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Pop-up stores OUR PARTNERS' VOICE /FLS 
Pop-ups top brand growth 
A report produced by IFLS for MAPIC looks at the reason for pop-up growth and how brands 
can achieve the most from temporary stores. IFLS director of studies Sylvie Guingois explains 
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B ETWEEN a street marketing oper­
ation and a new physical retail for­
mat, pop-up stores appeal to brands, 
retailers and pure players alike. All 

are now relying on the new format of agile re­
tail that helps build relationships with con­
sumers and is an increasingly common sight in 
city centres, shopping centres, transport hubs 
(stations, airports, etc) and tourist resorts. 
Wherever they emerge, pop-up formats create 
an event and add a fresh element to the retail 
experience, which is likely to attract shoppers 
in search of new and original offers. 
As more and more people buy online, con­
sumers are looking for original and fun shop­
ping experiences when making the effort to 
travel for shopping into town centres or shop­
ping destinations. Consumers particularly like 
to be surprised by pop-up stores during the 
daily commute, on vacation or while traveling. 
Another advantage of the format is that it suits 
brands in different scenarios, such as product 
launches, line extensions or testing new store 
concepts. More broadly, pop-up stores are very-
effective at strengthening brand awareness in 
synergy with media campaigns and online sup­
port. All operations related to pop-up stores 
also complement social networks, create phys­
ical brand representation and enhance events, 
such as sporting or cultural occasions. 

"Pop-up formats create an 
event and add a fresh 
element to the retail 
experience" 
Sylvie Guingois 

To ensure the success of a pop-up operation, 
it is essential to respect the retail fundamen­
tals. Retailers and brands must choose a lo­
cation with high traffic in line with consum­
er targets. The site also needs to be in line 
with the brand DNA, while fitting the crite­
ria for account size, duration, on-site staffing, 
the volume of samples for sale and the num­
ber of activities offered. In addition, the pop­
up must provide an immediate and easy way 
to be relayed through social media and net­
works (for example, quizzes, space for selfies, 
workshops, etc). 
It is also a good idea to incorporate digital 
tools, so that shoppers can comment, share, 
try products or register via Facebook, Twitter, 
online ordering, product customisation, con­
tests, etc. By creating pop-up stores online, 
the brand becomes multi-channel, which 
means for the consumer that the link is made 
between the two. 

Many pop-up stores are non-commercial. 
Removing the retail portion, they become 
solely communication media. For commer­
cial operations, selling locally is an important 
dimension. Such a purchase is more involving 
for the consumer in relation to the brand than 
simple sample distribution. And greater in­
volvement with the brand means that the con­
sumer is more likely to become a brand am­
bassador on the social networks. 

P o p - U p S t o r e s , T h e N e w S t a r Of 
T h e Reta i l F o r m a t was published by 
IFLS in July 2015, available in French 
only.The IFLS/MAPIC study examines 
the pop-up store phenomenon in 
Europe, analyses the elements to 
consider when creating a pop-up 
format and considers the benefits of 
such retail platforms 
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