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Deng Erwei was born in Beijing in 1953

in 1979, he engaged in photographic work
professionatly in the Ressarch Institute of In-
dustrial Art of Beijing.

in 1979, designated by the Fine Art Research
Institute of the Academy of Literature and Arnt of
the Ministry of Culture, he shot part of volumes
of the Complete Works of History of Chinese
Fine Art.

In October of 1981, his photographic works
“Xinjiang Frescoes.". a large size album of paints,
which mainiy reflects the Kizil Thousand Budha
Cave in Xinjiang was published solemnly in
Japan and got favourable comment from the
Lipzig Baoks Exhibition.

in September, 1986 he left Beijing for the
America to study in Photography Faculty of the
Hampshire College. He held a personal Photo-
graphic Exhibition in the same year.

In 1983, he emigrated 1o the America. There he
engaged in ad and wedding photography. He
took part in establishing the N.Y.Studio 360°.
Now he is the member of the Chinese Photo-
graphers’ Association and the member of the
Professional Photographers Association of Ame-
rica.



It was ten years age that | acquainted
Mr. Deng Erwei for the first time . Then |
worked for the magazine “Chinese Women”
and selected and put his photo works on the
cover of that magazine. Afterwards, | was
told he had gone to the America and | myself
transferred to the advertisement circies. To-
day we both met when publishing this book,
that is just like the saying “to the same
destination from different ways”. There is no
denying that this is a trend in the tide of
reform. Otherwise | think Mr. Deng’s camera
would be pointed more on local conditions
and customs of the other bank of the Pacific
Ocean.

The commetrcial show window is a kind
of social culture. Broadly speaking, it is of the
attribute of development level of material
civilization and spiritual civilization of the
prasent time and at the same time it is
influenced and dominated by different re-
gional politics, culture and customs, thus
forming different moulding individuality and
cultural interest and charm of different com-
mercial shaw windows in different societies.
As | saw before, show windows in Paris and
London are full of asthetic charms, while
those in New York are more colorful in
novelty. In narrow sense, for a store, com-
mercial show window is also a reflection of
its commodity grades, management features,
control level and its culture, either refined or
popular, either civilized or rough, but all of
them are related with strategies of manage-
ment and marketing.

General speaking, show window can be
classitied itno several categories. One is that
of hige grade of department store of mono-
poly store. They have always maintained the
idea that show window is the image of their
own, is the capacity and the ad. Therefore,
most of them employed professional desig-
ners of show windows. They set critical
demands for planning, design, processing
and final effects. The other is that of chain
stores. Their enterprise images are designed
by the headquater, included in the unitary

identification system of visual images, but
gach store will make proper adjustment of the
commodity display according to its own
conditions. Still others are those of various
small stores. Usually they own not large an
area. In their show windows, display is
always changed according to changes of
seasons and commodities so as to highlight
main varieties for sale. Some stores even do
not set show windows but set French
windows instead so that customers can take
in the whole environment of shopping and
commodities at a glance out of the store.
These are only several samples of show
windows. In fact, the Americans sometimes
are so strange that they even do not set a
single show window in so large a market. For
example, a large super market in Buffalo
where the well-known place for sight-seeing
is the Niagara Falls is just like this . It is a
square enclosing building, even its gate is
very small. We foreigner visitors can not
imagine that inside it there is a large modern
market with an area of several decade
thousand square meters.

After reforming and open to the world, in
our country, the market is brisk with varieties
of commodities, adn show windows are
marching step by step towards diversity and
modernization. There are excellent ones, but
in comparison with those in America and
Europe, we still have a long way to go in the
level. At present, thers seems only a few
stores or factories who really make efforts in
show windows. | remember the words said
by a famous Japanese show window desig-
ner for cosmetics:” The difference in material
culture between the East and the Woest
causes two kinds of view points which are
totally different. The East does not emphasize
the propaganda effects shown by show
windows but lay stress on ads on TV and
newspapers and periodicals. And consumers
also accept this view point, thus further
breakthrough in design met barriers. We East
people should inspect and learn and contact
mroe of various kinds of art, and frequently

look closely at and compare excellent Ameri-
can and European show window designing
works, then we can make some progress.”
His remarks pinpointed to the Japanese, but
are very deep and sincere exhorts to today's
Chinese commercial circles. To change this
concept, we need a number of persons with
foresight and sagacity to initiate and to be
forerunners, and also it is necessary to
introduce advanced and excellent ad show
window works to sellers of vast stores so that
they can have something to make use of and
make progress in gradual realization.

So far as show window designs col-
lected in this book are concerned, most of
them are exquisite (because there is no
imposing works), but they have definite
subject, elegant layout and have the com-
modities highlighted. Each has its best
display of creative idea and emotion in its
small space. Most of them have features as
accurate position, distinct theme and strong
visual momentum. In particular, what merits
mention is that some show windows merge
the whqle space, commodity, props (models
included) and lights into an organic whole,
making all function as information delivery.
Realistically or boldly put emphasis on
commodities to be propagated, strong con-
trast and playing-up heighten the atmosphere
to attract attention of viewers. With freehand,
brushwork or expressive skills as metaphor,
exaggeration and plot, and by a kind of
queer, unusual and abnormal interest and
charm and composition, the line of sight is
grasped.

I think those who have read this book
will have more brilliant enlightenment than
my aforesaid words.
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