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Application Progress of Virtual Fitting Room
Li Yanan, Zhou Jie

(School of Fashion and Art Design, Xi’an Polytechnic University, Xi’an, Shaanxi 710048, China)

Abstract:In order to understand people’s requirements on the performance of virtual fitting room and promote
the research and development of virtual fitting room, this paper firstly divides the existing virtual fitting rooms into
three categories from the perspective of consumer experience by combing and comparing the literature on virtual
fitting rooms: virtual real-time 2D image and video technology, 2D and 3D human body models, and 3D camera
and laser technology. Then it analyzes the advantages and disadvantages, and finally puts forward the components
of virtual fitting room and the problem of the contradiction between the real and virtual industry chain, which

needs to be solved in the future through overcoming the difficulties of virtual simulation technology in order to meet
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the needs of consumers.
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