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Abstract The advent of the COVID-19 pandemic underscored the significance of online marketing for
an extended period. However, there has been a notable resurgence of in-person activity since the
gradual mitigation of the pandemic, and this resurgence has led to a remarkable surge in interest and
engagement with pop-up stores. Of particular note, pop-up stores are increasingly recognized as a novel
avenue for consumption and cultural engagement among the Millennial and Gen Z demographics. This
study aimed to collect social media data related to pop-up store keywords using the social media
platform, 'Sometrend." Frequency analysis, word association analysis, and sentiment analysis were
utilized to understand the perception and status of pop-up stores. The study period spanned from May
1, 2023, to September 30, 2023 and was chosen to coincide with a period of active consumer
engagement marked by warm weather. The analysis revealed that pop-up stores have a positive image
on social media and exhibit high topicality. Association analysis reaffirmed the active operation of
pop-up stores, particularly in Seoul, in areas like The Hyundai Seoul and Seongsu-dong. Of the
associated terms, 'photos’ ranked highly, indicating that consumers record and share their pop-up store

experiences using images.
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Table 1. Monthly Seongsu-dong pop-up store status

month # of pop-up stores
2023/05 67
2023/06 55
2023/07 39
2023/08 89
2023/09 77
Total 327
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Table 2. Seongsu-dong pop-up store status by
industry category (2023/05 ~ 2023/09)

category # of pop-up stores
K-icon 12
art & culture 38
fashion & beauty 169
character 7
F&B 34
etc 67
total 327
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Table 3. Count of word ‘pop-up store’

2023 | 2023 2023 2023 | 2023 frequency
/05 /06 /07 /08 /09
Instagram | 18,074 | 15,301 | 15,600 | 14,306 | 16,223 | 79,504
blog 22,502 | 20,344 | 23,341 | 22,824 | 20,160 | 109,171
news 2,917 | 2,700 | 2,637 | 2,778 | 2,872 13,904
total | 43,493 | 38,345 | 41,578 | 39,908 | 39,255 | 202,579
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Table 4. Rank of association words of ‘pop-up store’

rank association word | frequency word category
1 Seoul 30,753 region
2 photo 25,829 culture/leisure
3 brand 21,373 shopping
4 Hyundai 20,198 business
5 event 16,612 economy/society
6 cafe 16,276 place
7 haeng-sa 14,579 culture/leisure
8 shop 13,674 place

d3to] F Aol gt £HE EEZ Table 52 7
3193t} Table 59 W= 20239 5€oA 9¥€9] 7]
of A& WA= oo, 44, o, e 02 A
T Aol FZESIh A& 0]99] AgorE KAt
o] 6ol Yepgout 3 HloA] 2AR2 AL HW
3to] 108] o149l xfolE Hoi(3,079 vs. 30, 753
2EOE 1 7|12 B AL Ao Fad

‘c‘ﬂ /\ tzlohq.

2|
)

ZH.QJ—

Table 5. Rank of regions associated with ‘pop-up

store’
rank association word frequency

1 Seoul 30,753
Yeouido

2 (The Hyundai Seoul) 11,082

3 Seongdong-gu 8384
(Seongsu)

4 Hongdae 4,542

5 Gangnam 3,439

6 Busan 3,079
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Table 6. Sentiment analysis of ‘pop-up store’

rank | positive word | frequency | negative word | frequency
1 cute 7,629 it's a pity 1,998
2 good 4,126 hot 670
3 enjoy 3,026 not cute 219
4 free 2,959 expensive 212
5 pretty 2,925 no luck 174
6 new products 2,673 it's t.he first 161
time

7 many people 2,128 pass by 148
8 “e‘“sryoéfjiafd 1,813 fail 139
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10 like 1,759 out of mind 124
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