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The convenience and emerging market of internet of things have changed consumption
behavior dramatically. In the physical commercial sector, this change increases the
difficulty for physical commerce owners to sustain their operating costs, which
aggravates the vacancy rate in the business district. Nevertheless, the homogeneity of
products also create keen competition among pop-up store, online shopping and physical
Abstract store. This study takes the Nanxi business district in Taipei city as the research subject.
Data were collected through 183 online questionnaires and 135 physical questionnaires,
the total sample size was 318 respondents. The empirical study demonstrates that pop-up
stores can effectively affect consumers, attracting a significant flow of consumers and
increasing business performance. Moreover, this study provides a framework for
managing pop-up store and closes with a discussion of the theoretical and practical
implications of the research findings.
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