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\-Pop up stores

“-Phenomenon

“-Niehm et al

Taube and Warnaby

“planned

"-Emergent

Y-Omni channel

‘Scarpi

Kimetal.,

'Spena et al.,

'Surchi

Jackson

‘Morrell

‘Chen and Fiore

'Retail Internationalization Report
'Retail Expert Group Ebeltoft (Ebeltoft.com, 2014)
Euitable retail concept

‘Established markets
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Clarke et al.

"Rumsey

"Saunter

Alexander and Bain
Picot-Coupey

"Engaging experiential retail space
"Cochrane
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"Soloaga and Guerrero
Flash retailing
"Desirability
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YUS generalist retailer target
“Pop up retail

Y€Comme Des Garcons
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“Concept brand store
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Test store
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SAlexander and Kent
“Collaborative pop-up store
*Shop sharing

"Digital pop up
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“Yest market

"Uniqlo “truck shop,” NYC
"Net-A-Porter

"Target outdoor pop up

"Bryant Park, NY

" ouis Vuitton and Yayoi Kusama
Paul Frank, NYC

"Oakley “bike” community store

YZalando
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YStrategically located
VYobjective dependent locations
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