ETRESH MoK F R Vol.7 No.5
2022 4 10 A Journal of Clothing Research Oct. 2022

EHR M ERNEDKRIERIZIT

N T
(1 B ERCREIT R4 %, b3 1000155 2. b B & k% 2R ¥ B, AL 100101)

O OE.ENEIEKRIAES R RSB X IR T HAE, 3R JE 48 38 % 5 K4
AT, AT WEE R E £ éz\#)’r%zi%@mﬁrz,z%\}ﬁ Lk AR IAHRBEANESHE
LEAEBI T 3T RS BT RN Ak SR AT R S 3, PR A ECEM R R —
F—F T AEREIAEZMGEIN R AR RN T, ER R I8 R 0 3 47
Je XA E Ty ik VT A R B AR B AT 6 T X AR B, AT 32 T 4 e Fe e R 69 T AL AL
KR WA EH; EART Rk L TR R

RESRE TS 942.8;) 024 SCHEAFREARD: A LEHE:2096 - 1928(2022)05 — 0465 —06

Thematic Display Design with Commercial Value

LI Fei', LI Xin', CAO Jianzhong**
(1. Industrial Center,China Fashion Association, Beijing 100015, China;2. College of Art,Beijing Union University , Beijing
100101, China)

Abstract : This paper was focus on presenting the principles and forms of contemporary theme display design objectively and
exploring its design rules, which was to interpret the theme display design of clothing stores. With field investigation and
case analysis as the main research methods, combining with historical documents and image data, the principles and design
paths of theme display and display were sorted out and summarized. The research shows that under the three basic princi-
ples of theme display design, namely " theme outstanding" , " step by step" and " element penetration" , the theme display
design and presentation methods of " narrative" , " interactivity" and " sensibility" can provide customers with a good
immersive shopping experience, so as to enhance the business value of enterprises and brands.
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Fig.1 New spring collection of Levis CLOT
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Fig.2 Beaster capsule series
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Fig. 3  Loro Plana limited time pop-up store for
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Fig.5 Exhibition of display with graphic interpretation
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Fig.7 Display design of TX Huaihai By Far limited

time experience store
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Fig.9 Marni Chinas first concept flagship store
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