
• Numerics •
3Space (website), 18

• A •
A-boards, shop front, 161–162, 188
accounting system, setting up, 179
address book, email, 147
advertising. See marketing
agile philosophy, 21–22, 82
agreements, rental, 12, 83–85
aim (purpose)

achieving, 201–202
branding and, 91–92
creating a media plan and, 140
defi ning your purpose, 23
remembering, 57–58
of research, 101–102

Amazon pop ups, 14
art gallery, 171
Artists and Makers Festival, 174
arts, culture and heritage 

organisations, 46
assessment, risk, 30–34, 181
assets, handling after closing shop, 

218–219

• B •
backstage areas, managing, 

182–183
The Banned List (Rentoul), 81
banners, printed PVC, 160

Barclay, Liz (Small Business 
Employment Law For 
Dummies), 12

Barrow, Colin (Understanding 
Business Accounting For 
Dummies), 29, 72

Becket, Samuel (playwright), 234
bed sheets, 227
bills, ongoing costs, 64
blogs, using, 150–151
The Body Shop brand, 95
bookkeeper, cost of, 71
bookkeeping, 71–72, 179
borrowing items, 62, 63
boxes, stacking, 228–229
branding. See also marketing

brand loyalty, 59
creating a brand, 94–100
decorating inside your shop and, 

165–167
For Dummies tour, 79
emotional message of brands, 

94–95
extending an existing brand, 92
house style, creating, 100
logo, 95, 98–99
naming of brands, 95–98
overview, 91–92
ownership after closing, 218
pinpointing your audience, 93–94
pop up location and, 74–75
signs and, 160–161
spreading the word about your 

brand, 190–191
start-up costs, 63
strapline, 95, 99–100

Index
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British Chambers of Commerce, 53
budget. See also expenses; 

fi nancial plan; planning
crunching the numbers, 28
defi ned, 26, 58
design and print, 118
evaluating, 202–203
fi nancial plan versus, 58
funding, 27–28
income target, 28–29
initial costs, 26–27
ongoing costs, 27

buildings insurance, 65
bunting, fl ags or balloons, 188
business cards or fl yers, 53
Business Link (website), 86
business networking events, 52–53
business networking groups, 20–11
business plan, 20–21
business rates. See also taxes

Business Link website, 86
exemptions, 87
overview, 66–67
paying, 85–87

businesses, partnering with, 41

• C •
cafe, 171
Castle Quays Weekender (festival 

of pop ups), 96
Cath Kidston shop, 156
celebrating your pop up, 215
Chambers of Commerce, 53, 80
checklist

closing down a pop up, 214
emergency stop (closing early), 

215–216
health and safety, 181–182
staffi ng, 183
start-up costs, 62–63

cleaning
after closing down shop, 216–217
before opening shop, 163–164

sweeping and dusting tips, 228
window displays, 217

clichés, avoiding, 51, 81
closing down your pop up. See also 

evaluation
celebration time, 215
cleaning up your space, 216–217
closure plan checklist, 214
dealing with assets, 218–219
emergency stop (closing early), 

215–216
items to hand over, 219
mentally preparing for, 213
saying goodbye to the shop, 

214–215
Coca-Cola, branding, 94–95, 99, 109
coffee machine, 225–226, 233
coffee shops, 233
colours

decorating your shop, 164
for your brand, 100, 166

community centres, 77
community spaces, 77–78, 171
contacts, building a list of, 147
contents insurance, 65
contracts, fi xed-term, 42
copy shops, 117
costs. See also budget

bookkeeper, 71
business rates/taxes, 66–67
choosing pop ups and, 12
initial, 26–27
insurance coverage, 65–66
ongoing, 27, 63–64
staffi ng, 68
start-up, 61–63
unexpected, 61
utility supplies, 64–65

council offi cers, 54, 55–56
council spaces, 78
counting customers, 172, 191–192
Covey, Stephen (The 7 Habits of 

Highly Effective People), 199

Pop Up Business For Dummies 238
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 Index 239
crafters, partnering with, 41
creativity, 155–156
crowdsourcing, 76
Culture Quarter Programme, 204
curating, 162
customers

bad, avoiding, 94
briefi ng the staff on, 186–189
capturing information from, 

193–194
counting, 172, 191–192
engaging, 185, 189–191
evaluating customer experience, 

205–206
following up and attracting, 

192–196
keeping in touch with, 124–125, 

195–196
letting people know you’re open, 

187–189
pinpointing, 93–94
researching, 102–103
welcoming, 189–190

• D •
dashboards, 134–135
Data Protection Act, 194
date for closing your pop up, 214
Davidson, Carolyn (designer), 98
decorating your shop. See also 

shop front; space
branding, 165–167
cleaning and repairs, 163–164
colours for, 164
lighting, 165
‘open’ sign, 187–189
overview, 162–163
stock displays, 168–169
window displays, 167–168
zoning the interior, 162, 170–172

dehumidifi er, 163

design team, 39
designer, graphic

brief for, 110, 113
DIY design and, 115, 116
fi nding, 112, 114
help with printing process, 116
terminology, 114
websites, 114
what to look for in, 111–112
working with, 113–114

designing marketing materials. See 
also marketing materials

basics of, 108–109
designing terminology, 114
DIY (do it yourself), 114–116
spotting trends, 109–110
stages of, 110–111

designing the shop front. See 
shop front

desktop publishing, 117
digital artwork, 115
digital print, 117
distributing

marketing materials, 118–119
press distribution services, 149
press releases, 147, 148–149

distribution companies, 119
DIY (do it yourself) design, 

114–116, 139
domain name, registering, 97
dusting, tips, 228
dwell time, measuring, 172

• E •
early closure (emergency stop), 

215–216
economic development, 45
education and training, 45
electrical items, 62
electricity costs, 64–65
elevator pitch, delivering, 51
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Pop Up Business For Dummies 240
email contacts

building a list of, 147
customers, 193–194

employed versus self-employed 
staff, 42–43

employees. See staff
employers’ liability insurance, 65
empty shops

business rate exemptions, 87
locating, 75–76
losing a space, 82

Empty Shops Network (website), 
16, 17, 48, 76

enquiries (leads), managing, 
179–180

ephemera, collecting, 109
ethical angle, pop up location 

and, 75
evaluation. See also success

benefi ts of, 199–200
effective, 200
knowledge gained from, 220
measuring the success of 

partnerships, 207–209
privacy issues for, 210
quality and honest mistakes, 

206–207, 210
sharing, 211, 218
writing, 210

expenses. See also budget
bookkeeper, 71
business rates/taxes, 66–67
choosing pop ups and, 12
initial, 26–27
insurance coverage, 65–66
ongoing costs, 27, 63–64
staffi ng, 68
start-up, 61–63
unexpected, 61
utility supplies, 64–65

• F •
Facebook

creating a Like box, 129–130
getting started, 128–129
messages, 137
networking with journalists, 148
Pages and Groups, 129, 195–196
researching customers 

through, 102
updating, 176

failure, learning from, 234
fan, 226–227
fashion boutique, 171
Federal Trade Commission (United 

States), 194
Federation of Small Businesses 

(FSB), 53
fi nancial plan. See also budget; 

expenses; timetables
bookkeeping, 71–72
budget versus, 58
calculating total expenditures, 

61–67
calculating total income, 59–61
defi ned, 26
developing, 58–59
remembering your aim, 57–58
staffi ng costs, 68

fi re and fl ood insurance, 65
fi re safety, managing, 33, 181
Five Ws, 132, 144
fl ags or balloons, 188
fl ea market pop up, 97
Flickr

conveying your message on, 137
for photos of empty shops, 76
for staying in touch with 

customers, 196
updating, 176
uploading pictures to, 130–131
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 Index 241
Flirt, Buurt (pop up shop), 40
fl oat in your till, 179
fonts, using, 100, 148, 166
footfall

choose a space and, 80
choosing opening times and, 174
distributing leafl ets and, 119
increasing, 156
local events impact on, 175
peaks in, 174

Footfall Counters (website), 172
For Dummies bus tour, 79
freelance staff, 42, 68
Freelancers (website), 114
friendships, maintaining, 220–221
front of your shop. See also 

decorating your shop; space
A-boards, 161–162, 188
creating a look, 155–156
external decoration, 158–159
importance of, 156–157
security issues, 159
security shutters, 157
signs, 160–162
street advertising, 162

front-of-house team, 39
Fryer, Peter (Lucid, Vigorous and 

Brief), 20
FSB (Federation of Small 

Businesses), 53
full lease agreement, 84
fun, having, 235
funding. See also income

applying for, 69
bookkeeping, 71–72
budgeting for, 27–28
grants, 61, 68–69
local funding, 70
locating, 69–71
national, 70–71
remembering your aim, 57–58

Funding Central (website), 71

furniture, fi xtures and fi ttings, 62, 
168–169, 218

future pop ups, searching for, 
219–221

• G •
Google Alerts, 135, 195
Google search engine, 16, 135
grants, 61, 68–69
graphic designer

brief for, 110, 113
DIY design and, 115, 116
fi nding, 112, 114
help with printing process, 116
role of, 95
terminology, 114
websites, 114
what to look for in, 111–112
working with, 113–114

• H •
handout for pop up, one-page, 46
hashtags, 127–129, 190
hazards, 32, 66
Health and Safety Executive 

(HSE), 30
health and safety, managing, 33–34, 

181–183
heaters, 226–227
Heinz, branding, 99
helvetica typeface, 114
hex code, 100
hire agreement, 83, 84
HM Revenue and Customs 

(website), 42
Hootsuite, 134–135
HSE (Health and Safety 

Executive), 30
hybrid retail shops, 77
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Pop Up Business For Dummies 242

• I •
income. See also funding; sales

calculating, 59–61
in profi t, 203
sources of, 61
target for, 28–29

Institute of Certifi ed 
Bookkeepers, 71

insurance coverage, 65–66
International Association of 

Bookkeepers (IAB), 71

• J •
jargon, avoiding, 51, 81
John Lewis (UK department store 

chain), 76
journalists

contacting, 142–143, 147
following up, 149
networking with, 148

• K •
keys and keyholders, 182, 183
Kidston, Cath (designer), 11
Klout (website), 124, 206
knowledge, gained from pop 

ups, 220
Kred (website), 124

• L •
ladder, step, 228
Land Registry, searching, 75
landlord. See also space

benefi ts of pop ups for, 47–48
locating, 75
meeting with, 80–81
pitching your proposal to, 81
returning space to, 217
signing an agreement with, 12

Lately, Day V (Pulse and 
Thunder), 14

layout of your shop, 170–171
leads (enquiries), managing, 

179–180
leafl ets, distributing, 118–119
leases and licences, for renting a 

space, 83–85
Leefstand (website), 17
letterpress printing, 117
licence to occupy agreement, 84
lighting

for inside your shop, 165
for window displays, 168

Likemind (business networking 
group), 53

LinkedIn (social media), 133
lithography (litho), 117
local authorities, 54–56, 87
local business, working with, 45
local council, 54–56, 75
local funding, 70
local trades, using, 43
location. See space
locks, shop front, 159
logo

described, 95
how people use, 100
importance of, 98–99

London Fashion Week, 74–75
lottery, 70
Lucas, Sarah (artist), 10
Lucid, Vigorous and Brief (Fryer), 20

• M •
maintenance team, 39
management team, 39
managing your shop

accounting system, setting up, 179
daily social media, 176
developing systems, 175–176
enquiries (leads), 179–180
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 Index 243
health and safety, 33–34, 181–183
opening times, 173–175
sales process, 177–178
staff identifi cation, 176–177
staff management, 183–184
stock rooms, 180

marketeers, 103
marketing. See also branding; 

marketing materials; media 
campaign

defi ned, 101
fi nding the right marketing mix, 

103–104
market research, 101–102
mistakes to avoid, 15
plan for, 104–105
social media for, 122, 125–126
street advertising, 162
success of, 104

marketing and communications 
team, 39

marketing materials. See also 
marketing

designing, 108–116
distributing, 118–119
printed, 63, 107–108, 114–118
proofreading, 116

Marks & Spencer (high-street 
retailer), 157

Marmite pop up shop, 193
mass market, 94
McDonald’s (restaurant), 98, 186
meanwhile lease agreement, 84–85
The Meanwhile Project (website), 18
media campaign. See also 

marketing; press release
distributing press releases, 147, 

148–149
following up, 149
making a story, 142–144
making contacts, 147

networking with journalists, 
148, 149

new media coverage, 142, 
150–151

overview, 139
planning, 140–142
sample media plan, 141
spotting media opportunities, 144
traditional media coverage, 139, 

149–150
writing press releases, 144–147

media partners, drawing in, 47
merchandising, 162
message grid, social media, 136, 176
milestones

identifying, 24–25
press release matched to, 141

Ministry of Found (record shop), 
14, 92

mistakes
to avoid, 15
evaluating, 206–207, 210
identifying and handling, 207

Musée du Louvre, 11
MySpace, use of pop ups, 14

• N •
naming of brands, 95–98
national funding, 70–71
national stakeholders, 54
NDR (non-domestic rates), 67, 

85–87
networking. See also social media

business networking events, 
52–53

business networking groups, 
80–81

chance encounters, 82
delivering your elevator pitch, 51
explaining the benefi ts, 50–51
following up, 50
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Pop Up Business For Dummies 244
networking (continued)

handling opposition to your pop 
up, 50

with journalists, 148
listening and remembering, 50
making friends, 49–50
meeting the landlord, 80–81
successful, 50–51
thinking big, 53–54

new media, 142, 150–151. See also 
media campaign

newspapers, 139, 143
Next store in Shoreham by Sea, 233
niche market, 94, 151
Nike Swoosh logo, 98
non-domestic rates (NDR), 67, 

85–87
not-for-profi t activities, 67

• O •
objectives. See also timetables

developing, 25–26
evaluating, 202

offset lithography (litho), 117
online brands, pop ups for, 12–13
open doors, 188
open shops, fi nding, 76–77
‘open’ sign, 187–189
opening hours

choosing, 173–175
informing customer of, 187–189
mistakes to avoid, 15
staff needed for, 39

Orange community shop, 233
organisations, helpful, 17–18

• P •
pagination, 114
painting the shop interior, 164
paper weight, 114

partnerships. See also 
stakeholders; team

crafters and businesses, 41
maintaining friendships, 220–221
measuring the success of, 

207–209
media and marketing, 47
pop ups sharing space with, 40
property owners, 47–48
recording customer information 

for, 194
pavement transition zone, 187
People Per Hour (website), 114
petty cash, 179
pictures

displaying on Pinterest, 109
of empty shops, 76
for press release, 145
uploading to Flickr, 130–131

Pinterest (website), 109, 112
The Place Station (website), 78
planning. See also budget; fi nancial 

plan; timetables
closure plan checklist, 214
defi ning your purpose, 23
following the agile philosophy, 

21–22
marketing plan, 104–105
media campaign, 140–142
milestones and objectives, 24–26
overview, 19–20
social media, 135–138
writing a plan, 20–21

planters and plant-pots, 188
pop ups. See also themes for 

pop up
beginning another pop up, 

219–220
benefi ts/advantages of, 1, 11, 

13–14, 231–235
deciding to have, 11–14
described, 1–3, 9–11
help and support for, 17–18
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 Index 245
history of, 10
knowledge gained from, 220
mistakes to avoid, 15
researching, 14–16
start-up costs, 61–63
themes for, 231–235
thinking big, 53–54
traditional premises versus, 

12–13
useful items to have in, 225–229

posters, enlarging, 161
premises. See space
press distribution services, 149
press offi cer, 147
press release. See also media 

campaign
described, 140
distributing, 147, 148–149
example, 146
following up, 149
matched to milestones, 141
professional agency for, 147
timetable, 142
websites, 147
writing, 144–147

print process, 114
print run, 116
printed materials. See also 

designing marketing materials
budget for, 118
choosing a printer, 118
designing, 108–116
distributing, 118–119
list of, 63
need for, 107–108
one-page handout, 46
printing techniques, 116–118
proofreading, 116

printer, using your own, 117
privacy issues, for pop up 

evaluations, 210
profi t, making, 203
proofreading written materials, 116
property owner. See landlord
public liability insurance, 65

Pulse and Thunder (Lately), 14
purpose (aim)

achieving, 201–202
branding and, 91–92
creating a media plan and, 140
defi ning your purpose, 23
remembering, 57–58
of research, 101–102

• Q •
QR (quick response) code, 157
qualitative and quantitative 

data, 206

• R •
radio stations, 143
recording sales, 178
‘recycled chic,’ 156
recycling, 234
registering a domain name, 97
Renew Newcastle (website), 17
rental agreements, 12, 83–85
Rentoul, John (The Banned List), 81
research

aims of, 101–102
customer, 102–103
importance of, 14–15
market, 101–102
mistakes to avoid, 15
social media for, 16

resources
fi nding stakeholders, 44–46
hiring staff, 41–43
local trades, 43
media and marketing, 47
organisations working with pop 

ups, 17–18
partnerships, 41
property owners, 47–48

Re:START (pop up shopping 
mall), 11

retweet (RT), 127
Revolutionary Arts, 17
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Pop Up Business For Dummies 246
risk management. See also security

communicating the risks, 30, 181
described, 29–30
fi re safety, 33
hazards and risks, 32–33
health and safety, 33–34, 181–183
risk assessment, 30–34, 181

roster, staff, 183
Rough Trade record store, 233
RT (retweet), 127
rubbish, removing, 217

• S •
safety and health, managing, 33–34, 

181–183. See also security
sales

estimating, 59–60
evaluating, 202–203
monitoring, 177–178
recording, 178
setting sales targets, 58
testing the market, 60

sales sheet, creating, 177
screen printing, 117
seats and benches, 188, 226
Second Gear (vintage clothing pop 

up), 60
security. See also risk management

locks, 159
safety and health, 33–34, 181–183
shutters, 157
stock rooms, 180

Seven Days in Seven Dials (pop 
up), 204

The 7 Habits of Highly Effective 
People (Covey), 199

Shine Communications (marketing 
agency), 92

shop front. See also decorating 
your shop; space

A-boards, 161–162, 188

creating a look, 155–156
external decoration, 158–159
importance of, 156–157
security issues, 159
security shutters, 157
signs, 160–162
street advertising, 162

shutters, security, 157
Shwop project, 157
signs

A-boards, 161–162, 188
‘open’ sign, 187–189
shop-front, 160–162
swinging, 188

Singer sewing machine, 167
Small Business Employment Law 

For Dummies (Barclay), 12
social media. See also Facebook; 

Twitter
benefi ts for your business, 

123–125
blunders to avoid, 126
contacting journalists, 148, 149
creating a profi le, 126
dashboards, 134–135
engaging customers through, 191
Flickr, 76, 130–131, 137, 176, 196
Google alerts, 135
handling after closing down, 218
keeping in touch with customers, 

195–196
key elements of, 122–123
LinkedIn, 133
managing, 134–135, 176
marketing through, 122, 125–126
measuring infl uence and impact, 

124, 206
message grid for, 136, 176
messages and campaigns, 

136–137
mobile versions of, 135
new media versus, 142
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 Index 247
overview, 121–123
planning, 135–138
problem-solving, 138
understanding, 123–125
Vimeo, 132–133, 137, 176
YouTube, 131–132, 137, 176

software, bookkeeping, 71
space. See also decorating your 

shop; landlord; shop front
adapting to new, 215–216
choosing, 79–80
cleaning up after closing down, 

216–217
community spaces, 77–78
council spaces, 78
empty shops, 75–76, 82
fi nding, 74–75
leases and licences, 83–85
losing a place, 82
mistakes to avoid, 15
open shops, 76–77
paying business rates, 85–87
size of, 79
traditional versus pop up, 12–13
unlikely venues, 79

Space Makers, 10
Spare Place (website), 78
sponsorships, 61
stacking boxes, 228–229
staff. See also team; volunteers

briefi ng before opening, 186–187
cost of, 68
determining your needs, 38–39
employed versus self-employed, 

42–43
engaging customers, 189–190
fi xed-term contract, 42
freelance, 42, 68
handling problems with, 184
health and safety briefi ngs, 33
hiring, 41–43
identifi cation for, 176–177

importance of, 37–38
managing, 183–184
roster, 183
sharing with partners, 41
tax obligations, 42
temporary, 42, 68
timetables, 183

stakeholders. See also 
partnerships

approaching, 46
emergency stop notifi cation, 216
evaluating the success of the pop 

up, 209
fi nding, 44
local authorities as, 54–56
national, 54
thinking big, 53–54
working with, 44–46

start-up costs, 61–63
Stevens, Sufjan (singer), 234
stock

control system, 177–178
dealing with closing down 

shop, 218
displays, 168–169

stock rooms, managing, 180
story, making, 142–144
strapline, 95, 99–100
strategic partners. See stakeholders
street advertising, shop front, 162
Strumpets with Crumpets (pop up 

food stall), 177
subcontractors and freelancers, 68
success. See also evaluation

achieve the aim you set, 201–202
evaluating, 199–200
measures of, 124, 201–207

swinging signs, 188
systems, developing

daily social media, 176
importance of, 175–176
staff identifi cation, 176–177
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Pop Up Business For Dummies 248

• T •
tables for shop, 226
taxes

business rates, 67, 85–87
employers’ tax obligations, 42
not-for-profi t activities, 67
overview, 66–67

team. See also partnerships; staff; 
stakeholders

celebrating, 215
fi nding, 40–49
importance of, 37–38
maintaining friendships, 220–221
satisfaction, 204–205

teapot, for pop up shop, 225–226
telephone costs, 65
temporary staff, 42, 68
Theatre Absolute, 160
themes for pop up

be a coffee shop, 233
change the rules, 232–233
come together, 234
do something different, 232
don’t hang around, 233
have a message, 231
have fun, 235
learn from failure, 234
recycle empty shops, 234
Shop Local, 232

3Space (website), 18
till, fl oat in, 179
timetables. See also planning

evaluation, 202
marketing plan, 105
media plan, 141
milestones, 25
press release, 142
for staff, 183

toolkit, 227–228
tourism, working with, 45
Tracy, John A. (Understanding 

Business Accounting For 
Dummies), 29, 72

traditional media, 139, 149–150
transition zone, 170, 187
trends, design, 109–110
Trotter, Christopher (food writer 

and chef), 75
trusts and foundations, 70
TV studios, 143
Tweetdeck, 134–135
Tweetreach (website), 124, 206
Twitter

hashtags, 127–129, 190
keeping in touch with 

customers, 195
messages, 137
networking with journalists, 148
overview, 126–127
pop up information, 16
setting up an account, 127
tweets, 51, 206
using with a designer, 112

• U •
Understanding Business Accounting 

For Dummies (Tracy and 
Barrow), 29, 72

utilities, cost of, 64–65

• V •
VAT registration, 71
Vimeo, 132–133, 137, 176
visual merchandising, 167
voluntary and community groups, 

45–46
volunteers

cost of, 68
fi nding, 40
legal issues, 49
reasons for volunteering, 208
recruiting, 48–49, 140
websites, 49
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• W •
Warhol, Andy (artist), 10–11
waste, removing, 217
water costs, 64–65
water leakage, shop front, 159
We Are Bedford project, 96, 166
WiFi Access, 227
window displays

checklist, 159
cleaning/removing vinyls, 217
decorating, 167–168

Worthing Pier, 31–32
writing

a business plan, 20–21
evaluations, 210
press releases, 144–147

• Y •
Yell (online version of Yellow 

Pages), 14, 92, 95
YouTube, 131–132, 137, 176

• Z •
zoning the interior, 162, 170–172
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