGC @GhNMFQ@M

*.JK PK NCJK HBRIN <M@ NH<GG NJ =@ NPM@ OJ M@<? M@I0<G <BM@ @H@ |ONSQDEBPGGT <1? B@C
2@GG TIPM =MIF@M CJI@NOGT RC<O TJPM KG<IN <M@ NJ OC<O OC@T ><I =@ PKAMJIO RDOC OC@ D
=@NO KMD>@ a * 10<IDNG<Q )JE)ABINRIGIBE!
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