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Selection Techniques of Static Models in Clothing Stores

HU Shaohua
(Fashion Engineering Department, Wuxi Institute of Arts and Technology, Yixing 214206, China)

Abstract : In this article, the elements of static human model ( material, shape, gender, posture and body parts) in the
clothing store were analyzed ; the principles for selecting the static model in clothing store were summarized, and the selec-
tion and use of static model for four common clothing styles by research on the first-line shopping malls in London and

Shanghai were discussed with the purpose to maximize the display effect of static model in clothing store for clothing brand

from both theory and practice aspects.
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Tab.1 Human models made by different materials and the

applicable clothing category
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Fig.1 Static model with different appearances
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Tab.2 Types of static models and the best display prod-

ucts category
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Fig.2 A shop window of clothing brand in London
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Fig. 3 IFC shop window of Abercrombie and Fitch

brand in Shanghai
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Fig.4 Maxwin in Wanda in Yixing
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Fig.5 JACK JOHNS in Wanda in Yixing
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Fig.6 Vivienne Westwood in Selfridges in London
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Fig.7 Le Fame brand exhibition in Jiuguang store in

Shanghai
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Tab.3 Techniques of static model selection in different styles of clothing stores
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