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ABSTRACT
Pop-up stores, temporary retail spaces that are set up for short durations, have emerged as a significant strategy for online retailers to enhance their brand equity. This abstract explores the impact of these ephemeral stores on the brand equity of digital-first businesses. Brand equity, defined as the value a brand adds to a product or service, is crucial for online retailers aiming to differentiate themselves in a highly competitive market. The primary influence of pop-up stores on brand equity lies in their ability to create immersive, engaging brand experiences that are often missing in the virtual shopping environment. These physical spaces allow brands to interact directly with customers, offering tangible experiences that can strengthen emotional connections and customer loyalty. By creating memorable and unique shopping experiences, pop-up stores can enhance brand awareness and reinforce brand associations. Moreover, pop-up stores serve as a platform for online retailers to introduce new products and gather real-time feedback, facilitating a better understanding of consumer preferences and behaviors. This direct interaction helps in fine-tuning marketing strategies and product offerings, thus enhancing perceived quality and brand credibility. The temporary nature of pop-up stores also generates a sense of urgency and exclusivity, which can drive traffic and create buzz around the brand. This heightened visibility often leads to increased social media engagement and word-of-mouth promotion, further amplifying the brand's reach and equity. In conclusion, pop-up stores play a pivotal role in augmenting the brand equity of online retailers by providing unique, engaging, and direct consumer interactions. These temporary retail spaces not only bridge the gap between digital and physical shopping experiences but also create lasting impressions that contribute to stronger brand recognition and loyalty.
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CHAPTER ONE
INTRODUCTION
1.1	Background of the Study 
The world is in the process of becoming progressively digitised and globalised (Hultén, Broweus & van Djik, 2009), which can be noticed in the transformation of how consumers behave in the retail environment. Online retail is growing and is anticipated to continue. Sweden is a country in which 94% of the population are internet users (Ecommerce News, 2020). According to studies, in 2019 the total growth of e-commerce in the country was 13%, corresponding to 87 billion SEK. In 2020 it is estimated to grow by 11% and thus reaching 97 billion SEK (Postnord, Svensk Digital Handel & HUI Research, 2019). Due to major ecommerce growth, the brick and mortar stores are left vulnerable (Hultén et al., 2009). Through aspects such as having to pay high rent and local business taxes as well as the great threat posed by growing competition, it seems that online retail is erasing the presence of physical stores, something referred to as the retail apocalypse (Childs, Blanchflower, Hur & Matthews, 2020). This is also true for Sweden, where it is predicted that approximately one fourth of all physical stores will be forced to close by 2025 (Lagerström, 2017). By 2021 it is estimated that Swedish e-commerce will reach the milestone of 100 billion SEK, implying that e-commerce will become a power factor in Swedish retail (Postnord et al., 2019). Along with growing e-commerce, the competitive environment has been intensified requiring a larger focus on unique marketing efforts in order to differentiate (Zogaj, Olk & Tscheulin, 2019; Organisation for Economic Co-operation and Development). 
As the trend of operating online progresses, another trend can be spotted which is consumers showing an increased desire to experience brands (Lindström, 2010). Due to the changing environment, consumers no longer focus solely on low prices and large product ranges when taking a liking to a certain brand (Zogaj et al., 2019). The previous emphasis on features and benefits has changed into a desire for extraordinary marketing campaigns and marketing communication for a positive brand image (Schmitt, 1999). According to Pine and Gilmore (1998), a so-called experience economy has emerged and has continuously expanded throughout the last two decades, in which firms need to put significance in the shopping atmosphere and experience, including senses and emotions (Schmitt, 1999; Zogaj et al., 2019). The sensory experiences in the online retail environment are mostly limited to visual elements, and to some extent, auditory elements (Petit, Velasco & Spence, 2019). Therefore, internet retailing presents a flaw in the form of consumers being unable to touch the product which can hinder the decision-making process (Citrin, Stem, Spangenberg & Clark, 2003). 
Physical and online stores need to make certain changes to their business models in order to stay relevant, and for consumers to stay loyal to the brand. Because of this, it is increasingly important for brands to be attainable to consumers through physical interaction (Hultén et al., 2009). One suggested approach would be through the usage of the pop up phenomenon. A pop up store operates in a temporary physical retail space and provides consumers the opportunity to experience the brand and its products (Lowe, Maggioni & Sands, 2018; Zogaj et al., 2019), whilst avoiding the traps of the physical retail industry in an age characterised by the retail apocalypse. The pop up phenomenon could be considered an approach to blur the line between physical and online stores.
The concept of brand experience has gained considerable attention in marketing over the past decade, as research has shown its positive influence on various brand constructs. Researchers have examined the influence of experiential marketing on consumer behaviour, brand personality, brand relation and brand attitude. Recent studies have suggested that experiential benefits have a key role in determining brand preferences among customers, which implies possibility of direct association between brand experience and its ability to create brand equity (Brembeck & Ekstrom, 2004; Zarantonello & Schmitt, 2010). However, the studies that have explored the relationship between brand experience and brand equity have been limited (Khan & Rahman, 2015). Furthermore, only a few studies have been witnessed on the online shopping industry with respect to the brand experience. This study is an attempt to fulfil this significant gap in the literature by examining the relationship between individual dimensions of brand experience and brand equity in online shopping domain.
Especially for online retailers, pop-up stores offer a unique opportunity to overcome this lack of closeness towards their customers (Warnaby & Shi, 2018). This retail format represents a possibility to bring the brand personality to life and hence connect with customers in a more exciting way by creating experiences and engaging customers more tangibly (Tesseras, 2014; Warnaby & Shi, 2018). Therefore, pop-up stores are a popular tool to strengthen customer loyalty as well as to increase brand awareness (Warnaby & Shi, 2018). Since the concept of pop-up stores became popular in 2004 when Comme de Garcon introduced its label’s first temporary retail space in Berlin, the number of pop-up stores has been increasing (Picot-Coupey, 2012; Lisanti, 2014). In contrast to this trend, the number of retail stores has dropped (Lisanti, 2014). Even though pop-up stores are highly relevant in practice, the topic has received little coverage in literature so far (Picot-Coupey, 2012).
1.2	Statement of the Problem 
By intertwining the physical and digital aspects of operation, the concept of the phygital company is created, enabling a more seamless experience. The word phygital originates from combining the word physical with digital. When using the pop up phenomenon to create such interweaving, the store opens with a predetermined closing date that can vary from a number of hours up to a year (Surchi, 2011; de Lassus & Freire, 2014; Lowe et al., 2018). Pop ups exist with the intention to evoke consumer emotions, reactions and not least to take them by surprise (Surchi, 2011; Zogaj et al., 2019). This is aroused through the use of multisensory elements which creates a purchasing experience for the consumer (Surchi, 2011). The most acknowledged definition of sensory marketing is “marketing that engages the consumers' senses and affects their perception, judgment, and behavior” (Krishna, 2012, p. 333). A multisensory experience of a brand takes place as a result of more than one influencing factor on such reactions. This is for instance the usage of more than one of the five senses, in which the senses are haptics, olfaction, audition, taste and vision (Hultén et al., 2009; Hultén, 2011; Krishna, 2012). 
However, multisensory experiences are still often overlooked in marketing literature despite the evident importance of the aspect of the five senses in the matter of generating customer value (Hultén, 2011). The experiential perspective of consumer experiences as introduced by Holbrook and Hirschman (1982), argues that consumers are not always rational decision makers. They are also driven by emotions because consumption experiences are often “directed toward the pursuit of fantasies, feelings and fun” (p. 132). To strengthen this argument, Schmitt (1999) claims that there has been a shift from traditional marketing views such as functional features and benefits, towards experiential marketing and sensory experiences. A shift has not only taken place in the marketing domain, but also in the retail environment. Within an experience economy it is essential for companies to offer an experience appealing enough so that consumers are unable to disregard the product or service offered (Pine & Gilmore, 1998, 2014). 
Therefore, pop up stores can be used as a marketing strategy to create brand experience (Lowe et al., 2018). These temporary stores aim to build a relationship between consumers and the brand during its brief duration (Spena, Caridà, Colurcio, & Melia, 2012; Lowe et al., 2018; Zogaj et al., 2019). When a positive experience occurs due to multisensory marketing, consumers’ memorability concerning the brand name, product and service is enhanced in the long term (e Hassan & Iqbal, 2016; Riza & Wijayanti, 2018). The temporary store format of pop ups, in combination with multisensory marketing, can be used strategically to strengthen a brand (Spena et al., 2012; e Hassan & Iqbal, 2016; Lowe et al., 2018; Zogaj et al., 2019).
Zogaj et al. (2019) argue that pop-ups are most effective in individualistic cultures, where the desire for uniqueness is higher compared to collectivistic cultures. Sweden, like many Western countries, exhibits a predominantly individualistic culture, scoring 71 out of 100 on Hofstede’s Cultural Dimensions Theory for individualism (Hofstede, 1983). Additionally, Sweden scores low on uncertainty avoidance (29 out of 100), indicating a limited tendency to experience anxiety in ambiguous or unfamiliar situations. This openness to uncertainty may play a crucial role in the success of innovative and experiential pop-ups.
1.3	Objectives of the Study 
The objectives of a study on "The Influence of Pop-Up adverts on the Brand Equity of Online Retailers" can vary depending on the specific goals and focus of the research. However, here are some general objectives that you might consider:
i. To evaluate the impact of pop-up adverts on the brand equity of online retailers.
ii. To examine the effects of pop-up adverts on consumer behavior, including purchase intentions,
iii. To investigate whether the use of pop-up adverts provides online retailers with a competitive advantage over their peers in the industry.
1.4 	Research Question 
i. How does the presence of pop-up adverts influence the overall brand equity of online retailers?
ii. To what extent do pop-up adverts influence consumer behavior, including online engagement and purchase intentions?
iii. Does the incorporation of pop-up adverts provide a competitive advantage for online retailers in the industry?
1.5	Significance of the Study 
In the competitive world of e-commerce, brand equity is a critical determinant of success. This study on the influence of pop-up adverts on brand equity provides key insights for online retailers, marketers, and researchers, addressing both opportunities and challenges associated with this widely used advertising tool. Pop-up adverts are often employed to capture customer attention, promote offers, and drive conversions. When used effectively, they can enhance brand visibility and reinforce key messaging, contributing to improved brand awareness and customer loyalty. However, intrusive or irrelevant pop-ups risk creating negative associations, potentially harming the brand’s reputation. This study highlights these dual outcomes, enabling retailers to strike a balance between engagement and customer satisfaction.
The research also sheds light on consumer perceptions of pop-ups, focusing on factors such as content relevance, timing, and design. Understanding these dynamics allows retailers to improve customer experiences and tailor their advertising efforts to different audience segments. By exploring this under-researched area, the study contributes to academic knowledge and provides actionable recommendations for retailers. Ultimately, it equips businesses with strategies to leverage pop-up adverts effectively, ensuring they build strong, sustainable brand equity in the digital marketplace. 


1.6 	Scope of the Study 
This study examines the impact of pop-up adverts on the brand equity of Jumia Nigeria, one of the leading online retailers in Africa. It explores the relationship between pop-up advertising and key dimensions of brand equity, including brand awareness, perceived quality, brand loyalty, and brand associations.
Focusing on Jumia Nigeria allows the study to analyze how pop-up adverts affect consumer perceptions in a dynamic and competitive e-commerce market. The research investigates factors such as the frequency, content, design, and timing of pop-up ads and their influence on customer experience and purchasing decisions. By using a mixed-methods approach that includes customer surveys and data analysis, this study provides actionable insights for Jumia and other online retailers. It highlights strategies to optimize pop-up advertising for improved brand equity while minimizing potential negative effects on consumer satisfaction and loyalty. 
1.8	Definition of Terms 
Influence: refers to the capacity or power of a particular factor, action, or entity to have an effect on the behaviors, perceptions, attitudes, or decisions of individuals or groups
Pop-Up Adverts: These are online advertisements that appear suddenly on a user's screen while browsing a website. They are commonly used to capture attention, promote offers, or encourage specific actions, such as purchases or sign-ups. 
Brand Equity: The perceived value and strength of a brand as reflected in customer perceptions, brand awareness, associations, loyalty, and overall brand image.
Online Retailer: A business that primarily sells goods or services through online channels, such as a website or mobile application.
Brand Awareness: The level of recognition and recall that consumers have for a particular brand, often measured by their ability to identify or recall the brand name.
Jumia Nigeria: An online retail platform that operates in Nigeria, offering a wide range of products, including electronics, fashion, and groceries, and leveraging digital marketing strategies to reach its customers.

CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION  
The emergence of e-commerce has reshaped the advertising landscape, with brands adopting innovative tools such as pop-up adverts to engage online users. Jumia Nigeria, a leading e-commerce platform in Africa, leverages pop-up ads to attract, inform, and convert potential customers. While pop-up adverts are recognized for their capacity to grab attention, their impact on brand equity—a multidimensional concept encompassing brand awareness, perceived quality, loyalty, and associations—remains a critical area of inquiry (Aaker, 1996).
Research on digital advertising reveals mixed outcomes regarding the effectiveness of pop-up adverts. On one hand, they enhance brand recall and awareness when strategically crafted and targeted (Yang et al., 2018). On the other hand, their intrusive nature often provokes negative user experiences, leading to irritation and ad avoidance, which can harm brand perceptions (Li et al., 2002). For Jumia Nigeria, operating in a highly competitive market, the challenge lies in balancing the immediacy of pop-up adverts with the long-term goal of sustaining positive consumer relationships and building brand equity.
Brand equity is a vital asset for e-commerce platforms, influencing customer retention and competitive advantage. Studies indicate that consistent and engaging digital marketing efforts contribute to stronger brand equity, but poorly executed advertising strategies may erode consumer trust and loyalty (Keller, 2013). For Jumia Nigeria, the effectiveness of pop-up adverts hinges on their ability to align with consumer expectations while minimizing disruptions in user experience.
This literature review explores how pop-up adverts impact Jumia Nigeria’s brand equity by synthesizing empirical findings and theoretical insights. It examines key dimensions such as consumer perception, trust, and loyalty while highlighting opportunities and risks associated with pop-up ad strategies. By integrating perspectives from digital marketing and brand management literature, this study provides actionable insights for optimizing pop-up advertising to foster sustainable brand equity in the dynamic Nigerian e-commerce market. 

2.1	Conceptual Framework 
2.1.1	Pop-up Stores as a new form of Retailing
Retailing, one of the largest industries in the world, has experienced radical developments at an increasing pace over the past decade. The dynamic change in modern retail management has been caused by a number of different factors. First of all, the power of retailers is increasing as they are the final stage in the marketing chain, with the task to purchase goods from other organizations and to sell those to private households. They are therefore closer to consumers than manufacturers (Zentes, Morschett & Schramm-Klein, 2017) and hence, the importance of the view of retailers as brands has increased (Swoboda & Foscht, 2016). Furthermore, one of the most influential developments has been the shift to e-commerce. As a result, the retail industry today is dominated by pure Internet players, such as Amazon, Ebay or Zalando (Zentes, Morschett & Schramm-Klein, 2017). E-commerce has been defined as the following: „In online retailing or electronic retailing (or e-retailing, electronic commerce, e-commerce, Internet retailing, etc.), retailers offer their products and services over the Internet.” (Zentes, Morschett & Schramm-Klein, 2017). With an average penetration rate of 47% in Europe, it is suggested that the Internet has developed to be a significantly important shopping channel (Zentes, Morschett & Schramm-Klein, 2017) and a considerable competitor of brick and mortar retail, catalogue retail, teleshopping and ambulant retail (Heinemann & Schwarzl, 2010). 
However, Kapferer (2012) points out that studies show that many pure Internet brands still lack closeness to the consumer and thus customer loyalty mainly due to missing tangible brand elements. Laroche et al. (2001) emphasize that this intangibility strongly influences the ease or difficulty a consumer experiences in the pre-purchase evaluation of goods or services. They also found that “intangible channels may be perceived riskier than retailers with physical evidence.” (Laroche et al., 2005, p.263). However, besides intangibility, the risk that consumers perceive in online retail, is also influenced by other elements such as privacy and security concerns (Laroche et al., 2005). One way of engaging customers with the brand in a more tangible way, especially for online retailers, is using pop-up stores (Warnaby & Shi, 2018). This very specific new store format creates a special retail atmosphere as the stores are only open for a limited amount of time e.g. for a few weeks or months. Another characteristic of pop-up stores is the limited assortment usually consisting of seasonal products. This results in urgent purchases with a higher willingness to pay and increased desirability as consumers consider the goods as scarce due to the limited opening period and limited assortment as well as limited options for price comparisons (Zentes, Morschett & Schramm-Klein, 2017). Pop-up stores can be used for both traditional and online retailers in addition to their more mainstream business activities as well as to test an initial brand concept for start-ups (Warnaby & Shi, 2018). 
Moreover, they serve to convey brand emotions in a highly experiential event atmosphere, advertise special offers, launch product innovations or conduct market research (Zentes, Morschett & Schramm-Klein, 2017). Furthermore, as described by Laroche et al. (2005), shopping in person offers the opportunity to personally inspect and test the products and thus reduces uncertainty. They also point out that when making a decision, consumers who are acquainted with the product and have a clear imagination of it rely more on their prior knowledge when there is no opportunity to experience the product physically. This available prior knowledge facilitates the evaluation process and consumers feel more confident in making the correct purchase. (Laroche et al., 2005).
2.1.2	New Emerging Retail Trend: Pop-up Shops
Retail storefronts are trying many new concepts to incorporate experiential marketing, and pop-up retail shops are paying off. Pop-up shops have become an increasingly popular trend in retail to help brands keep up and have flexibility, without having commitment to storefront leases. The pop-up industry was valued at 50 billion dollars in 2016, and continues to grow in 2017 (Mintel, 2017). Pop-up retail is defined by Gordon (2004) as a marketing environment that is highly experiential, focused on promoting a brand or product line, available for a short time period, and generally in smaller venues that foster more face-to-face dialogue with brand representatives, which is a top factor attracting people to the experience. Pop-ups are unique in their nature, being only available for a short period of time, or semi-permanent. Pop-up shops can last anywhere from a few hours to a full year, depending on their complexity and size (Niehm, 2006). Large department store Macy’s developed a pop-up concept called “The Market at Macy’s” to bring the new retail concept to their traditional brick and mortar store. The Market at Macy’s open pods of space to new emerging brands and companies and allow them to sell their product on the retail floor (Hirsch, 2018). This allows developing brands to gain exposure from Macy’s well-established brand and community, while giving Macy’s a more experiential and innovative storefront (Hirsch, 2018).
2.1.3	Dimensions of Pop-up Store Equity
Before the evolution of brand equity to store equity to customer based pop up store equity is discussed, it is important to discuss the four constructs of brand equity. In 2001, a study done by Yoo and Donthu was conducted to examine and establish a reliable and valid measure of brand equity. This study included a multi-step approach to validate a multi-dimensional customer-based brand equity scale using survey data from 1,530 respondents who evaluated multiple brands in the product categories of shoes, film for cameras, and color television sets (Yoo & Donthu, 2001). The validation tests found that the scale and overall construct measures are highly valid and reliable when measuring customer-based brand equity. When investigating the multi-dimensional brand equity scale, Yoo and Donthu (2001) included brand association as one dimension with awareness, and perceived quality and loyalty as the second and third dimension. In their findings, brand awareness and association were indicated as one dimension under customer based brand equity, instead of two separate constructs (Yoo & Donthu, 2001). Brand awareness is a reference to recognition and recall on the part of the customer, while association can be defined as the link of the brand to the consumer’s memory (Aaker, 1991; Yoo & Donthu, 2001). Perceived quality is the consumers’ evaluative criteria of the brand and brand loyalty is the consumers’ propensity to remain loyal to the brand (Aaker, 1991; Yoo & Donthu, 2001). 
Although Yoo and Donthu (2001) combined the dimensions of awareness and association in to one construct, the four overall multi dimensions of customer based brand equity (awareness, association, perceived quality, and loyalty) is used often in research with varying results as to the significance of each dimension. The results of multiple research studies using these four constructs will be discussed throughout this section. In 2006, Papu and Quester conducted a study to adapt brand equity to retailer (store) equity and found that retailer equity is a four dimensional construct. Overall, Papu and Quester (2006) found strong validity and reliability to suggest that customer-based retailer equity is comprised of the following dimensions: retailer awareness, retailer association, perceived retailer quality, and retailer loyalty. A more recent study done in 2016 by Sharma further validated that customer-based brand equity holds four independent dimensions that include awareness, association, perceived quality and loyalty. Thus, the research supports that brand equity is a fourdimension construct with brand awareness and brand association as independent dimensions (Papu & Quester, 2006; Sharma, 2016). For the purposes of this study, the four unique dimensions of brand equity solidified by Papu and Quester (2006) and Sharma (2016) will be used to measure customer based pop up store equity.
2.1.4	Brand Equity
One of the main functions of brands is to act as a risk reducer since established and well-known brands reduce the uncertainty experienced by the consumer (Melin, 2002). This finding indicates the importance of brand equity for online retailers considering the prior described challenges that they face. This paper aims to analyse consumers’ perceptions and experiences in pop-up stores and how these affect brand equity. Therefore, it is important to approach brand equity from the perspective of the consumer. It is pointed out that: “the power of a brand lies in what customers have learned, felt, seen and heard about the brand as a result of their experiences over time (…) customer-based brand equity [is defined] as the differential effect that brand knowledge has on consumer response to the marketing of that brand” (Keller, 2013, p. 69). From this definition, three crucial aspects arise. Firstly, different consumer responses to product choices result in brand equity and prevent price competition. In further consequence, the consumer’s knowledge about the brand (what they have heard, felt, seen and learned about the brand as a result of their experiences over time) triggers these differences in response. Finally, perceptions, preferences and behaviour related to all aspects of brand marketing are results of those differences in responses (Keller, 2013). 
Furthermore, the brand manager’s task is to link the desired thoughts, feeling, images, beliefs, perceptions, opinions and experiences to the brand. A brand with positive customerbased brand equity results in having less price-sensitive and more loyal customers. A high level of awareness and familiarity with the brand as well as strong, favourable and unique brand associations held in the consumer’s memory represent the premises of customerbased brand equity (Keller, 2013). There are numerous ways to measure brand equity and little consensus exists among researchers. The company TNS uses brand awareness, purchase intention, perceived quality, trial and an item measuring the strength of the brand’s imagery as parameters in its study Megabrand System (Kapferer, 2012). Kapferer (2012), on the other hand, suggests a minimum of four indicators: Aided brand awareness, spontaneous brand awareness, evoked set and whether the brand has already been consumed or not. Moreover, Yoo and Donthu (2001) use the following components to measure retail brand equity: brand loyalty, perceived quality and awareness/associations. These are just three examples of how to measure brand equity. However, there is no standard approach that can be relied on. Thus, the characteristics of the industry will be the decisive factor for choosing the parameters used for the practical analysis in this research. The theoretical outline of “Pop-up Stores as a new form of Retailing” has shown that online retailers face challenges regarding intangibility as a barrier for pre-purchase evaluation and that consumers perceive other risks such as privacy and security concerns. 
In addition to that, consumers who have a clear representation of the product are more confident in making the correct purchase (Laroche et al., 2005). The theory has also outlined that pop-up stores are a way for online retailers to overcome these challenges (Warnaby & Shi, 2018). This is why quality perception, brand trust, considering the purchase in the future and trial are regarded crucial elements for an online retailer’s brand equity. Finally, due to the fact that brand awareness is mostly correlated with elements such as high quality, trust or closeness to people (Kapferer, 2012), this parameter will also be taken into consideration. 
To sum up, the influence of pop-up stores on an online retailer’s brand equity will be measured according to the following parameters:
· Brand awareness 
· Quality perception 
· Brand trust 
· Trial 
Brand awareness 
Brand awareness consists of the consumers’ ability to confirm prior encounters with the brand by showing the brand as a cue (brand recognition) as well as their ability to remember the brand from memory e.g. aided by naming the product category (brand recall). The more consumers experience a brand, the stronger the brand is anchored in their memory and thus the higher the brand awareness. (Keller, 2013). Moreover, high brand awareness is positively correlated with high quality (Melin, 2002). 
Quality perception 
One advantage of a strong brand is that different types of brand associations can increase the perception of quality (Keller, 2013). This can be influenced by different factors such as the brand’s name, the packaging or the form and scale of advertising, as the consumer may assume that a brand that is marketed massively must be of good quality (Melin, 2002). 
Brand Trust 
A reputable brand brings trust and reduces the perceived risk. Consumers can only assess the inner qualities of some products once bought or consumed. In order to decrease the number of consumers who are reluctant to buy and try out the product in the first place, a reputable bran is needed as an external sign highlighting internal qualities (Kapferer, 2012). 
Trial 
Trial (whether the interviewee has already tried the brand) (Kapferer, 2012) is also considered to be an important indicator when assessing the impact of pop-up stores on brand equity. This parameter is not influenced by the pop-up store itself but is a crucial indicator for customer loyalty and brand familiarity and hence brand awareness.
2.1.5	Reliability and Validity
As mentioned above, it has been proven with empirical evidence that customer-based brand equity can be used interchangeably with customer-based retailer or store equity using the four constructs of awareness, association, perceived quality, and loyalty (Papu & Quester 2006). More recent studies by Sharma (2016) and Buil Martínez, & de Chernatony (2013) have been conducted to further prove the reliability and validity of the scales of brand and store equity. Sharma (2016) examined and validated the measurement of customer-based brand equity in the Indian luxury apparel market. Sharma based this study on the conceptual framework originally built by Aaker (1991) and used both exploratory and confirmatory factor analysis to test the validity and reliability of the customer based brand equity scale. After surveying over 500 consumers from multiple cities in India about international luxury brands in India, results indicated that the scale for customer-based brand equity in fact is reliable and valid. 
The empirical findings support that customer based brand equity is in fact a multi-construct variable, and that Aakers (1991) four dimensions of awareness, association, perceived value, and loyalty are valid constructs to measure brand equity. In 2013, a study was conducted by Buil et al. (2013) to propose and test a model to better understand brand equity and investigate the effects of the construct on consumers’ responses. Buil et al (2013) made a connection between brand equity and four factors of consumer response: consumers’ willingness to pay price premiums, consumers’ attitude towards brand extensions, brand preference, and purchase intension. The study states that the influence of brand equity on these factors can provide success and probability to companies and will give the company the ability to demand a higher price and grow sales as a result of the higher preference and purchase intention (Buil et al, 2013). The relationship of brand equity and consumers’ responses was used in this study and further discussed. This study looked at specifically the responses of purchase intention and willingness to pay a price premium. The relationship of these constructs will be explained in detail later in this chapter. By using the well-researched and valid four constructs of awareness, association, perceived quality, and loyalty this study adapts the variable of customer-based store equity to measure the equity of the new emerging retail trend of pop-up shops. The four constructs mentioned above were used to determine consumers’ perceptions on this new retail trend and determine their customer-based image known as customer-based pop-up store equity for the purposes of this study.
2.1.6	Price Premium
When a consumer has strong brand equity, they have a stronger willingness to pay a price premium, or higher price (Netemeyer, 2004). The willingness to pay a price premium is defined as the amount a customer is willing to pay for his/her preferred brand over comparable/lesser brands of the same package size/quantity (Netemeyer, 2004). It is one of the stronger indicators of brand loyalty and may be the most reasonable summary measure of overall brand equity (Aaker, 1996). Though some researchers consider price premium a construct of customer based brand equity, it has been considered a consumer response in many other brand equity frameworks. Willingness to pay a price premium can be the result of a positive customer based brand equity, and the core constructs of CBBE should be predictive of this price premium construct (Keller, 1993). Netemeyer (2004) used a brief straightforward four-item scale to measure the response to CBBE of willingness to pay a price premium. From this scale we adapted the two most straightforward scales to measure consumers’ willingness to pay a price premium in response to their perceived pop-up store equity. By measuring this relationship, we can see if consumers are influenced to pay a higher price in the pop-up retail store setting, and offer valuable information to business owners about the profitability of the channel distribution of pop-up retail.
2.1.7	Purchase Intention
There have been few studies in literature done to investigate the relationship between customer based brand equity and purchase intention, along with other consumer responses. Blanchflower and Watchravesringkan (2014) conducted a study on brand equity’s influence on purchase intention and found that brand equity had a significantly and positively influenced purchase intention from the brand. Discussed in an earlier section, Yoo and Donthu’s (2001) research on the multi construct brand equity scale suggested a need to further study and investigate the consumer response variables that stemmed from customer-based brand equity. Buil, Martinez, and Chemantony (2014) responded by examining not only the dimensions of brand equity, but also the consumer responses. Buil and colleagues (2014) added further validation to the dimensions of brand equity (awareness, association, perceived quality, and loyalty), and found empirical evidence to connect consumer responses to equity. Buil and colleagues (2014) found that brand equity influenced the consumer responses of price premium, brand extension, purchase intention and brand preference on purchase intention. This study will draw measurement scales from Buil and researchers (2014), and focus on the relationships between brand equity and willingness to pay a price premium and purchase intention. 
A main contribution of the study done by Buil et al (2014) was the empirical examination and evidence of customer-based brand equity and its influence on consumer responses. The authors note that a majority of the body of literature assumes that stronger brand equity leads to higher consumer responses, but few quantitative research studies have actually done the empirical investigation to prove this assumption. The outcomes of Buil et al (2014) suggest a strong framework to further investigate these relationships between brand equity and consumer responses. For the purposes of this study, the adapted variable of pop-up store equity was used to investigate the relationship between the consumer responses of price premium and purchase intention. For the measurement scales, we will adapt instruments from Buil et al (2014) in regards to purchase intention.
2.1.8	Brand Loyalty
Studies have shown that making use of sensory marketing and experiences differentiates the company from competitors and creating positive brand loyalty (e Hassan & Iqbal, 2016). According to Law (2009), brand loyalty is explained as a “result of continued satisfaction with a product or its price and is reinforced by effective and heavy advertising” (p. 77). Day (1969 as cited in Lou et al., 2011) suggests that there are two dimensions to brand loyalty: behaviour and attitude. Behaviour loyalty is defined as “consequential actions (i.e. consumer loyalty), such as repeat purchases, share of wallet (i.e. value a customer places on a brand) and word of mouth advertising” (p. 2167). In the behaviour dimension, the focus is put on performance indicators such as the frequency of customers' repetitive purchase of a brand or the relative volume of same-brand purchasing to measure brand loyalty (Cleff et al., 2014). However, Jacoby and Chestnut (1978) further argues that brand loyalty is more greatly influenced by customers' attitude towards a brand, such as preference and commitment, rather than solely being based on frequent purchase and satisfaction (Luo et al., 2011). 
Thus, the attitudinal dimension of brand loyalty refers to customers' degree of commitment motivated by the unique value associated with a brand, as well as their overall attitude towards the brand. Hence, attitudinal brand loyalty has an emotional component (Chaudhuri & Holbrook, 2001). Furthermore, studies have shown that a positive brand experience can increase brand loyalty by significant measures (Biedenbach & Marell 2010; Morgan-Thomas & Veloutsou, 2013). Lin and Kuo (2013) argue that a customers’ most recent shopping experience has a significant impact on their loyalty intention, meaning that a positive brand experience is crucial in the formulation and continuance of strong brand loyalty. To strengthen this argument, Shim, Forsythe and Kwon (2015) reveal that by appealing to aesthetic senses and emotions that are linked to a brand can improve brand loyalty.
2.2	Theoretical Framework
2.2.1	Individual differences theory
In the ever-evolving landscape of retail, online retailers are constantly seeking innovative strategies to enhance their brand equity and foster deeper connections with consumers. One such strategy that has gained momentum in recent years is the utilization of pop-up stores. These temporary physical spaces offer online brands the opportunity to engage with customers in the offline world, providing immersive experiences that transcend the digital realm. Understanding the influence of pop-up stores on brand equity requires a nuanced examination that considers the diverse characteristics and preferences of consumers. Here, the Individual Differences Theory emerges as a crucial framework for comprehending the varying responses and behaviors exhibited by consumers in response to pop-up experiences.
At its core, the Individual Differences Theory posits that individuals differ in their psychological makeup, including personality traits, attitudes, values, and preferences. These differences influence how individuals perceive and interact with their environment, including brand experiences.
For instance, consumers with a high need for novelty and excitement may be drawn to pop-up stores as they offer a unique and ephemeral shopping experience. Conversely, individuals with a preference for familiarity and routine may approach pop-ups with skepticism or disinterest. Moreover, demographic factors such as age, gender, and socio-economic status can also shape consumers' attitudes towards pop-up stores. Younger generations, often characterized by their affinity for experiential retail, may embrace pop-ups as opportunities for social sharing and discovery. In contrast, older demographics may prioritize convenience and reliability, potentially viewing pop-ups as fleeting distractions.
By leveraging insights from the Individual Differences Theory, online retailers can tailor their pop-up strategies to resonate with specific consumer segments, thereby maximizing the impact on brand equity. Whether through personalized activations, targeted messaging, or strategic location selection, brands can create meaningful connections that transcend individual differences and cultivate lasting brand loyalty. In essence, the relevance of Individual Differences Theory lies in its ability to uncover the intricacies of consumer behavior and inform strategic decisions that elevate the brand experiences offered by pop-up stores. By embracing diversity and catering to the unique needs of their audience, online retailers can harness the power of pop-ups to strengthen their brand equity in an increasingly competitive marketplace.
SELECTIVE PERCEPTION: this is a term applied to the tendency of people perception to be influenced by want, needs attitude and other psychological factor (Anaeto et al 2009).
They further stated that selective perception plays an important role in communication of any sort and that, it means that different people can react to the same message differently and so, no communicator can assume that a message would have the intended meaning for all receiver or even that it will have the same meaning to all receiver.
SELECTIVE EXPOSURE: this is the tendency for in evidence to expose themselves with communications that are in agreement with the existing attitude and those that are not.
SELECTIVE ATTENTION: this is tendency for individual to pay attention to this part of messages that are constant with strongly held attitudes, beliefs or behaviours and to avoid those part of the message that go strongly held attitude, beliefs or behaviour.
SELECTIVE RETENTION: this is the art of recalling or retaining message one is exposed to and has paid proper attention to. There however, concluded that selective process can be thought of as four rings of defense, with selective exposure as the outermost ring. Followed by selection attention, perception and selective retention. i.e. undesired information to them can sometime be headed off at the outermost ring. If a person expects a mix of information in a message, he or she can pay attention to only part of the message that are agreeable.
In relating this theory to the influence of billboard advertising on electorate's choice of candidate, it can be deducted that, for an advertising messages have to have influence on electorate or move them into predetermined action by the advertiser (candidate), the message would have been exposed to the producers advertisement, which or would have aimed to create awareness the candidate or remind them of the existence of the candidate.
2.2.2	Brand Equity Theory 
Brand Equity Theory, prominently advanced by David Aaker (1991), provides a vital framework for understanding how marketing communications—such as pop-up advertisements—impact consumer perceptions of online retailers. Aaker’s model outlines four principal components of brand equity: brand awareness, perceived quality, brand associations, and brand loyalty. Each of these elements can be influenced, positively or negatively, by the nature, frequency, and quality of pop-up adverts, especially in the context of online retail platforms. Brand awareness, the first pillar of Aaker’s theory, refers to the extent to which a consumer can recall or recognize a brand. Pop-up adverts are often used to increase visibility in the cluttered digital marketplace. When executed effectively, they can enhance brand recall by repeatedly exposing users to brand names, logos, and messages. For instance, online retailers like Jumia or Amazon utilize targeted pop-ups during sales periods to reinforce their presence and create top-of-mind awareness (Aaker, 1991). However, overuse or intrusive formats may lead to ad fatigue and diminish awareness due to negative user experiences.
Perceived quality, another core aspect of brand equity, is consumers' judgment about a product's or service’s overall excellence or superiority. High-quality, well-designed pop-ups—those with smooth visuals, clear messaging, and valuable offerings—can enhance perceived quality. When users associate pop-ups with beneficial content (e.g., discount codes, timely reminders, product recommendations), they are more likely to view the retailer as customer-focused and professional (Keller, 2003). On the contrary, frequent, poorly timed, or irrelevant pop-ups may create perceptions of low quality or desperation, damaging brand trust. Brand associations refer to the thoughts and mental connections consumers make with a brand. Pop-up ads play a critical role in shaping these associations. For example, a retailer using eco-friendly messaging in pop-ups can build associations with sustainability. Similarly, humorous or emotionally resonant pop-ups can create strong affective bonds between the consumer and the brand (Aaker, 1991). These associations help differentiate the brand in a competitive digital space, contributing to its equity. Brand loyalty, the fourth component, signifies the level of attachment a consumer has to a brand. Effective pop-up strategies—such as offering exclusive deals to returning customers—can foster loyalty by rewarding continued patronage. Personalized pop-ups that recognize previous purchases or preferences can also enhance customer retention. However, when pop-ups become a source of annoyance, they risk driving users away, especially if the perceived intrusiveness outweighs the value offered (Kotler & Keller, 2016).
Brand Equity Theory offers a robust lens through which to examine the influence of pop-up adverts on online retailers. While well-crafted pop-ups can significantly boost brand awareness, perceived quality, positive associations, and loyalty, poor implementation can harm brand equity. Therefore, marketers must strike a balance between visibility and user experience to ensure that pop-up adverts contribute positively to the brand’s long-term value. 
2.3  	Empirical Review 
Although retailing academics and practitioners seem to understand the beneﬁts (e.g., enjoyment, curiosity) that customers obtain from patronizing pop-up shops (Chen & Fiore, 2017;Zogaj et al.,2019), they know considerably less about the beneﬁts organizations realize from engaging intemporary retailing (see Alexander et al., 2018).On the one hand, research suggests that retailing organizations use pop-up shops to accomplish strategic goals, such as generating new revenue or selling excess or seasonal inventory, or to test potential sites for permanent physical locales(Over diek, 2018;Warnaby & Shi, 2018). On the other hand, research indicates that rather than simply selling merchandise (Klein et al., 2016; Koet al., 2016), pop-up shops primarily serve as promotional initiatives that help ﬁrms launch new products, generate brand awareness, create marketplace buzz (e.g., using pop-ups to promote collaborations between retailing organizations andproduct designers), experiment with new products, technologies, and formats (CB Insights, 2019; Robertson et al., 2018), and enhance brand image. 
According to Lowe et al. (2018, p. 79), temporary retail activations constitute “exchange events,” or “fundamental moments in which brands can develop relationships with consumers through the interaction with sta, products and services,” without having to incur major ﬁxed costs. This is especially true for online retailers, asa key objective of opening pop-up shops may be to drive pop-up shop customers to their websites (Sluis, 2014). Pop-up shops provide a means for online retailers and brands to connect with current and potential customers without needing to invest heavily in the construction of brick-and-mortar stores, sign long-term commercial leases, hire permanent staff, or purchase and maintain high stock levels and displays (Mittelman & Gardner,2018;Sluis, 2014).
Findings from this study implies a lack of knowledge compared to existing literature, regarding the importance of multisensory cues in a pop up setting, mainly concerning the traditional senses. According to literature, incorporating an increased amount of senses in the pop up can significantly increase brand recognition (Lindström, 2010; Spence et al., 2014; Helmefalk & Berndt, 2018). Further, a positive experience could affect memory which subsequently has a positive effect on brand loyalty (Lindström, 2010; e Hassan & Iqbal, 2016; Riza & Wijayanti, 2018). However, the reasoning behind the usage of multisensory experiences was recurrently found to be done unintentionally by the firms. Therefore, the authors suggest for companies that operate, or wish to operate, in the pop up industry to actively form a strategy of multisensory experiences that are congruent with the brand by considering the long-term implications. This could be applied by acknowledging and utilizing the model Pop up Success. By implementing all elements of a multisensory experience, pop up success is achieved, resulting in enhanced memorability, positive emotions and purchasing behaviour which leads to brand loyalty. Through this, the pop up phenomenon can be seen as a useful tool which has a long-term positive effect on the brand. 





CHAPTER THREE
RESEARCH METHODOLOGY
 3.1 	 Research Design 
 The  section  of  the  study  describes  the research  procedure as much as possible:  bearing  in  mind  that  research  finding should be valid and reliable. The research method adapted for this study is descriptive  survey design.  It  is  a  research  design  in  which  the  entire  population  or  a  subset in selected. Survey  is  a  method  of  sociological  investigation  that  uses  question  based  or  statically  survey to collect information about how people think and act. Saadudeen (2015) described survey at studying specific characteristic, behaviour and attribute common to the element of study. 
 The  model  will  seek  together  large  scale  data  from  as  representative  a  sample  population  as  possible.  The  problem  under  investigation  is  the  role  exerted  by  advertising  over  the  marketing of insurance  policies in Nigeria. This project is aimed at specifying to the influence of pop-up stores on the brand equity of online retailers. 
 3.2 	 Population of the study 
 	Population is a collection and list of subject or object in which a study is carried on. They provide the necessary data needed in a report. Saadudeen (2016).  Shobowale  (2014)  sees  population  as  the  total  number  of  objects,  units or individuals use for research. It could be finite/limited or infinite/uncountable. It could be the total people occupying a particular geographical environment. Olayiwola  (2007) also  describes  population  as  a  group  of  interest  to  the  researcher.  
The  population  for  this  study  will be  all  the  people  living  in  Ilorin,  Kwara  State.  According  to  2024  National  Population  Census,  there  are  1,000,477  people  living  in  Ilorin  Kwara  State  which  the  growth  rate  is  2.75%.  Simple  random  sampling  technique  will be  used  in  selecting  100  samples  from  the  various  wards  of  the 16 Local Government Area in Ilorin Kwara State. 
The study also includes business analysts and marketing experts in the region to provide professional insights. By focusing on these groups, the research aims to examine how temporary physical retail spaces influence trust, brand reputation, and sales in a predominantly online marketplace.
 3.3 	 Sample size and Sampling Technique 
 	According  to  Saadudeen  (2015), sample size  it is  the collection  of  individuals,  subjects, elements, and  so forth that  a researcher intends to use  for  their  study.  The aim of using  sampling  methods is to adequately  manipulate  the  large  number  and  reduce  the  cost  of  producing  the  questionnaire to the entire population. Sampling is a technique of selecting individual members or a subset of the population to make statistical inferences from them and estimate the characteristics of the whole population . 
 The  sample  procedure  to  be  used for  the study is  probability  sampling  techniques,  the  sampling  method is to be use in other to conduct  investigation is random sampling method of 100  respondents  both  the married, unmarried,  civil  servants, to assess The Influence of Pop-Up Stores on the Brand Equity of Online Retailers. 
 One  hundred  (100)  respondents  are  selected  for  the  research  through  non-probability  sampling  technique,  males  and  female  respondents  were  selected  Ilorin  metropolis  and  students  of  Kwara  State  Polytechnic.  A  sample  is  a  subject  of  any  sub-group  which  is  fair  representation  of the entire population interest. 
 3.4 	 Instrumentation 
 The data collection instrument included the questionnaire. Farinde et; al (2015) defines questionnaire as a series of carefully prepared questions aimed at collectively providing answers  that constitute part of or the  main data required in a statistical enquiry or  research. It is thus, noted  to  be  the  most  commonly  used  method  of  data  generation  from  large  sample.  However, the questionnaire basically comprises close ended questions. 
 The questionnaire will divide into two  sections. Section A which  deals  with  questions  that  are  related  to  the  socio-demographic  profile of the respondents  such  like  age,  religion,  marital  status  and  academic  level  while section B requires  the  respondents  to  provide  unbiased  information  on the influence of pop-up stores on the brand equity of online retailers. 
However,  the  questionnaire  consists  of  relevant  items  and  questions  drafted  from  the research objective and  questions. It shall be distributed to the selected sample size, the question shall contain rating scales such as the nominal, ordinal (Likert scale) and interval etc. 
 3.5 	 Validity and reliability of the instrument 
 The word  reliability in  the content of  this  research  work  is the extents  to  which the  research  can  depend  confidently  on  the  information  collected  through  the  questionnaire.  The  instrument  will  be  cross  examined  by  the  supervisor,  a  lecturer  in  the  department  of  mass  communication in the Kwara State Polytechnic, Ilorin Kwara State. 
 Therefore, the method will be employed by researcher to determine the reliability of the instrument domain. The degree  to  which  the  contents  of  the  questionnaire  respond  fits  to  the  idea  of research topic. 
 3.6 	 Data Collection Process 
The  researcher  personally  visited  the  students  of  Kwara  State  Polytechnic  Ilorin  and residents  in Ilorin  to carry out  the  field work, the questionnaire will be used  by the researcher  to elicit  relevant  information from the students, the questionnaire  will administered  personally, so  as to ensure maximum cooperation  of  the respondents  and  to ascertain complete return of  the  questionnaire distributed. 
 3.7 	 Method of Data Analysis 
A descriptive statistical analysis was employed to analyze the data gathered through questionnaire using percentage and frequency count. And a correlation analysis  will  also  use  to  assess billboard  advertising  as  an  effective election  strategy  for large scale business in Kwara  State. The data  gathered  from  the  distributed questionnaire will  be coded  and sorted  into table template and shall be used to calculate both aforementioned types of data analysis.





CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND INTERPRETATION
4.0. Introduction 
This chapter is concerned with the presentation, analysis, and interpretation of data gathered from the responses to administered questionnaires. It also includes the testing of the research questions formulated for this study. 
4.1	Presentation of Data
[bookmark: _Hlk498427607]Demographic Information of the Respondents
Section A
TABLE 1: DRISTRIBUTION OF RESPONDENT BY SEX.
	Options
	Responses
	Percentage 

	MALE
	62
	62%

	FEMALE
	38
	38%

	TOTAL
	100
	100%


Source: Researcher’s field survey, 2025.
From the above table (1), 62% of the respondents are males while 38% of the respondents are females.
TABLE 2: DRISTRIBUTION OF RESPONDENT BY AGE
	Options
	Responses
	Percentage

	Under 20
	7
	7%

	21-30
	36
	36%

	31-40
	31
	31%

	41-ABOVE
	26
	26%

	TOTAL
	100
	100%


Source: Researcher’s field survey, 2025.
The table above (2), shows that 7% of the respondents are in the age range of Under 20 years while 36% of the respondents are 21-30 years of age, furthermore 31% of the respondents are from the range of age 31 – 40 years, only 26% of the respondents are from the range of 41% and above the options of the age.
TABLE 3: DISTRIBUTION OF RESPONDENTS BY MARITAL STATUS
	Options
	Responses
	Percentage

	SINGLE
	69
	69.0%

	MARRIED
	31
	31.0%

	DIVORCED
	0
	0.0%

	Total
	100
	100.0


Source: Researcher’s field survey, 2025
The table above (3) shows the distribution of respondents by marital status that 69(69.0%) of the respondents were single, 31(31.0%) of the respondents were married. The result brings to the height that majority of the respondents sampled were single
TABLE 4: DISTRIBUTION OF RESPONDENTS BY OCCUPATION
		Options
	Responses
	Percentage

	Traders
	45
	45.0%

	Business
	35
	35.0%

	Government Workers  
	22
	22.0%

	TOTAL
	100
	100%


Source: Researcher’s field survey, 2025.
The table above (4) shows the distribution by occupation shows that 45(45.0%) of the respondents were Traders, while 35(35.0%) of the respondents were doing Business and 22(22.0%) of the respondents were government workers.
TABLE 5: DISTRIBUTION OF RESPONDENTS BY RELIGION
			Options
	Responses
	Percentage

	CHRISTIANITY
	36
	36%

	ISLAM
	64
	64%

	TOTAL
	100
	100%


Source: Researcher’s field survey, 2025.
The table above (5) shows the distribution by religion shows that 64(64.0%) of the respondents were Muslim, while 36(36.0%) of the respondents were Christian.
Table 6: How often do you shop online?
	Response
	Frequency
	Percentages%

	Rarely
	9
	9.0%

	Sometimes
	7
	7.0%

	Often
	44
	44.0%

	Very often
	40
	40.0%

	Total
	100
	100.0%


Source: Field Survey, 2025
Table 6 shows how often the respondents shop online, this shows that 9(9.0%) of the respondents shop online rarely, 7(7.0%) of the respondents shop online sometimes while 44(44.0%) of them shop online often, and 40(40.0%) of the respondents shop online very often. This implies that majority of the respondent’s very often. 
Table 7: How frequently do you see pop-up ads when browsing online retail stores? 
	Response
	Frequency
	Percentages%

	Never
	10
	10.0%

	Occasionally
	24
	24.0%

	Frequently
	44
	44.0%

	Always
	22
	22.0%

	Total
	100
	100.0%


Source: Field Survey, 2025
Table 7 shows how frequently the respondents see pop-up ads when browsing online retail stores, this shows that 10(10.0%) of the respondents never see pop-up ads when browsing online retail stores, 24(24.0%) of the respondents occasionally see pop-up ads when browsing online retail stores while 44(44.0%) of them frequently see pop-up ads when browsing online retail stores, and 22(22.0%) of the respondents always see pop-up ads when browsing online retail stores,. This implies that majority of the respondent’s see pop-up ads when browsing online retail stores.
Table 8: Have you ever clicked on a pop-up ad while shopping online?
	Response
	Frequency
	Percentages%

	Yes
	47
	47.0%

	No
	53
	53.0%

	Total
	100
	100.0


Source: Field Survey, 2025
Table 8 shows if the respondents have ever clicked on a pop-up ad while shopping online, this shows that 47(47.0%) of the respondents were always clicked on a pop-up ad while shopping online, and 53(5.0%) of the respondents were never clicked on a pop-up ad while shopping online. This implies that majority of the respondents don’t clicked on a pop-up ad while shopping online.


Table 9: How do you feel when a pop-up advert appears on a website? 
	Response
	Frequency
	Percentages%

	Interested
	18
	18.0%

	Neutral
	20
	20.0%

	Annoyed
	35
	35.0%

	Very annoyed
	27
	27.0%

	Total
	100
	100.0


Source: Field Survey, 2025
Table 9 shows how the respondents feel when a pop-up advert appears on a website, this shows that 18 (18.0%) of the respondents feel interested, 20 (20%) of the respondents feel neutral while 35 (35%) of respondents feel annoyed and 27 (27%) of the respondents feel very annoyed. This implies that majority of the respondents feel annoyed when pop-up advert appears on a website.
Table 10: Do pop-up ads influence your perception of the retailer’s credibility?
	Response
	Frequency
	Percentages%

	Yes
	66
	66.0

	No
	34
	34.0

	Total
	100
	100.0


Source: Field Survey, 2025
Table 10 shows how pop-up ads influence the respondents perception of the retailer’s credibility, this shows that 66(66.0%) of the respondents were yes that pop-up ads influence their perception of the retailer’s credibility and 34(34.0%) of the respondents were no that pop-up ads don’t not influence perception of the retailer’s credibility. This implies that majority of the respondents does not placed a bet on sports as a result of seeing an advertisement on social media.







4.2 Analysis of research Question
Table 6: The presence of pop-up stores enhances my perception of the online retailer's brand. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	 68
	 22% 

	 Agree 
	 22
	 22% 

	 Disagree 
	 10
	 10% 

	 Strongly disagree 
	 0
	 0% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
Table 11 shows that most the respondents 90(90%) agreed and other respondents disagree that presence of pop-up stores enhances my perception of the online retailer's brand.
Table12: Pop-up stores provide me with a more tangible experience of the online retailer's brand. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	 59
	 59% 

	 Agree 
	 35
	 35% 

	 Disagree 
	 0
	 0% 

	 Strongly disagree 
	 6
	 6% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
In table 12, majority of the respondents shows that 94(94%) of the respondent agreed that pop-up stores provide me with a more tangible experience of the online retailer's brand why the remain 6 (6%) of the respondents disagree that pop-up stores do not provide them with a more tangible experience of the online retailer's brand 




Table 13: Seeing pop-up stores of an online retailer makes me feel more connected to the brand. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	 22
	 22% 

	 Agree 
	 68
	 68% 

	 Disagree 
	 4
	 4% 

	 Strongly disagree 
	 6
	 6% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
In table 13, it was reflected that most 90 (90%) of the respondents consented that seeing pop-up stores of an online retailer makes me feel more connected to the brand why 10 (10%) of the respondents disagree.
Table 14: Pop-up stores contribute positively to the credibility and legitimacy of the online retailer's brand. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	 59
	 59% 

	 Agree 
	 28
	 28% 

	 Disagree 
	 13
	 13% 

	 Strongly disagree 
	 0
	 0% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
In table 14 the opinion 87(87%) of the respondents it was indicated that pop-up stores contribute positively to the credibility and legitimacy of the online retailer's brand and 13(13%) of them do not agree that pop-up stores contribute positively to the credibility and legitimacy of the online retailer's brand





Table 15: The presence of pop-up stores increases my likelihood of purchasing from the online retailer. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	 78
	 78% 

	 Agree 
	 18
	 18% 

	 Disagree 
	 4
	 4% 

	 Strongly disagree 
	 2
	 2% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
In table 15, it was shown that majority 96(96%) of the respondents agree that the presence of pop-up stores increases the likelihood of purchasing from the online retailer why the 6(6%) strongly disagree. 
Table 16: Pop-up stores positively influence my decision to engage with the brand online. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	 66
	 66% 

	 Agree 
	 25
	 25% 

	 Disagree 
	 6
	 6% 

	 Strongly disagree 
	 3
	 3% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
In item 16, majority 91(91%) of the respondent testified that pop-up stores positively influence their decision to engage with the brand online and 9(9%) of the respondent don’t agree on the statement. 
Table 17: Visiting a pop-up store increases my likelihood of exploring the online offerings of the brand. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	 67
	 67% 

	 Agree 
	 24
	 24% 

	 Disagree 
	 9
	 9% 

	 Strongly disagree 
	 0
	 0% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
In table 17, majority of the responds 91(91%) of the respondents indicated that visiting a pop-up store increases their likelihood of exploring the online offerings of the brand while 9(9%) of the respondents disagree. 
Table 18: Interacting with products at a pop-up store encourages me to research the brand further online. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	70
	 70% 

	 Agree 
	 23
	 23% 

	 Disagree 
	 4
	 4% 

	 Strongly disagree 
	 3
	 3% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
Furthermore, table 18 revealed from the opinion of the majority 93(93.0%) that Interacting with products at a pop-up store encourages me to research the brand further online and 7(7%) of them disagree that interacting with products at a pop-up store encourages me to research the brand further online.
Table 19: The experience of a pop-up store makes me more inclined to follow the brand on social media platforms. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	26
	 26% 

	 Agree 
	 66
	 66% 

	 Disagree 
	 5
	 5% 

	 Strongly disagree 
	 3
	 3% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
In item 19 revealed from the opinion of the majority 92(92.0%) that experience of a pop-up store makes me more inclined to follow the brand on social media platforms and 8(8%) of them disagree.
Table 20: Pop-up stores serve as effective touch points that lead to increased online interactions with the brand. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	22
	 22% 

	 Agree 
	 65
	 65% 

	 Disagree 
	 7
	 7% 

	 Strongly disagree 
	 6
	 6% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
In item 20, majority of the responds 87(87%) agreed that pop-up stores serve as effective touch points that lead to increased online interactions with the brand and 13(13%) of the responds disagree on the statement.
Table 21: Online retailers that utilize pop-up stores have a competitive edge over those that operate solely online. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	66
	 66% 

	 Agree 
	 25
	 25% 

	 Disagree 
	 3
	 3% 

	 Strongly disagree 
	 6
	 6% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
Table 21 shows that majority 91(91%) of the respondent testified that online retailers that utilize pop-up stores have a competitive edge over those that operate solely online and 9(9%) of them disagree.


Table 22: Incorporating pop-up stores allows online retailers to reach new customer segments that may not have been accessible online. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	67
	 67% 

	 Agree 
	 24
	 24% 

	 Disagree 
	 9
	 9% 

	 Strongly disagree 
	 0
	 0% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
In table 22, majority of the responds 91(91%) of the respondents indicated that incorporating pop-up stores allows online retailers to reach new customer segments that may not have been accessible online while the 9(9%) of them don’t agree on the statement. 
Table 23: Pop-up stores enable online retailers to create unique brand experiences that differentiate them from competitors in the industry. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	71
	 71% 

	 Agree 
	 22
	 22% 

	 Disagree 
	 4
	 4% 

	 Strongly disagree 
	 3
	 3% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
In table 23, majority 93 (93%) of the respondents agree that pop-up stores enable online retailers to create unique brand experiences that differentiate them from competitors in the industry and 7(7%) of the respondents disagree that pop-up stores enable online retailers to create unique brand experiences that differentiate them from competitors in the industry.




Table 24: Pop-up stores enable online retailers to create unique brand experiences that differentiate them from competitors in the industry. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	26
	 26% 

	 Agree 
	 66
	 66% 

	 Disagree 
	 5
	 5% 

	 Strongly disagree 
	 3
	 3% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
Item 24 revealed from the opinion of the majority 92(92.0%) that online retailers with pop-up stores are perceived as more innovative and adaptable to changing consumer preferences, giving them a competitive advantage and the 8(8%) of them disagree that online retailers with pop-up stores are perceived as more innovative and adaptable to changing consumer preferences, giving them a competitive advantage.
Table 25: The combination of online and offline presence through pop-up stores strengthens the overall brand ecosystem of online retailers, making them more competitive. 
	 Options 
	 Frequency 
	 Percentage 

	 Strongly agree 
	22
	 22% 

	 Agree 
	 65
	 65% 

	 Disagree 
	 7
	 7% 

	 Strongly disagree 
	 6
	 6% 

	 Total 
	 100 
	 100% 


Source:  Field Survey, 2025
In table 25, majority of the responds 87(87%) believe that combination of online and offline presence through pop-up stores strengthens the overall brand ecosystem of online retailers, making them more competitive and 13(13%) of the responds don’t agree that combination of online and offline presence through pop-up stores strengthens the overall brand ecosystem of online retailers, making them more competitive.
Research Question One: How does the presence of pop-up adverts influence the overall brand equity of online retailers?
Research question one intends to know how presence of pop-up adverts influence the overall brand equity of online retailers. Table 11,12 and 15 provided answers to this question 
In table 11, majority of the respondents shows that 94(94%) of the respondent agreed that pop-up stores provide me with a more tangible experience of the online retailer's brand why the remain 6 (6%) of the respondents disagree that pop-up stores do not provide them with a more tangible experience of the online retailer's brand. 
In table 12, most the respondents 90(90%) agreed and other respondents disagree that presence of pop-up stores enhances my perception of the online retailer's brand.  Also in table 15, majority 96(96%) of the respondents agree that the presence of pop-up stores increases the likelihood of purchasing from the online retailer why the 6(6%) strongly disagree. 
Research Question Two: To what extent do pop-up adverts influence consumer behavior, including online engagement and purchase intentions?
Research question two intends to explore the pop-up adverts influence consumer behavior, including online engagement and purchase intentions. Table 16, 17 and 20 provided answers to this question 
In table 16, 57 majority 91(91%) of the respondent testified that pop-up stores positively influence their decision to engage with the brand online and 9(9%) of the respondent don’t agree on the statement.
In table 13, majority of the responds 91(91%) of the respondents indicated that visiting a pop-up store increases their likelihood of exploring the online offerings of the brand while 9(9%) of the respondents disagree. And  lastly  in  majority of the responds 87(87%) agreed that pop-up stores serve as effective touch points that lead to increased online interactions with the brand and 13(13%) of the responds disagree on the statement. 
Research Question Three: Does the incorporation of pop-up adverts provide a competitive advantage for online retailers in the industry? 
Research question three tends to incorporation of pop-up adverts provide a competitive advantage for online retailers in the industry. Table 21, 22, and 25 provided answers to the question 
 In table 21, majority 91(91%) of the respondent testified that online retailers that utilize pop-up stores have a competitive edge over those that operate solely online and 9(9%) of them disagree.
 In table 22, majority of the responds 91(91%) of the respondents indicated that incorporating pop-up stores allows online retailers to reach new customer segments that may not have been accessible online while the 9(9%) of them don’t agree on the statement. 
 Also in table 25, majority of the responds 87(87%) believe that combination of online and offline presence through pop-up stores strengthens the overall brand ecosystem of online retailers, making them more competitive and 13(13%) of the responds don’t agree that combination of online and offline presence through pop-up stores strengthens the overall brand ecosystem of online retailers, making them more competitive.
4.3	Discussion of Findings
The research into the influence of pop-up stores on the brand equity of online retailers has revealed several insightful findings. Pop-up stores, temporary retail spaces that allow brands to interact directly with customers, have been shown to significantly enhance brand equity in multiple dimensions. 
One of the primary impacts of pop-up stores is the increase in brand awareness. These physical spaces provide an opportunity for online retailers to reach a broader audience, including those who may not be familiar with the brand. The tangible presence in high-traffic areas attracts passersby and creates buzz, leading to increased recognition. For instance, a pop-up event can generate media coverage and social media engagement, further amplifying brand visibility.
Pop-up stores offer a unique platform for online retailers to showcase their products and services in a controlled environment. This direct interaction allows customers to experience the quality of products first-hand, which can positively influence their perceptions. The immersive experiences and personalized services provided in pop-up stores often exceed typical online interactions, leading to higher customer satisfaction and loyalty. Such positive encounters can elevate the perceived quality of the brand.
The physical presence of a pop-up store enables brands to create memorable experiences that foster emotional connections with consumers. The thematic and often innovative design of these stores can leave lasting impressions, contributing to stronger brand associations. These experiences help customers form a deeper emotional bond with the brand, which is crucial for building brand loyalty.
Overall, the findings indicate that pop-up stores are a valuable tool for online retailers looking to enhance their brand equity. By increasing brand awareness, improving perceived quality, and fostering emotional connections, pop-up stores can effectively bridge the gap between online and offline retail, creating a holistic brand experience that resonates with consumers. This multi-faceted approach not only drives immediate sales but also builds long-term brand strength.











CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	Summary 
The rise of e-commerce has transformed the retail landscape, but it has also posed challenges for online retailers seeking to create strong brand equity in a highly competitive market. Pop-up stores, temporary physical retail spaces, have emerged as a strategic tool to enhance brand equity for these online retailers. This summary explores the multifaceted influence of pop-up stores on brand equity, focusing on key dimensions such as brand awareness, perceived quality, brand associations, and customer experience.
Pop-up stores significantly boost brand awareness by providing a physical presence in strategic locations. These temporary stores attract a diverse audience, including those unfamiliar with the brand, thus expanding its reach. The novelty and limited-time nature of pop-up stores generate buzz and media attention, leading to increased visibility. This heightened awareness is critical for online retailers as it drives traffic to their websites and enhances overall brand recognition. The direct interaction facilitated by pop-up stores allows customers to experience products firsthand, which can improve their perceptions of quality. Unlike online shopping, where customers rely on descriptions and images, pop-up stores provide tangible evidence of product quality. This hands-on experience is particularly beneficial for new or lesser-known brands, helping to establish trust and credibility. High-quality customer service in these settings further reinforces the brand's commitment to excellence.
Pop-up stores offer unique, immersive experiences that can create strong emotional connections and positive brand associations. The design and thematic elements of these stores often reflect the brand's identity and values, making the shopping experience memorable and engaging. These emotional connections are vital for building brand loyalty, as they foster a deeper relationship between the customer and the brand. Pop-up stores provide an opportunity for online retailers to offer personalized services and engage with customers on a personal level. This face-to-face interaction enhances the overall customer experience, creating a positive impression that can translate into long-term loyalty. Additionally, pop-up stores allow for real-time feedback, enabling brands to refine their offerings and better meet customer needs. 
Pop-up stores are an effective strategy for online retailers to enhance their brand equity. By increasing brand awareness, improving perceived quality, fostering emotional connections, and enhancing customer experience, pop-up stores bridge the gap between online and offline retail. This holistic approach not only drives immediate sales but also builds a strong, lasting brand presence in the competitive e-commerce market.
5.2	Conclusion
The strategic deployment of pop-up stores has emerged as a significant influencer on the brand equity of online retailers. This innovative retail concept has shown a remarkable ability to bridge the gap between digital and physical shopping experiences, thereby enhancing several key dimensions of brand equity: brand awareness, perceived quality, brand associations, and customer loyalty.
Pop-up stores provide a tangible presence for online retailers, enabling them to reach customers who might be hesitant to purchase products without a physical examination. This physical presence is especially crucial for brands that operate solely online, as it allows them to showcase their products in real life, facilitating direct interaction with potential customers. This interaction often results in heightened brand awareness and recognition, as the novelty of pop-up stores tends to attract significant attention and media coverage. The ability to touch, see, and experience products firsthand in a pop-up setting can greatly enhance customers' perceptions of product quality. This firsthand experience helps to build trust and credibility, essential components of brand equity. For online retailers, this physical interaction reassures customers about the quality of products that they might have only seen in digital form. The personalized customer service provided in pop-up stores further reinforces the brand's commitment to quality and customer satisfaction.
Pop-up stores are more than just temporary retail spaces; they are powerful tools for creating and reinforcing brand associations. The thematic design and immersive experiences typical of pop-up stores can leave lasting impressions on customers, fostering strong emotional connections. These connections are vital for developing a loyal customer base, as they help to establish a deeper, more personal relationship between the brand and its customers. The face-to-face interactions facilitated by pop-up stores provide invaluable opportunities for online retailers to engage with their customers directly. This engagement not only enhances the overall customer experience but also allows brands to gather immediate feedback, which can be used to refine their products and services. Such interactions often lead to higher levels of customer satisfaction and loyalty, as customers feel more valued and understood. While the immediate benefits of pop-up stores are evident in terms of increased sales and brand visibility, their long-term impact on brand equity is equally significant. By enhancing brand awareness, improving perceived quality, fostering strong brand associations, and driving customer loyalty, pop-up stores contribute to a sustained and robust brand presence in the competitive e-commerce landscape.
Pop-up stores play a pivotal role in enhancing the brand equity of online retailers. They effectively bridge the gap between digital and physical retail, providing customers with memorable, high-quality experiences that build trust, foster emotional connections, and drive loyalty. As the retail environment continues to evolve, the strategic use of pop-up stores will likely remain a key tactic for online retailers seeking to strengthen their brand equity and maintain a competitive edge.
5.3	Recommendation
To maximize the influence of pop-up stores on brand equity, online retailers should consider several strategic recommendations. These recommendations focus on planning, execution, and post-event analysis to ensure that pop-up stores effectively enhance brand awareness, perceived quality, brand associations, and customer loyalty.
i. Choosing the right location for a pop-up store is critical. Retailers should target high-traffic areas that align with their brand's target demographic. Locations in popular shopping districts, near cultural events, or in trendy neighborhoods can attract a diverse and relevant audience. The site should also reflect the brand's image and values, providing a coherent and immersive brand experience.
ii. The design and execution of the pop-up store should be innovative and engaging. Incorporating interactive elements, unique themes, and sensory experiences can leave lasting impressions on visitors. The store layout should facilitate easy navigation and encourage exploration, while staff should be well-trained to deliver exceptional customer service. Personalized interactions, such as custom fittings or product demonstrations, can further enhance the customer experience.
iii. Promoting the pop-up store through social media and influencers can significantly boost visibility and engagement. Online retailers should create a buzz before the event by sharing teasers and behind-the-scenes content. Partnering with influencers who resonate with the brand's target audience can attract more visitors and generate online discussions. Encouraging attendees to share their experiences on social media can amplify the store's reach and impact.
iv. Post-event analysis is crucial for understanding the pop-up store's impact and identifying areas for improvement. Retailers should collect customer feedback through surveys, social media monitoring, and direct interactions. This feedback can provide valuable insights into customer preferences and perceptions, helping to refine future pop-up initiatives and overall brand strategy.
v. Pop-up stores should be seamlessly integrated with the brand's online presence. Offering exclusive promotions or discounts for in-store visitors that can be redeemed online can drive cross-channel engagement. Additionally, using the pop-up store to gather customer data, such as email sign-ups, can enhance personalized marketing efforts and strengthen customer relationships.
vi. By strategically selecting locations, creating memorable experiences, leveraging social media, collecting feedback, and integrating online and offline strategies, online retailers can maximize the positive impact of pop-up stores on brand equity. These efforts not only enhance brand awareness and perceived quality but also foster strong brand associations and customer loyalty, ensuring a robust and enduring brand presence.
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QUESTIONNAIRE
Department of Mass Communication,  
Institution of Information and Communication Technology,
 Kwara Sate Polytechnic, Ilorin.
						 2025.
Dear Respondent,
LETTER OF INTRODUCTION
I am a final year student of the above mentioned institution conducting a research on topic titled “INFLUENCE OF POP-UP STORES ON THE BRAND EQUITY OF ONLINE RETAILERS.”
Kindly assist by providing honest opinions on the various issues raised in this questionnaire. Your confidentiality is highly assured as the information given will be used for purely academic purpose. 
Thank you for the anticipated co-operation.
Yours faithfully,

QUESTIONAIRE
SECTION A.
i. Sex:    Male        (a) (      )   (b) Female (     )
ii. Age: 	(a) Under  20 years old (   )(b) 21-30 years old (     ) (c) 31-40 years old (    )	(d) 41  years and above (   )
iii. Marital status:   (a) Single   (      ) (b) Married (     )  (c)  divorce (    )
iv. Occupation:  (a) Traders  (    )  (b) Business /Woman    (     )  (c) Government Workers  (     )  (d) Student (     )
v. Religion : (a) Muslim  (    )  (b) Christian (    )



SECTION B
Please tick in (  ) appropriate column which best expresses your choice of opinion using the indicated format:
SA = Strongly Agree, A = Agree, N= Neutral, D = Disagree SD = Strongly Disagree.
	
	THE PRESENCE OF POP-UP STORES INFLUENCE THE OVERALL BRAND EQUITY OF ONLINE RETAILERS
	SA
	A
	D
	SD

	1. 
	The presence of pop-up stores enhances my perception of the online retailer's brand.
	
	
	
	

	2. 
	Pop-up stores provide me with a more tangible experience of the online retailer's brand.
	
	
	
	

	3. 
	Seeing pop-up stores of an online retailer makes me feel more connected to the brand.
	
	
	
	

	4. 
	Pop-up stores contribute positively to the credibility and legitimacy of the online retailer's brand.
	
	
	
	

	5. 
	The presence of pop-up stores increases my likelihood of purchasing from the online retailer.
	
	
	
	

	
	DO POP-UP STORES INFLUENCE CONSUMER BEHAVIOR, INCLUDING ONLINE ENGAGEMENT AND PURCHASE INTENTIONS
	SA
	A
	D
	SD

	6. 
	Pop-up stores positively influence my decision to engage with the brand online.
	
	
	
	

	7. 
	Visiting a pop-up store increases my likelihood of exploring the online offerings of the brand.
	
	
	
	

	8. 
	Interacting with products at a pop-up store encourages me to research the brand further online.
	
	
	
	

	9. 
	The experience of a pop-up store makes me more inclined to follow the brand on social media platforms.
	
	
	
	

	10. 
	Pop-up stores serve as effective touch points that lead to increased online interactions with the brand.
	
	
	
	

	
	INCORPORATION OF POP-UP STORES PROVIDE A COMPETITIVE ADVANTAGE FOR ONLINE RETAILERS IN THE INDUSTRY
	SA
	A
	D
	SD

	11. 
	Online retailers that utilize pop-up stores have a competitive edge over those that operate solely online
	
	
	
	

	12. 
	Incorporating pop-up stores allows online retailers to reach new customer segments that may not have been accessible online.
	
	
	
	

	13. 
	Pop-up stores enable online retailers to create unique brand experiences that differentiate them from competitors in the industry.
	
	
	
	

	14. 
	Online retailers with pop-up stores are perceived as more innovative and adaptable to changing consumer preferences, giving them a competitive advantage.
	
	
	
	

	15. 
	The combination of online and offline presence through pop-up stores strengthens the overall brand ecosystem of online retailers, making them more competitive.
	
	
	
	





















