Why the

poP-up (&

SHOP

Is revolutionizing

RETAIL
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And now,
sO does

retail.
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Transform your

retail transaction
into an adventure.
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737

of respondents see
pop-up retail

increasing
in the next 5 years.
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Lean retail borrows

the best of
startup culture.




Working in Real Time

EXPLORE REINVENT REINVIGORATE




The 8 Customer Types
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ADVOCATE 8%



The Caretaker




The Indulgent

ADVOCATE 8%
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CONVENTIONAL 9% (

ADVOCATE 8%



The Mechanist
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The Gradualist
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The Sophisticate
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SOURCE: Dr4Ward/What is Social Currency and How Does it Affect Social Commerce
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IDENTIFY

AND
CONNECT




How about

a pop
quiz?
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Seven Pop-Up Musts
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Be Be
temporary |nt|mate sensory SOCIal
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ADVERTISING

SOCIAL
MEDIA

Work
POP-UP

into the mix




Why else should you
consider pop-ups?

to
articulate

your
brand

to
win hew
customers




How should you pop-up?

Understand

Establish Clear Objectives

Determine Your Target Audience



Plan Strategically &
Sweat the Details

What is What is What type How will you
your your ideal of pop-up design the
budget? location? serves you space?
best?

SOURCES:

What klnd Of The New York Times
H H Adweek, Live Events are
InteraCtlon King for Getting People
will you

to Recommend and Buy
featu re? Forrester/The Business

How will you What is your
staff the promotion

pop-up? plan?

Brands, Nov. 13, 2013
Impact of Customer
Experience













The Customer Experience

Matters Above All
o




What questions can we
answer for you?

AMedallion otorefront

Jennifer Davis Michael Decker Tristan Pollock
Director, Client Services Vice President, Marketing Strategy Co-Founder and COO
and Business Development
direct 212.929.9207 direct 908.963.4822 tristan@thestorefront.com
p 212.929.9130 f 212.929.0382 p 212.929.9130 f 212.206.7549 www.thestorefront.com
jennifer.davis@medallionretail.com michael.decker@medallionretail.com @STOREFRONT

visit medallionretail.com


http://www.medallionretail.com

