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Abstract 


The main goal of this study was to conceptualize the practices and processes of fashion styling and 
 to clarify the meanings of key concepts in order to enhance understanding of diverse functions in 
 different areas of fashion styling. The qualitative study was based on thematic interviews with fifteen 
 styling experts (11 females and 4 males). The data were first analyzed inductively and subsequently 
 using theory-based content analysis. The analysis revealed five key functions of fashion styling: i) 
 implementing human needs and increasing well-being  through  personal  styling; ii) expressing 
 personal ideas through artistic styling; iii) influencing clients’ conceptions of ideal beauty through 
 fashion styling and promotional styling; iv) enhancing the commercial viability of fashion products 
 through commercial styling; and v) self-fashioning as self-representation in fashion blogging and 
 online marketing of styling services. The final analysis revealed four concepts of fashion styling with 
 diverse meanings in relation to art, design, craft, and technology: aesthetic-humanistic, aesthetic-
 expressive, aesthetic-impressive, and aesthetic-exemplary.  


KEYWORDS: fashion styling, craft, art, design, technology, aesthetics 



(3)Introduction 


As a relatively young profession, fashion styling is not well known, although it is now taught at 
 different education levels (Buckley and McAssey 2011; Anyan and Clarke 2012). In recent years, 
 interest in fashion styling has increased, and the profession has gained increasing prominence through 
 magazines and TV  programs. Additionally, style blogging has afforded  certain fashion  bloggers 
 special status during international fashion weeks, which attract media attention with the introduction 
 of luxury-label clothes (Findlay 2015; Searching for style 2017). Internationally renowned publishers 
 (e.g., Bloomsbury 2017; Octopus 2017) have introduced a wide range of books on styling topics such 
 as clothing, fashion brands, hair styling, fashion design, commercialization of fashion clothes, and 
 organizing fashion shows, and many boutiques now offer stylist services to their customers. To date, 
 however,  there  has been little  published  research  on  this young field,  or on  the interpretation of 
 fashion and style terms beyond fashion styling and the intersection of fashion domains (Warkander 
 2014). For that reason, there is a practical need to increase understanding of this new professional 
 field  by elaborating the functions of fashion styling. The main goal of the present study  is  to 
 conceptualize the key functions of fashion styling and to articulate their underlying meanings. 


Aesthetics can be seen as one basis for fashion styling, based on the concept of appearance (Joy et 
 al. 2012). According to Thompson (2012), there has been an explosion of interest in appearance and 
 the closely related concept of body image. While human appearance has been evaluated in terms of 
 style, the credibility and value of a style is also linked in practice to time and place (Warkander 2013). 


In turn, the concept of fashion is a belief manifested and materialized symbolically and aesthetically 
 through clothing (Kawamura 2005). According to Kaiser (2012),  in  materializing  with  changing 
 styles of dress, fashion not only produces appearances but also conveys ideas, subject positions, and 
 power relations.  


Matthews (2012) and Mackinney-Valentin (2013) noted that clothing and changes in style are 
always connected to human personality and identification with the group. The relationship between 



(4)a person’s body image and their experience of style is complicated and subject to pressures produced 
 by social relationships and media  messages (Damhorst 2005;  Barry 2014),  and  the subjective 
 experience of looking good plays a role in personal well-being (Rysst 2010; Thompson 2012). 


According to Grogan (2008), changes that promote a positive body image may also improve one’s 
 overall quality of life. One way of changing one’s appearance is through dress, as choices of clothing 
 and apparel send messages to others (Mackinney-Valentin 2013; Warkander 2013). According to 
 Warkander (2014), sharing of stylistic traits can create a sense of belonging through resemblance to 
 existing aesthetic ideals. 


The most common conception of a fashion stylist is as a wardrobe stylist, personal stylist, or image 
 consultant, working on clothing and accessories choices for a client (Buckley and McAssey 2011; 


Fashion Stylists  2017). In practice, a stylist may be also a consultant in a larger creative team, 
 selecting clothing for published editorial features, as well as for catwalk, advertising campaigns, 
 music videos, films, TV programs, concert performances, and any other public appearances by well-
 known figures. They also work as hair stylists and makeup artists to create a particular look for a 
 specific theme (Fashion Stylists 2017). In this sense, the fashion stylist is likely to play an important 
 role  in changes  of appearance and  the  image-making process (Buckley and McAssey 2011). As 
 reported by Anyan and Clarke (2012), stylist is commissioned to perform processes and practices that 
 vary according to the field in which they work. However, the stylist’s work often goes unrecognized, 
 and there is a lack of public awareness of their position in the fashion industry (Buckley and McAssey 
 2011;  Anyan and Clarke 2012). The practical purpose of the present study, then,  is  to  enhance 
 understanding of fashion styling as a professional area. 


The study opens with a review of fashion styling and related concepts, drawing on a wide range 
of literature to clarify the processes and practices of fashion styling and the meanings of key concepts 
in line with the study’s explorative intent. Following the literature review, the empirical research is 



(5)outlined in sections presenting the methodology, analysis, and results. The study concludes with a 
 discussion of the key findings. 


Practices and Processes of Fashion Styling 


Twenty-first century society has more instant access to fashion information than ever before (Anyan 
 and Clarke 2012). At the same time, changes in the fashion industry related to retailers, technology, 
 and consumption have influenced the emergence of new practices and processes in fashion styling 
 (Joy et al. 2012; Gockeln 2014) around shared concerns with styles, colors, materials and forms, 
 products, interiors, and customer events (Flaherty 2012).


Bhardwaj and Fairhurst (2010) have described how global upheavals in manufacturing have 
 caused changes and re-organized actions in the fashion market. During the 1990s, it became common 
 practice in the fashion industry to source manufacturing and processes to oﬀshore locations with low 
 labor costs. According to Doyle, Moore, and Morgan (2006), the changing dynamics of the fashion 
 industry affected retailers’ transactions, forcing them to pursue low costs, flexibility in production 
 and delivery, and speed to market. Barnes and Lea-Greenwood (2006) reported  that it was now 
 possible for retailers to introduce rapidly adapted runway designs in stores within a few weeks. To 
 attract consumers, the number of mid-seasons has increased, partly because of changes in consumers’ 


lifestyles and partly to satisfy consumer demand for fashion clothing (Bhardwaj and Fairhurst 2010). 


This in turn has prompted a need to promote fashion products more intensively, and to communicate 
 fashions and trends (Zegheanu 2016). In practice, as described by Kaiser (1998), influencing fashion 
 opinion in this way means legitimizing or providing a stamp of approval.  


In everyday life, personal style as identity has emerged as a phenomenon confirmed, for example, 
in fashion blogs and fashion magazines, and on television (Durmaz 2014; Schertler Kreunen, and 
Brinkmann 2014). To help clients with clothes choices according to body type and colors and clothes 



(6)that will enhance their appearance in terms of both aesthetics and comfort, there is an increased need 
 for stylists (Pine 2014). In this context, styling means choosing, trying on, and combining multiple 
 alternative garments and products, making them desirable to buy, wear, or use (Buckley and McAssey 
 2011). Marketest’s (2009) research report underlined how personal shopping can facilitate consumer 
 purchases of garments to construct the self they aspire to. Stylists’ knowledge of body types, body 
 proportions, and color effects can  also  help  to resolve  problems arising from industrial fashion 
 (McCann 2014), where series production cannot take account of the variation in body shapes and 
 sizes. Stylists also help customers to choose the right clothing size (Peters 2014) and collect from 
 low-cost clothing collections stylish packages that are  budget-friendly or mimic  luxury fashion 
 products (Joy et al. 2012). As a consequence, stylists’ knowledge and instincts about the relevance of 
 trends and customers’ expectations has also  become  an  essential  resource  for designers and 
 manufacturers (Anyan and Clarke  2012; McCann 2014).  In  selecting and advertising fashion 
 products,  however,  stylists must also  be mindful of  the relationship between fast fashion and 
 sustainability. For example, Beard (2008) insisted that in meeting consumers’ requirements, a stylist 
 must be informed about raw materials and manufacturing practices (see van Nes and Cramer 2005). 


This  can lead to the  introduction of  small-scale labels (Aakko  2016),  increased  attention to 
 sustainability, and changes in consumption habits (Fletcher 2012; Joy et al. 2012). 


As  the world becomes  increasingly visual and instantaneous, technological development and 
especially social media has had an impact on both the fashion media and the fashion industry (Sandu 
and Abӑlӑesei 2015; Titton 2015), and consequently on styling processes and practices. Over the past 
decade, bloggers as independent publishers have become a new retail channel in the fashion industry 
(Findlay 2015), opening the way for new practices (Rocamora 2015). Fast fashion, where bloggers 
post self-referential, visual autobiography fashion narratives of their wardrobe choices as images of 
their own style, can drive  retailer marketing campaigns  and brand identity for potential readers 
(Pedroni 2015). As Titton (2015) wrote, fashion blogs facilitate social comparison and self-image. 



(7)According to Brennan and Schafer (2010) and Findlay (2015), this transition to more  open, 
 transparent, fast-paced, and  creative business helps to disseminate distinct subgenres  and, in 
 particular, bloggers’ personal styles, feelings, and thoughts. 


Because stylists commonly work closely with fashion designers on fashion catwalk productions, 
 in film, and in advertising, their processes have much common with fine art practitioners (Eichner, 
 Evenson and Lutz 2000; Lilley 2015). Hattersley (2011) described how a fashion stylist’s creative 
 and spontaneous process when working on necessary last minute changes can have the greatest impact 
 on how clothing communicates, as for example in a fashion image. However, Anyan and Clarke 
 (2012)  noted that in practice, stylists work with existing ingredients,  sourcing, collecting,  and 
 combining readymade objects. In other words, the stylist does not design the objects themselves in 
 the way that artists traditionally do. Nevertheless, in creating a personal style and fictitious scene, the 
 stylist reflects the personality and life of the reader or viewer. Certainly, the stylist uses their hands 
 when styling  clothes, hair, and makeup (Parkko  2016),  requiring such qualities as  creativity, 
 handwork,  and taste (Rosner and Ryokai 2009). In this regard, the  process of fashion styling 
 resembles the process of craft and craft design (Parkko 2016). This kind of space between traditional 
 hand-based or craft-based art and idea-based art is known as “intervening space” (Veiteberg 2005). 


Similarly, Bourriaud (1998) has  characterized the stylist as a “semionaut”—that is, as  “one that 
discovers the path between signs.” Stylists use existing ingredients to convey meaning (Anyan and 
Clarke 2012), drawing on materials and styles from the past to create new items of fashion like a 
bricoleur (Barnard, 2002) or creating metaphors with highlighted or hidden messages (Lakoff and 
Johnson 1980; Min-Jung and Min-Ja 2017). As described by Anyan and Clarke (2012), the processes 
and practices of styling are rooted within art making and design, positioning the stylist’s creative 
process as a crossover between fashion designer and artist, with some connections to craft (see Ihatsu 
2002). 



(8)Analyzing craft, art, and design in terms of traditionalism and avant-gardism, Ihatsu (2002) argued 
 that traditional craft can be connected to well-being, art-craft to intuitiveness, and craft-design to 
 rationality and functionality. Applying this to fashion styling, Parkko (2016) noted that from the 
 perspective of increasing person’s well-being, styling resembles traditional craft—that is, making 
 something  by referencing  pre-existing items. Other styling practices embody  rationality and 
 functionality;  some  of these resemble design and some  are more like art  in their  concern with 
 expressiveness and aesthetics. According to Anyan and Clarke (2012), then, the assemblage that is a 
 fashion collection can be seen as a collage of design motifs or a patchwork of historical and cultural 
 signifiers in the clothing’s detailing and fabrics. Ultimately, the end result of a fashion styling process 
 is confirmed in social connection with other people as an image of clothing (see Kaiser 1998). The 
 internal image of clothing refers to human spiritual qualities and goals such as meaning making by 
 dressing while its external image refers to the communicative entity, which is perceived aesthetically 
 as a work of art (Uotila 1994).   


Taken together, then, we can say that fashion stylists are using clothing as language or narrative 
 (Barnard 2002) and as nonverbal communication (Kaiser 1998). To narrow the gap between fashion 
 styling and empirical research,  the present study  aims to produce new knowledge and deepen 
 understanding of the processes and practices of fashion styling. To that end, the study’s main goal is 
 to conceptualize the practices and processes of fashion styling and to describe the  underlying 
 meanings of key concepts.  


Research Methodology 


Participants and Data Collection


This qualitative study was based on thematic interviews with fifteen styling experts (female: N = 11; 


male: N = 4). As these well-known stylists had featured in TV programs, journals, and fashion shows 



(9)and had worked in the styling profession for several years, it was assumed that they were experts, 
 with good experience and knowledge of the profession and practices of fashion styling. Because the 
 participants had demonstrable knowledge and experience of the phenomenon of interest and could 
 offer meaningful insights into the study topic, the use of purposive sampling was justified (see Blom 
 and Nygren 2010). 


The participants lived in different cities in Finland. Four worked in personal styling, photography, 
 and interior styling, and six worked in the field of clothing or hairstyling. There was also a makeup 
 artist, a TV presenter-entrepreneur, a stylist for  a fashion magazine, an editor of a hairstyling 
 magazine, and a fashion blogger. All worked with both business and private clients.  


The participants were interviewed using a semi-structured thematic approach, conducted in natural 
 contexts and adopting a flexible structure. To stimulate their thoughts, the themes were sent to the 
 interviewees in advance (Silverman 2013), affording them more time to reflect on and articulate their 
 ideas about styling as a professional area. In this way, it was also possible to provide information 
 about the study,  as well as about ethical principles such as anonymity and confidentiality. The 
 interview themes were as follows: the profession of fashion styling; skills and knowhow needed in 
 the profession; and the needs, changes, and future of styling. After their interview, each participant 
 was given the opportunity to complete their answers. As noted, it became clear that the participants 
 liked talking about their work and about the profession with an interested outsider (King 1999). 


The data provided a rich and relevant basis for analysis, yielding what amounted to 110 pages of 
 written text (New Times Roman 12 font with single line spacing). While the transcripts varied in 
 length from 4 to 13 pages, all of the participants offered rich descriptions of fashion styling and its 
 practices and processes, skills, and needs beyond styling.  


Analysis 


Adopting a hermeneutic approach to data analysis (see Gadamer 1989), the hermeneutic circle guided 
the process in an iterative manner, based on in-depth reading and rereading of the material. Supported 



(10)by theory-based content analysis, this inductive approach helps to increase understanding of the 
 material as a whole as a prelude to deeper understanding (see Flick 2014). Interpretation proceeded 
 spirally (Klein and Myers 1999), first without a priori hypotheses and then using a constructivist 
 approach to conceptualize and explore the  communication-based data to construct the meanings 
 behind the concepts (see Denzin and Lincoln 2008). 


To begin, the data were analyzed inductively for content, phrases, language, or words used in order 
 to search for characteristics of the material. Atlas.ti software was then used to reduce and manage the 
 data, organizing segments of similar or related expressions to distinguish the main categories from 
 subcategories and to test this scheme against the original data (see Zhang and Wildemuth 2005). 


Using visual representations, this iterative coding phase yielded a coding scheme that identified five 
 main  elements of fashion styling: expression, impression, human needs, self-representation,  and 
 commercial viability. These served as criteria in defining the key functions of styling. 


We also noticed that the processes and practices of styling shared certain characteristics with craft, 
 design, and art. On the basis of theory and abstraction, the identified categories of fashion styling 
 were compared to Ihatsu’s (2002) description of contemporary craft, after which the transcripts were 
 read again to verify those main categories. This cyclical process encompassing a  more  general 
 category system generated a new main category: technology (Figure 1). To make sense of the four 
 main categories and their properties, the full range of data were read again (see Zhang and Wildemuth 
 2005). This re-reading was critical; looking behind the key functions and categories of fashion styling 
 and bringing them together, we were able to conceptualize a set of aesthetic-based concepts of fashion 
 styling and to describe their meanings and associated characteristics. 


Figure 1: Main elements and main categories of fashion styling after the analysis process. 


According to Blom and Nygren (2010), this kind of analysis is adequate if the empirical data seem 
relatively homogenous. Although the styling experts’ answers contained some unique components, 



(11)there were also many common features in their accounts of the key functions, practices, and processes 
 of fashion styling. This made it possible to analyze the meanings of each description in order to 
 identify any differences between them (see Richardson 2003).  


To enhance the rigor of this qualitative study (Lincoln and Guba 1985), the following four criteria 
 of trustworthiness were considered: credibility, dependability, confirmability, and transferability. To 
 assess credibility,  the  process of analysis and categories were described transparently,  with  peer 
 scrutiny of the analysis of data, checking of interpretations against raw data, negative case analysis, 
 and revision of categories during the analysis (see Shenton 2004). Dependability was evaluated by 
 checking the consistency of the entire study process, and the debriefing process was certified by the 
 research team verifying the steps of the analysis  (see Lincoln and Guba 1985). To increase 
 confirmability—that is, the degree to which the results could be confirmed or corroborated by 
 others—privacy-protected  quotations were selected to illustrate the interpretations. While 
 transferability can be inferred from the rich data and thick descriptions, the research results cannot be 
 generalized to all situations and contexts, as the data were collected from fifteen experts in Finland, 
 who were not necessarily representative of all fashion stylists. Certainly, the profession and focus of 
 styling may differ in different societal contexts. However, as Blom and Nygren (2010) have argued, 
 the conclusions of a qualitative study may in most instances prove more general than the results, and 
 analytical abstraction of the findings may offer useful information about and for the profession. 


Results  


Based on our data analysis, we arrived at five key functions of fashion styling; abstraction of these 
 functions in conjunction with the main categories enabled us to identify four key aesthetics-based 
 conceptions of fashion styling and to describe their meanings in terms of characteristic features. 


Key Functions of Fashion Styling



(12)The key functions of fashion styling as described by the participants were labeled personal styling, 
 artistic  styling, fashion  styling, promotional styling, fashion  blogging and marketing  of styling 
 services, and commercial  styling  (Figure 2). While these  diverse functions  and  their  associated 
 processes and practices differed in terms of key ideas and views, stylist roles, and given constraints, 
 they were found to interact with each other. Commercial styling was linked to all of the key functions, 
 and all functions included elements from it. However, this function of styling was also found to have 
 its own specific  processes and practices,  related  purely  to  commercial communications with all 
 stakeholders.   


Figure 2: The key functions of fashion styling. Translated and modified Parkko 2016. 


The data demonstrated that personal styling supports human needs and well-being. The participants 
 emphasized that personal styling combines client’s and stylist’s views in the styling process but in a 
 way that ensures the end result  is relevant to the client. That means  listening and understanding 
 cultural meanings of dress and the  client’s life context—encompassing  for example, work and 
 hobbies, their wishes and image of clothing, and their attitudes to ideal beauty, to their own body, and 
 to consumption. This kind of iterative process is implementing styling practices that resembles unique 
 hand work, in which the stylist must be able to take account of cultural norms and aesthetics.  


What the stylist needs to know is that she or he must be able to read the 
 customer’s wishes. And if you don’t know, you must find it out….in order to 
 dispel bad feelings, if the client wants something new for her or his life. It is 
 most important to find out what the client needs.... So, you must take account 
 of the color scheme, dimensions, and the technical knowhow to do it. (N 10)  


Participants described artistic styling as expression: implementing the stylist’s personal thoughts in 
an artistic way, sometimes with deliberate exaggeration. A stylist’s creative self-expression shows 



(13)how their expertise relates to art. According to the participants, this kind of styling is done mostly 
 alone and occurs in all phases of the styling process, creating, interpreting, and understanding the 
 stylist’s living environment and culture using symbols and metaphorical expression. The end result 
 is unique, original, and personalized styling that aims to change something by aesthetic means, or 
 perhaps on the contrary, to break down general views of aesthetics by unaesthetic and unattractive 
 means. Artistic styling can be seen, for example, in self-expressive images, as well as in catwalk 
 shows and other creative fashion shows. 


We represent things of a kind that others have not  yet  done. You must be 
 familiar with history and eras… on the other hand,  to  create  a real 
 contradiction  that  provokes emotion, you can make a new version of some 
 historical event, mixing styles that are not normally found together, making it 
 a really good end result. You have to be really creative and just see all the 
 options, everything that is around you… Meanings and a  knowledge of 
 symbolism is helpful. The image becomes a lot more interesting, for instance, 
 if the model is wearing a green garment, because there is a saying in English 


‘Green with envy’ ... so the name of the picture may be envy, jealousy. 


Meanings and symbolism are important when making ground-breaking art.  


When there are no words, or you can’t say it aloud, you can use symbolism. (N 2) 


According to the present data, fashion  styling  and  promotional  styling  both aim to make an 
impression. Both intend to influence to consumers’ perceptions of beauty and to increase purchases 
of the product. At the same time, they have their own distinguishing features in terms of styling 
processes and practices. In promotional styling, for example, the stylist may be designing a street or 
high fashion ensemble, based on their vision of the  ideal appearance for the  ideal body. One 
participant characterized promotional styling as presenting good-looking persons in a realistic way 



(14)so that the client or target group will identify with the person in the advertisement. In that sense, it is 
 like storytelling around opportunities for dressing and purchasing clothes. The data revealed that 
 processes and practices are often implemented  according  to  the order or the  chief’s vision and 
 instructions.  While the styling process is realized quickly and cost-effectively  in teams,  the data 
 indicate that the  fashion  stylist may employ some degree of self-expression, designing  abnormal 
 expressions of beauty to create a new ideal and to inspire. However, practices remain defined by 
 certain constraints, as fashion styling is mostly seen in such settings as magazine articles and fashion 
 shows. 


Fashion styling is something that has already been invented, designing existing 
 garments in a new way to convey a visual message or some new combination. 


The aim is to make an impact within the target group, to create an experience 
 for the customer that makes them want to buy the product. (N 7) 


On the commercial side, the main task [in addition to fashion styling] is to 
 present clothing—to make the clothes look good and easily approached, to be 
 desirable, so that the consumer want to buy them. Of course, this is part of 
 catalogs and clothing store advertisements. (N 13)     


Fashion blogging and marketing of styling services was characterized as diary-based, technology-
mediated self-representation. Participants described how styling was presented through technological 
aids and visualized through pop culture imagery and videos in social media. The processes and end 
results of self-fashioning can be largely performative, autobiography-style narratives that are planned 
and executed from start to finish by the stylist in different everyday contexts. Fashion blogging was 
seen to align with the ideals of beauty and common aesthetic qualities, making end processes easily 
grasped as collective distributed fashion. Bloggers, for example, demonstrate  how they buy new 
individual items or vintage garments from chain stores or flea markets and how these are combined 
with their existing clothing. In other words, the blogger is describing how they assemble an outfit, 



(15)simulating clothing for their followers and readers. Participants viewed blogging as fashion 
 illustration, mediated by the blogger’s taste and sense of social appropriateness. According to the 
 data, for example, styling practices might involve designing website layouts, producing content, or 
 maintaining clothes websites and links. Marketing styling services online was also seen in connection 
 with blogging; both involve self-branding of the stylist’s visual expertise in a way that is approachable 
 for consumers and for companies who need product demos or sites such as online stores.  


Bloggers present their own personal styles. Actually,  the  point is that all 
 lifestyle bloggers are styling themselves. For all those who don’t necessarily 
 have the ability or the courage to buy a fashion stylist’s services, or who are 
 not in the kind of profession that needs a stylist, a blog may offer tips for street 
 fashion and street clothing from a blogger who is like themselves. (N 15) 


Commercial styling refers to styling a retailer’s products for consumers. According to the present 
 analysis, this is central to all the key functions and includes elements from the other functions. Its 
 purpose is to add commercial viability to fashion products. Participants described commercial styling 
 in terms of styling products, presentations, and commercial performances that close the sales season. 


These processes are usually implemented according to the company’s vision, taking careful account 
 of  target group selection  and  concentrating on the customer’s needs and wishes to produce a 
 successful and pleasurable purchasing experience. The intention is to highlight the aesthetics of 
 industrially manufactured products and to personalize them in a way that makes them more attractive 
 and creates a continuing relationship with the  customer. Commercial styling uses  customer 
 engagement marketing to ensure more targeted and customized products. More obviously than other 
 functions, commercial styling means interacting with customers to engage with and act on the content. 


This involves such practices as visual marketing, product presentations, customer service occasions, 
and commercial styling services.     



(16)When the stylist is styling, they are really thinking sales...the emphasis is on 
 money and how the number of customers can be increased. Products must be 
 beautifully displayed  so that  one  product  purchase  always  leads to a new 
 product. Surely, the idea is to increase sales volume and the customer’s desire 
 to buy, whether it is services or products. In this way, the stylist can increase 
 both sales and style. (N 8)   


Conceptualizing Fashion Styling  


Close reading of the data revealed the main elements of each key function, encompassing diverse 
 meanings related to art, design, craft, and technology. On that basis, we were able to conceptualize 
 four forms of fashion styling: aesthetic-humanistic, aesthetic-expressive, aesthetic-impressive, and 
 aesthetic-exemplary (Figure 3). These  highlight the most distinct features  of the key concepts of 
 styling, each possessing their own characteristics as well as entailing elements of commercial styling. 


Figure 3: The key concepts of fashion styling.  


Aesthetic-humanistic fashion styling strives to increase the client’s well-being through personal 
 styling (Figure 4). It helps the client to find their aesthetic and personal style or to dress as required 
 by the situation in a given context. In this way, styling helps the client to see or manage clothing from 
 the perspective of social interaction, dress code, or identity. This kind of external image of clothing 
 is based on meaning making by dressing. Styling processes and practices have craft-based elements 
 that include skills for manipulating particular techniques, individualized solutions related to well-
 being, and modifications of physical appearance that support the individual in meeting personal and 
 cultural needs. 


Figure 4:  Aesthetic-humanistic fashion styling: the customer before and after styling. Styling  
and photo by Mari Porras.  



(17)Aesthetic-expressive fashion styling relates to the stylist’s personal artistic expression (Figure 5). The 
 processes and practices are characterized as art making and the end result as art work, based on self-
 expression and intuition. Meaning  derives from  creating, interpreting, and understanding reality 
 through symbols and metaphors. As an artistic and creative activity, it is open aesthetic problem 
 solving using all kinds of materials and techniques. Typically, end results of this kind are abstract, 
 emotional, exaggerated, beyond logic, and distinct from usual descriptions of fashion or clothing. 


Like art, aesthetic-expressive styling may comment on or seek to influence prevailing circumstances 
 or attitudes. 


Figure 5: Aesthetic-expressive fashion styling. From the exhibition Botanik by ARTER. Styling by 
 Helena Ekström. Photo by Klara G. 


Aesthetic-impressive fashion styling aims to influence or impress through fashion styling (Figure 6) 
 or promotional styling (Figure 7). Advertisements, for example, are a means of delivering knowledge 
 to  specific target groups about new products by means of aesthetically designed and emotional 
 illustrations. The main idea is to promote a current ideal of beauty and fashion trends to increase the 
 volume of sales. The meaning beyond the styling lies in actuating a need to identify with a new 
 product or a ready-designed aesthetic style, with styling practices and processes as rationality- and 
 functionality-based design.  


Figure 6: Aesthetic-impressive fashion styling: This is for you Gram. Styling and photo by Paola 
 Suhonen. Clothes by Ivana Helsinki.  


Figure 7:  Aesthetic-impressive fashion styling.  The Make up 2017  Promotional styling by 
professional RVB LAB. Photo by Cosmetica srl. 



(18)Aesthetic-exemplary fashion styling refers to fashion blogging and marketing of styling services by 
 self-representation and self-fashioning (Figure 8), with  processes and practices based on 
 technological applications. The end result is  an aesthetic and fashion-based performance or self-
 referring narrative with images or videos in digital communication environments. The main objective 
 is to provide concrete, practical, and economical but stimulating and inspiring examples of a style of 
 dress  through  the blog or services. Blogs and social media platforms enable bloggers to present 
 themselves and their clothing and facilitate purchase of their clothes or accessories.  


Figure 8:  Aesthetic-exemplary fashion styling:  Nevaeh blog. Styling and photo by Marianne 
 Pykäläinen.  


Discussion


The present findings confirm that the processes and practices associated with key functions of fashion 
 styling are dynamic and interactive while at the same time possessing their own distinct character. 


All of the key functions attempt to meet certain challenges: changes in retailing systems that are 
seasonally structured (Bhardwaj and Fairhurst 2010) and target group-based marketing that is distinct 
and easily accessible (Doyle, Moore and Morgan 2006; Barnes and Lea-Greenwood 2006; Buckley 
and McAssey 2011). Also the physical appearance emphasizing a particular lifestyle requires an 
appropriate personal style and clothing in line with a certain dress code and external demands for 
ideal beauty (Mackinney-Valentin 2013; Peters 2014; Pine 2014) have edited the processes and 
practices of fashion styling (see Buckley and McAsse, 2011). Moreover, as Sandu and Abӑlӑesei 
(2015), and Titton (2015) have noted, technological development and its possibilities for more visual 
and instant marketing has introduced  a new  styling  function  emphasizing  autobiography-style 
narratives through blogging.  



(19)Clearly, then, the professional area of fashion styling can be said to have diversified from the 
 fashion catwalk  (Lilley 2015; Anyan  and Clarke 2012) toward everyday living. Most of the key 
 functions identified here can be linked to everyday clothing assemblages and purchases, as in personal 
 styling or blogging. In relation to blogging, styling has introduced subcultural styles and sustainable 
 consumption habits as well as narrative and social acceptance (see Titton 2015; Aakko 2016). As 
 described by Warkander (2014), contemporary styling functions have also introduced  the 
 exaggeration of oppositional forms of dressing in an attempt to confuse the normative ideal of beauty. 


Above all, through craft, art, design, and technology-based key functions, styling has found a position 
 between retail, production, and consumer (Anyan and Clarke 2012).  


Among the different forms of fashion styling, the most common and pervasive meaning 
 emphasized aesthetics in the way that dress does (Eichner, Evenson and Lutz 2000) but with different 
 relationships to craft, art, design, and technology. We found differential meanings among the key 
 functions.  Aesthetic-humanistic fashion styling enhances well-being  and  meaning-making by 
 dressing through craft-based functions, promoting a positive body image and feeling of acceptance, 
 thereby, improving the customer’s quality of life (see Grogan 2008; Rysst 2010; Thompson 2012; 


MacKinney-Valentin 2013). Aesthetic-expressive fashion styling conveys meanings familiar from art 
 in  intuitive and creative,  self-expressive art works (Lilley 2015) that critique such issues as  the 
 environment and prevailing norms. Those featuring exaggerated and unconventional dressing hide or 
 highlight emotional messages. They are playing with traditions and cultural symbols, breaking down 
 common perceptions and creating metaphorical objects as described by Lakoff and Johnson (19809 
 and  Min-Jung and Min-Ja  (2017). In contrast,  aesthetic-impressive fashion styling is carefully 
 considered design embodying impassioned messages and commercial intent for marketing purposes. 


According to Warkander (2014), this kind of styling can create a sense of belonging by making the 
body similar to existing aesthetic ideals.  Aesthetic-exemplary  fashion styling typically uses 
technology to convey self-representations in the form of self-referential and personal reports that are 



(20)distinct in making the stylist the subject of styling. In this way, as noted by Brennan and Schafer 
 (2010) and Findlay (2015), bloggers can disseminate their personal style to influence their readers.  


The present findings confirm  Kaiser’s  (1998)  description of  how  dress  ultimately conveys 
 meanings as an image of clothing. As an internal image of clothing, editing the external aesthetic 
 appearance through dressing refers to human spiritual qualities and goals as meaning making but the 
 external image of clothing refers to a communicative entity perceived aesthetically as a work of art 
 (Uotila 1994). All this is done for the purposes of marketing and brand-based visioning (see Buckley 
 and McAssey 2011), with stylists pragmatically crossing borders within times and cultures to create 
 meanings with the objects and materials of dress as described by Barnard (2002) and Damhorst 
 (2005). In short, the key functions of fashion styling serve both to increase and to reduce consumption 
 as phenomena of postmodern fashion (see Morgado 2014). Consumers’ requirements (van Nes and 
 Cramer 2005)  now include  the  need for information about ecological sustainability in dressing 
 (Fletcher 2012; Beard 2008). Joy et al. (2012) argued that aesthetics plays a key role in the transition 
 to sustainable fashion, implying  that  the  stylist may be one mediator in this process.  However, 
 professionals are still encouraged to social responsibility agenda and produce imagery that represents 
 women’s diverse beauty and character alongside glamour and artistry (Barry 2014) against the narrow 
 beauty ideals that that are seen to be prerequisite for the social strategy to play (Mackinney-Valentin 
 2013).  


The present study shows how each of the four forms of styling as conceptualized here—aesthetic-
humanistic, aesthetic-expressive, aesthetic-impressive, and aesthetic-exemplary—has its  own 
narrative. We hope that opening those narratives can provide the requisite tools to explore the nuances 
of fashion styling in its different forms and of their underlying meanings. Research that looks beyond 
the immediate meanings of fashion styling may also help customers to reflect their own ideas of 
beauty and identity as aspects of appearance. These findings also indicate a need for further research 
on how fashion styling in different contexts enhances well-being and sustainability.   
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Figure 3: The key concepts of fashion styling. 


Figure 4: Aesthetic-humanistic fashion styling: the customer before and after 
styling. Styling and photo by Mari Porras. 



(30)Figure 5: Aesthetic-expressive fashion styling. From the exhibition Botanik by ARTER. 


Styling by Helena Ekström. Photo by Klara G. 


Figure 6: Aesthetic-impressive fashion styling: This is for you 
Gram. Styling and photo by Paola Suhonen. Clothes by Ivana 
Helsinki. 



(31)Figure 7: Aesthetic-impressive fashion styling. The Make up 2017. Promotional 
 styling by professional RVB LAB. Photo by Cosmetica srl 


Figure 8: Aesthetic-exemplary fashion styling: Nevaeh blog. Styling and photo by 
Marianne Pykäläinen.





    
  




      
      
        
      


            
    
        Viittaukset

        
            	
                        
                    



            
                View            
        

    


      
        
          

                    Lataa nyt ( PDF - 31 sivua - 657.50 KB )
            

      


      
      
        
  LIITTYVÄT TIEDOSTOT

  
    
      
          
        
            General Data Protection Regulation - Requirement Analysis of Customer Personal Data: Case Study
        
      

        For this thesis, the interviews were chosen as an effective way to collect  qualitative data about the company’s information systems and customer personal data to  formulate

    
      
          
        
            Self-initiated expatriate careers as resources, fit and actions
        
      

        The current qualitative empirical study offers an alternative to this assumption, using 23 interviews with Western SIEs employed by local organizations in China to examine how and

    
      
          
        
            Internationalization of Finnish digital service firms
        
      

        The data collection for this thesis was done  by utilizing  a qualitative research  method called thematic interview. This method was chosen as the data collection  method  since  it

    
      
          
        
            Assessing the status quo of sustainable tourism in Phuket
        
      

        The qualitative data was used to conduct a themat- ic analysis in order to examine and analyze the current state of sustainable tourism in Phuket  and subsequently answered

    
      
          
        
            Assessment of job satisfaction of lecturers who received vocational teacher training in relation to the current learner centered methodology used at a university of technology
        
      

        The study sample had majority of the respondents (55%) were females and a high number of  the respondents (60%) were over 40 years of age. The  first  objective  of  this  study  was

    
      
          
        
            Supporting employee engagement with internal communication for high reliability
        
      

        The empirical part describes the research process, where data  was  collected  via  six  expert  interviews  from  an  information  technology  organization  and  then  analyzed  to

    
      
          
        
            Patient safety-related adverse events : Perspectives of health care professionals
        
      

        Qualitative study with thematic analysis. Semi- structured interviews  with 35 HCPs. All participants identified that incident reporting is a main instrument  to communicate

    
      
          
        
            Effects of marine fuel sulfur restrictions on particle properties in atmospheric aerosol at the Baltic Sea
        
      

        The DMPS  data was used with the Automatic Identification System (AIS) and weather data to produce the  results. In this work the plumes were analyzed from three different sectors

      



      

    

    
            
            
      
  LIITTYVÄT TIEDOSTOT

  
          
        
    
        
    
    
        
            Managing data quality with data governance : a qualitative study based on semi-structured interviews of project experts
        
        
            
                
                    
                    74
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            “Robots do not replace a nurse with a beating heart”: The publicity around a robotic innovation in elderly care
        
        
            
                
                    
                    38
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Associations between indoor environmental quality in schools and symptom reporting in pupil-administered questionnaires
        
        
            
                
                    
                    12
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Co-designing an Integrated Care Network With People Living With Parkinson’s Disease : From Patients’ Narratives to Trajectory Analysis
        
        
            
                
                    
                    17
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Designing Pleasurable Robotic Experiences to Support Connectedness for Seminar Attendees
        
        
            
                
                    
                    105
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Development of versatile human in vitro vascularized adipose tissue model with serum-free angiogenesis and natural adipogenesis inductio
        
        
            
                
                    
                    29
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Adapting game content with a player typology
        
        
            
                
                    
                    54
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Conceptualizing and measuring human anxiety on the Internet
        
        
            
                
                    
                    244
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

      


              
          
            
          

        

          

  




  
  
  
    
      
        Yhtiö

        	
             Tietoa meistä 
          
	
            Sitemap

          


      

      
        Ota Yhteyttä  &  Apua

        	
             Ota yhteyttä
          
	
             Feedback
          


      

      
        Oikeustieteellinen

        	
             Käyttöehdot
          
	
             Tietosuojakäytäntö
          


      

      
        Social

        	
            
              
                
              
              Linkedin
            

          
	
            
              
                
              
              Facebook
            

          
	
            
              
                
              
              Twitter
            

          
	
            
              
                
              
              Pinterest
            

          


      

      
        Hanki ilmaiset sovelluksemme

        	
              
                
              
            


      

    

    
      
        
          Koulut
          
            
          
          Aiheet
                  

        
          
                        Kieli:
            
              Suomi
              
                
              
            
          

          Copyright 9pdf.co © 2024

        

      

    

  




    



  
        
        
        
          


        
    
  
  
  




     
     

    
        
            
                

            

            
                                 
            

        

    




    
        
            
                
                    
                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                    

                    
                        

                        

                        

                        
                            
                                
                                
                                    
                                

                            

                        
                    

                    
                        
                            
                                
  

                                
                        

                        
                            
                                
  

                                
                        

                    

                

                                    
                        
                    

                            

        

    


