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Abstract 

 

Purpose: Today the retail sector is challenging, the pop-up store is a new tool of the marketing 

strategies. The purpose of this paper is to understand why pop-up stores match with millennials’ 

shopping expectation. It examines precisely the millennials ’expectations and feelings, and brand 

perception towards pop-up retail. It explores the atmospheric design and in-store experience strategy 

and effect on consumers. It will also discuss the brands’ goals in using pop-up stores and their retail 

strategy to reach them. 

Design/methodology/approach: This study adopts a qualitative research, in a complete analysis of 

three pop-up stores in Paris. The three pop-up stores were from Weight Watchers a well-known food 

products and diet program company, Etat Pur a cosmetics and pure player brand, and Nuxe a well-

known French cosmetic brand. These brands were chosen for their awareness, distribution and 

objectives differences, to cover diversified motivations. After visiting these pop-up shops, focus groups 

have been carried out with millennials as well as in-depth interview with professionals in charge of the 

respective pop-up stores, and the CEO of a pop-up store agency. 

Practical implications: This paper provides relevant concepts, theories and findings for marketing 

planners considering pop-up store for their future marketing strategy. It also recommends some 

strategy to carry out with concrete example depending on the marketing objectives. 
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Chapter 1 - Introduction 

1.1 Aims for the Proposed Research 

The global economic crisis and rise of online shopping have weakened many traditional retailers. 

Indeed, the rise of online shopping has consequences, the consumer can buy everything online, 

sometimes they don't want to go outside to do some shopping because it's annoying, except if it's just 

to live a special experience. But there is certainly no death of physical retail but an evolution. Indeed, 

consumer behaviour in the brick and mortar sector is changing; the consumer wants to regain face to 

face contact with the brand, and not virtual contact, regain authentic way to consume. Humans still 

need human contact. But, he also wants innovation and to live experiences when he goes shopping. 

“The consumer of today seeks an atmosphere he cannot regain elsewhere” (Roederer, 2008). Today 

the retail sector is challenging, the pop-up store is the new tool of marketing strategies. A pop-up store 

is a temporary and short-term retail space and often unannounced retail sales space. It can be a special 

place like a movable container or something more specific and original to offer unique consumer 

experience. Pop-ups can create a 'buzz' due to their ephemeral, clandestine nature (Maffesoli 1995).  

These kinds of stores can "intentionally springing up, and disappearing quickly" (Kim et al. 2010).  It is 

the new way to reach the consumer physically, to show a new collection, new products, and generate 

traffic, create a unique experience or just meet consumers to better understand them. The pop-up 

store is similar to a laboratory for analysis of consumers. Pop-up stores are a real show, a brand 

"happening" and a way for the brand to express itself. The store will become a real media for the brand. 

The example of the pop-up store shows that consumers expect something else from retailers. They 

don’t want them “to offer lower prices, greater convenience or a higher standard of service. The range 

of their expectations is much wider, although they themselves might not be aware of some of them. 

This issue is a potentially attractive area of research” (Borusiak, B. 2014). It would be interesting to 

regroup all the knowledge on the pop-up stores to the retail strategy at the same time as new 

challenges in the retail sector and millennials’ feeling towards the pop-up stores. The term 

"Millennials" or also called generation Y are individuals who reached adulthood around the 21st 

century.  For Noble and Haytko (2009) millennials comprise people born between years 1977-2000. 

Other authors shorten this interval to years 1980-1994 (Bednall, Valos, Adam & McLeod, 2012). In this 

paper, millennials will be of people born between 1980 and 2000. The birthdate for millennials is 

around 1976 and 2004. This generation grew up with the emergence of internet and the digital devices. 

The purchasing power of millennials has a huge impact on the current economy and this generation is 

highly active in the marketplace. (Noble, 2009)  
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This generation uses a lot of new technologies and we could say that it is de facto more inclined to use 

spontaneously the e-commerce to go shopping.  However, their adventurous lifestyle likes to bring 

them to new places, new stores and discover new experiences. (Noble, 2009) About shopping, they 

prefer an experiential shopping environment, where shopping is more than just a purchase preferably 

in a physical store. As a matter of fact, they prefer shopping in brick-and-mortar-stores compared to 

other target groups. That's why pop-up stores are great for millennials.  

This study will be a focus on Paris. Paris is the capital of fashion, it is a real opportunity for fashion 

brand for example to open a pop-up store in Paris. Therefore, its economic, geographical and political 

situation makes this city a great capital right in the heart of Europe. For a mark which wishes to affect 

the European market, a pop-up store in Paris could be the ideal solution to penetrate into a market 

where the GDP upper to 18 thousand-billion euros. (Eurostat, 2017) 

In light of the fact the research questions of this paper will be: 

 Why do pop-up stores' strategies match with millennials shopping expectation?  

 How can Parisian pop-up stores attract millennials and drive their purchase with their retail 

strategy? 

 Why do brands use pop-up store?  

The main objectives through this investigation will explain different points: 

1) Investigate millennials attitudes towards pop-up stores 

2) Evaluate how brand perception is affected by pop-up stores in millennials’ mind 

3) Evaluate consumers experience in some Parisians pop-up stores 

4) Analysing how the atmospheric design of the pop-up store can reflect the brand universe 

5) To discover the companies’ marketing objectives when they are using pop-up retail 

1.2 Rationale for the Proposed Research 

More and more concept stores and pop-up stores have been opened by brands, retailers, and even 

pure player in France, but in the world as well. In France, there were more of 400 pop-ups in France in 

2014, and 10 000 in England in the same period.  (Isa-conso.fr, 2016) 

The consumers confirm globally their craze for these short-lived stores. In an investigation led in 

December 2014 by the institute Ipsos, the majority of 1 008 people polled declare themselves surprised 

(65 %) and intrigued (68 %) by these installations; they also want to discover them in their district (74 

%), their city (61 %) and their shopping mall (71 %). Through a launch of a product or a service, the 

pop-up store can try a new concept. The Pop-up store becomes the privileged place of the emotion. 
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Moreover, 72 % of the French people still prefer to make their shopping in-store rather than online 

(Ipsos, 2013). The consumers are looking for surprise and pleasure when they go shopping, and shops 

have to innovate. If internet just sells products, only brick and mortar can bring experience, memories, 

and create a real relationship with clients. Therefore, the pop-up store is a good way to test a market 

or a new product. It's an economic strategy which avoids the expenses of an opening of a permanent 

store.  Today, the stores also give to the digital world the complement waited by the consumer. The 

store creates a sense of proximity. "The Pop-up store is an affinity with experiences and entertainment 

expected by the consumer" (cf. The Experience Economy, Harvard Business Review, 2011). The 

concept is quite new, that's why few researches have done on this subject. Indeed, the concept of pop-

up store is appeared first in the United States in the 2000s. In 2004, the label of Japanese mode 

"Comme des Garçons" opened for duration lower than one year a «guerrilla store "in several cities 

through the world. That’s why it is interesting to investigate about the pop-up strategy, in order to 

bring knowledge about this new retail strategy. This investigation will fill a gap in the current literature 

on retail marketing:  although the numbers of pop-up stores are increasing in France, no research has 

been done on temporary shops and their retail strategy in Paris and the perception of this tool from 

millennials.  

1.3 Recipients for Research identified 

The following study will examine the perception of millennials towards pop-up retail, their expectation, 

and feeling about it. It will also talk about the strategic aspect, the effect of retail aspect and in-store 

experience towards the brand image and brand universe. To sum up, this research is composed of two 

parts, one concerning the consumer’s feelings, and one concerning the strategic aspect of the brand. 

That’s why this paper could be interesting for all retail manager and brand manager to explore the 

different techniques employed by the pop-up store and how and why it is a new way to reach the 

generation Y.  This paper is beneficial to professionals who are allocating increasing knowledge 

towards new retail strategy, through innovative and engaging experiences focused on the generation 

Y target. This research will consider the psychological aspect and the shopping enjoyment of the 

consumer in the pop-up retail, and how the store adapts its retail strategy in function of the millennials’ 

new way of consumption.  

1.4 Suitability of Researcher for the Research 

The research has been studying marketing, management and communication for 5 years. She carried 

out a lot of project about marketing, digital, and communication strategies for brands in various fields.  

During her education, she had the opportunity to do internships in communication agency, and in a 
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web agency. Their collaboration consisted of a development and the follow-up of the communication 

campaign of different companies. 

These diverse experiences made her very multi-skilled on the various aspects of the communication 

and of marketing. She doesn’t have a specialization in a retail strategy, but it always was a sector that 

interested her a lot. She always analyzes the stores when she goes shopping. She would like to help 

brands to create something new in their retail strategy through the innovation of concept store or pop-

up store. She has also one professional experience where the experience in-store and the 

merchandising were one of her tasks. She worked one month in Nespresso, the famous high-end coffee 

store. This experience made her very aware of the importance of the purchase experience of each 

consumer, and the role of the atmospheric design for the clients shopping enjoyment.  

Carrying out such research demands a certain knowledge in retail marketing but also to be willing to 

listen to people. Indeed, qualitative research explores attitudes, behaviour, and feelings through 

methods as interviews and focuses group. The researcher has a personality which matches with 

qualitative research because she is very sensitive to psychological aspects and feelings of people. This 

study combines all aspects that passionate her, retail, in-store experience, strategy, feelings and 

psychological aspect.  

1.5 Dissertation Roadmap  

 The chapter two will examine different academic research from global theme like the retail strategy 

and the millennials shopping behaviour to the emergence of pop-up retail and the effect on consumer. 

The chapter three will argue about how the research will be conducted, thanks to the qualitative 

methods and the case study of three Parisian pop-up stores from three brands: Weight Watchers, Etat 

Pur and Nuxe.  

The chapter four will contain the research findings of each focus groups and interviews regarding each 

research in accordance with the research objectives. 

The chapter five will be an analyze of the findings in interpreting them in different insights, structured 

by different themes. This chapter will allow to answer the research questions.  

The chapter six will cover the conclusions of this research and will contain recommendations to set up 

a great pop-up store strategy.  

Then, this paper will finish with a critical self-assessment on research experience and individual 

learning about this research and the whole master’s program. 
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Chapter 2 - Literature Review 

2.1 Literature Introduction 

Through this chapter, the literature review will cover several themes which help to answer the research 

objectives. A theoretical background is essential to understand the key concept around the subject of 

pop-up stores. The pop-up store is a quite new concept. Few pieces of research have been made about 

this topic, but the temporary shops take part of the retail strategy. The first theme will analyze the 

retail strategy review; it will be especially focus on in-store experience and atmospheric design in store. 

Then, it will explain the concept of brand image and how it is linked to the retail world as it is one of 

the objectives of the research. 

Then, the second theme will argue about the consumer behaviour in stores. "All marketing decisions 

are based on assumptions and knowledge of consumer behaviour," (Hawkins & Mothersbaugh, 2007).  

Understanding the consumer behaviour is the key to achieve a relevant marketing campaign. This 

theme will be obviously focused on millennials as it's the basis of this investigation. It will report 

concepts of the literature about millennials behaviour purchase in stores and psychographics 

characteristic affecting behavioural intentions in stores. This dimension is important to take into 

account for the primary research of this paper. It will help to understand how millennials can behave 

in stores and in pop-up stores. It will also talk about omni channel customer behaviour in stores, as 

millennials are keen on technology and pop-up store tends to use omnichannel strategy in store. 

Finally, the third theme will treat the pop-up store dimension. Through this part, the literature review 

is going to treat unconventional approaches of pop-up stores, the novelty, and uniqueness of the offer. 

It will describe what pop-up stores have in common with the millennials’ retail expectation.  

2.2 Retail strategy 

2.2.1 Retail Evolution  

Turley and Chebat (2002), reported that retail is an industry which "interact directly with consumers 

and rely on being able to furnish goods and services which satisfy their needs and wants". Indeed, the 

retail is a commercial activity carried out for the final consumer to sell a good in the current state 

where it has been installed or provide a service to the consumer. Dunne, (2014) added that retailing is 

the "last step in a supply chain that may stretch from Europe or Asia to your hometown". Moreover, 
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regardless of whether the way the firm sells the product to the consumer, through the mail, through 

internet, on the street, the firm has a retail strategy.  

First of all, Bucklin L 1962 defined the terms of Patronage Motives, according to him Patronage motives 

come from the consumer behaviour concerning the retail establishment. Patronage motives contain 

"assortment, credit, service, guarantee, shopping ease, enjoyment, and usually price". Nowadays new 

formats of retail have emerged, these new formats can have some unique characteristics that 

distinguish it from the formats already in the market. They have advantages with several factors like a 

better cost position, which leads to a better price offer; a specific product assortment configuration; 

and a range of commercial services provided (location, service methods, opening hours, forms of 

payment, additional services) (Borusiak, B. 2014). The pop-up store, for example, doesn’t belong to 

any categories of retail format but just reflects of what the consumers want. Describing the emergence 

of pop-up retail requires taking into account the consumer’s new shopping expectations, that is to say, 

innovation, surprises, and new products. (Barnes and Lea-Greenwood, 2006). The time is also a crucial 

criterion of the emergence of this format of retail. In other words, the pop-up retail “accelerates the 

pace of change, thus dynamising the passage of time”. (Borusiak, B. 2014). New formats like the m-

commerce emerge, a retail based on the mobile and tablet purchases.  

The retail of the future will be based on this new trend of “slow retail” “retail show” which means more 

personalized services, and more entertainment (Maud Vincent, 2017. Forbes). 

2.2.2 In-store experience 

For some kinds of stores, especially the shopping store and the specialty store, the in-store experience 

strategy is more and more essential. For example, there is a common point with the store of cosmetics 

Sephora, the clothing store of Abercrombie and Fitch or Urban Outfitters, the Apple store, or other 

stores which looks like more than a concept store than a classic store. These brands define their 

positioning around the notion of experience of purchase or in-store experience. Kwortnik and Ross 

(2007) define the purchase experience as an interaction of the consumer with the product which is 

pleasant, memorable, and source of meaning and value. The stores propose certainly wide and deep 

assortments of quality products. But especially, they promise the customer to reach these products 

through a gratifying interaction, organized in a highly theatricalized environment, a source of 

multisensory stimulations, in order to leave with the customer a pleasant memory.  

According to Pine and Gilmore (1999) the offer of the producers on a market begins from a product, 

then, this one grows and become a brand, then completed by services, and becomes finally the vector 

of an experience. The evolution of the retail trade obeys this principle. The dynamics of the commercial 



16 
 

confrontation between independent store on one hand, and large chains in the other hand, indeed 

rests on the constant research for new sources of differentiation, which the competitors hurry to 

imitate (Hirschman, on 1979). As reported by Stone (1954) The retailer is confronted with the duality 

formalized for a long time by the marketing research: the experience in-store associates the functional 

component (the access of the product) and the symbolic component (the bonuses that can bring the 

visit at the point of sale). The retail strategy must integrate and join this duality, but it also has to take 

into account histories, consequences and analysis of the visit of all consumers at the point of sale, as 

the same way as interactions of the consumer and the point of sale, physical as virtual. This interaction 

could be measured with data collection, questioning and exchanges with the staff and consumers 

experiences (we even see arriving new indicators as the customer experience in the square meter). 

The consumer experience has consequences, that’s why it’s important to measure and analyze the 

interaction with the client. This analysis is primordial for the managerial aspect. It can indeed 

contribute to explain the determiners of customer loyalties, importing aspect to distance itself from 

the competition. (Hart et al. 2007) says that the satisfaction is the first history of the development of 

customer loyalty, then he adds the affective aspect and values of the brand. Moreover, Mehrabian et 

Russell, 1974 supports the idea that emotions conditions during a visit to stores and the influence of 

the environment affect the client satisfaction and so, the client loyalty. Consequently, in-store 

experience has consequences on satisfaction, values, and relationship with the brand. 

2.2.3 Atmospheric design in-store 

L. W. Turley and Jean-Charles Chebat (2005), proposed a model to link the store atmosphere and the 

retail strategy based on different authors' theories of retail strategy, Atmospheric Design, and 

Outcome Issues and Shopping Behaviour (Figure 1). For them, there is a lack of literature about the 

association managerial and strategic aspect associated with the design environment of a store.  
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Concerning the retail strategy, Lewison (1997) describes the retail strategy with three main elements, 

the retail format, targeting a specific group of consumers, and elaborates a good defensible 

competitive advantage. Choosing the retail format means choosing an «operating and merchandising 

tactics" which will serve the competitive advantage, and which is able to cover the need of the target 

market. Indeed, the atmosphere of the store can play the role of the main competitive advantage. 

Turley, (2000) argues that "Finding a differential advantage is as critical for retailers as it is when 

marketing products since finding a sustainable differential advantage allows a retailer to keep from 

focusing solely on price as a differentiating trait."   

Sometimes, in many retail industries, some retailers have rude specification. For example, in big malls, 

stores have similar basic box and similar constraints to respect.  In this situation, it is particularly 

important to emphasize the Atmosphere and the environment of the store.  

As reported by Turley and Milliman (2000), the store environment can be divided into five categories 

of atmospheric indicators. The Exterior, the General Interior, the layout and design, the point-of-

purchase and decorations, and the Human Factor. The exterior includes the building size and shape, 

the marquee, exterior windows, parking availability and the surrounding area. The general interior 

represents atmospheric variables like light, music, interior design, the smell, temperature and the 

general maintenance of the store. Layout and design variables are merchandise, traffic flow and aisle 

placements, racks and fixtures, department location and placements of cash registers. Point-of-

purchase and decoration are composed of atmospheric elements like display, signs and cards, product 

displays and interactive and digital displays. Human variables in the store include dimensions such as 
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employee characteristics, employee uniforms and retail crowding and density. The elements 

associated with these five categories of the retail environment should not be developed separately of 

the management and the marketing strategy. This entire atmospheric dimension will help to 

accomplish the goals associated with a chosen retail strategy. The last stage of this theory is the 

Outcome Issues and Shopping behaviour. The atmosphere in stores can influence the consumer in 

store, but it can also bring several managerial issues, which should be enumerated. Turley and Chebat 

(2005), reported different dimensions at this stage. They include "the sales effect, approach-avoidance 

behaviour, impact on store image, a differentiation tool, atmospherics as segmentation tool, 

uniformity issues, implementation problems, the impact on the environment on employees, and the 

environment as a strategic weapon against e-tailers."  

Consequently, the implementation of a pleasant atmosphere represents a great strategy capable to 

create emotions, improve the image of the brand in consumer’s mind, create an identification of the 

brand with a smell, an ambiance, a music, a special design. Then, the staff should be sensitive in the 

personalization of the customer relationship. Indeed, the creation of Social links is a source of value 

and a relevant way of differentiation of the brand. 

The store environment has an impact on the perceived value and the brand’s attachment. The time 

spent by consumers in the stores where sensory stimulations are strong allows to feel more emotions 

and to develop more interactions with the sales staff. (Sawssen Ayadi et al. 2016). Thus, the consumers 

are influenced by the environment of the store but by the staff as well.  

2.2.4 Brand perception and retail  

In this research the millennials’ brand perception will be analyzed according to the visit of different 

pop-up shops.  Firstly, it’s important to define those terms we are going to use: brand identity, brand 

image, brand reinforcement and brand revitalization. Kotler et al. (2013) explained the difference 

between the brand identity and the brand perception. Brand identity is all the elements that the brand 

sets up to position itself or identify itself or its products or services. By receiving a name, a graphic 

charter, a positioning, values and ethics, by being associated with beneficiary goods or services, a price, 

a choice of distribution channels and a communication, the brand is endowed with an identity that will 

allow it to be known and then recognized for this identity. This is how the brand wants to be perceived 

by the customers.  However, this is different of the brand image which is the perception really people 

have of the brand, and it could be different. The brand identity concerns the company and the brand 

image is about the customer perception. 
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The retail sector plays a big role for the brand identity and brand image. Aurier et al. (2000) affirmed 

the experience of buying or consuming in a physical place appropriate to the brand becomes a source 

of emotions and sensations. This is an "encounters of the individual's experience through his 

interaction with objects, service and the point of sale" Kaabachi (2007). As a result, the experience of 

consumption is not only a useful act in order to a money transaction, but also becomes a source of 

emotional values that integrate symbolic elements into the consumer's relationship with brand.  

Thus, the point of sale or a physical environment dedicated to a brand can help a brand reinforcement 

or a brand revitalization. Kotler et al. (2013) defines these both terms. The brand reinforcement 

consists in conveying the values and the meaning of the brand through the different marketing actions. 

Marketers use this strategy in order to keep the brand in the customer minds and emphasis the benefit 

of the brand. It improves and increases the brand awareness and brand image. The retail layout or a 

pop-up store can be an act of brand reinforcement, it serves to remind customer about their product, 

or give a creative image through a good design and experience. Moreover, it also influences new 

customer through its appeal. 

Finally, Kotler et al. (2013) defines the brand Revitalization as a strategy which allows a new vitality of 

the brand.  The brand sometimes needs to be revitalized because of some environmental factors as 

the technology, merger and acquisition, competition, new trends. This strategy could consist in a 

repositioning of the brand, or in entering an untapped market. The aim is to create new associations 

for the brand and its products or services in order to keep it alive.  

Indeed, a good brand revitalization can go through a new retail strategy, as said before the brick and 

mortar have a great influence in the brand image. Pop-up stores can be a great tool to evaluate a brand 

revitalization strategy. It could test consumer tastes and new shopping methods thanks to in-store 

innovations.  

2.3 Shopper behaviour 

2.3.1 Shopping motivation and perception  

Julie C. Steen, defined the shopping enjoyment "as an individual's predisposition toward shopping in 

general".  The research agrees that people have a range of underlying motivations, like utilitarian, 

hedonic, and has intrinsic and extrinsic motivations. Different shopping goals trigger one's shopping 

behaviour in different ways (Hirschman and Holbrook, 1982). Westbrook and Black argue that 

shoppers act primarily to acquire products (utilitarian motivations) or to provide satisfaction for other 

needs (hedonic motivations) or some combination of the two. Babin and colleagues (1994) find that 
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customer’s evaluations of shopping experience vary along a utilitarian dimension and a hedonic 

dimension.  

Baker & Wakefield 2006 carried out two studies which examine how a customer’s shopping motivation 

influences perceptions of the retail environment. One study finds that a customer’s overall shopping 

motivation influences their perceptions of crowding in retail environments (Baker & Wakefield). The 

other study shows customer’s shopping motivation moderates the relationship between arousal and 

pleasantness (Kaltcheva & Weitz). In their seminal article, Turley and Milliman show that at least fifty-

seven different atmospheric variables that have the potential to influence consumer behaviors. 

However, the clear majority of research on the retail environment is conducted on just two of these 

variables: music and scent.  

 

 

Figure 2. Influence of atmospheric variables 

 

According to Jang & Namkung, 2009 consumers have three steps of emotional responses on 

atmospheric stimuli, the pleasure, the arousal and the dominance. These three emotional aspects will 

determine the consumer behaviour in store, and also the avoidance behaviour. (Figure 2) 

The authors described the avoidance behaviour of consumer as ignoring and escaping attitude toward 

the communication attempts in the store. On the contrary, approach behaviour consists in a certain 

enjoyment to explore, and real craze, intention to stay and care about the others surrounding them. 

(Donovan & Rossiter). Bitner (1992) proposes that personality traits and tendencies moderate the 

relationship between perceptions of the business environment and internal responses such as 

emotions. Finally, Bitner added that a customer’s shopping motivation directly influences perceptions 

of the retail environment. In the retailing literature, client satisfaction is often seen to be an outcome 

of retail strategies and environment (Harrell and Hut 1976). “The customer’s affective state during 

consumption can influence satisfaction or dissatisfaction” (Wirtz 1994). We can conclude store 
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atmosphere is not the only factor that influence the behaviour in-store, but it can help consumer to 

have a better experience and cause an impulse purchase. 

2.3.2 Millennials' behaviour purchase 

The purchasing power of millennials has a huge impact on the current economy and this generation is 

highly active in the market place. (Noble, 2009.) Concerning their behaviour in the retail environment, 

millennials are able to pay attention for a shorter period of time, and they can easily get bored but 

they are often multitask and multiscreen. Petra (2016) reported that this fact can be used in several 

ways like "small changes in presentation of merchandise can lead to higher attention of this group, e.g. 

grouping of merchandise by colours or regular changes in the shop windows. The interest about 

merchandise can then probably rise." 

Djamasbi, Siegel & Tullis, 2010 stated that millennials is the first generation that uses a lot technology 

and internet, and from more and more early age. It seems like technology take part of their daily lives 

and can't live without it anymore. "These people very often belong among innovators or early 

adopters" (Mangold & Smith, 2012) This generation loves being the first to try new products and 

experiment it before their friends and family.  It also means that they are often prescriber of new 

trends and new technologies. They do everything online, buy, book their holiday, write a blog through 

a passion, share their lives through social media. They love to create blog, give or receive advice online, 

talk about their passion or new product or services that they found out (Djamasbi, Siegel & Tullis, 

2010).  

Brand awareness is very important in millennial cohort (Noble, Haytko & Phillips, 2009) in contrast with 

loyalty. "It is hard to persuade this generation to be loyal. Switching brands is other typical feature 

which fits a low loyalty level" (Jain & Pant, 2012) They consider brands as the symbol of quality and 

guarantee. Petra conducted a survey in 2016 which claims that millennials prefer finding the suitable 

place for shopping and prefer well-known shops. The preference of well-known stores was also proven 

in the category of online shops. "These well-known retailers are considered to offer a good quality of 

products, especially by men." People, especially women in this generation have generally favourite 

shops where they always make their purchases. Also verified shops are more preferred to make 

purchase in. Millennials members see themselves as excellent shoppers. "Together with perception of 

excellence in the process of shopping, they deem themselves more as innovators" (Petra).  

Millennials demand contextualized experiences according to their needs and behaviours. For that, they 

are ready to give information to the brand. For example, 71% of millennials say they want to share 

their personal data with their mobile operator to enhance their browsing experience. (Figures from 
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Kameleoon, 2017). That explains why the personalization of product is increasing. Indeed, 

personalisation of products is more and more possible thanks to new technologies, this is a particular 

interest to the Millennials, this is the finding of a study conducted by YouGov for Lanieri Fashion Tech 

in 2017, revealing that nearly half of the Millennials (47%) say they are interested in acquiring a 

personalized piece. This, allows “creating more intimacy with consumers to ensure their loyalty” (Jean-

Marc Liduena, Deloitte 2017).  

Millennials become the heart of target of companies and represent a considerable challenge. This 

generation upsets the traditional modes of consumptions and it is all the aspects of the mix-marketing 

that will have to be rethought by the brand.  

2.3.3 Omni channel customer  

The huge deployment of new technologies like smartphone and social networks have contributed to 

the importance of an in-store technological strategy for retailers. "Retailers must keep experimenting 

with various strategies, both in-store and online" (Dunne, Lusch Carver, 2014) because of the next 

generation that will come, and for the millennials which have a new way to consume. A new approach 

for the channel integration is emerging, this is the Omni channel strategy. Its aim is to deliver “a 

seamless customer experience regardless of the channel” Piotrowicz (2014). More and more 

customers use multiple channels during their shopping day, this is the “omnishopper” and they expect 

a good experience through different channels (Yurova et al., in press). A typical omnishopper can 

research the features of a product through a mobile app, compare prices on several websites on their 

laptop, and, finally, buy the product at a physical store. Especially millennials use new technology to 

look for information, share experiences, make purchases, and talk directly to their brand. All these 

channels are used “seamlessly and interchangeably during the purchase process” and it is difficult for 

retailers to control it. (Neslin et al., 2014; Verhoef et al., 2015)  

The dominant characteristic of the omnichannel retailing phenomenon is that the strategy is centred 

on the customer and the customer's shopping experience, with a view to offering the shopper a holistic 

experience (Gupta et al., 2004; Shah et al., 2006). The omnichannel retailing has evolved in the same 

time of the omnichannel consumer. Consumer now are multi-devices and multiscreen, more informed 

about the offer and are demanding for a better multi-devices services from brand, and a better in-

store experience in store through the technology.  

2.4 Pop-up stores and their unconventional approaches  

2.4.1 Description and features  
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Temporary retail can be seen as the latest expression of the “impermanent” and transient society and 

the consumer constant search of novelty and uniqueness and novelty. Due to its limited time, it 

satisfies the consumer's need to be constantly surprised with unique and temporary experiences and 

also entertained with interactive performances.  (Sabrina Pomodoro 2013). Zarantonello et al. (2010) 

claim that the pop-up store aims are to highlight the brand communication and strengthen brand 

identity and provide experimentation where interaction with the consumer is essential to developing 

and extending the brand. In other words, these kinds of shops "satisfy increasingly complex consumer 

needs by focusing on brand awareness and brand value" (Castaldo and Mauri, 2008). The main feature 

of the pop-up shop is its high level of originality. The location, the atmosphere, and the design are "are 

fundamental as functional to “scene” realization, enhancing brand-consumer awareness and 

intensifying the interaction between point-of-sale identity and the customers’ sensory, emotional and 

cognitive perceptions." Spena et al. (2012). Other characteristic can be noted, the pop-up store can be 

used in various contemporary events like festival, fashion and cultural happenings (Zorzetto and 

Catalano 2010). A pop-up store can be opened between a week and 40 days, in average a month. With 

this short life, the store takes consumer by surprise, and emphasizes the emotional response and 

reaction of the consumer. This “emotional context facilitates the purchase of the product” and the 

ephemeral context as well (Edelson, 2009). Pop-up shops combine entertainment, experience, and 

knowledge, which are main characteristics of what millennials doing shopping are looking for. 

2.4.2 Their effect on consumer 

After an investigation of consumer psychographic characteristics and their effect on attitude on 

behavioural attention, Kim 2009, proposed a conceptual model of proposed relationships among 

consumer, innovativeness, shopping enjoyment, beliefs, attitude, and intention to patronize pop-up 

retail. (Figure 3) 
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Figure 3. Conceptual model of proposed relationships among consumer innovativeness, MM, 

shopping enjoyment, beliefs, attitude, and intention to patronage toward pop-up retail 

This conceptual model explains which factor can influence consumer to patronize pop-up retail. They 

explain that psychographic characteristic is positively related to beliefs regarding pop-up store. 

Furthermore, this belief influences the attitude in this kind of retail and consequently the behavioural 

intention in the store.  Psychographic characteristics are composed of consumer innovativeness, 

market mavenism and shopping enjoyment. For Hirschman (1980) Consumer innovativeness is the 

predisposition for the consumer to look for and buy new products and brands instead of accepting 

standard consumption. However, Venkatraman (1991) added that consumer innovativeness 

concerned also the desire for new and different experiences more than the research of a new product 

adoption behavior. Concerning the market mavenism: the market mavens concern the individual who 

have some information about some fact of the market like, products, price, place. Feick (1987). It exists 

some marketplace influencers which are responsible of word-of-mouths. They can influence people by 

informing them and cultivate them about a market and a store.  This word-of-mouths is very important 

for pop-up retail. Then, the shopping enjoyment is considered like the pleasure obtained during the 

shopping process. Bellenger (1980) suggests that these consumers who love shopping are recreational 

shoppers. They consider shopping like an interesting, enjoyable, and entertaining leisure activity. Cox 

et al. (2005) argues that there are several factors concerning the shopping enjoyment, like the sensory 

stimulation, the bargain hunting, novelty seeking, trying new brand. So Pop-up stores can appeal these 

individual because they allow to respond to all these shopping enjoyment factors.  

2.4.3 Pop-up stores and millennials 
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Briones and Bal (2014) realized a matrix (Figure 4) to describe the main values of the pop-up store 

experience which is linked to the various aspect of millennials behaviours. This matrix presents five 

aspects. First the consumer centric aspect which is the central point of all of them. It means that all 

the conception should be adapted to the consumers’ needs and expectations. Then, come the four 

dimensions around. First, the perceived value dimension the sum of the experiences of a pop-up store 

feeds the perceived value of the brand. The store is an event that brings the dimension of rarity. 

Secondly, the emotional dimension: an emotion is created by a new experience and boosted by a 

scenography and a particular atmosphere, with the excitement of the ephemeral. Thirdly, the lifestyle 

dimension: the pop-up store is emblematic of a certain lifestyle, using all aspects of the mix marketing. 

Fourthly, the digital dimension augmented by reality: the pop-up store is an extension of the digital 

experience. 

 

 

 

 

 

 

 

 

Figure 4 - Pop-up Matrix 

 

The authors, with this matrix describe the pop-up store is the optimal means of physical distribution 

for the millennials. They explained the Y generation wants a shopping with “lifestyle, personalized and 

smart”. Pop-up retail gather all these dimensions. The “pop-up Y” as the authors call it, offers the best 

of the digital in the real life, the ephemeral effect which rise a desire, a hyper-selection of products 

and a playful dimension. 

2.5 Literature Conclusion 

Today new retail format emerged; the pop-up stores are examples of that. The literature suggests that 

with their unconventional approach, it answers the new consumer behaviour and expectations. The 
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new consumer, especially millennials wants to live new experience during the shopping process and 

try new things.  Pop-up store are known to be very original and innovative in the offer and in the 

environment. They want to create a unique in-store experience through multi-sensory stimulations, in 

order to leave the customer a pleasant memory. Moreover, digitalization is huge and very important 

transformation in the retail sector and in the customer behaviour. Especially, in-store technology 

allows to create a new integrated customer experience which are called omnichannel store and can 

facilitate shopping journey’s consumer. Pop-up stores have different effects on consumer. Indeed, the 

novelty, the uniqueness of the good and the ephemeral effect of the store influence the intention to 

patronage pop-up retail and purchase. Pop-up stores embody the millennials shopping expectation by 

using the same values and codes. 

 

Chapter 3 - Research Methodology 

3.1 Research Methodology Introduction  

This chapter will argue about how the study will be set up and designed. The choice of research 

methodology is crucial for the possible conclusions about a phenomenon. This choice affects what it is 

possible to say about the cause and the factors influencing the phenomenon. Indeed, it is important 

to choose a research methodology in adequacy with the theme and the capacities of the researcher. 

The feasibility, the ethics and capacity in a correct measure of the phenomenon are some features to 

take in account. The research philosophy and research approach impact the representation of the 

subject, sampling and the result. This chapter will explain the point of view of this research with the 

details on the sampling and the methods used to determine, and measure this survey.  

3.2 Research Design 

3.2.1 Research Philosophy 

In the research methodology, the reflections concern not only the theory, it is necessary to talk about 

paradigms and the research philosophy. It is a way to learn how the researcher perceives the current 

society because there are different forms to understand the approaches. According to Collins 1998, it 

exists two main paradigms: the positivism and the interpretivist. These paradigms are general 

conceptions of the nature of the social science allowing to perceive and to know the social reality. In 

positivist paradigm, it is about testing hypotheses.  In other words, this is the study of the chains 
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causes/consequences courts. This approach is favourable to the probability tests since the size of the 

sample and its constitution assure its representativeness. Girod-Seville and Perret in 1999 associated 

the positivist thought with the terms verifiability, confirming and refutable. In the interpretivist 

paradigm, the reality doesn’t exist as an objective fact, but it is built, the reality is a social construction. 

Each has the own social reality in his head. The world we know is the one which is built by the sense 

people give to the world.  

In this paper, the research philosophy will be oriented with an interpretivist paradigm. This study won’t 

research definitive laws, but it will bring new sense and directions to the retail sector. The aim won’t 

be to experiment the reality and to emphasise truthful laws. This research will try to understand and 

to interpret by highlighting the deep sense of the Parisians pop-up stores strategies towards 

millennials. This philosophy uses multiple meanings and different interpretations of realities. In other 

words, it will be lot statements of possibilities, kind of caricature of the reality where the essential lines 

are highlighted. It will be an interpretation of the observed fact, behavioural intentions of millennials 

and retail strategy. Moreover, the interpretivism focuses on narratives stories, interpretations and 

perception, my main research is based on perception and what brands want to tell about them through 

a new retail strategy.    

3.2.2 Research Approach 

It exists two research approaches: inductive and deductive. A deductive approach suits more a 

scientific research. The deductive approach should start with theories to find the explanations and the 

predictions; the need to explain relations of causality between variables takes generally part of the 

process. The deductive approach is very structured and the collection of quantitative data is mostly 

used. That’s why the size of the samples should be important, to allow the generalization of the 

conclusions.  “It involves the development of a theory that is then subjected to a rigorous test through 

a series of proposition […] where law present the basis of explanations” (Saunders et al 2016). The 

inductive approach tries to start with the reality to generate theories. This method leans exclusively 

on the experience and the observation, without following the methods, the scientific principles. 

Indeed, the objectives are exclusively based on feeling, intentional behaviour, and perception of 

millennials. That’s why this approach is the most suitable for this survey. In the inductive approach, an 

understanding of the senses and direction and a good master of the research context is essential to 

start. In this research, a good culture and knowledge about pop-up store industry and millennial’s 

behaviour is crucial to understand the next step of the research. The inductive approach has more 

possibilities to have flexible and an evolutive structure. With this kind of research objectives, the 

structure is inclined to evolve and change. This study matches with an inductive approach because the 
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hypotheses are built on the basis of observed facts; like the fact that pop-up stores could have an 

influence on the millennials purchases’ intentions for example.  

3.2.3 Research Strategy 

As said before, the interpretivist paradigm and the inductive approach encourage qualitative methods. 

The interesting aspect is set in all characteristics that a whole individual has. The qualitative research 

concentrates more in the accounts and classification of the characteristics and the construction of 

statistical models and figures to explain what is observed. The led experiments by following by the 

quantitative research are sometimes called by the "true science", and they use traditional means of 

mathematics and statistics to measure the results in a decisive way. They are most usually used by the 

specialists of the physical sciences, although the social sciences, the sciences of the education and the 

economy were also known to use this type of search research. 

This survey will be conducted with qualitative methods. The qualitative research is particularly suited 

when the observed factors are difficult to measure objectively. It is more appropriate for human 

sciences, and to the social phenomenon studies. “Such research […] need to operate within a natural 

setting, or research context, in order to establish trust, participation, access to meanings and in-depth 

understanding”. (Saunders et al 2016) This method allows to explore the existence and the signification 

of this phenomenon. Contrary to the quantitative research which measures quantify variable. The 

qualitative research creates hypotheses instead of testing them like the quantitative research do. This 

method is the most to assess consumers’ feelings. It can contribute to a better understanding of the 

functioning of the subjects and the interactions between them. This type of research requires humanist 

capacities, curiosity, imagination and creativity, but also a sense of the logic, capacity to recognize the 

diversity or the regularity of a phenomenon. 

Qualitative research is divided in two main groups: direct (non-disguised) which are focus group and 

individual depth interviews and indirect (disguised) which are observation techniques and projective 

techniques. More specifically, the qualitative research of this paper will be on both direct and indirect 

methods. The research strategy will be done on the case study of three pop-up stores: Weight 

Watchers, Etat pur, and Nuxe. Focus groups and individual depth interviews will be done according to 

theses case studies, completed by observation techniques (observation in store). Concerning the focus 

group, it will be called “Mini-group” as it will be set up with from 4 to 6 people, these mini groups will 

be completed by observations techniques in shape of visits of Parisian pop-up stores. Mini groups will 

be more comfortable for the store’s visit, more than 5 people at the same time would be too much to 

analyze in the store.  
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3.2.4 Research Population and Sampling - Selecting Respondents 

The participants are selected according to the objectives of the study, it is a theoretical sample. Their 

selection aims at reflecting the reality and at exploring the biggest possible diversity of testimonies to 

mix the opinions and have all the points of view on the subject. Several sources of recruitment can 

enrich the sample which depends on the question to study and the objectives.  

3.2.4.1 Millennials from different backgrounds 

The population selected will be millennials who have already experienced pop-up store or not, it is not 

an obligation if some participants have not already tried a pop-up store. Indeed, it will be interesting 

as well to collect the opinion and beliefs of people which have never experienced one. They don’t 

rather know each other and they will not really know in details how the session will be structured to 

avoid people to be prepared and document themselves about the subject and about the brand of 

which they will discover the pop-up retail.  The population and sampling can be described in using the 

four elements: Time, Extend, Units and Element thanks to the table 1 below: 

 

Time  
(pop-up stores’ 
visits) 

Weight Watchers: end of September 2017 

Etat Pur: November 2017 

Nuxe: November 2017 

Extend  
(pop-up stores’ 
location) 

Weight Watchers: First Arrondissement of Paris 

Etat Pur: In the Marais (Fourth Arrondissement of Paris) 
Nuxe: First Arrondissement of Paris 

Units French and mostly Parisian people 

Element Urban people, millennials between 20-30 years old, students or young 
workers who have a certain appeal to shopping enjoyment and brand’s 
universe.  
 

 

Table 1 -  Sampling recap of focus groups 

 

Concerning my sampling frame, the three mini groups took place with four or five millennials each 

time, aged between 23-30. They are all young workers in Paris. There are two journalists for fashion 

websites, six people work in marketing and communication for agencies or consulting firms. Then, 

there is one pianist in the conservatory of Paris, one social educator, one notary, one nurse, one cancer 

specialist in a medical school, and the last one works in an association. They are all interested in doing 
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shopping in bricks and mortar retail and are sensitive to new trends and follow brands events.  A 

diverse background will bring a rich content thanks to various views, and they don’t have the same 

habits of shopping, and have a certain knowledge about retail market, and trending products. 

Moreover, having different background, will allow to have more different opinions, because of the way 

of thinking and different reflection about the environment.  

3.2.4.2 Professionals expert in creation of pop-up stores  

Regarding the interview, the population will be established according to the three brands Etat pure, 

Weight Watcher and Nuxe. The population selected will be professionals who have worked for these 

pop-up stores, on the conception, the project, the setting up. The population and sampling can be 

described in using the four elements: Time, Extend, Units and Element thanks to the table 2 below: 

 

Time November 2017 

Extend Paris 

Units Professionals from Etat Pur and Nuxe and professionals from pop-up store 
agencies in Paris.  

Element CEO from retail agencies, Marketing manager, operational marketing manager, 
retail project manager.  
 

 

Table 2 -  Sampling recap of in-depth interviews 

 

More specifically, my sampling frame will be marketing manager from specific brand in charge of pop-

up store project in order to analyse what the pop-up store strategy has brought or could bring to the 

whole marketing strategy of each brand. Furthermore, a CEO from a retail agency will be interviewed. 

He is managing some pop-up stores project for many brands in different fields. He is in charge to 

provide great ideas and various concepts according to the requested strategy from brands. He also 

carries out the operational aspect of the project and the implementation of the pop-up stores. It is 

interesting to carry out the research on both side brands and agencies to perceive the different 

strategy settings by brand and the different process used to set up the project. 

For both of my research methods, the sampling technique used will be a non-probability sampling 

because it relies on my personal judgment rather than a selection of the sample elements. In the case 

of the non-probability sampling, the researcher chooses arbitrarily the units regarding the research 
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objectives. To be more specific my non-probability sampling will be a judgmental sampling because 

the choice of sampling is based on my own judgement to be efficient to this research. So, I estimate 

that my sampling is efficient to answer the research objectives, because it is diverse people who 

correspond to all my main themes of the research objectives. However, using my own opinion could 

biased the result, that’s why previous theories seen in the literature review will be linked to my 

research analysis, to add a theoretical and academic aspect in the final outcomes. 

3.3 Data Collection Instruments 

3.3.1 Three mini groups with visit of three pop-up shops 

The method of mini groups is a technique of interview of group structured, moderated by a neutral 

presenter who collects information on a limited number of questions defined in advance. This 

technique is made on a dynamic group. It allows to explore and to stimulate various points of view by 

the discussion. The exchanges favour the emergence of knowledge, opinions and experiences thanks 

to the meeting of diverse personalities favouring the expression and the discussion of controversial 

opinions. The researcher is as an explorer, he/she can know partially the subject, but he/she is also 

going to discover unknown domains. Three mini groups will be set up with 4, 5 or 6 millennials each 

time, it will be completed with techniques observation. See the table 3 below. My mini group will 

proceed as follow: 

Some questions and discussion will be set up to perceive the participants’ beliefs toward pop-up retail, 

their expectation about the concept and the brand perception. It will be one of the three pop-up stores 

studied, that is to say Weight Watcher, Etat Pur, or Nuxe.  See the photos of the store in Appendix 

1,2,3 p. 71 to 77. 

It is here that my techniques observation takes place.  The perception, feeling, store experience, the 

psychographic characteristics like shopping enjoyment, the facilitator of purchase decision, receptivity 

about new product, new concept will be analysed.  

After this visit, another discussion session will be set up, to receive the feedbacks about their 

experience in pop-up stores. In this session, the analysed themes will be if the pop-up retail have 

caught their attention, if it was a memorable experience, if the brand has offered a new perception 

than before, how and why. 
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Table 3-  Setting up of mini-groups 

 

3.3.2 Three in-depth interviews 

The interview is a fundamental process qualitative research, it is based on communication and human 

interaction. The interview takes place generally face-to face. It is important that every description, 

every representation expressed by an investigated individual must be reported to the points of view 

on which they depend, thus in the position of the individual. The interviews’ role is to collect data and 

bring to light certain indicators which will allow to verify or not the hypotheses, but also to create 

hypotheses.  

Three interviews will be set up for this research. All these interviews will be achieved with professional 

in marketing strategy and retail marketing to cover the brand operational aspect. See the table 4 

below. The questions will be more about the conception of a pop-up store, the marketing objectives, 

the retail strategy and recommendations to set up a good pop-up store. To sum up, the interviews will 

be divided in two main parts: the strategic aspect and the operational aspect depending on the profile 

of the person. The strategic aspect will concern the marketing objectives of the brand in using the pop-

up store, the target, the concept. The operational aspect will argue about the choice of design, devices, 

activities and product of the store, the strategic localization.  

My methods of implementation will be essentially face to face both for focus group and in-depth 

interview. Indeed, it is important concerning my research objectives to receive more feelings and 

emotions of my participants. Moreover, it will be free interview. Contrary to a directive interview, the 

interviewed people have a totally freedom of speech, if the purpose stays in the line of my question 

Number of 

participants 

Gender, age Brand of the pop-up store visited, sector 

4 2 girls, 2 boys. 

Between 22 and 24 years old 

Weight-Watchers  

food and diet program  

6 Only girls  

Between 23 and 28 years old 

Etat pur  

Cosmetics  

5 Only girls 

Between 23 and 30 years old 

Nuxe 

Cosmetics 
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obviously. It allows to explore the subject and analyse all the information, more to collect specific data. 

My questions will be adapted in function of the people’s answer. Those interviews and mini groups 

will take place in calm area like in a class room or a coffee shop, when they will feel confident and 

comfortable to talk.  

 

Position  Companies 

Marketing & Communication director Etat pur 

Spa Operations Manager Nuxe 

CEO Shopsagency (agency specialized in the retail and pop-up store) 

 

Table 4 -  In-depth interviews details 

 

3.3.3 The three pop-up stores description  

3.3.3.1 Weight Watchers 

Weight Watchers is an American company founded in 1963 by Jean Nidetch, and which offers a food 

program intended to favour the loss of weight. The weight watchers approach consists in making 

meetings where the members are accompanied by an organizer and bring support and mutual aid to 

reach their weighty objective. The company now operates in 30 countries in the world. The Weight 

Watchers programs’ philosophy is to use a science-driven approach to help members lose weight by 

forming helpful habits, eating smarter, getting more exercise and having support. In addition to the 

Weight Watchers program, the brand offers packaged food, exercises equipment and DVD’s, book 

recipes and storage tools.   

In September 2017, Weight Watchers carried out a pop-up store in the first arrondissement of Paris 

called “Le studio Weight Watchers”. It took place from the 11th to 30th of September 2017. In this 

ephemeral shop, Weight Watchers met their consumers with different activities. The visitors could 

meet coach specialized in nutrition and also sports coach with some sports activities like pilates, cardio, 

boot camp sessions for free.  From the entry it was possible to discover a big part of the range of the 
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Weight Watchers dishes; it was the only sales area of the store. Then, a great bar with a degustation 

area was available with delicious healthy recipes. A photobooth was also installed to immortalize the 

visitors’ passage.  In the basement of the store, a real studio of gym was set up where the sport and 

nutrition activities have been set up. The studio Weight Watchers was there to represent the universe 

of the brand in a gustative but also sports way.  See photos in appendix 1 page 71 to 73. 

I decided to choose this brand because it enjoys a high awareness to the millennials even though it is 

quite old. This brand was also chosen because such a brand is not expected to establish a pop-up store, 

it is surprising. 

3.3.3.2 Etat pur 

Etat pur is a French brand founded in 2011 by Jean-Noël Thorel, pharmacist and biologist. Etat pur is 

specialised in dermocosmetics, belonging to NAOS group which already have brands like Bioderma, 

Esthederm. Etat pur, through its offer is involved to develop products which respect all kind of skins as 

well as the planet. The brand regularly publishes studies from scientist and dermatologists on how to 

take care of your skin according to your age and your lifestyle. The brand shares the values of the 

transparency on ingredients’ products but as well on the price. The brand sells its product only online, 

it is a pure player.  

From the 7th of November 2017 until the 7th of January 2017, Etat Pur decided to open a pop-up store 

called “the skin studio”. This studio offers various activities around the skin’s theme. A free skin 

diagnosis was offered by dermatologists, with the help of video microscope, to recommend different 

products the skin needs according to specific kind of skin. Then, the brand proposed each week, some 

workshops to learn about your skin according to different themes. Some conferences within the store 

are organized by the brand, made by some dermatologists on different themes like skin’s allergies or 

skin aging. See photos in appendix 2 page 74, 75. 

I chose this brand because on the contrary it is not a well-known brand of the general public and 

because you can only find it online. So, it has probably different marketing objectives compared to the 

two others. 

3.3.3.3 Nuxe  

Nuxe is a French brand of naturals cosmetics founded in 1989 by Aliza Jabès. The brand possesses 

many spas, and its products are sold in Para pharmacy and in their spa. Nuxe is especially known for 

its “Huile Prodigieuse” a multifunction oil for the face, body and hair. This is the flagship product of the 

brand. The brand seeks to reconnect women to their deep nature and to express their singular beauty.  
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Nuxe opened its first sensory pop-up store with a cosy atmosphere in the heart of Paris beside its 

mythical Parisian Spa. The concept of this pop-up store is well-being. Inside, we discover bright space 

where the Nuxe team share the best beauty advice and gesture of self-massage, to optimize the benefit 

of their product. Behind the shop, the mini studio, with some “Do It Yourself” workshops, which allow 

to express participant’s creativity. Participants can personalize their own box product. The pop-up 

store is also welcoming different workshops conducted by professionals with thematic like body 

massage and body expression. See photos in appendix 3 page 76 and 77. 

I chose this brand because it is a French and well-known brand with high-end products, which conveys 

strong and very different value from the others. 

These three brands are sufficiently different to cover a wide choice of concepts, objectives, feelings to 

analyze.  

3.4 Data Analysis Procedures 

The qualitative data can be quite complex to analyse, it always depends on the way that the research 

has been conducted. Qualitative data are always more “varied and elastic” Saunders (2016). 

Consequently, qualitative data have to be explored with subjectivity and socially constructed meanings 

from the researcher. The meaning of qualitative data depends a lot on the researcher interpretation 

and on the opportunity that the researcher has to conduct and to achieve an efficient interview and 

mini groups. All of the interview and focus group will be recorded to perceive the tone of each 

sentence. Then, it will be transcribed to allow to see the way the sentences are built.  

Then, a thematic procedure will be used to analyse the data. All the piece of data will be analysed to 

be categorized in several themes. The theme will be built according to my research objectives.  

For the mini-groups the data will be organized around these main themes, before, during and after the 

view of the pop-up store of different brands: See the table 5 below. 

Before the visit During the visit After the visit 

- Beliefs toward pop-up 

store 

- Shopping habit and 

retail behaviour 

- Opinion about the 

brand 

 

- Behaviour in store 

- Purchase intention 

- Stimulation in store 

- Perception about the 

concept of pop-up 

store  

- Positive opinion 

- Negative Opinion  

- Opinion about the 

brand 



36 
 

Table 5 - Mini-groups Topics 

 

Regarding the in-depth interview, here are some several themes that my data would cover: 

- Which marketing objectives for the pop-up store 

- Which target for the pop-up store 

- Which retail strategy for the pop-up store  

- Recommendations 

See appendix 4,5,6 page 78 to 81 for focus groups and in-depth interviews questionnaires. 

Then after having categorized each data and information, some relationships will be made between 

the different themes. For that I will find out what the essence of each theme is and how theme might 

be related to each other. Also, maybe sub-themes will appear inside a theme and some of them will 

need to be redefined. Each main topic will produce an idea, a hypothesis which will maybe give an 

answer, and will correspond to some theories already seen in the literature review.  

3.5 Research Ethics 

In each research project, it is important to be aware of research ethic. The fact to act ethically is 

essential especially to be able to anticipate ethical issue at each stage of the research. The researcher 

should respect some ethical principle as the integrity and objectivity of the researcher, respect for 

others, avoidance of harm, privacy of those taking part, voluntary nature of participation and right to 

withdraw, informed consent of those taking part, ensuring confidentiality of data and maintenance of 

anonymity of those taking part, responsibility in the analysis of data and reporting of findings.  

For this paper, only qualitative research will be set up, it means that data will be collected through 

human dialogue, attitude and behaviour. There are some fundamentals principles to respect in the 

dialogue.  1- Letting the participants talk freely and not interrupt them. 2- Refusing to manipulate the 

person that you questioned and 3- Refusing to lie to the person. If the interviewer feels manipulated 

by the researcher he will stop feeling comfortable and will refrain himself/herself to talk in a confident 

way.  

At the stage of the redaction of the collected data, the question of the confidentiality will appear. 

Indeed, as a researcher, preserving the confidentiality of all speech of the participants is essential. It’s 

the researcher’s role to protect the identity of the participants (if they want it), to protect this 

information against the unauthorized access, the use, the disclosure and the modification as well as 
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the loss and the theft. It is essential to keep this ethical duty in mind to maintain the reliable link 

between the researcher and the participant and protects the integrity of this research project. This 

practice concerns essentially the three in-depth interviews with professionals. These participants will 

probably give some confidential information about the company. That’s why, before starting a consent 

form and an information sheet will be delivered to each participant. These documents will give more 

information of the process of the mini groups and interview, and each participant must sign it to give 

their permission to use these data for the research and to be recorded during the all the session. These 

forms also explain how these data will be used and how we ensure their protection.   

3.6 Limitations of Methodology  

Qualitative research is essentially based on the interpretation of the researcher, the investigation 

could be biased. Moreover, we cannot measure the reliability of a not probability sampling. Few people 

will be surveyed, so it can’t be very representative of the way of thinking and of acting of all millennials. 

Most of the millennials interviewed, will certainly have their first experience in a pop-up retail and few 

pop-up stores will be visited because it will be pop-up store settle in Paris during the time of the 

research. Consequently, the choice will be limited. These pop-up stores won’t be representative of all 

the brand strategy and all features that people can find out in pop-up retail. 

Then, the difficulty of access to professionals who have already worked for a pop-up store can impair 

the quality of the sampling. Indeed, the novelty of this tool makes the research of the expert in this 

subject difficult because of its scarcity.  A few choices are available for my research, hopefully it will be 

enough to get meaningful information for the research. 

To conclude, qualitative research cannot generalize the outcome, and not be representative of the 

reality. But it will examine the main features and responses of millennials’ experiences in pop-up store 

to determine the most effective rules to follow for an efficient experimental retail strategy. 

 

Chapter 4 - Research Findings  

4.1 Introduction Research Findings 

This chapter will describe all the findings according to each research objectives. Some new insights will 

appear, and some answers will be illustrated with real quotations from participants. The fifteen people 
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from the focus Group will be called with Letter. Example: Parcipant A, Parcipant C, Parcipant K. Then, 

the professional will be called with number. Example: Professional 1, Professional 2, Professional 3. 

 4.2 Objective 1: Millennials shopping habits and pop-up 

stores 

4.2.1 Shopping habits 

Regarding the millennials’ shopping behavior, we could think that they are more inclined to use 

spontaneously the e-commerce, more than to go in brick and mortar. However, on the fifteen 

participants of the focus groups, 11 on 15 have a real preference for a traditional shopping. They 

especially highlighted the importance to see and touch the products in real.  One participant’s response 

was: 

 “I really prefer to touch the product, try, see the shape, especially for fashion or cosmetics but that’s 

the same for furniture, decoration and accessories.”  

 Seven of all participants insist on the fact that they hate when the shop is crowded or when the staff 

pushes them to buy, or they are not enough objective concerning the product. And one of these 

responses included:  

“I don’t like that much when a salesperson is advising me on my potential purchase, or it should be just 

an information about a product, or about a special offer, in this case, that’s fine.”  

Therefore, 3 on the 15 millennials emphasise on the in-store experience, they love shopping just to 

visit stores, even if they can’t buy anything, just enter a beautiful store, explore the brand, the 

products, discuss with the staff. For example, the participant A especially likes to go to a luxury store 

because the design and the atmosphere are wonderful. For him, it is like a real exhibition. However, 7 

people on 15 looked before on internet before buying in store, they appreciate to spot a product and 

go in-store to see it in real. Participant B is often disappointed with her online purchases, she explains 

that half the time, the product didn’t seem like what she had expected to be. But all of them consider 

that internet is very practical especially to buy products they can’t find anywhere. One of the first 

reason they gave is the price which is generally cheaper than in stores. 6 persons on 15 said doing 

shopping in brick and mortar is also a way to see what big brands are doing, and to spot new trends. 

When they were asked if they like seeking out new trends and products experience, 9 on 15 said yes, 

and when they were asked why, the participant C explains with his words: 
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“Follow the trends for me is a way to show that I am modern in my values. It is also a way to assert my 

personality through accessories and brands with whom I share the values.” 

They all concluded that follow a trend, which can be about fashion, technology or cultural is way to 

follow how the society is evolving, and millennials are curious and want to contribute in their own way. 

4.2.2 The pop-up store’s beliefs 

After having collected the main aspect of their shopping habit and behaviour, the millennials have 

exchanged about the concept of pop-up store. More than half of the sampling had already heard about 

the concept of pop-up store (9 millennials on 15), and only four of them have already experienced it. 

Participants A and E, for example, follow the events of their favourite brand, so when Dior has opened 

its first pop-up store, it was evident that they wanted to see it because they adore the brand. They 

really enjoyed the experience and took lots of photos because the place was well-decorated. The 

reason to go in pop-up retail could come from different expectations, it could be a new collection, a 

new brand they wanted to know, a personalization of a certain product. When they were asked what 

the motivation to visit a pop-up store would be, one of the answer was:  

“I will visit the pop-up store if I have a certain affection with the brand more than to discover a new 

brand, except if I come randomly across the store and find the store appealing.”  

Participant N, on the contrary, thinks that people will visit a pop-up store if the animation and the 

concept are interesting, useful and free for visitors. For example, the Weight Watchers pop-up store 

offers free sport courses, free nutrition diagnostic by professional. For her, that’s a better way to 

attract millennials in a store nowadays. It absolutely depends on what the millennial wants from the 

brand. Another answer included:  

“in-store experience is less attractive for me, I prefer the personalization and uniqueness aspect, like 

for the personalization of the gift box in the Nuxe’s pop-up store.”  

The most of participants agreed to say that to test the product in a funny format and learn about the 

brand through different activities like conferences, themed evenings, was the best way to better know 

a brand, and understand what it wants to convey.  Most of the participants, 13 on 15, admit that the 

brand of which they visited the pop-up shop, will unconsciously stay in their mind, and will remember 

this experience when the brand rebounds on them in the future. Therefore, 11 on 15 admit that it 

could influence a potential choice during a purchase. All the participants appreciated the visit of the 

pop-up store even if the brand was not their favourite one. When they were asked what brand they 

expect to do a pop-up store, they answer they prefer brands they know and appreciate and especially 

pure players for 5 of the participants. Participant G explains why with her own words:  
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“I expect pop-up store from brand which are only present online or only present abroad and not in 

France because I love to order product from American brand and most of the time, I have customs fees 

to pay in addition of the shipping cost, that’s annoying!”  

Another participant admits she wants to see pop-up store from pure player because she wants to 

discuss with some staff of the brand, meet the brand in real, their story, better discover their own 

collection and no other brand available on their website. 

4.3 Objective 2: Brand perception affected by pop-up stores in millennials’ 

mind 

The pop-up store should describe and represent the brand identity and should convey their values, 

and prove the brand promise. The participants were asked about their perception of the brand before 

and after the visit of the pop-up store. In this section, the brand perception of each brand analyzed 

(Weight Watcher, Etat Pur, and Nuxe) will be described. 

4.3.1 Weight Watcher 

Weight Watcher is a well-known company in France, which targets young or old overweight people. 

All the participants who have visited the Weight Watcher pop-up store declare their brand perception 

has changed after their visit. The vision of the brand before was approximately the same for everyone, 

an obsolete brand, exclusively for senior, which uses an “out-of-fashion” way to communicate. The 

participants remembered that their communication included testimonies from overweight people who 

have tested Weight Watchers programs, and used cheap brand ambassador like popular French singer. 

One participant explains his perception in saying: 

“When I think about Weight Watcher, I think products from teleshopping which are expensive, and not 

very tasty.”  

Another one completed:  

“It’s been a while that I heard about this brand, in my opinion, this brand offers products for a strict 

diet, and it’s not the best way to lose weight today. It’s a brand which has a lack of modernity in both 

its offer and its communication” 

They explain that their vision changed by the modern decoration, with wood and a new colour code, 

they could feel the brand wanted to be more contemporary, fresh, and would follow the trends of the 

healthy lifestyle. They all agreed to say that the degustation made them feel different about the 

product, they all loved the taste. In discovering all the range and prices, they realized the Weight 
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Watchers products were very affordable. One participant describes his feedback with this clear 

comment: 

“The staff was young, energetic and very nice. They have explained us the concept of the brand very 

clearly. Now I see the brand like a modern brand, younger and dynamic, which wants people to eat in 

a healthy way while enjoying the food without any additives or preservatives. I understand through 

their free nutrition coaching by nutritionist that the brand promises are to help people taking good 

eating habits, instead of doing drastic diet.”  

The pop-up store has changed their vision of the brand, and it helps them to understand the brand 

mission and promise. They explained in their own words that it was thanks to the shop atmosphere, 

the staff, and the activities in it. 

4.3.2 Etat Pur 

Concerning the second brand analysed, Etat Pur, it was different because none of the participants 

knew the brand before doing the visit. So, the pop-up store couldn’t change the brand perception of 

the brand, we can’t assess the comparative. Nevertheless, they were asked about their feeling of the 

brand and if they have really understood the brand promise, brand values, brand mission. Participant 

H started to analyse the design of the store and tried to decode what the brand wanted to say with 

that. Her main comment was: 

“The light, the refined design, and the white walls made me feel in the professional place like a Para 

pharmacy, it could reassure people regarding the quality of the product”.  

Participant I agreed and added that the very clear and precise merchandising couldn’t be compared to 

classic cosmetics stores like Sephora or Nocibé (which are the famous cosmetics retailers in France). In 

these stores, it can be a little messy. Here, it made her feel a certain degree of purity. All the six 

participants agreed to say that this clearness in the store, motivate people to look at the product. 

Concerning the activities in the store, the participants highlighted the fact that the free skin diagnostic 

was very good idea, to better understand what the promise of the brand was. They also confided that 

the activity and the different conferences organized by the brand prove the professionality, they can 

feel the brand wants them to be aware about the skin care and wants to educate, it’s important today 

to make the brand useful for the consumer. One of the other important point of the participants was 

the staff behaviour, 3 participants on 6 asserted the staff was very implicated in this pop-up shop, 

because they gave a lot of explanations about the concept, the product, the activities, without being 

insistent. They all claimed that was a very big motivation to ask further information and discover the 

brand more deeply.   
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4.3.3 Nuxe 

The brand Nuxe was known from the five participants of this focus group. Before visiting the pop-up 

store 2 of my participants admitted that they already knew this brand but didn’t realize the prestigious 

and high-class aspect of the products. One participant confided that she thought it was a cosmetic 

brand as others with no particularities. For the rest of the group, they especially knew the flagship 

product, the famous oil, but absolutely didn’t know what the other kinds of products the brand offered 

were. After the visit, all the participants declared that they learned a lot about the brand, the kind of 

product, ingredient in products and the brand story. One of the answers included: 

 “I learnt a lot thanks to the staff, the salesperson told me a story of the brand, without a commercial 

aspect which they generally have in a store, it was really interesting and pleasant”.  

Here again, the staff behaviour was very significant for the participants. The staff represents the brand, 

especially when it is the first contact with it, and maybe the only one contact they will have with it. The 

staff must transmit what the brand wants to convey. 

4 on the 5 participants stressed the store was not mostly here to sell product but to tell a story and to 

make the visitor creative. The refined design of the store, for example, made them feel like they were 

not in a store but more in a real universe. One of the main reaction was: 

 “There are few displayed products, it shows the brand is not here just to sell but to inform, to be known 

and make us discover something new.” 

 They concluded it is a good point for the brand, because now we have a very positive vision of Nuxe, 

more like a simple cosmetic brand. 

4.4 Objective 3: Consumers experience in some Parisians 

pop-up store 

4.4.1 Overall feedback 

The client experience in a pop-up store is the core of its strategy. It should be innovative and attractive. 

13 on 15 participants of my focus groups affirmed they expected a pop-up store to set up a great 

experience inside the store, like activities, workshops, photobooth, conferences, tests of products, and 

above all, something original. The experience in the Weight Watcher pop-up shop was, according to 

the participants, very complete. Participant D explained his feeling about his experience in these 

words: 
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“This is a store where you can spend two hours without realising it. The client path is very well 

established, you can do everything, different activities linked to the brand, and you conclude the visit 

in leaving the store with a personalized memory which is the photo. That’s a good way to memorize 

the experience”.    

Indeed, it is important to have different steps in the visitor path in a store, it encourages the visitor to 

remain longer and please a different kind of visitors. However Participant B would have liked to be 

more included in the approach. She explained: 

“I would have liked, for example, to create my own menu with the Weight Watchers products which 

corresponds to me in relation to my nutrition diagnosis.” 

The professional 2 was asked how the brand chose his in-store experience, he insisted on the 

importance of the emotion in the customer experience in store. Thinking about the five senses of the 

humans can help find imagination to entertain and create emotion. He explained that to create 

emotions, brands should stimulate customers more than possible. The realization of the five senses in 

a place is necessarily translated by a creation of emotion. When a visitor can feel an emotion, he or 

she is more inclined to buy. Through this in-store experience, brands should create meaning connected 

to their values and their promises. His answer included:  

“The aim is to sublimate the rapport between the place and the time given to a visitor to sell more”.  

Every moment should be optimized, and especially in a pop-up store, because it’s ephemeral, so 

people must memorize it. 

4.4.2 Digital experience 

All the participants agreed to say that they loved their experience in each pop-up store. However, some 

of the participants made an interesting criticism and suggestion about the digital aspect especially for 

the Weight Watchers and the Etat Pur pop-up stores. One criticism included this reaction: 

 “There are some tablets available in the store, but there is nothing interesting to do on it, only people 

can search something on internet, but I can do it on my own phone. So, for me it’s useless, there is no 

need for that.”  

The participant F also explains that sometimes brands feel obliged to put some digital aspect in their 

store because the digital is an innovative trend in the marketing and retail fields. One other participant 

states on this subject:  
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“I love when some stores are connected thanks to digital devices, but I want something different from 

what I can do on my own with my smartphone or my laptop”. 

 Some disappointments were detected about the lack of originality and the usefulness of the digital 

aspect. For millennials the digital aspect shouldn't only take part of the decoration, it has to add a real 

additive value to the experience.  

By the way, Professional 3 added that brands should set up an experience people have never tried 

before, but the financial aspect is the first obstacle for brands. He added a comment: 

“A real pop-up store should not be a store with a good design, and simple animations it should be a 

strong concept to create a buzz. However, this buzz costs a lot, generally between 50 000 and 200 000 

euros”  

He explains that brands are rarely ready to pay this kind of amount, that’s the main problem for the 

pop-up store sector. The financial aspect is a reality not to be neglected. 

4.5 Objective 4:  the atmospheric design of the pop-up stores  

4.5.1 The importance of the store design and atmosphere in pop-up stores 

The atmosphere and the design take totally part of the retail strategy, it allows to revitalize it, to bring 

people in a real universe and attract them to buy. When the professional 3 was asked to argue about 

the design in store, she said generally brands want their pop-up shop to be a space where people can 

learn about the brand, more than sell product. Brands are expecting their pop-up store to tell their 

story through the design, it should be clear and easy to understand for the visitor. He added that we 

could tell the story of the brand, or tell the brand promise by attractive and funny signs, in projecting 

videos, and taking them in real atmosphere thanks to the sounds, the smell, and the decoration. The 

design should represent the brand. she commented:   

“A bad design could mean few money, few efforts, and certain lack of creativity from the brand. It could 

tarnish the brand image.” 

For the Nuxe’s pop-up store for example, the facade was decorated with white flowers, inside the 

space was decorated with light wood and bronze tones, and the wave-shaped suspensions gave a cosy 

and cocooning touch. (See appendix n°3 page 76) 

The professional in charge of the pop-up store commented in her own words: 
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“Design and architecture are the first links between the brand and the consumer because they create 

a real closeness and transmit values without promising anything in contrast to advertising. That’s why 

everything must be thought out in order to taking them into the brand universe.” 

About Etat Pur, the brand has opted for a streamlined design and the professional explained why: 

“A refined and efficient store design allow to preserve the look of the important product.” (See appendix 

n°2 page 74) 

Design gives life to the brand through shapes and colours, a sign of recognition and develops a whole 

global brand universe (visual, shapes, materials...). Weight Watchers’ pop-up store wanted to create 

different universes depending on the theme of each activity. However, it should have a logical 

sequence between each space, a link which corresponds to the brand identity. For a pop-up store, the 

design and the atmosphere should step out of classical way of working.  

The professional 2 wanted to sum up on this subject in saying that the outside of the store is also 

crucial. Indeed, it’s important not to forget how to bring visitors inside the store, that’s why the 

location should be well-examined, he summarizes: 

“The pop-up store should be integrated into the customer path, it is the pop-up store which comes to 

them, and not the opposite.” 

4.5.2 A design to influence visitors sharing their experience  

The design as the experience should be memorable, extraordinary. Above all, it should make the visitor 

want to take photo, to film and share it in social media immediately. The professional 3 insisted on the 

fact that the millennials love using social media like snapchat and Instagram, to share their daily 

experience in the real-time. His main comment about the subject was: 

“The store should be “instagramable”, it means the store should be enough beautiful and inspiring to 

take a photo and share it in Instagram.”  

Instagram is a photo social media, millennials love to make great caption from decoration, great view, 

great place, and great food. It is also a social media where they can follow the trends. Snapchat is a 

social media more like to share instantly what they are doing right now, millennials love sharing with 

their friend if they are doing a wonderful or original experience. So, it is crucial for brands to influence 

visitors publishing on social media. Very often, some hashtags indicate and push people to publish 

their experience. For example, in the Weight Watchers pop-up store, the hashtag #lestudioWW was 

displayed everywhere on the pop-up store’s walls.  
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The merging of social media and retail is an ingenious way of reaching consumers and shaping public 

opinion by creating buzz. For consumers, this increases the quality of their customer experience and 

helps them build a positive brand image. Professional 1 concluded: 

“Social media is a very important influence relay for ephemeral events such as pop-up stores, that’s 

why we are organising some workshops with some well-known social media influencers’”  

Influencers are considered like opinion leaders who, thanks to their e-reputation or media reputation, 

can encourage people to come and see the pop-up stores thanks to beautiful photos or articles.  

During the visit of all pop-up store, only 4 on 15 participants have shared photos of the store and on 

social media. They use Instagram story, and snapchat story. The story canal is a way to broadcast one 

or more contents in an ephemeral way. The "story" will disappear after 24 hours. 

4.6 Objective 5: To discover the companies’ marketing 

objectives when they are using pop-up retail 

4.6.1 Marketing objectives and target 

A pop-up store integrated into an annual marketing plan can answer different objectives to fulfil. It 

could be an objective of brand image, brand awareness and values. But it can also attract a generation, 

a particular target, and new consumer. For a mass market brand, it allows for example an evolution of 

image or a test with a certain population. That was the case with Weight Watcher. The brand wanted 

to reach a younger target, and gives an image of a fresh, connected, and trendy brand. The cosmetic 

brand Nuxe creates this pop-up shop for different reasons. Through this pop-up store they wanted to 

present their new collection created for the occasion, the “32 Montorgueil” a luxury range which is 

called like the address of their pop-up store and a collection only sold in their spa. As the Professional 

from Nuxe sums it up: 

 “The consumer feels privileged to have access to this unique and exceptional range of product”.  

Therefore, through this pop-up store the brand aimed to attract prospect and take them to the Nuxe’s 

Universe in using creative workshops. The brand wanted to influence visitors’ purchase by the 

personalization of the gift box or of the Nuxe tote bag. Also, some workshops were organized to 

discover the new range of products and how to use it. Thus, the aim is essentially to increase the sales 

and to raise the awareness concerning the new range. Moreover, the Spa Manager told that generally 

people know the brand Nuxe but don’t really know what the brand offers and don’t know the brand 
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has spas. The pop-up store is just next to the Spa and encourages people to choose a formula to the 

spa.  

Otherwise, pure players brands for example, carried out a pop-up to meet the consumer in real, to 

make them discover a new product. Professional 1 who has worked for the Etat Pur pop-up store 

explains that Etat Pur is a young brand. The strategy was to be only a digital brand. Then, the brand 

decided to open a pop-up retail to test the potential business for a real store and especially to rework 

and restructure the way to communicate about the product. As she summarizes it by stating: 

 “the main challenge of the brand in using this pop-up store is to figure out how to better communicate 

on products. Indeed, products are the result of a thorough and innovative formulation, so the brand 

communicated on a lot of these aspects, and probably too much to make it easy to understand”.  

This pop-up store allows the brand testing a simplified communication towards its products and 

studying how visitors react to it. Through this test, the brand is able to analyze what is interesting for 

customers or not. She also added: 

“Moreover, through these activities we wanted to educate our target. The thematic evenings allow to 

have different degrees of education to meet different degrees of our target”.  

After the three months of pop-up store, the brand will be ready to improve and create an adapted 

product communication strategy. This pop-up store is a real laboratory of analysis of consumers’ 

reactions.  

Professional 2 explained why the cosmetic market is difficult to make consumer loyal and why the pop-

up store can help to that. She stated: 

“The cosmetic industry has constraints by the fact that consumers need time to test new products 

before seeing any results, that’s why a great follow-up is set up after the purchase to revive them and 

ensure their satisfaction” 

This reason points out why educate people to the products is crucial for cosmetics pop-up stores. 

Concerning the target, Etat Pur for example, wanted to reach a more international target, that’s why 

they decided to set up the store in the Marais, which is a very cosmopolitan and trendy neighbourhood 

of Paris. Professional 2 commented: 

“The localisation is very important according to the marketing objectives and target. The brand must 

choose the space and the localisation that is most likely to bring the target.”  
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By the way, he explains there are other ways of setting up a pop-up store than renting a temporary 

space like pop-up stores usually do. There are three other options: special space in an existing store, 

in a shopping mall with a kiosk for example, or an outdoor pop-up store. Depending on the target and 

the objectives, (and also on the budget) different shapes are appropriate. See the table 6 for a recap 

of the marketing objectives of each brand below. 

Brand 
analyzed 

Objectives Setting up 

Etat Pur • Educating consumer 

• Increase awareness 

• Gather informations on 

consumers 

• Reach international target 

• test the brand in a 
physical store 

 

• Free skin diagnosis 

• Using social media influencers 

• Simplified communication on product 

• CRM  

• Settle down in an international 

neighbourhood 

Nuxe • Providing a special range 

• Customisation of product 

• Education consumer 

 

• Conferences on well-being and how to 

use Nuxe’s products 

• Refined design, emphasises on products 

• Using journalist and cosmetic 
influencers 

Weight 
Watchers 

• Educating consumer 

• Providing new positioning 

• Increase awareness on 
social media 

• Natural design atmosphere  

• Test new product 

• Free diagnostic 

• Using social media influencers  

 

 

Table 6 -  Marketing objectives and Setting up recap  

 

4.6.2 Performers Indicators in the store  

The Return of Investment of a pop-up store can be analyzed with various tools, depending on each 

objective of the brand. To have a concrete example, the question was asked to professionals who are 

setting up a pop-up store. The professional A from the brand Etat Pur enumerated how they can 

analyze their outcome. First, the sales revenue of the store per day, per week and per months. Then, 

the average basket by consumer is a good indicator, and specifically, the average basket after the skin 

diagnosis, which was the main activity of this pop-up retail.  

“We would like to analyze if the skin diagnosis influences the purchase, so we examine the sales 

depending on each diagnosis made versus the sales without the skin diagnosis meeting”. 
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Indeed, this comparison is useful to know if it is interesting to offer a free skin diagnosis to their 

customer because it’s a real investment for the brand. They realized that the turnover is much higher 

by offering this meeting with the dermo-advisers. When they were asked if they had reached their 

objectives she confided the sales and appointments had increased of 20% compared to the first 

months. But the brand didn’t have clear objectives in terms of figures. She explains that it is very 

difficult to plan and anticipate the turnover, but they can try to forecast the growth between each 

week. Yet, they can estimate the press, media and social media response to estimate the growth of 

awareness. The awareness and brand image objectives are generally crucial to assess when it’s a big 

line of the whole strategy. The Professional C from the pop-up store agency reveals how pop-up store 

can estimate their outcome in terms of brand image and awareness. All the design and layout should 

be analyzed, to receive a merchandising feedback. What was catching the consumers’ attention? Why 

are these products better sold? Then, there are the classic indicators of the press relations, the brand 

can estimate it by making a media buying equivalence. There are also some algorithms and companies 

specialized in e-reputation and brand image which could make some rapport for the brand. Then, the 

brand can know if the brand is active on internet, if people talk about it on social media and forums, 

in magazines. A follow-up of the e-reputation and brand image is determining. Indeed, the 

management of the collected data in the pop-up store is also very important, it could be via notably a 

CRM (Customer Relationship Management) Program. The indicators should be analyzed via a 

quantitative and especially via qualitative benefits, and should be valuable for the brand. 

 

Chapter 5 – Discussion, Limitation and Suggestion for 

Future Research 

5.1 introduction Discussion 

This chapter will discuss findings from the research to determine the main strategic aspect of pop-up 

store strategy based on millennials modes. This detailed commentary will refer to the previous chapter 

of research question as well as the literature review.  The research questions were: Why do pop-up 

stores' strategies match with millennials shopping expectation?  How can Parisian pop-up stores 

attract millennials and drive their purchase with their retail strategy? Why do brands use pop-up store? 

To answer these questions, this chapter will be structured into four parts. These four parts represent 

new insight of the pop-up store concept, which will contribute adding knowledge about the pop-up 

store retail area.  
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The elaboration of the four parts was inspired by the pop-up matrix from Briones and Bal, 2014 seen 

in the literature review. As a reminder, they described the founding values of the pop-up store 

experience. They stated that everything is built around the idea of the consumer centric, and they 

describe four dimensions: Digital dimension augmented by the real, the emotional dimension, the 

lifestyle dimension and the perceived value dimension. By reusing this template and in adapting with 

the research findings the structure of this chapter will be organized around the four strategic idea: 

 the pop-up store uses a consumer centric conception 

 the pop-up store is a trend and lifestyle landmark 

 the pop-up store serves the perceived value of the brand and of its product 

 the pop-up store delights the act of purchase 

Using these four aspects, some examples of the three pop-up stores analyzed and millennials’ behavior 

and feedback of this research will be given to illustrate each subject. 

5.2 A conception to be consumer centric  

5.2.1 Consumer new shopping expectation 

Millennials grew up in a in a very fast and individualistic world of services and new applications. They 

give a big importance to the criteria of the unlimited and the speed. Indeed, they want to have access 

to everything, at any time, with any devices and very quickly. As seen in the literature review 

Millennials are less easily loyal to one brand because they appreciate to try new brands, new 

innovations and always seek out better. "It is hard to persuade this generation to be loyal. Switching 

brands is other typical feature which fits a low loyalty level" (Jain & Pant, 2012). Then, we saw that 

generation favors the pleasure and the desire of novelty. They expect to receive a personalized and 

differentiated offer, no matter where or how they buy, and will immediately see elsewhere if their 

expectations are not met. 47% of millennials said they are interested in acquiring a personalized piece 

(YouGov  2017.)  But it is not just a question of responding to the whims of a demanding consumer: 

the brand must reimagine the foundation of their offer and their distribution. This study shows that 

Pop-up retail can help to this change. The consumer can feel privileged by a personalisation of a 

product, a special experience just for them. As seen before, consumer loved the special meeting of 

free skin-diagnostic or their coaching in nutrition in the Weight Watcher pop-up store. In this way, the 

brand is taking care of the consumers, and install a place in their mind. To be consumer centric means 

also for the brands, having a personalized content online, as a personalized experience in a physical 

store.  A brand, should have on each canal, a content, or an experience adapted to the target. 

Millennials love when the brand can speak with them directly and individually as much as possible. The 
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consumer appreciates to feel unique. This is more and more possible now with the online chatbot for 

example. Chatbot are instant conversation available on brands’ account on social media or their own 

website, to answer directly the consumer.  

5.2.2  A consumer centric retail 

By analysing the three pop-up stores, an insight has emerged, the retail is customer-centric. Being 

customer-centric means organising everything in relation to customer needs. The priority for the 

companies is to maximise customer satisfaction. This implies that the company changes its model: its 

objective is not to sell its products anymore, but to serve the customer, which is a vast undertaking. 

For decades, retailers have been building their businesses on an organizational structure and culture 

optimized especially around the product, but it must change. Being customer-centric therefore 

necessarily implies providing a consistent and quality customer experience, whatever the point of 

contact used. Pop-up stores are a great example of consumer-centric retail. As said in the literature 

review the consumer is waiting for emotional responses (Jang & Namkung, 2009) In pop-up retail, the 

usefulness and emotions are the drivers for a consumer centric retail strategy. In the analyzed pop-up 

stores, the brand Etat Pur confided the diagnosis skin meeting allows to sell more products than 

without the meeting. It proves that being totally concentrated on the customer’s problem or need can 

be a better way to sell an adapted product.  

That’s why it is also very strategic to segment the customer. By segmenting the customer base, the 

company will get interesting data on the types of customers it wants to attract. That’s what Etat Pur 

have done in their pop-up retail, they organized different conference theme adapted to their different 

segment of customer.  

Also, a pop-up store can be used to learn about its potential customer, collect information about them.  

It was the case for Weight Watchers which offers free nutrition coaching to learn about its probably 

future consumer. The brand can learn about their food habits, what they like, and dislike and adapt 

the Weight Watcher formula to them. All the information collected concerning the consumer in a pop-

up store is a gold mine important for the brand. The information could be collected through a meeting, 

allowing collected a very personalized and qualitative information. This information could also be 

collected through digital interaction. Today, digital interaction has become common to bring a rich 

database that brand can use after closing its pop-up store.  Collected elements will serve to pursue a 

consumer-centric strategy not only in the retail but in the whole marketing strategy. Then, the 

customer follow-up after the pop-up store is crucial. For example, a newsletter campaign that follows 

the post-pop-up shop and allows the continuity of the experience can be sent to all visitors. The 

Professional from Etat Pur explains that the data collected are used to ensure a follow-up of the clients 
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and assess the client satisfaction of the products. Thus, the brand continues to raise its customers' 

awareness, introduce new products, send them special offers, organize games, make them act on 

social networks. 

5.3 A reference in terms of trends and lifestyle 

5.3.1 Millennials on the lookout for trends in the retail  

As said in the literature review about the millennials "These people very often belong among 

innovators or early adopters” (Mangold & Smith, 2012). That’s why millennials are a difficult target for 

the brands because they follow a lot the trends, sometimes they even anticipate them. A well thought 

campaign with good mechanics can fail if it comes three months too late. When targeting young 

people, there are no fixed rules. The brand has to match with trends and have to keep on renewing its 

speech. Millennials are also connected all the time and spot the trends online and especially on social 

media. However, Brick and Mortar world can be a good way for them to look for ideas and trends to 

adopt. As in the research findings said, most of the participants (6 persons on 15) admit they love doing 

shopping in brick and mortar to see what big brands are doing, and to spot new trends. Furthermore, 

9 of them are seeking new trends regularly. As millennials like to seek out a lot new experience product, 

the brick and mortar world is also for them a good way to discover novelties. Retailers are no longer 

seen solely as suppliers of products and services but as providers of ideas, trends and lifestyle. 

Consuming, for Generation Y, is not an insignificant act. It is also a means of recognition, of belonging 

to a group. They see the point of sale as a community place. A genuine space for meeting and sharing 

experiences, the point of sale must allow communities to come together.  The pop-up store Weight 

Watchers for example, goes through its activities around the healthy life trend, will allow people with 

the same desires and the same goal, to meet and share their experiences. Nuxe, decided to focus its 

workshops and conferences around the theme of the well-being. The brand hopes to gather people 

for who, the well-being and the relaxation is a real lifestyle and an important aspect of their life. The 

point of sale is not only a place of purchase, but also a meeting place concerning a special cause, a 

special trend, or again a passion.  

5.3.2 A pop-up store: a lifestyle and trends landmark 

A lifestyle can be described by a typology of individuals based on shared opinions and values that 

explain their behavior. (Mercator, 11th edition, 2014). A pop-up store could be the place where the 

transmission of a lifestyle is perfect. As the literature review said, all the element of the mix marketing 

are important and are vectors of lifestyle (Gregory Casper et al. 2014). It works in the same way for a 



53 
 

pop-up shop, all the elements like the product, the price, the promotion, place, the physical 

environment, people, and process have to represent the lifestyle the brand wants to be part of. 

Most of the pop-up store want to convey a lifestyle and inspire the visitors through this ephemeral 

tool. If we look back to pop-up analysis, we can say Weight Watcher wanted to show the healthy 

lifestyle through the pop-up store. A lifestyle retail can be also characterised by a retail which is not 

concentrate on products but on a theme. It is a plural place which is communal and conversational. 

Nuxe or Etat Pur organized workshops on themes which gather people with a same lifestyle and same 

problematic for example.  In fact, the pop-up store should be a welcome area where customers can 

spend time and experience their everyday life as they please without necessarily spending.  

A pop-up store is a curator of lifestyle by using a strong concept which catches millennials. The staff is 

also the mirror of the targeted community. Generally, the staff share the same lifestyle of the target, 

and can discuss and share their experience, it is the better way to promote the product. Then, the 

geographic place is also significative for the community. For example, the Marais is very trendy and 

cosmopolite neighbourhood where the most fashionable community live in Paris. Hence, a lot of pop-

up stores set up there.  

5.4 A tool which serves the perception of the brand and its 

products 

5.4.1 Bring freshness to the brand (brand reinforcement and brand 

revitalization) 

A pop-up store can be a good way to galvanise and get the brand younger. As said in the literature 

review all the experiences within a pop-up store can feed the consumer’s image of the brand and of 

the product. The pop-up store is like a brand event, it is something rare and therefore, reflects a unique 

aspect, with free and unique experiences, with exclusive and limited products. Visitors feel honoured 

by the brand, which will improve their perception. In this research, the brand perception before and 

after was studied. Especially for the Weight Watcher brand, a great improvement of the brand 

perception was noticed thanks to the pop-up store. This tool brings freshness and differentiation. It 

aroused curiosity among the visitors towards the brand, gave them the wish to learn more about it. 

This is what the millennials want, that brands renew themselves according to the trends. A pop-up 

store could be a perfect means for a brand reinforcement or a brand revitalization. As explained in the 

literature review, a brand reinforcement allows to convey the significance of the brand identity 

through marketing actions. The brand revitalization is to give a new vitality to the brand through a new 
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marketing strategy (Kotler et al.2013). A pop-up store can help a brand reinforcement when the brand 

is not well-known yet. Indeed, a pop-up store makes it possible to highlight the brand's meaning, 

values, promise and brand universe. Yet, it enables a customer education, to offer them a better 

understanding of the brand and its product. That’s the case for Etat Pur which wants, through its pop-

up store to educate their customer and improve the product communication. We can call that an 

educational pop-up store. An educational pop-up store has a better impact than a website, a brochure 

or a simple advertising especially in the cosmetic industry as said in the chapter 4. The consumer has 

the opportunity to be taught directly by the brand. In the example of Weight Watchers, the brand is 

making a repositioning, and through this pop-up store wants the visitor to feel the new values and the 

new brand promise which is more modern and fun. The customer can now associate the brand with a 

healthy lifestyle and not a rude diet program. Moreover, the focus groups stand out the staff’s 

behaviour influences the perception the visitor will have of the brand. In the Weight Watcher pop-up 

store, the staff was fun, young, and very friendly. It was the new image that the brand wants to convey. 

The staff embodies the brand’s universe, this is the human and authentic facet of the brand. That 

makes part of a brand revitalization.  

5.4.2 Create a link and a customer engagement 

The customer engagement is all the means by which the brand will create a relationship with the 

customer in maintaining brand loyalty and awareness. (Mercator, 11th edition 2014). The customer 

engagement starts first in the customer knowledge and customer satisfaction. At the same time, 

customer engagement goes further than satisfaction. Satisfaction is a passive attitude, whereas 

engagement implies an active approach on the part of the client. Word of mouth for example is a 

simple shape of the customer engagement. Brands want to create brand ambassadors. 

 Create a link with customers is one of the main goals of the pop-up store. A physical place like a pop-

up store, creates a stronger opportunity in making the brand real. The visitors can literally enter the 

brand’s life. Moreover, as said in the findings research, the store atmosphere and design as well as an 

original and creative experience encourage the visitors to be inspired and to enjoy the moment. In 

addition, the focus groups reveal that the staff is often mentioned in the feedback. The participants 

realized that the staff constitute a strategic aspect of the retail strategy as the literature review stated 

too. Indeed, Sawssen Ayadi et al. (2016) explained that develop interaction with the sales staff is a 

source of value and create link with the consumer. 

Almost all participants admitted that now, the brand they visited in the pop-up store will remain in 

their mind and may influence a future purchase.  
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This consumer engagement can be observed and analyzed through different Key Performance 

Indicators seen in the chapter 4, as conversation on social media - who are those people who talk 

about the brand? What did they say and why? And through which communication channel? 

5.5 A tool which delights the act of purchase 

5.5.1 Thanks to the in-store experience 

As seen in the literature review, Kwortnik and Ross (2007) define the purchase experience as an 

interaction of the consumer with the product which is pleasant, memorable, and source of meaning 

and value, organized in a highly theatricalized environment, a source of multi-sensory stimulations, in 

order to leave the customer a pleasant memory. Moreover, Mehrabian et Russell, (1974) supports the 

idea that emotions conditions during a visit to stores and the influence of the environment affect the 

client satisfaction and so, the client loyalty. Anteblian et al (2013) drew the conclusion that a good 

experience in store brings satisfaction, values and create a relationship with the brand. This research 

is focused on pop-up shop but verifies this conclusion too. All the three pop-up stores have offered a 

different experience in-store, with a particular atmosphere depending on their brand universe. They 

have used different methods. For most of them the aim was to offer useful experience without putting 

the product and the brand in the middle of the activity. Pop-up stores generally, and this is the case 

here, enhance the immaterial experience more than the product.  

We can see through the research findings that the test of the product is also successful, when it is 

made with an original shape. The test of the product allows to fill the gap of the “touch and feel” when 

the brand is only present online. In the result of the focus groups, some participants stressed the 

consumer should be able to propose something, be part of a project or give his opinion. It was 

something that missed in the three pop-up stores studied. One candidate for example confided that 

he would have wanted to create his own personalized good menu for the Weight Watcher pop-up 

store. He would have wanted to contribute in his way. This may be linked to the personalization of 

products, seen in the Nuxe pop-up store, which was very appreciated. Making the product unique, only 

possible within a limited time of the pop-up store. This will provoke the desire in the consumer's mind.  

Those activities reflected the brand promise. A professional confided for this research that the key of 

success is using the five senses of the consumer. 

5.5.2 Using the digital 

The pop-up store is not considered only as geographical area for the brand. It’s also a tool to develop 

the awareness on the web. As said in the literature review, the consumer now, and especially 
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millennials are omni-channels. "Retailers must keep experimenting with various strategies, both in-

store and online" (Dunne, Lusch Carver, 2014). This is even more true for pop-up stores because it is 

physically ephemeral, but it has to last online. Millennials are using a lot social media to share their 

experience and pop-up stores take advantage of it. Social networks are important because millennials 

talk on it about what they like. Also, millennials trust other millennials, like the influencers system, so 

it will generate traffic. As noted in the visit during Focus Groups, some millennials were taking photos 

to share on social media. In fact, pop-up shops are looking for compelling content to attract prospect 

and the consumers are looking for compelling content to share. They might get 10,000 people to come 

into the store, but there might be 100,000 publications online. 

As we noticed in the Weight Watcher pop-up store, the experience that the store wanted to make live 

can be relayed on social networks. The digital codes to be used are immediately provided by the brand: 

the Instagram account to mention, the right hashtag to use. They are simple and straightforward. The 

photobooth at the end of the visit is a well-known strategy to encourage the sharing, with a 

personalized photo with friends and the brand universe. Then the company will use some audience 

development platform or via the hashtag to track their e-reputation, it is a good indicator to assess the 

performance of its pop-up store and how people talk about it. 

But, the digital is not only the social media, the digital can be used directly to serve the spectacular 

experience. In this study, the digital aspect in terms of experience was a fail. The millennials remarked 

it, they were disappointed by the miss of originality in terms of new technologies. Exposing some 

tablets available was not enough and useless. However, technology keeps going to growth and 

improves to develop new experiences that benefit the consumer, like virtual reality, augmented reality 

or drones. Brands move very quickly to combine technology and efficiency in their retail. The store 

requires a good coordination between on-site and network animation, the complementarity of the 

physic and the digital channels should be simultaneous. 

5.6 Conclusion 

To sum up this part, see below an overview table resuming the four strategic dimension, the key 

concept and concrete example accordingly. Millennials are at the origin of this strategic reorientation 

of the retail strategy of stores and especially pop-up stores. 
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The Four 

Strategic 

dimensions 

Key concept Concrete examples in pop-up shops 

Consumer 

centric strategy 

• The consumer should feel 

unique 

• Personalized content 

• Personalized offer 

• Personalized services 

• Segment the customer as 

much as possible 

• follow-up after the visit 

• Exclusive product by a great 

theatralization 

• Activities in relation with the 

need of the consumer 

• Product proposal based on an 

assessment of consumer’s needs 

 

Lifestyle and 

trend landmark 

• To discover new trends 

• Consumer should feel to 

belongs to a group, a special 

community 

• Gather people around a cause, 

a passion, a trend 

• All the mix marketing 

represent the lifestyle to 

convey 

• Organizing workshop on a special 

thematic which gather a special 

community 

• Allowing visitors to share with 

others 

• Creating a community place 

Serving the 

perceived 

values 

• Allowing brand reinforcement 

or brand revitalization 

• Allowing customer 

engagement  

• Inspiring consumer 

• Bringing new values through the 

atmosphere, the staff and the 

activities 

• Educating the consumer on the 

brand or on product 

• Telling a story, like the story of 

the brand 
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Delighting the 

purchase act 

• Original and creative 

experience 

• Be useful 

• Involve the consumer, to be 

proactive 

• Using the pop-up store to be 

viral on social media 

• Using new technologies 

 

• Useful 

meeting/conferences/activities/

workshops with advices 

• Test of product in an original 

shape 

• Letting the consumer be able to 

submit proposals 

• Using the five senses 

• Interaction with staff   

• Collecting e-mail address, phone 

number, or other data through 

contest 

• Provide codes for social media 

(hashtag, tag…) 

• Using the awareness of the 

influencers 

• Immersive experience with 

augmented reality or virtual 

reality 

 

Table 7 -  Chapter 5 conclusion 

 

Chapter 6 - Conclusion and Recommendations 

6.1 Conclusion 

This conclusion will be structured according to the research questions and will illuminate and clarify 

the different theories and concept found through this research.  

6.1.1 Why do pop-up stores' strategies match with millennials’ shopping 

expectations? 

The millennials are clearly the driving force behind today's retail business. The millennials will decide 

the market place. By 2020, they will represent 2 billion people or one quarter of the world's population. 



59 
 

It is important to look closely at this emerging market, to analyse their consumption trends, their uses 

and their aspirations. While e-commerce has gained ground thanks to mobile phones, the speed of 

delivery, the choice of products and their often more advantageous cost, the physical location has 

always human contact, experiential and sensory advantages. Millennials look for these immersive 

experiences with contact and original concept. They look for brands with strong personalities, distinct 

universes which represent a certain lifestyle. As we saw in this research pop-up is a perfect tool to 

interact to consumers and to tell the brand story in a creative aspect.  When millennials come in a pop-

up store, they should see a living and welcoming multifunctional space where it's fun to spend time 

and not a sales place like a common store. In correlation with technological innovations, the omni-

channel behaviour of consumers, as well as the social media’s addiction, pop-up stores want to be 

ultra-connected, use high technology and are very present in social media. As we examined in this 

research, most of the millennials prefer the brick and mortar shopping experience but others really 

like the one-click buying. Brands have to please everyone, and need an omni-channel retail strategy.  

6.1.2 How can Parisians pop-up stores attract millennials and drive their 

purchases with their retail strategy? 

The millennials are visual. They want brands to inspire them without harassing them. Visual 

presentation is the art of promoting the sale of various objects, products or services in order to attract 

the attention of a consumer. Shop or shop window concepts have an immediate impact on the brand 

perception. Design gives life to the brand through shapes and colours. The values conveyed by an 

atmosphere and scenography are worth more than all the long speeches. Moreover, the ephemeral 

aspect effectively mobilizes attention and fosters consumer engagement, while differentiating the 

brand from the competition. The retail strategy goes through the choice of product, the choice of 

activities and workshops. As seen in this research, by having access to special product (Nuxe) or special 

meeting (Etat Pur, Weight Watchers) during a certain period of time only, they feel that they belong 

to a privileged circle and have an exclusive, intimate and authentic relationship with the brand. 

The pop-up store isn’t just a consumerist place, it's a transversal space for leisure and relaxation, where 

you can eventually buy. The act of purchase is finally not the ultimate aim unlike traditional store.   

This is why pop-up store is the fastest growth segment in the retail world. It meets most of the new 

consumers’ expectation, essentially the consumers of the Generation Y. 

Paris is a great place to set up a pop-up store because Paris is multicultural and good to reach an 

international target. Paris is also the capital of fashion and a great place for artists, a lot of trendy 
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neighbourhood like the Marais, perfect to embody some lifestyle that millennials are looking for. It is 

easy for brands to find a place which correspond to their universe.  

6.1.3 Why do brands use pop-up stores?  

Here are the main challenges and opportunities offered by a pop-up shop for an advertiser see through 

this research: 

- The pop-up store immerses and makes the consumer discover brand universe, values and 

promises 

- The pop-up stores increase awareness 

- The pop-up store creates a strong link with consumers and increase consumer engagement  

- Pop-up store can launch new products and test them on consumer  

- Pop-store can reinforce and revitalize the brand image 

- Pop-up store can make the customer loyal thanks to a digital follow-up 

- Pop-up store can help understand the consumer and attract news ones 

- Pop-up store opens new markets 

- The pop-up store represents a local and targeted operation 

- pop-up stores offer especially qualitative benefits with a long-term impact. 

6.2 Limitations and Suggestions for Future Research 

This research contains several limitations because it examines only three pop-up retails. These case 

studies by definition, are unrepresentative of the pop-up stores sector because they represent few 

observations, and few feedback. Nevertheless, this paper tries to detach general verifiable phenomena 

and theories for all pop-up stores. Furthermore, the aim was to assess and prove theories in a 

qualitative method not to analyse their application quantitatively.  

That’s why future research could improve the millennials’ feedback toward this tool with a quantitative 

method among a larger number of stores to draw more generalisations.  

It would be interesting to carry out a research about the use of pop-up stores focussing on only one 

sector: the fashion sector, cosmetic sector or food sector, and determine what the main insights and 

needs are. 

 A comparative research could be useful to do on other countries which have adopted pop-up retail. 

In analysing millennials feedback too, we could see the differences and similarities, and identify main 

strategy aspect for each country. 
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This research intended to be a first step in the association of millennials behaviour and pop-up stores 

strategy, hopefully it may be developed in future studies. 

6.3 Recommendations  

This section is intended for professionals who want to open a pop-up store for their brand. These 

recommendations are drawn from the evaluations of this research, but also from advice given during 

the various professionals’ interviews, expert in the creation of pop-up retail. 

6.3.1 To follow a precise process  

Before creating a pop-up store, the brand must define precisely the marketing objective, the target 

and define the main concept of the store and the budget accordingly. Then, the brand has to find the 

location. It has to be chosen in accordance with the target, and the concept. Does the target is present 

in this neighbourhood, this city? Does this location allow to make an atypical design and consumer 

path? A lot of pop-up store agencies help to find pop-up locations like Pop-up Immo, My Pop-up Store, 

Pop my Shop, Shops Agency. These agencies also care about all the technical file and administrative 

authorizations. The next step to think about is the retail strategy, the store layout. How the store will 

be designed, which kind of atmosphere, which experience and activities, which product to sell? Which 

merchandising? Create a familiar, welcoming and warm universe, where visitors can spend hours 

without getting bored. Also create human contact and an authentic relationship with the brand. 

Salesmen should offer their expert advice and passion for the business through workshops and events 

built around the brand's heritage. The objective is, through the design, to support a branded territory 

by, for example, relying on architectural trends and product staging. Then, the brand should define all 

the coordination of the store: management sales team, management of cash flows, merchandise flow 

management, activity reports. 

6.3.2 Creativity is the key  

Finding the right concept could be the most difficult. A pop-up store should be innovative and create 

the buzz. To create the buzz means to create something new and which is viral. Professionals explained 

the key to buzz marketing, is the humour or emotion, impressive design or experience using an 

immersive digital experience thanks to high-technology. We can give some examples of pop-up stores 

which created buzz. 

Ebay has developed an extraordinary "emotional" pop-up store using biometric technology. The 

emotion is produced by the alliance of a very calm room with images from the website that parade 
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before visitors’ eyes. The expressions of their face are analyzed in order to guide their shopping choices 

as closely as possible. See image below. 

 

Photo 1 – Ebay pop-up shop (2016)    

 

Addidas has developed a pop-up store in a huge shoe box shape. In this giant shoebox, in addition to 

being able to buy limited edition StanSmith shoes, people can print in 3D a badge of the Adidas logo 

and create a specific label with their face, to stick on their shoes. See the photo below  

 

Photo 2 -  Outside of the Adidas pop-up store (2014) 
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Photo 3 -  Inside of the Adidas pop-up store (2014) 

 

Through these examples we can recap that the buzz has a cost, a professional interviewed estimated 

that approximately 50,000 to 200,000 euros are needed.  We also saw that the digital strategy used in 

these pop-up stores are very innovative and create unprecedented experience. We can conclude that 

digital devices and high technology used in a store should have a great interest to the store and to the 

consumer. Technologies are constantly developing. It should bring something new.  

6.3.3 Good communication around it 

Indeed, to communicate around the pop-up store is crucial to make it known. Like a real 

communication campaign, it should be defined according to the target. Journalist, influencers and 

bloggers should become the “evangelists” of the project (Gonzalez, 2016). The brand should go into 

their world and find the perfect angle of attack in telling something interesting for their blog/social 

media/newspaper and get them involved. And of course, send them a special invitation to let them try 

the pop-up store and offer them some gift. Once, press, media and influencers strategy is made, the 

brand should establish an editorial calendar for social media to plan the different announcement of 

the pop-up strategy. Creating a special hashtag to the occasion is crucial to track the pop-up store 

events. Customer should feel the store is set up for a limited time only, brands should create this 

urgency aspect when they are communicating. Then, let the visitors take over the communication 

about the pop-up store in influencing them sharing their own experience.  It is also important to 

communicate locally in the neighbourhood. People who live next to the pop-up store will be able to 

visit it more easily. It could be through flyer distribution, with coupon codes for example.  

6.3.4 To collect data 
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Depending on the marketing objectives of the pop-up shop, collecting data is always a good strategy. 

The collection data could be through an in-person meeting, through a contest game inside the store, 

or incorporate in the customer path. The data collection has various advantages. It allows a follow-up 

and a continuity of the pop-up store experience by sending email, newsletters, discount depending on 

their purchase and their personal information. Indeed, pop-up stores are great opportunities to collect 

more personal tastes, and even the preferred channel of communication. Allowing customers to select 

the types of messages they want to receive, and how they want to receive them, proves a brand's 

engagement to providing them tailor-made content later. In addition, acquiring this detailed 

information is an excellent way to build and strengthen customer profiles and adapt the future 

marketing strategy of the brand. 

 

Chapter 7 - Reflection 

7.1 A challenging work  

This dissertation aims to realize an autonomous, deep and intellectual research using an academic 

methodology. Conducting this dissertation was the most challenging work that I have ever done. Yet, 

I carried out a lot of professional projects during my education and my internships in different 

companies in France, but it was very different as it was very operational tasks.  So, it was challenging 

especially for this aspect: the academic process, that I never work with before. We didn’t have any 

research methodology courses in France, at least not in my school. The pedagogy that we had was 

directly with a professional vision. Then, the English language was a constraint for me, as it is not my 

native language. Indeed, this added a further difficulty. Thus, it takes more time to write in English as 

it requires more reflection, to find the perfect vocabulary and the right syntax.  

 7.2 Developing new skills 

Undertaking this research has enabled me to develop several skills, which I may resell in my future job 

interviews and use during my future career. 

Firstly, daring overcome my fears in calling professionals to obtain a meeting, and insist to obtain a 

contact to interview someone. Professionals mostly were busy and not interested to taking time to be 

interviewed. Before starting my research, I didn't really have any contacts in the pop-up store as it's a 

pretty closed and small world. I finally succeeded with some audacity and courage. I'm really proud to 

have obtained these interviews with powerful position professionals. They taught me a lot on the 
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reality on the retail market, and gave me concrete examples of their work. These contacts allow to 

expand my professional network and give me more confidence for my future work research. 

Then, I developed my time management skills. It is always difficult to manage the time when you have 

no experience in doing research. The hypothesis and research objectives can evolve and change 

depending on the findings of the primary research. Moreover, my study was binding because I needed 

to keep abreast of pop-up store news in Paris. Pop-up stores are ephemeral and sometimes only 

installed for a week or a few days. I had to adapt my time management to carry out my focus groups 

and obtain professional contacts according to their installations.  

Finally, the whole Master’s Program has developed a wide range of skills and knowledge. As said 

before, I have been studying in France almost five years in the same school, with a very professional 

pedagogy. In my opinion, it's good to experience other schools, with other teachers, other pedagogies, 

and other way of learning. In the Dublin Business School, I learnt for the first time the whole process 

of research methodology: how to present a literature review, how to expose and critic various theories 

of authors, and academic essay. Also, I became aware of how to conduct focus groups and interviews, 

how to report the findings and analyze the data. 

 I consider that it is really important to receive both of these pedagogies, it increases skills of languages, 

open-mindedness, and the way to reflect on issues. Moreover, now I have acquired this ability to 

translate the academic vision into a professional vision, that’s what we were asked in doing a 

dissertation.   

Then, more than a degree, it was a human experience, with great teachers and meetings for my 

professional network. This experience allowed me to build myself and achieve my goals in my 

professional life.  

Finally, I’ve obviously improved my English, both oral and written, which is very important for the 

marketing and communication world. 

In conclusion, this Master’s Program in Marketing encouraged me to believe and trust my own skills 

while using the new methodologies learned during the year. I now feel ready and multi-skilled for my 

future career in marketing, and hopefully in the retail strategy. 
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Appendix 1:  Photos of the Weight Watchers pop-up store 

 

 

 

 

 

 

  

 

 

 

  

 

 

 

 

 

1) Pop-up store’s entrance with a descriptive sign and immersive design with grass and 

bike 

2) The sales area with all products 

3) & 4) The gym or workshops room downstairs 
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5) The store window: with wood and green colors as inside 

6) Tablet available in the store 

7) Words wall: people can let a message  
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                8) Photobooth 

                9) Food workshop 

                10) Degustation area: “verrines bar” 
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Appendix 2:  Photos of Etat Pur pop-up store 

 

 

 

 

  

    

 

 

 

 

 

 

 

 

 

 

1) Skin diagnosis meeting with a special device 

2) Pop-up store’s entrance 

3) Refined shop window 

4) Skin diagnosis room 
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5) Tablet available in the store 

6) Central merchandising for special product 

7) The digital area in the background 

8) Products classified by skin type 
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Appendix 3: Photos of Nuxe pop-up store 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

1) Attractive window shop with big flowers  

                      2&3) Inside the shop: few displayed products and refined decoration 
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4) Cosy and cocooning decoration: with clear woods, wave form on the ceiling  

                     5&6) The creative area: people customize gifts or tote bags with paint and stencils 
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Appendix 4: Focus Groups Guideline Questionnaire 

 

Before the visit of the pop-up shop  

Objectives Themes Questions 

 

Investigate 

millennials 

attitudes towards 

pop-up stores 

shopping and retail 

behaviour 

1) Do you like the experience to go 

clothes/cosmetics/furniture/decoration shopping? 

Why? 

2) Do you prefer to buy online or in a brick and 

mortar? Why? 

3) What is for you a good experience in shops? 

What does appeal to you in a shop more than 

another?  

4) Do you frequently seek out new product 

experience? 

5) Do you follow your favourite brands’ 

actualities? 

 

Investigate 

millennials 

attitudes towards 

pop-up stores 

Beliefs and experience 

towards pop-up stores 

6)Do you know what pop-up stores are? Does this 

concept appeal to you? Why?  

7) What would be your main motivation to go 

visiting a pop-up store? 

8) Have you ever experienced one? Tell us your 

experience 

9) What are you expecting of a pop-up retail?  

10) Which kinds of brands do you expect in a pop-

up store? Why?    

Evaluate how 

brand is affected 

by pop-up stores 

perception of the brand 

in question 

11) Do you know Weight Watchers/Nuxe/Etat 

Pur?  

12) What are your perceptions about this brand? 

13) What do you know about it? 
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in millennials’ 

mind 

 

After the visit  

Objectives Themes Questions  

Investigate 

millennials attitudes 

towards pop-up 

stores 

 

Overall feedback 14) Did you like the Weight Watcher/Nuxe/Etat 

Pur pop-up store?  

15) What is the thing that catches your attention? 

Why? 

16) Did the perception that you had about pop-up 

retail change after the visit? Why? 

Evaluate consumers 

experience in some 

pop-up stores 

In-store experience 17)Was it a memorable experience? Why?  Is that 

thanks to the activities, degustation, funny 

situation?   

18)Would you move to visit the pop-up store just 

for these activities or not?  

19)Will this experience remain in your memory? 

Why? 

 

Evaluate how brand is 

affected by pop-up 

stores in millennials’ 

mind 

 

 

Brand perception 

 

20)What did you learn about the brand and the 

product during this visit? How did you learn it? 

21)What is your perception of Weight Watchers 

after this visit? Did it change? Why?  

22)Will the brand remain in your mind from now? 

23)Do you think you will probably buy Weight 

Watchers product now?  
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Appendix 5:  In-depth Interviews questionnaire for Etat Pur and Nuxe Marketing Managers 

 

Objectives Themes Questions 

 

To discover the 

companies’ 

marketing objectives 

when using pop-up 

retail 

 

 

The objectives and 

target 

1)Why did Nuxe/Etat Pur decide to open a pop-up 

stores?  

2) What were the marketing objectives of this 

project?  

3) Could you profile the target market of this 

project? 

4) Is it different from your brand’s target? 

5) How can you estimate the outcome of your 

pop-up store in relation to your objectives? (which 

tools, and Key Performance Indicators (KPI) did 

you meet with?) 

6) Did you fulfil your objectives?  

Evaluate consumers 

experience in some 

pop-up stores 

Analysing how the 

atmospheric design 

and layout of the 

pop-up store can 

reflect the brand 

universe 

Retail strategy 7)How did you decide on your activities?  

8) What did you want to show to the consumer 

with those activities?  

9) What were the activities the consumers 

preferred? Why? 

10) How did you choose the design and the 

atmosphere of the store? 

11) How did the atmosphere and the store design 

and layout reveal your brand universe? 

 Recommendations 12) If you had to start again a new pop-up store, 

what would you change? Why? 

13) Have you some recommendations or advices 

to give for the setting up of a pop-up store?  
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Appendix 6: In-depth Interviews questionnaire for ShopsAgency CEO 

 

Objectives Themes Questions 

 

To discover the 

companies’ 

marketing objectives 

when using pop-up 

retail 

The objectives and 

target 

1)Why do your customers decide to open a pop-

up store?  

2) What are the marketing objectives of these 

projects? 

3) How can the brand estimate the results of their 

pop-up store? Which tools, KPIs (Key Performance 

Indicators) can be used? 

Evaluate consumers 

experience in some 

pop-up stores 

 

Analysing how the 

atmospheric design 

and layout of the 

pop-up store can 

reflect the brand 

universe 

Retail strategy 4)What types of activities do brands set up during 

their pop-up store?  

5) What is the aim of these activities? 

6) Are these activities appreciated by visitors? 

7) How are the atmosphere, design and layout of 

the shop chosen?  

8) How can it enhance the brand universe? Do you 

have any anecdotes about that?  

 

 Recommendations 9) How do you proceed to carry out a pop-up 

store project?  

10) Do you have any recommendations or advice 

on how to build a pop-up store?  

11) What does a successful pop-up store mean to 

you? 
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Appendix 7:  Companies Security Clearance 
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