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What are we talking about?

• Popup = event or transactional space in place for 
hours to 120 days – you think?

• More popups generated more revenue in 2010 than 
all prior years combined*

• More popups are being planned in 2011 than in all 
prior years combined**

• Brands are broadly convinced of their value

• Landlords (management firms) are beginning to 
understand the opportunities of seasonal leases

*ICSC   **Gartner



But I Digress: The Next Opportunity

Short-term Retail
“Designed as a brand immersion footprint with inventory, merchandising 

and layout at an aesthetic to create a fully transactional space.”

Matt Walsh, AIA, ID+A Inc



Why

*** WSJ 5.12.11 “Rich are Different…”

• Economic convergence

– Space available, dollars variable

– Brands rethinking business models

• Immersive brand experiences

• Values-based consumerism vs.

Aspirational consumerism

• Product and brand differentiation

• Create a sense of wonder and/or exclusivity***



Where

• Pure mobile: Parker Pens (Gramercy), Lindt (Tennis Open)

• Store-in-a-store: GAP in Macy’s

• Airport: Swatch (U.S.), Grant’s Whiskey (U.K., Paris)

• Streetside: 7th Generation  

• Mall filler: Toys-R-Us (600)

• In-line: Aldo



Why You and Brands?
• Event Agencies Get It!

– Valued partner of Brands

– Turn-key, programmatic Marketing resource

– Implementation experience

• Retail Design Firms just don’t get it

– Not their thought process

– Not enough revenue

– GENERALLY, no implementation practice



Why NOT You?
• Brands don’t understand or believe!

– Event agency can market, but can they “build”?

– Don’t talk the language of permit, inspection, SKU’s…

– Different sides of the brand
• Event is Marketing

• Retail is Facility

• Retail Design Firms are thinking about it

– Understand modular fabrication

– Robust management processes and “professional” staff

– “Trusted” partner in store-build

– HUNGRY!



What to Do?
• Talk to your Brands

– Kellogg’s/Gigunda success

• Cross-sell to other departments

– Retail never talks to Marketing

• Partner

– Turn-key fabricators

– Design-build firms

– Retail Design Firms

• Research
– ICSC, RDI, ARE



Back to the Problems at hand

3 Major programs for Major brands through Major agencies 
cancelled in 18 months…just for our company
Budget

• Location 40% under-budgeted

• Build labor + install 30% under-budgeted

Timeline – footprint turnover

• Can’t build fast enough

• Can’t vacate fast enough

• Can’t remediate cheaply

Property

• Legal

• Competing Brand

• Cost PSF



How to Streamline
• Budget

– Accept location or increase budget (PopTart)

– Change method – modular

– Plan for problems

• Timeline
– Manage program scope

– Change method – modular

– Build WHILE negotiating

• Property
– Known landlords

– Relationship building with developers

– Popupinsider.coms



Cost Allocation
20 x 40 hard-wall transactional brand environment

$100,000 budget build + implement

Budget

Materials

Fixtures & Displays

Site specials & 
Labor

Packing and 
Freight

Installation Labor

ITEM COST

Materials 30,000

Fixtures & Displays 15,000

Site specials & Labor 10,000

Packing and Freight 10,000

Installation Labor 9,000

Graphics & Décor 8,000

Exterior Sign 7,500

Project Management 5,500

Profit 7,000



Top Budget Busters

Problem

• Bad Planning

• Weak communication

• Change Orders

• Over-design

• Client Contribution

• Re-work, field fix

Solution

• Site Survey, SCOPE

• Assigned P/M

• Early changes, then stop

• Decaf

• Pro-active management

• Vet your partners



Roadmap
• Sites: mobile, streetside, ??

• Permits: bldg, sign, you name it

• Site remediation: right away!

• Space planning: dwell, immerse, etc

• Décor: graphics, merchandising

• Exterior: Façade, Sign (permits)

• Fabricate or construct – modular?

• Talent & Technology

• Logistics: delivery, install, SKU’s

• Pre-launch

• Shipping

• 16-20 weeks

• 12 weeks

• 8-12 weeks

• 4 weeks

• 4 weeks

• 8 weeks

• 6-12 weeks

• 6 weeks

• 4 weeks

• 2 weeks

• 2 weeks



Top Time Busters

Problem

• Late Start

• Bad SCOPE

• Landlord/Legal

• Change Orders

• Over-design

• Client Contribution

• Re-work, field fix

Solution

• Plan, Work it

• Upfront Clarity

• Flexibility, patience

• Early changes, then stop

• Decaf

• Pro-active management

• Vet your partners



Property

Problem

• Site

• Legal

• Shy Site Budget

• Short Install Window

• Need Graphics

• Fixtures

• Exterior Sign

Solution

• Freight container, tent, stripmall

• “Get to Yes”

• Paint, Banners

• Think theatre, or modular

• Adhesive wallcoverings

• Rental

• You’re stuck – permits.
– Try banners, window decals



Optimum P/M

• Tight S.O.P. before R.F.Q.

• Proactive client management

• Team approach –who on the bus

• Dedicated and reachable Project 
Manager

• Eliminate scope-creep (change 
orders)

• Re-allocate budget
– More up-front, less on-site = control

• Prefabrication
– Exhibit fab for 40 years



Drudgery

WRITTEN DOCS

• Scope of Project  

• Timeline

• Lease

• PR, Legal rights

• Scope of Work

• Milestone Points

• Measurable Outcomes 



Design

• Outcome based – engage, sell, activate? More?

• Brand immersion includes a sale!

• Visitor experience

• Traffic management –

– time, immersion

• Site considerations –

– time, prep, removal, repair

• Can you extend? 

– $$$
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