MODA PAZARLAMASINDA DUYGUSAL YAS FAKTORU
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OZET

Gelencksel pazarlama anlayisi giiniimiizde hi¢ olmadigi kadar sert bir bigimde modern pazarlama anlayisina dogru
evrilmektedir. Pazarlamanin evrilme asamasina girdigi dénemlerde evrilme siireci gelismis iilkelerden baslayip
gelismekte olan ve geri kalmis tilkelere yavas yavas yansimaktayken oOzellikle Kovid-19 sonrasi siiregte
pazarlamadaki evrilme siireci tiim diinyadaki iilkelerde esanli bir sekilde baslayip kisa siirede tamamlanma egilimi
gostermektedir. Kuskusuz pazarlamadaki bu evrilme siirecindeki degisimde tiim diinyada yayginlasan teknoloji
kadar globallesmenin de etkisi 6n plandadir. Giiniimiizde moda kavrami da hizli bir bicimde degisme egilimi
gOstermektedir. Dlinya genelinde yakin zamana kadar belli standartlar dlgiisiinde moday: takip eden tiiketiciler
ozellikle de Kovid-19 sonrast siirecte toplumlarin dayatmis oldugu standart moda kaliplarini kirmaya baglayarak
moda tercihlerinde takvim yasindan ziyade duygusal yaslarina yonelme egilimi gostermeye baslamislardir.
Gengler ve kadinlarda duygusal yasa goére moda etkisi erkeklere oranla ¢ok daha fazla bir bigimde goriilme egilimi
gostermektedir. Geleneksel pazarlama anlayisinda moday: 6zellikle gengler ve kadinlar ivmelerken modern
pazarlama anlayisinda erkeklerde moday1 ivmelemeye baslamislardir. Bu c¢alismada moda pazarlamasinda
duygusal yas faktorii ele alinmistir.

Anahtar Kelimeler: Moda Pazarlamasi, Duygusal Yas, Insanlar.
EMOTIONAL AGE FACTOR IN FASHION MARKETING
ABSTRACT

The traditional marketing approach is evolving into a modern marketing understanding more than ever before.
While the evolution process of marketing started from developed countries and gradually reflected to developing
and underdeveloped countries in the periods when marketing entered the evolution phase, the evolution process in
marketing tends to start simultaneously in countries all over the world and be completed in a short time, especially
in the post-Kovid-19 period. Undoubtedly, the effect of globalization is at the forefront as much as the technology
spreading all over the world in the change in this evolution process in marketing. Today, the concept of fashion
also tends to change rapidly. Consumers, who have been following fashion until recently, have started to break the
standard fashion patterns imposed by societies, especially in the post-Kovid-19 process, and have started to tend
to their emotional age rather than calendar age in their fashion preferences. The effect of fashion according to
emotional age tends to be seen much more in young people and women than men. In the traditional marketing
approach, especially young people and women have accelerated fashion, while in the modern marketing approach,
fashion has started to accelerate in men. In this study, the emotional age factor in fashion marketing is discussed.
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