Summer
BMSP5006


Jessica Shore 


Feasibility Study 

2,500 words


1802671 

Rebecca Aston

January 2018












Table of Contents

Executive Summary….3

Introduction…. 4

What is a pop-up shop and why do they exist?......4

[bookmark: _GoBack]What is the Economic Benefit of opening pop-up shops?...4

Whitland Statistics....5


Ideas for pop up shops in Whitland….5


The benefits of opening a pop-up shop in Whitland…6


The barriers to opening a pop-up shop in Whitland…7

Conclusion….7


Bibliography….8 










	
Executive Summary 

· A recent report has announced that the pop-up shop economy has generated 2.3 billion in the UK economy between 2014-2015. 
· The population of Whitland in 2017 was 2,389 individuals with the largest average in the age group of 45-64
· Whitland’s inhabitants have an income on average of £27,096 per household per year (Caci, 2018) which is 5.9% higher than Carmarthen’s average; this figure however is smaller than the UK average of £27,300 (Office of National Statistics, 2018). 




























Introduction

The purpose of this study is to evaluate the feasibility of opening a pop-up shop in the town of Whitland, Carmarthenshire. It will consider the characteristics of standard pop-up shops and suggestions as to what may be successful in the area this is done following the study of statistics of the area. An evaluation of the benefits and barriers of opening a pop-up shop in the town will also conclude this report utilising; statistics, journals, reports, academic books and academic website information to support findings and conclusions.



What is a pop-up shop and why do they exist? 

A pop-up shop is defined as a retail-based setting focussing on customer service for a limited period of time (Gary Warnaby, 2018). A pop-up shop can be based anywhere that there is a customer presence to visit it; whether that be a shop unit or a temporary presence like a food truck. The purpose of a pop-up shop is to take advantage of a market and seasonal trends and ultimately profiting from it (Baras, 2015).  For smaller businesses their use of pop up shops are designed to immediately make sales, but for larger businesses they can be used to generate a customer experience and not to make immediate sales. There is an increase in ‘showrooming’ in business, the ability for businesses to show their services or products to customers without them having the intention to buy, the benefit being for brand awareness (Sandra Haas, 2016 ). An example of this was in December 2017, Ferrero Rocher opened a pop-up shop experience in London where visitors were able to experience a gold lounge bar with drinks and also be served different deserts all inspired by the famous chocolate; customers were then able to buy the standard chocolates in a gift shop (Eventbrite, 2017). The purpose of these pop-up shops is not for customers to buy large amounts of products there at the end, but more for the visitors that attended, to have a pleasurable experience and to ultimately view the brand as positively as they viewed the experience. A positive experience at these sort of pop-up shops provides a form of free advertising for the business as visitors will post on social media and tell their family and friends about the event, ultimately generating more interest. Pop-up shops can also be used as a market testing method (Bergman, 2014). For new entrepreneurs or even existing business owners, setting up pop-up shops allows businesses to test out if their products are worth selling in a particular area. This method of testing allows businesses to avoid wasting revenue on a product that will not be successful. 


What is the Economic Benefit of opening pop-up shops?

A recent report has announced that the age of pop-up shops has generated 2.3 billion in the UK economy between 2014-2015, this value being at a rate of 8% higher than the previous year(EE, 2015 ). Pop-up shops are becoming increasingly more popular as for some businesses, pop-up shops are the only way they can justify attempting to make a living being self-employed since it may be that their business is only wanted at certain times of the year. Also, for bigger brands their merchandise may sell in standard shops all year round but may be particularly popular at certain seasonal times of the year. For smaller independent companies, capital is an issue, and this therefore prevents them from being able to rent out a shop space all year round. Instead though, for a few weekends a month, or possibly a few weeks a year they are able to take their businesses out to areas they were never able to before. These companies may operate online only for 11 months of the year but if they then use a pop-up shop venue for just a small part of the season they give themselves the opportunity to boost sales and introduce their products to an area that has never seen them before. Pop-up shop settlements cannot only benefit the businesses using them, but the wider locality. When a pop-up shop is set up in a unit it gives the unit owners opportunities to fill the vacant premises that would otherwise remain empty for months if not years at a time. With the business owners hiring them out for small amounts of time, the shop units can be rented for a smaller fee per business a few times every month. This way the business owners pay small overheads to run their businesses and the shop unit owners generate enough money to pay the mortgage on their units. This in turn will generate local economies who may be struggling with empty shops in town centres and as a result there may not be many people visiting. Once the shop units are then filled, more people may be attracted to the area to visit.

Whitland Statistics

The town in study is Whitland, Carmarthenshire. The variety of stores in Whitland itself are poor. The town itself mainly consists of car repair garages, home improvement showrooms and convenience stores so there is opportunity to bring a new type of pop-up shop into the town, an alien concept. Being only 14 miles outside of Carmarthen town, the lack of shops inside Whitland encourages its inhabitants to the larger towns where there are superstores and high street stores. Therefore, a pop-up shop which could offer what is offered in Carmarthen, would be possible. This would help keep the money in Whitland rather than the surrounding areas. However, a way to attract more people to the town could be an consideration to arrange a pop-up shop which opens something completely different or novel to anything in the local area; something that isn’t in Carmarthen. Whitland’s inhabitants have an income an average of £27,096 per household per year (Caci, 2018) which is 5.9% higher than Carmarthen’s average however this figure is smaller than the UK average of £27,300 average (Office of National Statistics, 2018). Being respectful of these statistics a pop-up shop’s products or services in Whitland would have to be priced realistically for people in the town to utilise. The population of Whitland in 2017 was on average 2,389 individuals with the largest average in the age group of 45-64 (Council, 2017). Therefore, with a fairly small population and the largest percentage of those being middle to older in age, the pop-up shop would have to be something that would interest predominately those individuals. Whitland also has a high deprivation rate in access to services (Welsh Government , 2014) so their access to public transport, NHS services and pharmacy services is much to be desired, so a pop-up shop which improves some of these services may prove popular in Whitland. 


Ideas for pop up shops in Whitland

For a pop-up shop to be successful in Whitland, it would be ideally suited to offer something that is not currently available.  As there is not a wide range in variety of stores in Whitland there are many avenues that could be pursued.  Products would need to be priced accordingly to the level the inhabitants could afford. No unique food services are currently available in the town that could prove popular with the people living in the immediate locality.  It is my view therefore that a pop-up ice cream shop could prove popular in Whitland. There is a camping residence in Whitland, namely ‘Cowshed’ (CowPots, 2019) that serves homemade ice cream with a variety of flavours and ice cream products however it is based on a farm with a campsite and it is a fair distance from the town centre requiring personal transport to be able to visit. A pop-up shop of the ‘Cowpots’ brand in the town centre may attract more people who were not aware of the brand before. In Llanelli town centre, which is similar in ways to Whitland with the population average age also 45-64 and the income rate at £24, 498 (Carmarthenshire County Council, 2018 ) there is an ice cream parlour, therefore if success is possible in Llanelli in terms of the people who live there and the age range then it would be reasonable to see similarities in Whitland. With the correct pricing and variety of unique products available it could prove very popular with locals as it is something different that they are not able to get anywhere else or nearby. The pop-up ice cream parlour would be stationed during the summer time when ice cream is commonly most popular with people. There is no exact figure for how long pop-up shops should stand for, however they are typically stationed for very short periods of time in order to be desirably popular. On the hope that they then have positive reviews, people will visit them because they fear missing out if they don’t, as they may be there one day and not the next (Thompson, 2012). 
       Therefore, the ideal time to station an ice cream pop-up shop in Whitland would be over the summer months of July, August and September at weekends possibly. While being stationed at these times it would allow the majority of working individuals in Whitland who work an average full-time job at 19.7% (Council, 2017) to be able to visit it as it would be on the days they have off on the weekend. It being during the summer will also mean it would be desirable by the children living in the area, as they would be out of school for the summer holidays. There is no better form of persuasion than a child wishing to sample a product, and this then leads to the parent/ family or guardian wishing to spoil their child with a treat such as ice-cream. Although there are no existing events/ or tourist pulls to warrant an ice cream shop, Whitland is in close proximity to both Saundersfoot and Amroth beaches, so during the summer period when people are travelling to these locations, Whitland could prove the ‘drop in’ point en-route this could ultimately then bring people into the town itself to see what else they have to offer. With individuals visiting Whitland for the pop-up shop, there is opportunity for the town to boost sales in its existing local shops and individuals may very well remain interested in other stores they have visited there and continue to return. 

The benefits of opening a pop-up shop in Whitland

There are many benefits of opening a pop-up shop in Whitland over weekends of the summer season. This option gives the town itself to welcome more people to the area who may have never been there before and if while they are there they are interested in other parts of Whitland and may continue to return (Charlton, 2013). There is the obvious financial benefit aspect of this proposal especially if the pop-up shop is run by a business owner from the area. Not only would profits benefit the local area but it will also help individuals in the community and therefore put more money back into the economy. A pop-up shop could also provide employment benefits into the town as it would provide job opportunities to individuals, ideally jobs for students, as the run time would be outside of term times. It would also be useful for the local business who would acquire the pop-up shop, e.g. Cowpots ice cream since then they would be able to use it not only as a boosted income opportunity over peak months, but also as a testing mechanism to evaluate how successful it would be to open a permanent parlour in the town centre. If the results of the pop-up shop were successful then they could use that basis to expand their business, something that they may not have thought to do before (The storefront, 2018 ). 




The barriers to opening a pop-up shop in Whitland 

Alongside the benefits of opening a pop-up shop there are also concerns if it were not successful; the largest barrier being the lack of interest and failure. Regardless of similarities 
to similar towns with similar concepts there is always a chance that the idea of an ice-cream pop-up shop may not be favourable to the inhabitants of Whitland. It may be that they themselves, during the summer, like to venture out and go to neighbouring towns or go somewhere different; they therefore may miss the opportunity of using the pop-up shop, not because they have no interest in it, but because they want to go and experience other places. It would also be reasonable to expect individuals’ income as being a barrier for the success of this pop-up shop. Although the average income in Whitland is near that of the UK average it is not guaranteed that spending in a pop-up shop is in the budget of some families. So, although they have money to spend, they may have priorities on what to spend it on which may not be ice cream, as it may not be considered an essential item. Another barrier that could affect an ice cream pop-up shop is weather. Wales has a maritime climate, being characterised by clouds and wet weather (Office, 2018) so a warm summer climate is not guaranteed. If wet weather is prevalent then the success of the pop-up shop may be bleak, as many individuals would rather not eat ice cream in the rain. Another considered barrier may be that the pop-up shop cannot continue all year round (Free2learn , 2018 ). They can be replaced by a permanent residency however that may not be as successful as the pop-up as often it can be worry of missing out that attracts people to pop up shops whereas if it was permanently there people may not be that interested (Customer Faithful , 2018 ). 


Conclusion

So as can be seen in the above feasibility study that there are feasible opportunities to introduce a pop-up shop into the community of Whitland, Carmarthenshire. As well as the obvious benefits of opening a seasonal pop-up shop there are also many barriers which would need to be evaluated to determine the probability of any negatives occurring before deciding whether to proceed with the idea. The benefits of a pop-up shop in this area could be considered to outweigh the negatives as it is something that has never been attempted before and it could be the beginning of a new type of retailing in Whitland. However, just because it is a optimistic idea does not always equate success, the same as any business start up (Mcintyre, 2018).
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