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EXECUTIVE SUMMARY
The paper provides an in-depth study of the feasibility of potential pop-up shop set up in one of the major Carmarthenshire towns. Among the key six markets the city of Carmarthen is chosen. Carmarthen is famous for its historical heritage and tourism industry. The scenic beauty and heritage sites are the main tourist attractions. The demography suggests that people here earn their living either by forestry or by tourism. Half of the population are working while the rest are either not working or are retired. In such demographic background the feasibility of potential pop-up shops is not easy. In-spite of being one of the largest towns of Carmarthenshire, Carmarthen has vacant streets, empty shops and the market economy is struggling to develop. The idea of pop-up shop in this scenario is quite challenging, for how the people as well as the existing businesses, will accept the pop-up concept. Pop-up shop concept is very famous in the high streets of UK due to change in the shopping nature in recent times. Online Window shopping and supermarket chains has decreased the footfall in local single shops and the owners were forced to lease their property to the pop-up shops. Situation in Carmarthen is quite different because the existing landowners did not accept the concept of pop-up shop with open arms and they were trying their best to resist the pop-up shop set up. But after making them understand the pros and cons of the pop-up concept they were convinced to a great extent and the chance of potential pop-up shop increased considerably. The paper drives through the various ways of attaining feasibility of pop-up shops and finally the feasibility study is attained. Carmarthen town became ready to welcome pop-up shops and the paper shows how this is achieved in the long run. 
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[bookmark: _Toc534972174]INTRODUCTION
The paper is a piece of report work that tries to find the feasibility of the potential of pop-up-shop in Carmarthenshire. For in-depth study one of the major six key markets is chosen. The county town Carmarthen is chosen for research work. A brief synopsis of Carmarthenshire and its main markets are discussed. Carmarthenshire is a unitary authority in Southwest Wales and is basically an agricultural county. The overall economy of the county is dependent on agriculture, fishing, forestry and tourism (Wales, 2013). The three important towns of Carmarthenshire are Llanelli, Carmarthen and Ammanford. The paper considered Carmarthen town and the feasibility study of potential pop up shop will be discussed using that town. 
[bookmark: _Toc534972175]BRIEF DESCRIPTION OF CARMARTHEN
Carmarthen is the county town and administrative center of Carmarthenshire, a place in southwest Wales. It lies on river Towy, close to the estuary in Carmarthen Bay. It is thought to be the oldest town of Wales in UK. Its economy is not much improved and tourism and forestry are the main occupation of people here. The historical landmarks in the town are noteworthy and the scenic beauty is a pleasure to the eyes. The demographic factors in the town includes half of the people being working class and almost half as retired and non-working class (Wales, 2013). People there generally visit the town market twice a week and spend around 1-2 hours at an average. Shopping is not the main reason for their visiting the market, people there also come for healthcare services, banking and monetary services, meeting friends and near ones, recreational purposes, spending quality time and good time with family, tasting quality foods and their services. 
[bookmark: _Toc534972176]BUSINESSES IN CARMARTHEN
Carmarthen being the administrative center of Carmarthenshire has a number of well-established businesses and a handful of new business opportunities. The existing businesses include broad band supply, food processing business, investment business, educational business, tourism industry and health service providing organisations. Most of the city shops are not profit-making institutions and have been closed down (Peattie & Samuel, 2018). The steady increase in the number of vacant shops have forced the landowners use them for other purposes as a result of which the market structures are depriving considerably.  The town also lacks supermarket and hypermarket retail chain businesses and the need for such stores where everything from A-Z will be available under one roof is of utmost need. If the Carmarthen market wishes to see the high streets busy and buzzing then the mode of business needs to be changed and single stores need to be replaced by pop-up-shops where one can stop, pop-up and shop. Another option is collaboration, the existing shop owners could start joint venture business with well-established and reputed firms from nearby places and countries. UK is one of the most emerging economies in the global economy and being a town of UK Carmarthen has ample scope of expanding their businesses as the overall GDP of the country is quite high. Thus, risk factors and economic downturn could be lesser. Newer opportunities need to be adopted and the situation could become better in near future. 
[bookmark: _Toc534972177]POP-UP SHOP
A pop-up shop is a temporary shop, stall or some brand collaboration entity that sells goods and services for time specified time. Pop-up as the name suggests these shops are for limited time period only. It includes within itself everything from market stalls to food vendors, street fashion shops, cafes, galleries and even bars. Pop-up shops are common in UK high streets. The changing way of digital marketing, online window shopping, remote shopping centers, and bank closures all have direct impact on the existing shop landlords and they are finding ways out to deal with the issue with the best solution (Peattie & Samuel, 2018). And pop-up stores are no doubt the best solution of all. But the situation in rural towns is more challenging because funding is another major area need to be focused upon. 
[bookmark: _Toc534972178]FEASIBILITY STUDY IN SETTING UP OF POP-UP SHOP IN CARMARTHEN
The feasibility of setting up pop-up shop in Carmarthen is dependent on a number of factors and a systematic research will enable fining the feasibility effectively. The following criteria was needed to be considered while finding the most suitable pop-up shop model in the town. 
· Online desk research work and visit, where a number of sites and places were visited to have practical idea of the scope of pop-up shops in Carmarthen. Online researches include pop-up Colwyn Bay, pop-up Selkirk, pop-up Penzance, Appear Here, Carmarthen Chamber of Trade, Carmarthen Town Council, Terry Thomas Carmarthen and many others. Carmarthen 380 stakeholders list is also studied for research work (Crossley et al. 2015). 
· The stakeholders in the town are consulted to have an overview of the general public and business at Carmarthen. The potential of setting up pop-up shop is also discussed and their views are considered for the feasibility study. Questionnaire feedback method is used both for the stakeholders and the consumers. Their answers were being studied and the common point of pop-up set up is the concluded. A drop-in exhibition was also held and major promotional tools used include posters, word of mouth, flyers, banners, social media, press releases and trade fair and exhibitions (McHugh, 2014). 
· The consultation feedbacks are then weighted against some given criteria and the final conclusion is drawn. The method of feasibility study was a bit lengthy became difficult at times, and all responses are not competent enough to help in the study. Some irrelevant answers were also collected and among them the most relevant responses were considered.
Though the systematic process of the study was feasible but the next step in setting up the pop-up shops was the most difficult ones. Funding was the major setback. The stakeholders were given proper idea of the concept of pop-up store but they still have issues relating to credibility and trust factor (Astbury & Thurstain-Goodwin, 2014). They were in dilemma of whether to invest in such pop-up shops or not. They were also considering the location factor of Carmarthen town and comparing it to high streets of UK. All these issues created hurdles in the setting up of pop-up shops in the town (Wales, 2013). A number of pop-up campaigns were held in the town to give a taste of the actual pop-up shop. And after prolonged information sharing and understanding session the issue of funding was met to some extent and the pace of potential set up of pop-ups accelerated.
[bookmark: _Toc534972179]POP-UP SHOP SETTING, SUITABLE BUSINESS TYPES, DURATION OF OPERATION AND EVENT INCORPORATION 
The news of emerging pop-up shops in Carmarthen is exciting and enthusiastic for the shoppers, visitors and other businesses there. But a number of issues need to be addressed before the setting up of pop-up shops. For example, variety of shop selection, promotional measures to be adopted, parking issues and increase in number of events and activities (Sparks, 2014). Collaborative business strategies need to be implemented and external fund-raising opportunities need to be considered seriously. Pop-up shops are one of the leading contributors to UK’s retail economy. So, if empty streets and markets of Carmarthen are used for pop-up shop purpose then it will benefit the economic stability of the town (Wales, 2013). A number of other reasons are there for setting up of pop-up stores, like testing a new stream of revenue collection, offline engagement of customers, ‘get it while it lasts’ urgency creation among customers, marketing promotional tools in some holiday, sale or season, new customers need to get educated about the benefits, customer friendly location of the shops, and last but not the least creating brand awareness among customer. 
Business set up in towns like Carmarthen is difficult because they are quitter and it will take lot of encouragement to change them to vibrant business hubs (Scott, 2017). Also, the existing businesses will try to maintain their dignity and will resist the emergence of pop-up shops in the town.  A number of businesses are worth mentioning that will help in sound pop-up shop opening. Retail pop-up shops include, fashion boutique, Exeter (including beauty, fashion, home products, consumer electronics, hand built-bikes, cycling themed accessories and other novelties (Pomodoro, 2013). Restaurants, street food shops, and renting out rental spaces online are some of the best business proposal for pop-up shops.  
Pop-up shops are for small duration and time-place-event collaboration will be the best profit-making alternative for pop-up shops. One or two weeks is the optimal range of opening any kind of pop-up shop (Dolbec & Chebat, 2013). The month of September is the ideal time for starting pop-up shops. A number of events line up in Wales during this month. Some common events and people gathering activities include man vs mountain, tour of Britain Wales bicycle stage, football match, music art and culture festival, glad fest, cycling followed by marathon, tide whisperer event, voyage of good life experience, food and drink festival, Sandman triathlon, and Elvis festival. All the events start in early September and continue till end of the month (Ko, Phau & Aiello, 2016). This is the ideal time of experimenting with the pop-up shops. For example, if a shop is opened during the Christmas time that is from mid-December to mid-January in front of some centrally located church and operates during the peak hours of church visit time then the sale will get doubled (Denning, 2014). For that beforehand strategy formulation is necessary. Research suggests that people of Carmarthen have opined in their interviews about pop-up stores and has told that lack of leisure and fun activities are the main reasons they prefer going to larger markets. If variety of available goods in shops, parking facility and recreational areas for children is increased and built out then they will definitely be a part of the pop-up shop initiative in Carmarthen (Sirpal, Gimpl & Milano, 2015). Supporting the concept of pop-up shop another industry has emerged who service the pop-up shops. Business like Appear Here are new-start-ups that facilitate the pop-up shop services. 
[bookmark: _Toc534972180]BENEFITS AND BARRIERS IN SETTING UP OF POP-UP SHOP IN CARMARTHEN
Carmarthen is proud in attracting shoppers form outside and far places because of its independent shops and other chain stores. Several stores have come and gone in the past but still most of the shops are empty. In order to give a taste of other high street shops of UK the county council has decided to give pop-up shops a chance (Johnes, 2013). Though a number of existing shops and businesses could act as barrier in the path of setting up of pop-up shop in Carmarthen but a lot of favorable factors exist there and setting up pop-up shop will be economical for Carmarthen, one of the largest towns in Carmarthenshire. The most favorable factors include, 
· Most of the shops in Carmarthen is empty and existing businesses are not much profitable, people strive to go to big markets for their shopping needs. So, if the empty shops are filled up by the pop-up stores then market economy will boost and footfall will increase.
· The rent for setting up pop-up stores is lesser compared to normal shops and it is almost 20% less in comparison to normal shop rent. 
· The short-term lease will reduce the risk factor and new business entrants could easily take such risks (Lim, Danapalasingam & Tan, 2014). 
·  Market test litmus test is the pop-up shops, the shops will give a market vision of the type of products most sold, market trends and other factors that will increase market portfolio considerably.
· Location test on all the six market key areas of Carmarthenshire is to be done. One market area has given positive response and so it is quite obvious that the largest town will also provide positive feedback.
· Developing brand awareness among the people of Carmarthen will help in building brand loyalty and thus they will shop in the pop-up shops nearby (Taube & Warnaby, 2017).
· The urgency creation factor will motivate the customers to shop instantly as they will be aware that the products will be available only for a short span of time.
· Pop-up shops are also profitable for the existing businesses because the shops could be used as a medium of clearing old stocks, would encourage trail of new stocks and expansion of the existing shop.
The barriers in setting up pop-up stores cannot be denied as the population percentage indicates that half of the people at Carmarthen are working class and others are without job or are retired. The income capacity could restrict their shopping behavior, but the main limitations in regard to the town and other factors are as follows,
· Shopping habit and behavior of the residents of Carmarthen are not up to the mark, people there shops hardly twice a week having no fixed time of shopping. 
· Shopping only is not the criteria of the people visiting the town, some of them come for health services, others come for having good food at restaurants, online cyber café using purposes, other services of banking and postal helps, some come to meet friends and relatives (Klein, Esch & Gloukhovtsev, 2016). So, the main reason of coming to market at Carmarthen is not solely shopping.
· Unless and until the marketing strategies are strong enough to influence the people, town like Carmarthen would not be beneficial for opening pop-up stores.
· Funding the new shops will be difficult as most businesses there are either dying or running anyway. The profit-making criteria is limited in Carmarthen. 
· The landlords were not open to new business start-ups and limited period shop concept was something not digestible for them. Convincing them will not be an easy option.
· The pop-up stores need to be more enjoyable and recreational facilities will act as ‘value add on’ for the shoppers of Carmarthen.
· Political factors include relationship between county council and town council.
· The existing businesses are of the notion that the pop-up shopkeepers were renting the empty spaces for free and they objected (De Lassus & Freire, 2014). Also, their market competitors increased and their monopoly was under threat which they were not likely to accept.
· Risk of agreements and lease papers was another barrier in setting pop-up shops. 
· Insurance coverage for pop-up properties is a big deal and the insurance providers are not supportive to the notion of pop-ups (Picot-Coupey, 2014).
· The people are more encouraged to pop-up units and not exactly pop-up shops. They want all goods available under one roof and the shops should not be ‘fly by night’ type shops. The longevity of the shops needs to be more when Carmarthen town is concerned.
· The concept of pop-up shop is related to fashion and youth but it could be for any kind of business if the favorable factors permit the opening up of such stores. Otherwise failure is obvious (Bell, Gallino & Moreno, 2014).
· Before opening up pop-up shop at Carmarthen the people there need to be well acquainted with the concept of pop-up shop and how it works. Unless and until the trust factor grows it is difficult for the business to succeed in future.
[bookmark: _Toc534972181]CONCLUSION AND RECOMMENDATION
After in-depth study it could be concluded that the feasibility of potential pop-up shop at Carmarthen is possible but the initial days will not be easy. A number of barriers and risk factors are there that could resist the potential set up criteria but with time they could be combated and pop-up shops could gain momentum if the initial hurdles could be overcome. Most of the people responded positively to the idea of pop-up shops in the town and they find it exciting and convenient as well as shopping could be easier and affordable. They used to go to big markets in the city, away from the town and their time, money and energy all gets exhausted after one visit. But the pop-up shops could be the best alternative for them saving both money and time. So, the consumers positively reacted to the idea of pop-up shop set up in Carmarthen. Issues were mainly from existing business front and local governance. If they could be handled with care then the feasibility of potential pop-up increases manifold and the economic development in the town will intensify in no time. 
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