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What Transported Did 

Transported ran two short programmes of 

activity from empty shops during August 2013, 

as part of the consultation phase of a wider 

Creative People and Places programme.  

A pop up shop has a clear start and end date, 

uses an empty or underused space, and is 

temporary – so the two Transported shops fit 

the definition and were pop up shops. 

 

 

 

 

 

 

 

 

 

 

 

 

The two shops were originally scheduled to 

open earlier in the year, and the postponement 

created a new set of challenges as they 

became stand alone projects, rather than 

sharing artists with the rest of the artist-led 

consultation phase which ended in early 

August.  

Each shop was open for 100 hours and 

attracted more than 1000 visitors, who were 

able to engage in drop-in activities but were 

also asked specific questions about pop up 

spaces and the role of empty shops in 

delivering the arts across the district.  

 

 



 www.transportedart.com   Page 3 of 9 

 

Throughout the month, the body of work in the 

shop grew as things created were kept on 

display. In addition, work from the earlier 

consultation phase and from other projects in 

the district were displayed.  

As part of the process, visitors who revealed a 

particular skill, craft or interest were invited to 

show off their work. 

The shops were staffed, managed and the 

programme created locally, by lead artist Carol 

Parker and Transported’s Arts Engagement 

team. 18 artists were employed, mostly local, 

and did 240 hours during the project.  Local 

people were also employed to work as 

Community Researchers and Shopkeepers, 

also doing 240 hours.  The project was 

originally devised and was supported by 

Revolutionary Arts.  

 

Both shops were fitted out to a high standard, 

using a mix of standard items such as folding 

tables, found items such as furniture from 

charity shops, and branded items like 

Transported deckchairs and flags. Both shops 

used window vinyls to amplify the Transported 

branding. 
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Boston 

 

The Boston shop was open for 20 days and 

presented over 25 workshops and activities in 

that time. These included painting 

demonstrations, felt-making workshops, T-shirt 

upcycling, photo walks and local history tours 

starting from the shop.  

The shop also housed a knitted version of local 

landmark the Boston Stump, a large church. 

 

The shop was a large, comfortable space, 

managed by Age UK’s local group and already 

used for community work with older people. It 

included a kitchen area, storage to the rear and 

a toilet. There were small meeting rooms at the 

side, used by the charity. 

For many visitors, this was their first experience 

of visiting a pop up shop, and there was a 

widespread feeling that more such experiences 

would be good. 

It is worth noting that the number of people 

saying this was their first experience of such a 

shop suggests that Transported was successful 

at engaging an audience and drawing them into 

an existing but maybe underused community 

space. 

Most visitors to the Boston shop were in town 

for shopping or another appointment, which 

suggests that the shop succeeded in reaching 

an audience who weren’t out to engage with the 

arts that day. 

 



 www.transportedart.com   Page 5 of 9 

 

 



 www.transportedart.com   Page 6 of 9 

 

Holbeach 

 

 

 

 

 

 

 

 

 

 

 

 

 

The shop in Holbeach was smaller and scruffier 

than its Boston counterpart, because it was an 

empty shop and not one already in community 

use. As such it had a very different atmosphere. 

It could be said that it felt more artist-led, and 

more like a creative space. 

It was open for 20 days and presented 20 

activities.  

Despite the smaller size and being in a smaller 

town, it attracted similar visitor numbers, with a 

large number of repeat visits from people who 

started to feel at home in the shop. In addition, 

a greater number of people were visiting 

because of the activity in the shop, not because 

they were shopping locally. This suggests that  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

there is a greater impact if placing a pop up 

shop in a smaller community. 

For most visitors, this was their first experience 

of visiting a pop up shop, and there was a 

widespread feeling that more such experiences 

in the area would be good. 

The shop hosted a similar programme, with 

felting, sketching and upcycling particularly 

strongly featured.  

In addition, Dave Briggs and Katie Smith based 

themselves in the shop for a few days, leading 

photowalks, using mini-printers and exploring 

digital technology.  
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Problems with Pop Up 

Spaces 

Lead artist Carol Parker, in collaboration with 

the Transported Team, programmed and then 

managed two shops, in two very different 

locations, at a difficult time of the year.  

The delays in commissioning the project meant 

that there were fewer artists, because those 

involved in commissions for the consultation 

phase had already finished their contracts. It 

also meant the shops opened in August, and 

while the school holidays may have given a 

boost to visitors numbers it also meant that 

there was a younger audience to engage. 

It is fair to say that the team felt stretched, but it 

should be noted that this is common to most 

pop up projects – they are a fast and furious 

means of delivering arts activity to a wide, often 

unprepared audience. 

 

 

 

 

 

 

   

What Transported Learned 

1. Empty shops make good spaces for 

artists to play, produce new work and 

further their professional 

development. 

2. Pop up spaces are a good way to take 

arts activities to audiences that don’t 

usually engage with them, and can 

reach reasonable sized audiences 

quickly. 

3. Pop up spaces need good staff 

resourcing, and those staff must be 

flexible to adapt to changing 

circumstances and embrace 

opportunities as they arise. 

4. Everybody on a team using empty shops 

needs to be available, willing and 

ready to get stuck in, and briefing the 

whole team regularly is vital to 

successful delivery. 

5. While pop up spaces in smaller towns, 

and in secondary locations with 

lower footfall, may be harder to 

deliver, they are perhaps more 

valuable to local people. 

 

Report written by Dan Thompson, 

Revolutionary Arts, for Transported 2013 
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Images courtesy of Dan Thompson and Jane Harrison 

Transported is a strategic, community-focused 
programme which aims to get more people in 
Boston Borough and South Holland enjoying and 
participating in arts activities.  It is supported 
through the Creative People and Places initiative. 
 

Find out more at www.transportedart.com 
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