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Operation Mechanism of Rural Pop-up Markets Based on Consumer Journey
Management

YU Kunpeng® 23, LI Wei?®

(1. Business School, Quanzhou Normal University, Quanzhou 362000; 2. Innovation Development
Research Center, Quanzhou 362000; 3. Shenzhen National Policy Information Service Co., Ltd., Shenzhen
518000)

0 O Abstract: Based on an exploratory multi-case analysis on five types of rural pop-up markets
cases in Quanzhou, This paper visualizes the consumer journey of each case. The findings reveal
common features in the operation of rural pop-up markets, including consumer journey management
with a focus on purchase stage while neglecting the pre-purchase and post-purchase stages, high
interaction but low technology in purchase stage, and centralized control over touchpoints in the

markets and retailers.

0 O Key words: rural pop-up markets; pop-up retail; operation mechanism; consumer journey; touchpoint

145



