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Ozet

Geng tiiketicilerin giyim ve marka tercihlerindeki etkenlerin saptanmasi,
uluslararas1 pazarlama stratejilerinin gelistirilmesinde biiyiik 6nem tagimaktadir.
Uluslararas1 pazarlarda yerel kiiltiiriin arastirilmast ve o kiiltiire 6zel pazarlama
kararlarinin almmas1 Onerilmektedir. Ote yandan, uluslararas1 pazarlarda yer alan
isletmeler, tiiketici tercihlerindeki benzerlikleri dikkate alarak ortak pazarlama
faaliyetlerinde bulunmayr ve maliyet azaltmayr hedeflemektedirler. Arastirma
kapsaminda Almanya’da yasayan 12-18 yas aralifindaki 153 gencin giyim
motivasyonu, marka duyarliligi, moda yenilik¢iligi, moda fikir liderligi ve moda
ilgilenimi seviyeleri arastirilmistir. Bulgular, genclerin Tiirk veya Alman uyruklu
olmalar1 bazinda farklilik géstermedigini, buna karsilik farkliliklarin cinsiyet ve yas gibi
demografik 6zelliklerden kaynaklandigini ortaya koymustur. Bu arastirmanin 6zellikle
Almanya’da faaliyet gosteren Tiirk hazir giyim firmalariin pazarlama stratejilerine yon
verecegi diisliniilmektedir.

Anahtar Kelimeler: Giyim motivasyonu, marka duyarlilii, moda yenilik¢iligi, moda
fikir liderligi, moda ilgilenimi.

Abstract

To identify the factors that affect young consumers’ clothing and brand
preferences is vital for the development of international marketing strategies. In
international markets, it is suggested to research local culture and take culture adapted
decisions. On the other hand, international companies also aim to provide standardized
marketing activities to the markets by considering the similarities in consumer
preferences and aiming to reduce costs. Within the scope of the research, clothing
motivation, brand sensitivity, fashion innovativeness, fashion opinion leadership and
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fashion involvement of 153 adolescents aged between 12-18 were measured. Findings
indicate that differences arise not because of their nationality (German vs. Turkish) but
demographic characteristics like gender and age of the adolescents. This research is
designed to guide the marketing activities of Turkish apparel companies operating
especially in Germany.

Keywords: Clothing motivation, brand sensitivity, fashion innovativeness, fashion
opinion leadership, fashion involvement.
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