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Abstract

This paper analyzes the design characteristics of pop-up stores from the perspective of visual de-
sign. By studying the characteristics of the pop-up store in color application, symbol expression
and interactive experience, the visual design characteristics of the pop-up store are summarized,
so as to increase the stickiness between the brand and consumers and improve the brand image
effect.
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Figure 1. McDonald’s Fries pop-up store
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Figure 2. Chanel “Arcade” pop-up store
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Figure 3. Balenciaga Le Cagole pop-up store
& 3. EZER LeCagole RFIIRINE®

[ N 52 By Al R 52 S AMBR AL GEAR TN DL il s A% O, AR AE S R SCARENAE S T, SESRI S S 5
(s el TR AR A ST P E AT AU, TR SO B AR FER AR A

3.22. FFER

MAF SR 2 LR, RERABNTEETE. Wi L& AMD HRINJE, Kk g ihmit
SEAF S AR, LRI RE S48 G KB A, I NS “ &7, 4B TRV R IR R .
B R KT FRZARRIINT., A5 EEE RS &G 0 LA R AL o il 4h 5
B, FeliARIEABHRIER, AT RH LA RS B IR A 25 R iR, n BRI 5 7
Bk, HBEGTOUBTHR— U, BEE. BB, A&, WERESEEE—E, LS s RN s g
X, R EBIE SRR

TEHRIKE R, EMET RO, §uligmdist, mFnfhET RILE4 5113, Miss Sixty
x ANDRE SARAIVA ¥ 5-51E R 5| MERINIE, KRR MR A LIRS R Y2K KUk 4,
AP G OBy (B2 RE N R, (RN bl RS, KM ERER TR TR S B4, B
KA R AR BR CASRALGE ity , REELAERR KUMG, I 40 S AR RPN 1 =55, YT 2R % ANDRE
SARAIVA FIRISEIERI KA, @i i m AR 720, B PR A< mOCEIES S i, [FE
B Ly, LA SRR

Figure 4. Miss Sixty x ANDRE SARAIVA crossover
pop-up store
B 4. Miss Sixty x ANDRE SARAIVA E& R RAIE®
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Figure 5. McCafe and Dove crossover pop-up store
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