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Foreword

The industrial revolution in the occidental society after the second world war, had started and developed rapidly.
The consumption products were tended to be more variety choice and technological improved. At the same
time, the manufacturing production which attached the shop area in one building had been more signified in two
individual bodies. Shop windows becoming a very individual area for products to display.

In the past, shopping was merely a need of necessity. When the time goes by consumers enjoy shopping as a
leisure and pleasure lifestyle. Interior design of shops are more stressed in a comfortable space for shopping
while shop windows unlike before just a space for product storage. Brands are becoming awared of displaying
their products in order to give highest attraction to consumers at the first sight through shop windows.

Shop window is the best advertising space for products through visual communication, brand's unique gimmick
and cultural messages have been disclosed to the general public. Strolling around every corner of the street,
shop windows stuffed with variety of products, colourful mix and match, by means of visual communication
technic which give birth to an artistic secenario in the city.

This book is intending to introduce a pure visualization to readers, covering most trendy cities shop windows
design in the world, from United Kingdom, France, Italy, Spain, to China (Hong Kong). Apart from internationally
known brands, we can find also local brands which are more lively and creative in their designs.

Besides, this book is expressed in a visual point of view, where the shooting of photography is more focus in
space and details of the shop windows. A very clear vision is shown rather than a theoretically way of tool book
reading. Readers can be benefit from these features such as colour harmony, lighting design, mannequins

and details, special design of display tools and application. | do hope this book would be helpful to visual
communication professionals and those who dedicate in the display design career. Inspiration and invention
through this book is the main aim to target. The foundation of east meets west elements we learned, we would
becoming more aggressive and cerative in the international visual display art in the nearest future.

Bonifacio Lam
2007 March Hong Kong
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Visual communication design in the window dressing is becoming more and more important for the
fashion brands in recent years. Ranking from Ladies and men's wear, lingerie, maternity/children
wear, shoes, bags and accessories, are making most of their effort in window dressing in order
to attract the first impression of the general public. Through different means of brand identities,
there are interpretation focus in colour mix and match, cultural or country background, tailor-made
unique displaying equipments, and lifestyle as a main theme in window display design. For instant,

Escada Sport is more stressed on care-free and color mix in display design.

Burberry keeps it's british style design in different cities. Italian men's wear Ermenegildo Zegna,

Lingerie-Intimissimi etc, making use of tailor-made or unique display tools to attract consumers.

While maternity and children wear give visual of warm relationship between mother and child. This

chapter will present in details how brands are designing and display in window dressing.
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