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Introduction

Right now, towns and cities are filling up with pop up shops,
pop up cinemas, pop up restaurants, pop up parks and pop up
allotments. It seems like everything’s a pop up now, and
nothing’s permanent.

Of course, pop up has become a buzzword and is being applied
to all sorts of things that aren’t really pop ups at all. So to be
clear, a pop up is any project tailor-made to a specific space,
which opens for a defined period of time, with a clear start and
end date. More importantly, pop ups do something different,
unusual and interesting; they’re not about the everyday way of
doing things.

Pop ups have been around for a long time. We only have high
streets because markets, the original pop ups, became
permanent fixtures in town centres. And since the happenings
and arts labs of the 1960s, seeing work by artists, actors and
musicians in unlikely venues has become common practice.

So if it’s so old and so common, why is the term ‘pop up’
everywhere right now, and why are people so interested?

People have realised that pop ups are a great way to do
business. They're ideal if you want to test a new venture.
They’re perfect if you run a home-based business or sell on the
Internet and want some extra exposure. They deliver
maghnificent results as part of a marketing or promotional
campaign. And they help brands build real, lasting relationships
with customers.

They’re also far easier to do than ever before. People have
moved to do their shopping online, at out-of-town centres
where parking is easier and in supermarkets that stock



everything. With more empty shops comes more opportunities
to strike deals for short-term lets.

So pop ups meet the needs of a wide range of businesses, and
the opportunities are there for people who want to take them.
Pop ups are becoming normal, and part of the way businesses
work.

But until now, nobody has provided a comprehensive guide to
how to devise and deliver a pop up. It’'s been assumed that the
people organising a pop up will muddle along, with a mix of
skills in marketing, design, project management, retail and
customer service. But pop up people need more than that; they
need a specific way of working that embraces the temporary
nature of what they’re doing and is agile and adaptable. This
book is for those pop up people.

About This Book

This book is about creating, planning and delivering a pop up. If
you’ve never opened a pop up before, this book helps you
focus, keep on track and avoid mistakes. [ show you how to
gather the right people to help you and how to make them into
a team that works together. And I help you with the more
complicated issues, such as the legal aspects of a pop up and
how to find funding.

You can also use this book as a reference, for subsequent pop
ups. You'll find it useful if you've already opened some pop ups
and want to make the process a little easier. And if you're
thinking of making a pop up into a permanent shop, you'll also
find this book helpful as it covers some skills you need to make
that transformation a success.

Beyond the loose definition I use in the previous section, this
book doesn’t define exactly what a pop up is, by the way. Think



of ‘pop up’ as a set of skills that you can apply to lots of
different types of activity that can take place in lots of different
spaces. Be as creative with your project as you can.

Conventions Used in This
Book

This book is a jargon-free zone, because nothing’s complicated
about pop ups. I avoid the technical terms used in business
books, the arts world and in planning and regeneration circles
and instead opt for using plain English. When I do introduce a
new term, | italicise and define it.

The only jargon I can’t avoid is the term pop up, of course! For
this book, a pop up is any project in an empty shop or other
empty space that is limited by time, with a clear start and end
date. A pop up shop in a department store is not a pop up shop.
A market is not a pop up market. Pop up shops are always
temporary.

[ use the word business throughout the book, to keep the writing
concise; whenever | say business, | mean business, community
group, social enterprise, arts organisation or even individual!

[ also use the word shop, but | mean any space where you
choose to pop up.

Foolish Assumptions

[ assume that you want to start a pop up and have a good
reason to do so. This book helps you by giving you lots of tips,
tools and techniques to use.



[ assume that a wide range of people will read this book,
including:

¥ Small business owners

¥ Marketing staff in larger businesses

¥ Specialists in marketing

¥ Community organisations

¥ Arts groups, organisations and individual artists
¥ Self-employed people

¥ Local government employees

That’s quite a diverse audience, with a range of different levels
of experience, skill and understanding. So I've made the
assumption that you’ll use the bits of the book that are most
suited to your level of experience and won’t read it from start to
finish.

[ don’t assume that you have any pop up experience. I aim to
give you enough working knowledge of each area to make a pop
up happen successfully.

Most importantly, I've assumed that you’re the kind of person
who wants to get stuck in, is willing to have a go and enjoys
learning new skills. If that’s you, you'll find this book is both a
good starting point and a handy reference that you can keep
coming back to as you pop up, again and again.

How This Book Is
Organised



This book is divided into six parts, each covering a broad
subject area.

Part I: Planning to Pop Up

You need to lay good foundations before you can build a pop
up, so in the first part, I look at what pop ups are all about and
at how to carry out research to help you understand your pop
up and the wider market it will operate in. I look at how to
define your aims and objectives as you write a pop up plan and
at how to create simple risk assessments to make sure that your
pop up is safe.

Part Il: Building on Your Pop
Up Foundations

The second part of the book is where popping up all starts to
feel real, as I discuss building a team to make your plans come
to life. I look at the practical help you can get alongside more
strategic partners. I talk about local authorities and the role
they have to play. I also offer networking tips and techniques to
help you make friends and influence people.

In addition, I talk about how to develop budgets and where you
can find funding. And I also walk you through finding and
securing the types of spaces that may be suitable for your pop

up.
Part lll: Filling Your Pop Up
with People

As your pop up is taking shape, you need to think about how to
fill it with the right kind of people. Part Ill looks at creating a
strong brand that people will recognise. I also discuss the range



of marketing materials you can produce and how to make sure
that they’re efficient and effective. Social media is the most
efficient and effective tool available, so I talk about how to use it
— and examine how to work with more traditional media, too.

Part IV: Running Your Pop Up

Part IV looks at the physical space, outside and inside. I offer
you tips for fitting out your space and look at the techniques
used to design and lay out shops. I then explore how you can
staff that space, to make sure that it’s effective for your
business and inspiring, interesting and entertaining for your
customers.

Part V: Looking to the Future

Your pop up isn’t over as soon as the doors close. In Part V, |
show you how to measure the impact of your pop up. I look at
how success and failure can impact your wider business and
the work of your partners. I also talk about how to make sure
that your pop up comes to a good end and how to tidy up not
only your shop but also your assets, without leaving any loose
ends.

Part VI: The Part of Tens

Every For Dummies book has this bite-sized bit at the end, full of
handy tips, tools and techniques. In this part, you find some
inspirational things to do in your pop up and discover some
very practical bits of equipment you’ll need.

Icons Used in This Book



The small icons in the left margins of the book alert you to
special information and highlight some key things you need to
know. In this book, you find these icons:

R

@ The target highlights something that you can use to
improve the planning, delivery and experience of your pop
up.

dpg?l{_

i/ I 1 give a real or occasionally hypothetical example that
illustrates a point in the main text, you’ll find this icon next
to it.

@/ This icon draws your attention to an important point to

keep in mind as you apply the tips, tools and techniques
you're learning.

NG
&

of’ "This icon highlights where things could easily go wrong
and is a sign of pitfalls and dangers ahead.

Where to Go from Here

You can read this book in many different ways, based on your
own knowledge and experience, but also on the finer details of
the individual pop up you’re planning. However, it’s worth
starting with the table of contents and the parts pages inside
the book that feature a cartoon and a short introduction.



If you’re new to pop ups, start with Chapter 1, which explains
what pop ups are and why they’re useful. If you’re more
experienced and have a clear idea of what you want to do, open
at Chapter 2 and start planning.

And if your pop up is already underway, use this book as a
handy reference and check back with it at each stage of the
process.

However you use this book, remember it’s a reference you can
keep coming back to and plan on reading each chapter more
than once. The more of the book you read, the more you’ll make
sense of the approaches and techniques in other chapters.

While a successful pop up is about some very practical skills,
tools and techniques, it’s also about a certain way of working,
which is loose, light and flexible. And those skills will be useful
to other projects you work on, so take this book with you.



Part|
Planning to Pop Up

The 5th Wave By Rich Tennant

CRIARTENNANT

§

“Finstein over there miscalculated our start-up costs
and we ran out of money before we couvld afford to
open a 24-hour store.”



In this part. ..

Whether you’re baking a cake or decorating the front room, it’s
the end result you want and it’s tempting to rush right in to the
fun bits. But if you don’t get the preparation right, the cake
won'’t rise and the wallpaper will fall. So planning is an essential
part of any project, and that’s especially true for a pop up,
which doesn’t behave like a normal business.

In this part, I help you lay solid foundations before you open
your pop up. First, I look at what exactly a pop up is and why
you want to open one. Then I unpick the process and help you
create a plan that’s firm yet flexible, able to keep you going in
the right direction yet still agile enough to cope with changing
circumstances.



Chapter 1
Welcome to the World of Pop Ups

In This Chapter

Counting the reasons to pop up

Researching pop ups

Take a look around, and you see pop up cinemas and pop up
cafes, pop up shops and pop up workspaces. And even those
establishments that have been around a long time may
suddenly have the word pop up in front of them. What’s going
on with this pop up phenomenon?

In this chapter, you discover what pop ups are and why they’ve
become so popular.

Just What Is a Pop Up?

So what separates a pop up from other projects? To truly qualify
as a pop up, a project should:

¥ Use an empty or under-used space.

' Be time-limited, with clear start and end dates.

¥ Not aim for permanence.

¥ Be designed for demountability and ease of removal.
¥ Have the potential to transfer to a different site.

¥ Be in some way exclusive, distinct or special.




Pop up in action
Adidas opened a series of pop up shops across Europe. They used empty
shops and were based around a simple set of steel-framed furniture and
freestanding lights, which employees could put up and take down in one
day. The locations weren't announced to the public, but carefully chosen
individuals were invited using social media sites. The secret stores only
sold two styles of Adidas’s most desirable shoes.

Pop ups have been around a long time, in one form or another;
they’re very much a movement that started with artists looking
for temporary space to exhibit work, hold stage shows or create
studio spaces. And good pop ups still need a bit of creativity.

Throughout the years, most major towns and cities have things
happening that you could call a pop up. Take London. You could
draw a line from Shakespeare’s reuse of the old gatehouse of
Blackfriars Monastery straight to Camden’s Roundhouse, which
was used in the 1960s for theatre and music happenings. In
South London, Brixton Art Gallery ran from 1983 to 1988 in an
old carpet showroom.

More recently, Space Makers worked in 20 empty shops in a
market just around the corner. Many of these businesses
started as pop ups, but have become more permanent over
time.
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@i Some very famous people started out this way. Tracey
Emin ran a shop in Bethnal Green for six months, with
fellow artist Sarah Lucas. Called ‘The Shop’, it sold a range
of products they’d designed and manufactured, and the
pop up led to Emin signing with a major art dealer.



