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The fashion visual communication methods play an important role in identifying the
customers’ opinions and response towards clothes and fashion, as the visual
communication methods send a quick and short message to the targeted customers and
inform those customers with the new trends and models in order to stimulate their
response. This research sheds the light on the fact that displaying fashion products and
communicating with the customers in Egypt are limited and do not cope with the
scientific and technological development of the displaying field, thus this research
stresses on the importance of using the best methods of technology and
communication as they can affect positively the customers’ decision in Egypt.
The importance of this research lies in its attempt to make use of the different types of
communication methods to reach the customers in Egypt raising the fashion products
sales levels. The research’s subject was handled through following a descriptive
method by learning ways of visual communication methods of fashion, this can be
done through displaying products: inside the stores, in the outside display windows,
the virtual fitting rooms, interactive windows, fashion magazines, fashion catalogues,
conventional and hologram fashion shows, the fashion companies’ websites, and the
brands’ social network pages aiming at showing the fashion products and connecting
with the customer. The research states these ways and its varieties, whilesetting some
examples attached to them surveys presented to the customers as well as the
companies owners, this to priorities the products to be displayed and the best and
easiest ways to communicate with the customers, as well as stating the importance of
the visual communication methods of marketing fashion designs in Egypt.
The results of the questionnaire conducted about the best visual means of fashion
communication to consumers and companies owners are as follow; the consumer's first
priority is the commercial shop where he uses all his senses; he sees and touches and
even smells the product. Company owners point out that consumers, especially the
youth, prefer technological advancements such as interactive screens, virtual fitting
rooms, interactive mirrors, and holographic fashion shows, These are not commonly
available in Egypt because of high cost. The youth themselves prefer adventure games,
and brands' website. "Word of the mouth" and virtual fitting rooms are what
companies owners prefer most due to the great influence expected on a consumer's
decision. Information technology facilitates the availability of several interaction and
communication systems.
Use and manipulating of information technology increases awareness and provide
knowledge on different designs of brands and their designers. Consequently, this
broadens the range of a consumer's vision and choices, means it isn't deployable.
Moreover, this creates a need within a consumer to increase his interaction and
consumption. Interactivity represents a transition from the conventional idea of
communication as an "element" to the concept of "event designing" in which the
values given to behavior, dynamic action, offered services, environment or
surroundings become more significant. Fashion visual communication through
interactive methods aims at probing users' reactions and desires, and making them an
integral part of products designing program.
The researcher comes to a conclusion that the positive impact of various means of
visual communication on marketing fashion designs in the Arab Republic of Egypt can
be summed up in pleasing consumers, and making them have a great desire during
browsing and trying clothes on. This is what increases consumers' joy, and affects their
purchasing decisions, and consequently sales will increase, and consumers will receive
the message in more than one way. Moreover, diversity and difference of visual means
of fashion communication, especially the technological ones, raises a consumer's
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awareness of the brand, highlight its appearance in his mind, and increases his loyalty
toward it, and this raises, of course, the value of the brand.
اﻟﻤﻠﺨﺺ ﺑﺎﻟﻠﻐﺔ اﻟﻌﺮﺑﯿﺔ :
اﻻﺗﺼ ﺎل اﻟﺒﺼ ﺮى ﻟﻠﻤﻮﺿ ﺔ ﯾﻠﻌ ﺐ دور ﻣﮭ ﻢ ﻓ ﻰ ﺗﺤﺪﯾ ﺪ اراء وﻣﻮاﻗ ﻒ اﻟﻤﺴ ﺘﮭﻠﻜﯿﻦ ﺗﺠ ﺎه اﻟﻤﻼﺑ ﺲ واﻟﻤﻮﺿ ﮫ ,
ﻓﺎﻻﺗﺼ ﺎﻻت اﻟﺒﺼ ﺮﯾﺔ ﺗﻘ ﻮم ﺑﺈرﺳ ﺎل رﺳ ﺎﻟﮫ ﺳ ﺮﯾﻌﮫ وﻣﺨﺘﺼ ﺮه ﻟﻠﻤﺠﻤﻮﻋ ﮫ اﻟﻤﺴ ﺘﮭﺪﻓﮫ ﻣ ﻦ اﻟﻤﺴ ﺘﮭﻠﻜﯿﻦ وﺗ ﺰود
اﻟﻤﺴ ﺘﮭﻠﻜﯿﻦ ﺑﺎﻟﻤﻌﻠﻮﻣ ﺎت ﺣ ﻮل اﻻﺗﺠﺎھ ﺎت واﻟﻤ ﻮدﯾﻼت اﻟﺠﺪﯾ ﺪه وذﻟ ﻚ ﻟﺘﻮﻟﯿ ﺪ اﻻﺳ ﺘﺠﺎﺑﮫ ﻟ ﺪى اﻟﻤﺴ ﺘﮭﻠﻜﯿﻦ  ,وﺗﺘﻤﺜ ﻞ
ﻣﺸﻜﻠﺔ اﻟﺒﺤﺚ ﻓﻰ أن طﺮق اﻟﻌﺮض واﻹﺗﺼﺎل ﻟﻠﻤﻮﺿﺔ ﺑﺎﻟﻤﺴﺘﮭﻠﻚ ﻓﻰ ﺟﻤﮭﻮرﯾﺔ ﻣﺼﺮ اﻟﻌﺮﺑﯿﺔ ﻣﺤﺪودة وﻻ ﺗﺘﻨﺎﺳ ﺐ
ﻣﻊ اﻟﺘﻘﺪم اﻟﻌﺎﻟﻤﻰ واﻟﺘﻄﻮر اﻟﺘﻜﻨﻮﻟﻮﺟﻰ ﻟﻮﺳﺎﺋﻞ اﻟﻌﺮض  .ﺑﯿﻨﻤﺎ ﯾﮭﺪف اﻟﺒﺤﺚ اﻟﻰ :
ﺗﺤﺪﯾﺪ أﻓﻀﻞ طﺮق اﻟﻌﺮض واﻹﺗﺼﺎل اﻟﺘﻘﻠﯿﺪﯾﺔ واﻟﺘﻜﻨﻮﻟﻮﺟﯿﺔ ﻟﻠﻤﺴﺘﮭﻠﻚ ﻓﻰ ﺟﻤﮭﻮرﯾﺔ ﻣﺼﺮ اﻟﻌﺮﺑﯿﮫ
اﻟﺘﺄﻛﯿﺪ ﻋﻠﻰ أھﻤﯿﺔ إﺳﺘﺨﺪام ﺗﻜﻨﻮﻟﻮﺟﯿﺎ اﻟﻌﺮض واﻹﺗﺼﺎل ﻓﻰ ﺟﻤﮭﻮرﯾﺔ ﻣﺼﺮ اﻟﻌﺮﺑﯿﺔ ﻟﻤﺎ ﻟﮭﺎ ﻣﻦ ﺗ ﺄﺛﯿﺮ إﯾﺠ ﺎﺑﻰ ﻋﻠ ﻰ
ﻗﺮار اﻟﺸﺮاء ﻟﻠﻤﺴﺘﮭﻠﻚ .
ﺗﻮﺟﯿﮫ أﺻﺤﺎب اﻟﺸﺮﻛﺎت ﻻھﻤﯿﺔ طﺮق اﻹﺗﺼﺎل واﻟﻌﺮض اﻟﻤﺨﺘﻠﻔﺔ ﻟﻤﻨﺘﺠﺎت اﻟﻤﻮﺿﮫ ﻣ ﻦ اﺟ ﻞ زﯾ ﺎدة وﻻء وإدراك
اﻟﻤﺴﺘﮭﻠﻚ ﻟﻠﻤﺎرﻛﺔ وزﯾﺎدة اﻟﻤﺒﯿﻌﺎت واﻟﻘﺪره ﻋﻠﻰ اﻟﺘﻨﺎﻓﺲ اﻟﻌﺎﻟﻤﻰ .
وﺗﻜﻤﻦ اھﻤﯿﺔ اﻟﺒﺤﺚ ﻓﻰ ﻣﺤﺎوﻟ ﺔ اﻻﺳ ﺘﻔﺎده ﻣ ﻦ اﻟﻄ ﺮق اﻟﻤﺘﻨﻮﻋ ﮫ ﻟﻺﺗﺼ ﺎل ﺑﺎﻟﻤﺴ ﺘﮭﻠﻚ ﻓ ﻰ ﺟﻤﮭﻮرﯾ ﺔ ﻣﺼ ﺮ اﻟﻌﺮﺑﯿ ﺔ
ﻟﺮﻓﻊ ﻣﺴﺘﻮﯾﺎت اﻟﺒﯿﻊ ﻟﻤﻨﺘﺠﺎت اﻟﻤﻮﺿ ﮫ ﻓ ﻰ ﻣﺼ ﺮ  .وﺗ ﻢ ﺗﻨ ﺎول ﻣﻮﺿ ﻮع اﻟﺒﺤ ﺚ ﺑﺈﺗﺒ ﺎع اﻟﻤ ﻨﮭﺞ اﻟﻮﺻ ﻔﻰ ﻣ ﻦ ﺧ ﻼل
اﻟﺘﻌ ﺮف ﻋﻠ ﻰ ط ﺮق اﻹﺗﺼ ﺎﻻت اﻟﻤﺮﺋﯿ ﮫ ﻟﻠﻤﻮﺿ ﮫ ﺑﻌ ﺮض اﻟﻤﻨﺘﺠ ﺎت داﺧ ﻞ اﻟﻤﺤ ﺎل اﻟﺘﺠﺎرﯾ ﺔ او ﺑﻨﻮاﻓ ﺬ اﻟﻌ ﺮض
اﻟﺨﺎرﺟﯿ ﮫ  ,وﺣﺠ ﺮة اﻟﻘﯿ ﺎس اﻹﻓﺘﺮاﺿ ﯿﺔ واﻟﻨﻮاﻓ ﺬ اﻟﺘﻔﺎﻋﻠﯿ ﺔ وﻣﺠ ﻼت اﻟﻤﻮﺿ ﮫ  ,وﻛﺘﺎﻟﻮﺟ ﺎت اﻟﻤﻮﺿ ﮫ  ,وﻋ ﺮوض
اﻷزﯾ ﺎء اﻟﺘﻘﻠﯿﺪﯾ ﮫ وﻋ ﺮوض اﻻزﯾ ﺎء ﺑﺎﻟﮭ ﺎﻟﻮﺟﺮام وﻣﻮاﻗ ﻊ اﻟﺸ ﺮﻛﺎت ﻋﺒ ﺮ ﺷ ﺒﻜﺔ اﻟﻤﻌﻠﻮﻣ ﺎت وﻣﻮاﻗ ﻊ اﻟﺘﻮاﺻ ﻞ
اﻻﺟﺘﻤﺎﻋﻰ ﻟﻠﻤﺎرﻛﺎت ﻟﻌﺮض ﻣﻨﺘﺠﺎت اﻟﻤﻮﺿﮫ وﻟﻺﺗﺼﺎل ﺑﺎﻟﻤﺴﺘﮭﻠﻚ  .وﯾﺘﻨﺎول اﻟﺒﺤﺚ ﻋﺮض ھﺬه اﻟﻄ ﺮق وﺗﻨﻮﻋﮭ ﺎ
وذﻛﺮ أﻣﺜﻠﮫ ﻟﮭﺎ ﻣﻊ ﻋﻤﻞ إﺳ ﺘﺒﯿﺎن وﻋﺮﺿ ﺔ ﻋﻠ ﻰ ﻛ ﻼ ﻣ ﻦ اﻟﻤﺴ ﺘﮭﻠﻚ وأﺻ ﺤﺎب اﻟﺸ ﺮﻛﺎت ﻟﺘﺮﺗﯿ ﺐ اوﻟﻮﯾ ﺎت اﻟﻌ ﺮض
واﻷﻓﻀ ﻞ ﻛﻄﺮﯾﻘ ﺔ إﺗﺼ ﺎل ﺑﺎﻟﻤﺴ ﺘﮭﻠﻚ وﻋ ﺮض اھﻤﯿ ﺔ ودور ھ ﺬه اﻟﻄ ﺮق واﻟﻮﺳ ﺎﺋﻞ اﻟﻤﺘﻌ ﺪده ﻟﻼﺗﺼ ﺎﻻت اﻟﺒﺼ ﺮﯾﮫ
ﻋﻠﻰ ﺗﺴﻮﯾﻖ ﺗﺼﻤﯿﻤﺎت اﻟﻤﻮﺿﮫ ﻓﻰ ﺟﻤﮭﻮرﯾﺔ ﻣﺼﺮ اﻟﻌﺮﺑﯿﮫ .
ﻛﺎﻧﺖ ﻧﺘ ﺎﺋﺞ اﻹﺳ ﺘﺒﯿﺎن اﻟﺨ ﺎص ﺑﺘﺤﺪﯾ ﺪ أﻓﻀ ﻞ ط ﺮق اﻹﺗﺼ ﺎل ﻟﻜ ﻼ ﻣ ﻦ اﻟﻤﺴ ﺘﮭﻠﻜﯿﻦ او ﻷﺻ ﺤﺎب اﻟﺸ ﺮﻛﺎت ھ ﻰ ان
اﻷﻓﻀ ﻠﯿﺔ اﻷوﻟ ﻰ ﻟﻠﻤﺴ ﺘﮭﻠﻚ ﻓ ﻰ ﺟﻤﮭﻮرﯾ ﺔ ﻣﺼ ﺮ اﻟﻌﺮﺑﯿ ﺔ ھ ﻮ اﻟﻤﺤ ﻞ اﻟﺘﺠ ﺎرى ﻹﺳ ﺘﺨﺪاﻣﮫ ﺟﻤﯿ ﻊ ﺣﻮاﺳ ﮫ ﻣ ﻦ رؤﯾ ﺔ
وﻣﻠﻤﺲ ﻟﻠﻤﻨﺘﺞ  .ﺗﻔﻀﯿﻞ اﻟﻤﺴﺘﮭﻠﻚ وﺧﺎﺻﺔ ﻓﺌﺔ اﻟﺸﺒﺎب ﻟﻶﺳ ﺎﻟﯿﺐ اﻟﺘﻜﻨﻮﻟﻮﺟﯿ ﮫ ﺑﺪاﯾ ﺔ ﻣ ﻦ اﻟﺸﺎﺷ ﺎت اﻟﺘﻔﺎﻋﻠﯿ ﺔ وﺣﺠ ﺮة
اﻟﻘﯿﺎس اﻹﻓﺘﺮاﺿﯿﮫ واﻟﻤﺮءاة اﻟﺘﻔﺎﻋﻠﯿﺔ وﻋﺮوض اﻷزﯾﺎء ﺑﺎﻟﮭﻮﻟﺠﺮام ﻓﻰ ﺣﯿﻦ ﻋﺪم ﺗﻮاﻓﺮاھﺎ ﻓ ﻰ ﻣﺼ ﺮ وذﻟ ﻚ ﺑﺴ ﺒﺐ
ارﺗﻔﺎع اﻟﺘﻜﻠﻔﮫ اﻟﺨﺎﺻﺔ ﺑﮭﺎ ﻛﻤﺎ اوﺿﺢ اﺻﺤﺎب اﻟﺸﺮﻛﺎت.
ﺗﻔﻀﯿﻞ ﻓﺌﺔ اﻟﺸﺒﺎب ﻷﻟﻌﺎب اﻟﻤﻐﺎﻣﺮه واﻟﻤﻮﻗﻊ اﻟﺨﺎص ﺑﺎﻟﻤﺎرﻛﺔ .أﻛﺜﺮ ﺗﻔﻀﯿﻞ ﻷﺻﺤﺎب اﻟﺸﺮﻛﺎت ھ ﻮ " word of
 " mouthوﺣﺠﺮة اﻟﻘﯿﺎس اﻹﻓﺘﺮاﺿﯿﺔ ﻟﻤﺎ ﻟﮭﺎ ﻣﻦ ﺗﺄﺛﯿﺮ ﻋﻠﻰ ﻗﺮار اﻟﻤﺴﺘﮭﻠﻚ .
اﺗﺎﺣﺖ ﺗﻜﻨﻮﻟﻮﺟﯿﺎ اﻟﻤﻌﻠﻮﻣﺎت ﻧﻈﻢ ﻣﺘﻌﺪده ﻟﻠﺘﻔﺎﻋﻞ واﻻﺗﺼﺎل .
اﺳ ﺘﺨﺪام واﺳ ﺘﮭﻼك ﺗﻜﻨﻮﻟﻮﺟﯿ ﺎ اﻟﻤﻌﻠﻮﻣ ﺎت ﯾﻮﻟ ﺪ اﻟﻤﺰﯾ ﺪ ﻣ ﻦ اﻟﻤﻌ ﺎرف واﻟﻤﻌﻠﻮﻣ ﺎت ﺣ ﻮل ﺗﺼ ﻤﯿﻤﺎت ﻣﺎرﻛ ﺎت
وﻣﺼ ﻤﻤﯿﻦ ﻣﺨﺘﻠﻔ ﯿﻦ وﺑﺎﻟﺘ ﺎﻟﻰ اﺗﺴ ﺎع اﻟﺮؤﯾ ﺔ وﻣﺠ ﺎل اﻹﺧﺘﯿ ﺎر ﻟﻠﻤﺴ ﺘﮭﻠﻚ اى اﻧﮭ ﺎ ﻻ ﺗﻨﻀ ﺐ ﻛﻤ ﺎ ﯾﻮﻟ ﺪ اﻟﺤﺎﺟ ﮫ ﻋﻨ ﺪ
اﻟﻤﺴﺘﺨﺪم ﻟﺰﯾﺎدة اﻟﺘﻔﺎﻋﻞ واﻻﺳﺘﺨﺪام .ﯾﮭﺪف اﻟﻌﺮض واﻹﺗﺼﺎل ﺑﺎﻟﻄﺮق اﻟﺘﻔﺎﻋﻠﯿﮫ اﻟﻰ ﻣﻌﺮﻓ ﺔ ردود اﻓﻌ ﺎل اﻟﻤﺴ ﺘﺨﺪم
واﻟﺮﻏﺒﺎت وﺟﻌﻠﮭﺎ ﺟﺰء رﺋﯿﺴﻰ ﻣﻦ ﺑﺮﻧﺎﻣﺞ اﻟﺘﺼﻤﯿﻢ ﻟﻠﻤﻨﺘﺠﺎت .
وﯾﻤﻜﻦ ان ﻧﺨﻠﺺ ھﻨﺎ ان اﻟﻤﺮدود اﻹﯾﺠﺎﺑﻰ ﻟﻠﻄﺮق واﻟﻮﺳﺎﺋﻞ اﻟﻤﺘﻌﺪدة ﻟﻺﺗﺼﺎﻻت اﻟﺒﺼﺮﯾﺔ ﻋﻠ ﻰ ﺗﺴ ﻮﯾﻖ ﺗﺼ ﻤﯿﻤﺎت
اﻟﻤﻮﺿﺔ ﻓﻰ ﺟﻤﮭﻮرﯾﺔ ﻣﺼ ﺮ اﻟﻌﺮﺑﯿ ﺔ ﯾﺘﻤﺜ ﻞ ﻓ ﻰ إﺛ ﺎرة اﻟﻤﺘﻌ ﺔ واﻟﺘﺸ ﻮق ﻟﻠﻤﺴ ﺘﮭﻠﻚ أﺛﻨ ﺎء رؤﯾ ﺔ وﻗﯿ ﺎس اﻟﻤﻼﺑ ﺲ ﻣﻤ ﺎ
ﯾﺰﯾﺪ ﻣﻦ إﺳﺘﻤﺘﺎع اﻟﻤﺴﺘﮭﻠﻚ وﯾﺆﺛﺮ ﻋﻠﻰ ﻗﺮار اﻟﺸﺮاء وﺑﺎﻟﺘﺎﻟﻰ زﯾﺎدة اﻟﻤﺒﯿﻌﺎت ووﺻ ﻮل اﻟﺮﺳ ﺎﻟﺔ اﻟ ﻰ اﻟﻤﺴ ﺘﮭﻠﻚ ﻟ ﯿﺲ
ﺑﺴﺒﯿﻞ واﺣﺪ وﻟﻜﻦ ﺑﻌﺪة ﺳﺒﻞ  .وﻛﺬﻟﻚ ﺗﻨﻮع وإﺧﺘﻼف طﺮق اﻟﻌﺮض اﻟﺒﺼﺮﯾﺔ وﺧﺎﺻﺔ اﻟﻄﺮق اﻟﺘﻜﻨﻮﻟﻮﺟﯿﺔ ﺗﺰﯾ ﺪ ﻣ ﻦ
وﻋﻰ وإدراك اﻟﻤﺎرﻛﺔ ﻟ ﺪى اﻟﻤﺴ ﺘﮭﻠﻚ وﻛ ﺬﻟﻚ ﺗﺆﻛ ﺪ ﻋﻠ ﻰ اﻟﻤﻈﮭ ﺮ اﻟﺨ ﺎص ﺑﺎﻟﻤﺎرﻛ ﺔ ﻓ ﻰ ذھ ﻦ اﻟﻤﺴ ﺘﮭﻠﻚ وﺗﺰﯾ ﺪ ﻣ ﻦ
وﻻء اﻟﻤﺴﺘﮭﻠﻚ ﻟﻠﻤﺎرﻛﺔ وﺑﺎﻟﺘﺎﻟﻰ ﺗﺰﯾﺪ ﻣﻦ ﻗﯿﻤﺔ اﻟﻤﺎرﻛﺔ .
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