%5 %% 54 B XK F IR Vol.5 No.5
2020 4 10 A Journal of Clothing Research Oct. 2020

KLThge X 8 B AR 3 BRI Z = VO

F;i]:\ 75')—_"1 ? ‘ﬁi*l,Z,Zs
(1. R XF Rk 2RI F, £ 20005152, REA¥ ARBREEITSRAAFTHELSE
I %, kg 2000513, [FE A ¥ ki E R A A B, i 200092 )

B EREALTHEEFHN, R RAAL T, HF 5oL Fbdd Lk RA4E L
I, B LR E TR EFNRZR,BRETH L PR RARIFR AT EIN L
5 £ ML AR, 6 MU AN E TR ZF o5 N ERKRIE TR X RATHOMN, FEREN: H
PR RRMRAEZETRFRFER N EE, BMLEL TR EEFFNEIZ G0N £
KRB Ry AR Hoa i R A OANE B G AR R ERE R THEZBY
85 S B (R E SEMR K TN AT ) AT e AR ST A R R A E
KR : R ERT| Pt v O RP| E R R RERA

FEDES TS 942.8 XkFRERD: A XEHS:2096 - 1928(2020)05 - 0463 - 08

Evaluation of Visual Elements on Fashion Stores Based on Clothing Display Area
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Abstract ; The competition in the apparel industry is fierce, as a result, the homogenization of products is getting higher and
higher. More and more companies have realized the importance of visual display and hoped to enhance sales performance
through it. This paper built an evaluation system through literature review and market research, and designed an objective
experiment and a subjective questionnaire. The research was based on marketing psychology and eye tracking technology.
Six visual presentation elements and five item presentation elements were analyzed. The results show that: promotional
information in the visual presentation can attract the attention of consumers quickly. Brand advertising copy and theme
design can make consumers gaze for longer time. The light brightness in the item presentation affect the scope of
consumers. Although all visual elements have impacts on consumers” psychology-attention, interest, desire, memory, and
action, there are significant different effects of each stage.
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Fig.2 VMD evaluation system for fast fashion stores
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Tab.3 The entry time difference of VP visual elements
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Tab.4 The dwell time difference of VP visual elements
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