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ABSTRACT

UNDERSTANDING HOW WOMEN DEFINE AND CREATE THEIR
PERSONAL SARTORIAL STYLE USING THE AESTHETIC, MATERIAL,
ECONOMIC AND SYMBOLIC ATTRIBUTES OF CLOTHING

ALPASLAN, Miinevver
M.B.A., The Department of Business Administration
Supervisor: Assoc. Prof. Dr. Eminegiil KARABABA

July 2021, 172 pages

The main objective of this research is to define what personal sartorial style is
and explain in detail how professional women who are aged between 25 and 55
create their style, in emic level. My attitude in this study has been to determine
what personal sartorial style means while analyzing the methods and strategies
for creating a style by utilizing the aesthetic, material, economic and symbolic
dimensions of clothing. Through repetitive analysis and interpretations, I was
able to illustrate a holistic personal style creation as a dynamic process. My
foundations are based on understanding from multi perspectives the
sophisticated meanings and associations adopted by professional women while
resolving the layers of patterns of how they benefit from those meanings and
associations concerning their preferences, habits and practices in the creation
process. This study consists of five intertwined dimensions which investigates
the meaning and creation of style, formation process, outcomes and outside
factors affecting style, respectively. As for meaning of style, dressing has a
sophisticated standing in women’s life namely, fulfilling desires, reflecting
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identity along with authenticity and experiencing happiness. In the creation
phase, women collect the necessary input which are classified as material and
non-material. Material inputs represent physical items gathered through
shopping while non-material inputs represent information and inspiration.
Finally, women form their style by engaging with certain practices categorized
as base practices including combining, aestheticizing, adorning and
complementary practices including strategizing, harmonizing and authenticating,

in order to reflect their personality, authenticity and taste as an outcome.

Keywords: Style, Fashion, Clothing, Adornment, Harmony
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KADINLARIN KIYAFETLERIN ESTETIK, MATERYAL, EKONOMIK VE
SEMBOLIK OZELLIKLERINI KULLANARAK STIiLI NASIL
TANIMLADIKLARI VE YARATTIKLARINI ANLAMAK

ALPASLAN, Miinevver
Yiiksek Lisans, Isletme Boliimii

Tez Yoneticisi: Assoc. Prof. Dr. Eminegiil KARABABA

Temmuz 2021, 172 sayfa

Bu arastirmanin temel amaci, kisisel stilin ne oldugunu tanimlamak ve 25-55 yas
aras1 profesyonel kadinlarin, stillerini emik diizeyde nasil olusturduklarini
ayrintili olarak aciklamaktir. Bu ¢alismadaki ana tutum, giyimin estetik, maddi,
ekonomik ve sembolik boyutlarindan yararlanarak bir tarz yaratmanin yontem ve
stratejilerini incelerken kisisel tarzin ne anlama geldigini belirlemek olmustur.
Bu aragtirma, tekrarlayan analizler ve yorumlar sayesinde, dinamik bir siireg
olarak, biitiinsel bir kisisel stil yaratmayr gosterir. Calismanin temeli,
profesyonel kadinlarin benimsedikleri karmagik anlam ve ¢agrisimlar: ¢cok yonlii
olarak anlamak ve yaratim siirecindeki tercihleri, aligkanliklar1 ve
uygulamalarinda, bu anlamlardan ve c¢agrisimlardan nasil yararlandiklarina dair
kaliplar1 ¢ozmek tizerine kuruludur. Bu ¢aligsma, sirasiyla kisisel stilin anlam ve
yaratilisini, olusum siirecini, ¢iktilarini ve stili etkileyen dis faktorleri arastiran,
birbirine baglt ve gecirgen, bes boyuttan olusmaktadir. Bu caligmanin
sonuglarina gore, giyim kusamin kadinlarin hayatinda arzular1 yerine getirme,
ozgiinliikle birlikte kimligi yansitma ve duygusal olarak destek saglama gibi
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sofistike bir yeri vardir. Stilin yaratimi asamasinda kadinlar, materyal ve
materyal olmayan olarak siniflandirilan gerekli girdileri toplarlar. Materyal
girdiler, aligveris yoluyla toplanan fiziksel Ogeleri temsil ederken, materyal
olmayan girdiler bilgi ve ilhami temsil eder. Bu girdiler, kombin olusturma,
estetik deger katma, siisleme temel yontemler ve stratejik uyarlamalar, uyum
saglama ve otantiklestirme gibi yardimei siiregler ile harmanlanarak stil
olusturulur. Siirecin sonucunda kadinlar, kendi kisiliklerini, 6zgiinliiklerini ve

begenilerini yansitirlar.

Anahtar Kelimeler: Stil, Moda, Giyim, Siislenme, Uyum
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CHAPTER 1

INTRODUCTION

As a “social canvas”, body which is embellished through clothing and other
sartorial decorations has semiotic and social implications (Saucier, 2011). By
satisfying their variety of demands, clothes cater fulfillment to individuals. They
act like the second skin of individuals which is assigned with also socio-
psychological duties. Clothes are not worn solely with the protection concerns as
it used to be but more sophisticated motivations emerge (Arora & Aggarwal,
2018). Based on the theory of clothing, four motives namely, modesty,
immodesty protection and adornment emerge as the reasons one dresses (Kefgen
& Touchie-Specht, 1986). Clothes have the role of managing allurement of the
body, social presence, compliance with the common norms hence preserving and

increasing confidence (Arora & Aggarwal, 2018).

Until today, the word “style” has been employed in a variety of contexts while it
is defined in many diverse ways, broadly (e.g., Inkpin, 2019). Based on studies
of Marleau-Ponty, Inkpin (2019) defines style as the essence which merges and
characterizes all the constitutional dimensions in the substantial world. Style
represents one’s ability to reflect or mimic alternative embodied instruments.
Distinctively, style is theorized to be the intuitive and intellectual tasks of
materialized actors. Style also is attempted to be defined in a systematic and
programmatic manner by benefiting from computerized visual methods (e.g.,
Takagi, Simo-Serra, lizuka, & Ishikawa, 2017). Further, Saucier (2011), also
employs style in order to grasp the realities behind subcultural practices and
identity formation in the context of Cape Verdean community as he announces

style as on the highest importance in terms of creating a subcultural identity.



Meantime, he gives a detailed information about the practices held in the

process. However, his study is based on the foundations of fashion.

Sartorial practices are studied ass well by the means of reducing them to specific
notions and simple relationships (e.g., Roach-Higgins & Eicher, 1992). Most
studied subject in the literature is observed to be the notion of identity and its
relationship with sartorial practices. For instance, Roach-Higgins and Eicher
(1992) refers to these practices as plainly with the concept “dress”. According to
the perspective of their study, exhausting meaning of dress covers also
adjustments and additions made for the body. Based on the function of dress as a
social communication tool, it affects the way identities are shaped in the society.
Besides, identities are embodied through positions within the social schema,
especially ones such mediates politics, religion and technology. This process is
also affected by cultural norms and technology and certain variables of the
process could evolve in time with regard to economic, demographic and social
changes. Moreover, they compare the term dress with the other frequently used
notions of sartorial practices such as appearance, ornaments, clothes, costume
even fashion however, style is absent from the framework. In the same manner,
Arora and Aggarwal (2018) also approaches to sartorial practices from the
preferences aspect and analyzes differing physiological, psychological and social
influences on the clothing choices of individuals. Practice is named as dressing
behavior in this context. While grouping the factors as endogenous and
exogenous, study acknowledges the effect of each factor without one being
superior to other. Their work claims that these influences are very much
sophisticated and pertinent to each other while the newly emerged psychological
aspect is ascribed to cosmopolitanism supported with confidence. Mood also
emerges as a significant determinant here. Additionally, in certain studies, style
has been referenced as a notion which changes frequently as trends does by the
way “things fall in and out of style” and as a complementary suffix for fashion in
the form of “fashion styles” (e.g., Takagi et al. 2017; Allinson, 1916; Parsons,
2002; Willis, Jones, Canaan, & Hurd, 1990). Allinson (1916), also adverts to the
2



“democratization of style” as if style is a commodified notion similar to fashion
which requires a collective act and adoption. Considering all, this study aims to
identify what sartorial style is, by giving it a solid definition and intends to
understand how women are creating their personal sartorial style, as a detailed

process.

Looking from the context of Turkey, style is indeed a very important issue to
consider today. Locally, Turkey and its society is a developing society. In
developing societies, a middle class emerges which emulates to the practices of
Western societies and modernity. That is why, modern, Western and global is
valuable for this class. They try to create a lifestyle which includes these kinds of
values and they try to express themselves through these notions. One of the ways
of doing this is built through style. Style, becomes an inseparable part and a
practice of their lives. Although consumption patterns of Turkish people have
been considerably different compared to their European equals; signs of
Westernization in the early modernization period were already visible
(Karademir-Hazir, 2014; Tercliman, 2017). With the establishment of new
republic in 1923, perspective of the new authority was supportive of
Westernization and secularization which were reminiscent of European life style
for many (Karademir-Hazir, 2014; Terciiman, 2017). For a long time, Turkey
has been attributed with the supremacy of being the country which modernize

the life of its female inhabitants, in the Middle East (Abadan-Unat, 1978).

Need for

A Developing Expressing Personal

Middle Class Westernization

Society Values and Sartorial Style
Lifestyle

Figure 1. Representation of style in developing countries (Karademir — Hazir,
2017; Ustiiner & Holt, 2010).

Through this change and new perspectives, dressing evolved to a more

meaningful phenomenon and became a central concern in life (Terciiman, 2017).

3



Consequently, for Turkish women, similar to their equals in other developing
countries, their sartorial style evolved to a strong demonstration of the realized
westernization (Karademir-Hazir, 2014). Women have taken on a crucial part to
play in this process of modernization and the change they brought was
recognized as a significant indicator of achievement in the path to realize
modernity, westernization and advancement (Arat, 1994; 1999). Differing from
Bourdieu’s traditional tools which triumph in other settings, Turkey presents a
remarkable position orchestrated from the combination of modern western
attitude and classical Turkish perspective. Thus, it is solidly critical to asses each
and every cultural information based on these particular contrasting determinants
in order to grasp deeply the meanings presented (Karademir-Hazir, 2014).
Karademir-Hazir’s (2014) study provides a profound understanding of Turkish
women’s sartorial focus with regard to their taste and means in the framework of
culture and class issues. Her analysis exposes the importance of sartorial
practices for Turkish women who is guided by the westernization and in the path
for modernization. That is why it is important to better understand their
perspective and practice in a comprehensive manner as a notion holding a

significant and substantial place in their lives.

However, in context of Turkey and Turkish consumers, there has not been a
specific study carried out which examines the style experience and engagement
processes of educated, professional Turkish women (local sample group) and
how they interpret the notion of sartorial style. Besides, through a glance at the
general literature, it is possible to see that there is not much study which aims to
understand and conceptualize style and the way it is practiced, based on
individuals’ practices at emic level. Nature of the study being emic is especially
important here. In anthropology, individuals are studied one by one in order to
create an abstract understanding of the phenomena they practice and
conceptualize the ideas emerged from the analyzes (Boas, 1904). In order to do
this, there are two notions in anthropology, namely emic and ethic which are
hired from the semantic studies (Fetvadjiev & van de Vijver, 2015). Emic as a

4



notion analyzes the concept of how individuals perceive, understand and
interpret their own behaviors, locally. As an attitude, it represents the formation
and framework of a culture concerning its constitutional components and their
purpose (Brown, 1993). Emic focuses on what is specific for the culture while
focus of etic is extensive (Buckley, Chapman, Clegg, & Gajewska-De Mattos,
2014). Hence, emic perspective suggests that a notion should be examined based

on its own cultural context (Fetvadjiev et al., 2015).

Further, there are macro theories concerning style such as style and fashion and
style in the context of identity however, style has not been studied as a sole
practice alone. In general literature, only Kjeldgaard (2009) works on style and
how it is formed. Kjeldgaard’s (2009) study also states that there is a gap in the
literature concerning the emic interpretation of style so that he bases his research
on this foundation in the context of Denmark by also carrying out his research in
the framework of subcultures. Kjeldgaard (2009) studies style and how it is
practiced with an emic perspective in the Denmark’s youth culture context
however while aiming to define style, he focuses on subcultures. Thus, with this
research, we would like to understand, on an emic level, how women who are
professional, modern and guided by Western standards define and practice style
and aim to fill this gap in the literature by enriching the field. The essential aim
of this research is to understand how middle-class professional women aged
between 25-55 define and practices style individually and practically, based on

the fact that fundamentally style is not studied from an emic perspective.

In order to understand this daily life practice thoroughly, I have employed a
qualitative study with in-depth interviews (Langley, 1999). 15 middle class,
educated and professional women who are aged between 25 to 55 are
interviewed in depth in order to understand their perception and practices in
detail (Holstein & Gubrium, 1995). I have also used the photo elicitation
technique by showing them images which reflect different styles and asking
participants to share the photos of their different combinations in order to
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enhance my understanding concerning the study (Patton, 1980). My findings

demonstrate in detail, what style means for these women and how it is practiced.

My findings reveal that women define style as a beautiful appearance, as a part
of the lifestyle, a holistic concept, harmony, standing out, tool for
communication, an experience and finally, compliance with the generic style
codes. Based on this they practice style in three main stages: they first collect the
sources which are material and non-material. Then they use these sources in
order to create a style by utilizing certain practices. These practices are listed as
base practices namely combining, aestheticizing, adorning and complementary
practices namely strategizing, harmonizing and authenticating. Finally, by the
synthesis of these resources and practices they achieve certain outcomes which
are reflecting identity, taste and authenticity. It is important to note that the

whole process is realized in the medium of factors age and culture.

To conclude, in the first chapter, I will talk about the literature review in detail in
order to better understand the perspectives in this area. Then in the second
chapter, I will give a brief explanation of the context in order to provide a better
interpretation of notions. Then, I will explain my methodology throughout this
research in order to better reflect the structure and foundations of this study.
Further, the findings in this study will be presented in Chapter 5. Lastly, Chapter
6 will be focusing on the contributions of this study to literature and reflect a

light on the future research opportunities.



CHAPTER 2

LITERATURE REVIEW

2.1. Meaning of Style

2.1.1. Definition of Style

Modern and known definition of style based on cultural practices, dates back to
second period of 20" century in UK (Kjeldgaard, 2009). However, in consumer
researches, it actually has been studied as a subtitle until now (Kjeldgaard,
2009). There are variety of definitions for style, each of them looking from
different perspectives. Firstly, simply and broadly, Maffesoli (1996) defines style
as the variety in carrying out things or shortly “manners”. Then, Kjeldgaard
(2009) indicates that, for years, style is recognized inherently as a medium to
conform to one’s greater environment. He also criticizes this continuing theory
by focusing on individuality. From another viewpoint, Armstrong, Kang and
Lang (2018) defines style as an intimate statement which is permanent, balanced
and long lasting. Similarly, Welters and Lillethun (2007), also ascribes style with
longer life span. However, there are also other studies which claim that style is a
notion which could be changed and replaced expeditiously (e.g., Volonte, 2019;
Mikkonen, Vicdan, & Markkula, 2014).

From the perspective of sartorial practices, Kjeldgaard (2009) defines style
basically as blending a handful of chosen pieces. Similarly, Murray (2002) also
bases his definition of style on mix and matching. According to him, style is
composed of “identification with others, the commercial and creative use of
stylistic effects, and situated performances” (p. 433). He explains that style is

mixing the sartorial pieces and bodily embellishments based on an aimed fashion
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style. However, he also offers another perspective by specifying his definition
that style is an arena where opposite and internal issues such as contradictory
subjective notions, distinction, and character governmental processes are
clashed. Besides, Hebdige (1979) also maintains this idea by defining style as the
zone where the antithetical definitions merge with an extensive power. He
extends his definition by simply referring style as a shell for symbols and
meanings against hegemonic notions, with the support of culture in the
background. He goes on by defining style as a way of very intentional
communication and created by people with the aim of giving a message. Here,
style is delineated as a tool for communicating emotions and identity (Rafferty,

2011; Murray, 2002).

Supporting these views, Kjeldgaard (2009), stated that style is viewed as an
essential tool which grasps the realities behind the personal characteristics and
splintered construction of collective existence through the filter of consumer
culture theories which define consumption with postmodern philosophy.
Evaluated within the framework of style, three pillars outshine in his study. First
of them is the notion of fragmentation which suggests that consumers’ practices
are more on more evolving into interim. Second idea is that style and identity are
fluid forms which enables consumers to make alterations as they wish. Third
idea explains the ever-extending world of signs, which represents the signals
which that have lost their true meaning between signifier and signified, allowing
a more extended use for typical words. Consequently, based on these capabilities
style is afforded, Murray (2002), defines style as a tool which helps people
disguise their certain insufficiencies and step forward with no need to other
impression tactics, even though there are other difficulties which make
implications for consumer culture. Such, the habit of being judged by the mere
look creating a false impression concerning one’s self and style. Finally,
Hebdige (1979) defines style as a bricolage referring to the sophisticated and
creative assemblage process behind which means style is a collective concept
which emerges as the sum of personal practices and values.
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2.1.2. Collective Style

Other than its individualistic dimension, there is also a collective dimension to
the style. Blumer (1969), suggests that in time, certain styles emerged could
spread around the society and represent collective moods. These moods in turn,
help new trends become known by crowds while creating an enthusiasm with
newness (Thompson & Haytko, 1997). To clarify, short lived types of styles are
referred as trends while reference style is a style which is honored with a longer
life-span (Welters & Lillethun, 2007). Confirming this cycle, Murray (2002)
introduces the idea that social evolutions are used to be led by systematic
discrepancies; however, now the process occurs through fashion, style and

identity and as Maffesoli (1996, p. 9) adds “emotional communities”.

One of the most obvious indicators of collective dimension of style is the
concept of “street style” (Woodward, 2009). Indeed, starting from the ending
period of 19" century, strong and pretentious styles have been outshined by
fashion authorities (Thompson & Haytko, 1997). In the late 1900s, certain
magazines reflected ordinary people as more authentic and real by putting the
spotlight on them. This approach namely, street style, then followed by many
other popular magazines. In fact, certain magazines such as Elle now have
“street style” section which cast real people from streets who also wear
accessible vintage or fast fashion pieces (Woodward, 2009). In particular, street
style, represents the departure from the old and spreads until it loses its sharp and
differentiating edge. It comprises of two contrasting aspects. One of them is
represented by creativity which is formed through the reforms occurred in
subcultures and the other is represented by followers who accept the rules readily
and never challenge the status quo. Considering all, the concept “street style” is
visible in many areas of life such as media, magazine and more since it could
take many forms considering the imagery and practical world of today

(Woodward, 2009).



From a broader perspective, Brickell (2002) also narrates the society wise aspect
of stylistic practices in the light of fashion of that time and the effects of war. His
study suggests that fashion and style always proceeded hand in hand with real
life while transferring the mutual relationship among them with examples from
war time. He explains how war being on the table, it affected the life of everyone
and changed undeniably the lives of women as well as sartorial practices. As
women starting to work on men’s jobs, their style evolved through this new
situation, collectively. Women started to wear more masculine outfits which
provide them the ease and comfort while working. However, in 1947, Dior
appeared on the fashion scene with its offer “new look™, aiming to retrieve the
old silhouettes and elegance to women’s clothes back. The most distinctive
elements of the new trend were a very narrow waistline, ruffle details, longer and
tighter skirts and excessive fabric which are not compatible with the war time
style of women at all (Brickell, 2002). The narrow waist, through all those years,
has been the mark of different social worlds of men and women (Bordo, 1993).
Looking back, current studies of the trend put implications such as satisfaction,
rejection and defiance front and interpret it as a backward move. It also evokes
contrasting feelings in society in terms of embracing it or refusing it since some
of the people long for elegancy of women before war while others wish for being

free with their fashion choices (Brickell, 2002).

2.1.3. Style, Information and Inspiration

Mikkonen et al. (2014), believes that having a sense of style is something that
could be learned, rather than a quality which comes with birth. Although media
channels have serious impact on the world of signs and symbols; the individual’s
own experiences shape the way the body is fashioned (Murray, 2002). At the
same time, it could be said that style has an informative potential through the
fundamental semiotic cycles of choices and combinations (Barthes, 1957,
Hebdige, 1979). Consequently, sense of style is both could be learned and
taught.
10



Going through the pages of old magazines, which are sartorial information
sources, 3 kinds of directions attract the attention. First one, encourages women
about making conscious and critical decisions about what to wear and see
fashion as just an advisor. Thus, it is left up to women whether to follow fashion
or not. The aim here is, to support women as freely deciding individuals.
Following this base idea, second principle recommends women to build their
own style based on their personal taste and act creatively. Lastly, the final
principle advises women to take a different perspective and turn the pathfinder to
themselves, meaning that to base their practices by prioritizing themselves and
their ideas first. Through these 3 rules, women realized themselves while
discovering their own personal tastes, individuality and free will in a fashion

system which still represent rules and limits (Delhaye, 2006).

2.1.4. Style, Beauty and Taste

Style oriented individuals look at the idea of a beautiful look from an entirely
different perspective instead of focusing on trends and mainstream rules
(Armstrong et al., 2018). As an essential notion for self-expression and identity
reflection, aesthetics is a focal point for individuals who prioritize style as a
philosophy. Beauty is a constitutional cause for human and it may evolve to taste
when it is blended with experience. Through this taste, some gain the perception
which interprets beauty in a profound scope (Armstrong et al., 2018). Moreover,
taste could be better seen and acknowledged when pieces of clothes are
presented on one’s body (McQuarrie et al. 2013). Benefiting from certain colors,
models, patterns, textures and tools, aesthetic perceptions are manipulated
(Armstrong et al, 2018). For instance, there is a realness and a message in the
choices of a person who walks the street with her choice of combination which
gives away the mysteries of her taste, means and preferences which overall
leading to a whole image reflecting her socially readable qualities (Hebdige,

2007).
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2.2. Style and Identity

Eco (1973) says “I speak through my clothes.” (Barnard, 2007, p. 256). People’s
quest for identity has long been an issue drawing attention of scholars (e.g.,
Parmentier & Fischer, 2011; Rantisi, 2011; Delhaye, 2006; Jayne &
Ferencuhova, 2015; Saucier, 2011). After style, ability to build a specific identity
over what one chooses to wear is one of the most studied subjects in literature
(Saucier, 2011). First of all, according to Cordwell and Schwarz (1979) clothing
satisfies more than just functional concerns. With clothing, the dressed body
communicates our personal and social identities (Saucier, 2011; McNeill, 2018).
Knowledge of fabric, understanding texture and quality, capability of combining
certain pieces and creating an aesthetic look, understanding trends and having a
distinctive personal style perspective all establish identity, by homogeneously
merging (Isla, 2013). Together with emotional realm and cultural perception,
style speaks for one’s communicative identity (Rafferty, 2011). Based on the
ideas of Giddens (1991), Kjeldgaard (2009) states that in late contemporary
social theory, as opposed to the class-based identity schemes of counter and
subculture during the 1960s and 1970s; the style-identity connection is

conjectured to be a statement of personalized identity projects.

Through our body, we do not only express our identities but also our values
while strengthening our differences with others as well (Delhaye, 2006). Thus,
clothing has a distinctive power which could put one on the spotlight. Clothing
becomes a means of differentiating point for identity and a hallmark (Rafferty,
2011; McNeill, 2018; Volonte, 2019). This differentiating power occurring from
nuances between personal tastes of the individual and others, used in the identity
building process in a constantly reviewed manner, reflecting the dynamic nature
of the process (Thompson & Haytko, 1997). According to Entwistle (2015),
costumes present us opportunities for being a part of social discourses and build

our own personal existence through meanings occupied. It is possible for people
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to build and reflect new identities every day from a cultural portfolio (Sobh,

Belk, & Gressel, 2014).

Besides, according to Thompson and Haytko (1997), people tend to care about
others’ appearances. To illustrate, obvious differentiating and evolving aspects
of taking care of one’s look has an influencing effect based on the idea that it
will leave an impact and reaction on others who are exposed. Meaning that, how
one is dressed up has the ability to affect the surrounding people’s behaviors and
determine the one’s place in society (Thompson & Haytko, 1997; Solomon &
Schoepler, 1982; McNeill, 2018). An individual could be a part of a social class
or group by simply choosing pieces reflecting the values or silhouettes of them
in the identity (McNeill, 2018). This idea brings necessities of impression and
image governance which turn the lights on to oneself in the social arena.
Consequently, this kind of adoption of symbolism shows that sartorial styles are
deciphered not as images of individual character and profound fundamental
character attributes yet in addition as arranging people’s positions in specifically

social circles (Thompson & Haytko, 1997).

Moreover, through the desire of building a unique self, an individual creates
identity considering norms and social environment (Thompson & Haytko, 2015).
In order to uncover meanings in their lives, individuals gather appropriate values
which are reflecting sense of self, from the world of culture. As much as this
process is managed mostly by an individual’s preferences, tastes and
expressions; what they actively resist is also play a big role in the process. Built
on the Thompson and Haytko’s (1997) concept of “countervailing meanings”,
Murray (2002) suggests the idea that consumers benefit from oppositions in the
case of finding a balance between the strata of individuality unfolding through
society. Meaning that, there may be certain tensions which occur in the value
appropriation process caused by the sophistication of cultural discourse however
the process itself help managing these tensions by acting as a tool for
communicating the self. This act of appropriation between tensions and values
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help individual in building his/her identity (Murray, 2002). Hence, thinking
through all of these rather than being a simple giving mechanism, we face
meaning transfer method as a process which is “a diffuse, transformative, and
consumer-centered undertaking” (Thompson & Haytko, 2015, p. 38).
Meanwhile, it is important to note that, throughout these studies, focus has
mostly been on establishing of desired identities with a postmodern perspective
(e.g., Murray, 2002; Thompson & Haytko, 1997). Thompson and Haytko (1997)
expressed that post-modernity gives consumers enough power to abide to rules,
organize their own world of fashion and create a self-reflecting identity
(Parmentier & Fischer, 2011). Identity within this postmodern world is liquid
and changeable (Sobh et al., 2014). However, Negrin (1999), blames post-
modernity with simplifying identity which is presented through consumption and

self-fashioning (Isla, 2013).

Further, as a response to style being consistently overshadowed and being
degraded to a to a simple conforming tool in society; Kjeldgaard (2009) aims to
challenge the previous approaches by looking at style as a way of speaking your
sense of self and identity. In order to explain the philosophy behind, he employs
the folk theory based of popular culture, consumption, youth and style. His study
enriches the literature by looking at style and the processes of managing it
intuitively through folk theory from the customers’ perspectives (Kjeldgaard,
2009). Likewise, in order to highlight the means of expressing identity through
appearance in practice, Sobh et al. (2014), prefers a different context. Their study
analyzes the dressing habits of Qatari and Emirati women who most of the time
wear covers called ‘abaya’ and ‘shayla’ and still have quite the style of their own
with their “designer clothes, flamboyant high heels, expensive makeup and
perfume, and designer jewelry” underneath (p. 396). Sometimes they even leave
the abaya partially open in order to display their taste and style and in all-
women gatherings they even wear transparent abayas or not wear abayas at all so
that their expensive clothing could be seen (Sobh et al., 2014). The presentation
of belongings is one manner by which an individual can communicate the

14



concept of self as a method for meaning transfer through symbols to others
around (McNeill, 2018). These pieces under their covers give them a different
self-confidence feeling and affect their behavior entirely (Sobh et al., 2014).
Moreover, women find pleasure in attracting the attention and envy of other
women through their purchases and possessions. Some even enjoy answering
certain questions concerning their purchases since it gives them an opportunity
to talk about their experience while purchasing that special item like travelling a
foreign country. This type of conversations also covers other details and
activities which are the markers of owner’s abilities and capitals both economic
and cultural. Travels to certain capitals such as Paris are always leave the listener
in awe of the situation and cause the owner to feel more sophisticated (Sobh et

al., 2014).

2.3. Style and Fashion

“Fashion, style, la mode” (Welters & Lillethun, 2007, p. 19). Style as a concept,
has extended its definitions to many aspects of life and fashion to begin with,
while being more and more famous every day (Kjeldgaard, 2009). Based on its
development through constant change (Rueling, 2000), fashion is defined as
“changing styles of dresses and appearance that are adopted by a group of people
at any given time and place” (Welters & Lillethun, 2007, p. 21). Slater (1997),
suggests the concept of “system of rapid turnover of styles” in order to simplify
the fashion’s sophisticated world of creation (p. 19). Besides, Volonte (2019)
adds that, because of fashion’s nature which is obliged to change, styles are
ended and replaced very quickly through trends. Moreover, fashion, which is an
integrated industry with its many actors such as designers, consumers, brands,
stylists and magazines; strives to satisfy the needs of people in a variety of social
environments. The ‘look’ created in the process is not something stable and
readily made but rather emerges from divergent set of relations between these
actors and processes (Volonte, 2019). Hence, it is possible to say that fashion
emerges from multiple points of view. First, worldly famous and preeminent
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designers invent and establish novel creations for high class taste makers. Then
head designers, magazine editors and all other fashion authorities watches these
creations flow on the runway while recognizing what comes. Fast fashion
industry, as well, builds collections as incorporating certain stylistic rules. At the
end, all these efforts are appreciated and consumed by fashion enthusiasts.
Indeed, the reverse influence is also possible like fashion adopting practices from
subcultures or from past which is called vintage (Welters & Lillethun, 2007).
Therefore, considering the diversity in its creation, fashion is a sophisticated
language which may require soft explanations sometimes (Thompson & Haykto,
1997). Thompson and Haytko (1997), suggests the idea that in order to make
sense of the rules and values of fashion world surrounding them, consumers
connect and blend a variety of unspoken theories in communities, by

internalizing meanings.

Furthermore, Zanette and Brito (2019), defines fashion as a mindset, consists of
know-how and related materials which complete each other in order to provide a
sense of identity, comfort and belonging. The negotiation between self and outer
world reflects one’s struggle of marking a special place in the world by
highlighting unique personal qualities (Zanette & Brito, 2019). Thus, consumers
have the ability to manipulate fashion in order to resolve their identity issues, as
well as, discovering and marking their perfect place (Murray, 2002). Murray
(2002), defines fashion with “deep-seated cultural imperatives” while comparing
it with style. According to him, in order to uncover meanings in their life,
individuals benefit from fashion by choosing appropriate values which are
reflecting sense of self, from the world of culture (Murray, 2002). To illustrate,
with reference to Thompson and Haytko’s (1997) perspective; Zanette and Brito
(2019) delineates fashion as a tool in the consumers’ processes of building and
presenting a fashionable self to the world by creating a guidance with its
symbolically and materially rich world. Based on this, Thompson and Haytko
(1997), introduces a new idea by merging fashion concept with the philosophy of
a bricoleur who takes socially convenient means in order to build something new
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by the combination of them. Here, fashion is only a medium in the world
represented by the sartorial appearance management. Consequently, fashion
helps us finding our places and who we desire to be in society by reflecting on
our dressing choices on different social occasions (Thompson & Haytko, 1997).
It is an area where it is possible to create combinations which reflect different
identities, evoking the feeling of choosing who you are going to be for the day

from a catalogue (Sobh et al., 2014).

In addition, the way a person looks could deeply affect how others identify
him/her (Solomon & Schopler, 1982). Building on this idea, Murray (2002),
reflects fashion as an equalizing power based on Bourdieu’s interpretation of
how an impressive image could be a social signalizing asset accepting the
disproportionate dissemination of cultural and economic properties. Individual
borders and social life have been negotiated through one’s fashion choices and
the way body looked so they could be used in order to manipulate certain
attitudes. Thompson and Haytko (1997), confirm the idea that, one can get even
with the obstacles of the past through fashion’s powerful collaboration with a
thorough image management, which is also the traditional acceptance of the
society. Hence, creating a look is important in order to present a socially
approved status (Armstrong et al., 2018). Fashion, enables the communication in
society where class-based ordering still continues mostly focusing on personal
fashion choices rather than signs and symbols. While creating self-identity,
fashion supports the process by lending its world full of attitudes and meaning

(Thompson & Haytko, 1997).

Further, when a person wants to build a style of his/her own by using fashion as
an intermediary in order to mark a place in the society; three things affect their
course of action: need for uniqueness, enforced rules and their mind (Zanette &
Brito, 2019). Today, fashion is, more than ever, accessible and affordable with
far too much options to choose from (Tokatli, 2008). Thanks to the developed
system of information transaction in the production and selling parts, it is now
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possible to reach a plenty of variable styles more often (Woodward, 2009).
Through these offerings of fashion, women have a great deal of freedom and
many alternatives thus they are expected to be more authentic and tasteful than
ever before (Delhaye, 2006; Zanette & Brito, 2019; Thompson and Haytko,
1997). Considering all, it is easy for a typical consumer to shop for every kind of
item such as both expensive and cheap together with the stimulation which
comes from actors of the industry then finally by mix and matching, constructing

a unique style (Tokatli, 2008).

Besides, this personality play of shopper motivates the system of fashion to
consistently appoint style advancements. As a result, both manufacturer and
purchasers have their limitations concerning their force, with the design's
ceaseless requirement for originality and its determined creation of obsolescence.
However, to the degree that purchasers have exercise over their practices and
personality projects, they keep their natural right of dismissing prevailing
rhetoric (Parmentier & Fischer, 2011). This duality between commodification
and authenticity is also referred to by Thompson and Haytko (1997), with a
reference to Giddens’ (1991) study. Accordingly, based on Western
consumerism, the essential problem of identity lays in the deep conflict between
individual drives and materialized influences. Branding and materialization
cause considerable problems in terms of creating and reflecting unique identity
thus sometimes a conflict emerges between these two. Moreover, Mikkonen et
al. (2014), claims that a woman who wears too much brand would not have a
sense of style at all. Considering these, as a solution, Thompson and Haytko
(1997) suggests eliminating decommodification from sartorial approach while
mixing and blending brands and adding some pieces from oneself, since fashion
world gives the perception of there is no room for authenticity with only
mainstream options to choose between. Their study also draws the attention to
the fact that all the work and creativity afforded by famous brands actually must

be reflected and refined in a careful manner since adopting the well-known ready
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to wear silhouettes and utilizing them as they are actually stand opposite to the

style’s essential notions such as originality and exclusiveness.

2.3.1. Fashion and Emotions

According to consumer research, emotions are quite important part of
consumption practice however this claim has transformed into a concept only in
a few studies (Rafferty, 2011). Rafferty (2011), points out that there are limited
numbers of researches have been made concerning the association between
emotions, status and consumption. For instance, a variety of emotions such as
anxiety and fear experienced towards one’s physical appearance and others’
reactions to it have been referred on the pages of researches (Rafferty, 2011).
Besides, many women acknowledge that fashion covers a significant portion in
their lives as well as influence their emotional well-being (Rafferty, 2011).
Further, based on Gilles Lipovetsky’s work, Evans (2003) suggests that, fashion
is good in terms of reducing the effects of depression and enables discovering
different identities besides facilitating growth. However, Rafferty (2011)
suggests that while Bordo (1997) interpret women’s attitude towards market’s
messages as passive, emotional aspect was not taken into account and he adds
that consumers are definitely not easily influenced by the outer stimulants. If one
wants to explain the fashion’s appeal, then he/she should definitely take the

social aspects of emotions into account (Rafferty, 2011)

2.4. Style and Ethics

Armstrong et al. (2018), associates style-based consumption with the habits of
slow-fashion consumers. Their study suggests that adopting a certain style means
preferring sartorial pieces which pretty much line up with one's very own style.
In consideration to Cho, Gupta and Kim’s (2015) interpretations, shopping
according to a certain style is perceived as the equal of being sustainable and
economical (Armstrong et al., 2018). A strong and balanced sense of style
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actually results in more sustainable tendencies which prioritizes a longer and
fulfilled life for products such as recycling, creative use and decreased
consumption. Hence, there is also an inclination towards immortal or exemplary
dresses which hold on for a long time. Moreover, this idea elaborates on the
practices of slow fashion shoppers who looks for quality and timelessness with
the less is more principle through a search for balance in lifestyle and their
structured character (Armstrong et al., 2018). Lundblad and Davies (2016),
indicates that for slow fashion adopters, there is a strong tendency for making a
statement with your look while transmitting your philosophy and feelings and
not giving up on comfort and relationship with yourself while doing that. Hence,
consumers’ aim of creating an authentic outer facade with the source of internal
motives requires fashion word to alternated by the style notion (Armstrong et al.
2018). Nevertheless, consumers who are fashion focused give more importance
to their appearance thus they consume for their image while people who embrace
the style mantra mostly focus on the sustainable aspects of clothing like

authenticity and uniqueness (Armstrong et al., 2018).

It should be noted that, as minor and differentiated practices are fitted to norms
and promoted by market, then it becomes known and accepted by everybody
(Sandikci & Ger, 2014). Surely, a few researchers highlight innate economic and
market-based structure of defiant practices as fuel for a fashion/commodity
market, as the market commercializes styles on a worldwide scale (Heath &
Potter, 2005). Although resistive acts, just like sustainable consumption,
commodified and materialized like fashion nowadays by the market, Bly,
Gwozdz and Reisch (2015), emphasizes that style and sustainability are
recognized to be on the same side and supportive of each other while fashion, as
we know it, highly contrasts them (Armstrong et al. 2018). Further, sustainability
as a promoting power for style, unlike fast fashion, opens a way for notions such
as self-realization, expression of creativity and reflection of identity regardless of

fashion’s accounts. Intrinsic motivations take the role while the need for novel
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pieces decrease since the stories narrated by looks are more in line with the story

teller’s intentions (Armstrong et al., 2018).

2.5. Style and Culture

Based on Abrams and Hogg (1988), McNeill (2018) discussed that context is a
strong variable in in determining the final self-concept of the individual.
Meanings are re-shaped in the minds of the individuals through the filter of their
cultural accumulation (Thompson & Haytko, 1997). Consumers benefit from the
personal interpretation of cultural rhetoric in order to build native and valid
public personas (Thompson & Haytko, 1997). Thus, it is possible to observe
both societal and individual motivations in sartorial practices (Derrington, 2009).
Besides, Upbringing, family and core environment growing up have a great
impact on participants’ sartorial choices of today (Saunders, 2014). Thompson
and Haytko (1997), associate the individuals’ use of fashion with a dance which
is used in order to make sense of the actions of themselves and others around
them. This dance provides tools for refusal of the societal norms, rules and
impositions. Moreover, McNeill (2018) suggests that, if a woman with a solid
sense of self, also shows a strong presence and stance in a social environment,
then her choice of clothing and style has the possibility of being “riskier”
compared to others. In addition, mixing regional customs with global structures,
style blends contrasting cultural ingredients to create a unique identification

(Murray, 2002).

The word woman is always mentioned together with fashion, grace and style
(Zanette & Brito, 2019). The idealized woman is pictured and standardized by
the contemporary excellence rules (Delhaye, 2006). Saunders (2014), sums up
very well the ideas, judgments and biases which are behind the manners of
society’s interpretation of a woman’s clothing choices. Based on a television
series “Nosotras”, she reflects the transformation of clothing style of a girl
named Maria who happened to have a bohemian style at the beginning. As she
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becomes a serious journalist her style also evolves through a more elegant look.
Study narrates how a woman’s sartorial practices changes according to the

expectations and pre-defined roles in the society.

2.6. Practice of Style

The notion of ‘body’ represents our defined places in the world (Roux & Belk,
2019). Saucier (2011), defines the body as “a social canvas” thus, it is
embellished through signs, symbols and a variety of clothing pieces. Clothes
actually act as ‘means by which bodies are made social and given meaning and
identity’ (Entwistle, 2015[2000], p. 7). A realistic message is cleverly embedded
in the choices of a person who walks the street in her builded combination which
reveals the refinements of her taste, methods and preferences which in the end

leading to a portrait reflecting her socially relevant attributes (Hebdige, 2007).

As reported by Cillo and Verona (2008) style is a concept which is closely
related to combination. One could get an endless number of looks by mixing and
matching all the pieces inside the wardrobe which “stores all the potential selves
— past, present and future” (Bye & McKinney, 2007, p. 486). Sophie Woodward
in her famous book ‘Why women wear what they wear?’ declare the wardrobe
moment as a definitive and exposing moment in which greater concerns such as
identity and society emerge. By collecting her own choice of sartorial pieces, a
woman actually builds her very own aesthetic perception and define the rules of
her relationship with outer world. Looking deeper from the preferred look, one
must reach to the wardrobe moment which gives clues about dilemmas and
tensions, in order to better grasp the sophistication behind those simple choices
(Derrington, 2009). Woodward also benefits from Simmel’s (1971) approach in
the case of forces between individuality and conformity, declaring both as
essential concepts within sartorial practices. Further, life itself, meaning that how
women live actually affect their sartorial decisions more than commercial efforts.
Thus, reflecting identity through sartorial practices has a dynamic nature which
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sometimes enabling and inhibiting for the others. Notions such as status
demographic issues and ethnicity affect the process (Derrington, 2009). Further,
Mikkonen et al. (2014) suggests a self-help philosophy called “wardrobe self-
help” which facilitates managing one’s look, embodying own unique features
and listening what intimate sartorial instincts say. Referred as “WSH” in the
study, this philosophy frees the consumers from imposed rules and standards of
the industry. These industrial impositions can cause one to look like lacking an
authenticity through all the fashionable labels and perceived as unprofessional.
Tenets of “WSH” on the other hand offers a source of happiness and governance

which flow from the inner world by taking the lead.

Moreover, based on Thompson and Haytko’s (1997) ideas, Kjeldgaard (2009)
suggests that respondents’ approach of managing the communication to their
preferred style types constitutes the essence of folk theory which has three strong
pillars. First of them is the style’s identity aspect. It says that respondents stay
loyal to the range they move while switching between different styles. Secondly,
their movement is limited by the freedom which they deem for themselves. This
freedom which accepted as artificial in traditional acceptances, gives authenticity
to them as they could create their own perspective different than their peers.
Thirdly, consumers are very aware that social life has a big limiting impact on
their style choices. Thus, there is a strong sense of impulsivity is observed in

total.

People behave in a certain way in order to adapt to the surrounding
circumstances (McNeill, 2018). While shopping, consumers unintentionally
administer the social implications resulted by style and the interpretations of
their decisions of style for creating a personal-identity (Kjeldgaard, 2009).
Giddens (1991), studies this idea of unconsciousness as a phenomenon occurring
in the constantly changing social settings which requires continuous self-
observation, control and adjustment. These impulsive processes are actually

defined as technologies of self which are administered by consumers (Jantzen,
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Ostergaard, & Sucena Vieira, 2006). Conversely, past studies (e.g., Elliott &
Davies, 2005) on the subject does not refer this process as reflexivity although
there is an awareness towards different styles and evaluation of the self,

compared to them (Kjeldgaard, 2009).

According to the study carried by Kjelgaard (2009), two obvious patterns emerge
concerning the style consumption. These are called “style switching” and “style
code reflexivity” respectively, similar to experimentation and domination
notions in Murray’s (2002) study. Murray (2002), introduces the ‘sign
domination’ and ‘sign experimentation’ concepts which gives an insight to
sartorial practices in the light of hypothetical and known essential positions with
its industrialist structure, and the postmodern reasonableness of the innovative
and beneficial array of signs into individualized styles. Differently in
Kjeldgaard’s (2009) study, unintentional factors affected by social norms play a
role in style codes rather than capitalist rules which forms a base for style
domination. Kjeldgaard’s (2009) notion of style switching challenges the
meaning and signs aspect of postmodern consumption theory by saying that
although styles becoming freer and more disconnected from traditional forms,
they still keep their connection. Consumers adopt numerous styles in order to
build a personal but integrated image of identity. Findings suggest that, people,
who subject to the study, perceives style as a something they exhaust. Meaning
that, style alone does not signify a lot of things however the association with
style, defines identity. Style here adopts an integrative role which stands for

one’s relation with style as part of his/her personality (Kjelgaard, 2009).

Builded on the theories above, based on their abilities and learning, women
engage with fashion in their own unique ways. For example, many middle-class
women would like to keep a unique position for themselves in their self-
fashioning practices and they even go shopping alone in order to eliminate the

risk of being copied by others (Rafferty, 2011).
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With the opening of the first department store in Paris in 19" century then it has
spread to Europe and America, it altered all customary perceptions about
shopping. These stores followed a different path from others by keeping the
prices low in order to attract more customers. This affected the way people dress
and their style thus fast fashion became more visible while high priced, made to
measure clothes became obsolete (Merlo & Belfanti, 2019). However, Johnson,
Kim, Mun and Lee (2015) suggests that although not clearly yet abandoned,
brick and mortar shopping is slowly losing its place to online methods. Yet, there
are still significant motivations which direct consumers to shop from stores such
as shopping enjoyment. Their study suggests that, shopping enjoyment is a
significant dimension in the ‘brick and mortar’ shopping. Further, they claim that
sartorial shops could enrich their customers’ place attachment together with store
loyalty of their stores by strengthening shopping enjoyment. Consequently,
today, achieving a diversity of styles in more affordable ways frequently is pretty
easy (Woodward, 2009; Tokatli, 2008). Hence, for a consumer, it is not
challenging to acquire any kind of item in order to fulfill a personal requirement,
disregarding the properties of the sought item, then finally by blending, aiming
for creating a one-of-kind style (Tokatli, 2008).

Furthermore, Rafferty (2011), lists the motivations which lead to consumption
as, authenticity, pure wish, delight of consumption and perception of self-worth,
respectively. Very assorted in nature, many decisions take place critically in the
consumption processes (Bye & McKinney). Quality, aesthetic, and
sophistication are important characteristics for the purchase decision of a style-
oriented person while in general there is an inclination towards items which hold
on for a longer time (Armstrong et al. 2018). Individuals who are focused on
style rather than trends and fashion, invest in more timeless pieces (Armstrong et
al. 2018). Because clothes should be chosen according to one’s style benefits
instead of trendy ones (Mikkonen et al., 2014). Besides, Kjeldgaard (2009)
suggests that style is an extended concept in many aspects of life. Based on
Veblen’s (1899) infamous Theory of Leisure Class, according to Delhaye
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(2006), women’s consumption habits and the way they are dressed were the
symbols of their lifestyle. They were wearing resplendent and exaggerated

dresses which in no way would let them work and this was their status symbol.

Moreover, persistence achieved through one’s discovery of clothes which are
best for her body type is the pillar of style together with timelessness and
individuality, rather than following and practicing frequently changed latest
looks. Displaying a stylish presence includes eliminating what does not befit to
you as well as adopting what flatters you instead of just being a fashion follower.
Focusing on what you wish to flaunt while cleverly disguising what you don’t is
what style proposes (Mikkonen et al., 2014). Hence, the ideal aimed identity
must be being a woman who is aware of the special qualities of her body and
dressing accordingly; not someone who unconsciously follow fashion or who

does not care at all (Mikkonen et al., 2014).

2.6.1. Style and Meanings

Through codes of meaning, one could choose the appropriate one in order to
build a style. From this perspective, it is kind of like speaking a language. One
must use his/her abilities of creativity while staying in the boundaries posed by
the language itself and in the same way, should create a combination which is
striking (Murray, 2002). Regardless of the intention and aim, every object could
be accepted and interpreted as a sign (Eco, 1979). Sandikci and Ger (2014)
explains the process as, the primary famous phenomenon loses its first meaning
which belongs to a certain context and takes whole another forms and meanings
with the internalization by the greater society such as in the cases of jeans
leaving the context of motorcycle community and tattoos losing their association
with the prisoners. Brands which are rich in terms of signs and symbols are also
used in order to reflect the selthood, as well (Lascity, 2018). Saucier (2011),
supports this argument with the example of Timberland boots which are used by

Cape Verdean community in harsh conditions, being also used by Americans.
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American people also wear these boots not for war but in order to signal the
meaning that they are facing the difficulties of the city life. Based on Hebdige’s
(1981) tenets, this shows the creation of a style by pressing play after carving
something out from its traditional frame and placing it in a totally unfamiliar
context (Saucier, 2011). Further, in order to integrate other meanings to their
clothes and signal different messages about their personality, people often
benefit from the elements of nature such as lion patterns which represent power
and nobleness. Different animals are used as a metaphor and transfer meaning

(Saucier, 2011).

With the aim of searching and signaling the true meanings, purchasers try to
express the certain views of their casual sartorial lives which includes
mainstream fashion rules, accepted stylistic approach according to certain
factors, brands, idealized images, icons and classes through fashion styles, by
benefiting from the blend and re-interpretation of contained folk theories
(Thompson & Haytko, 1997). System of symbols has a great amount of power in
the fashion world. (Murray, 2002). Since fashion has a nature full of values,
symbols and contrasts, it gives individuals the ability to solve problems occurred
because of the imbalance between the degree of autonomy or conformity in a
social atmosphere through meanings provided (Thompson & Haytko, 1997).
Fashion especially stands as a great representation which clarifies how sartorial
purchases are social devices that fill in as a way for meaning exchange (McNeill,
2018). Hence, fashion discourses act as means to construct new local meanings
and interpretations. This method adopts the duty of explaining more
sophisticated issues such as personality in relation to culture and society besides

gender and class issues.

Fashion discourses, within their atmosphere, enclose social symbols which help
consolidate meanings to adopter’s variable aspects of life. The function of these
localized mainstream notions is that they support the adopter as a dynamic and

creative being of an exclusive style rather than a simple follower (Thompson &
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Haytko, 1997; Saucier, 2011). However, from a different perspective, in the
event that a specific apparel becomes popular, a fragment of the society will
have a tendency towards items that fit that style. It isn't the genuine actual thing
that the individual feels enthusiastic about but the idea of possibilities afforded
and presented by that item. Social acknowledgment and self-fulfillment are the
disguised main motives for person's intentional choice of acquisition of an item

(McNeill, 2018, p. 84).

2.6.2. Style, Creativity and Authenticity

Based on Kaiser (1997), Armstrong et al. (2018) suggest that, style is created
with efforts of creative minds who look from an artistic window while playing
with clothes. Unique personas who have authenticity in their style choices are
the ones who are conscious about their identity and their desires thus the style
confidence is essentially affected by authenticity. Certain group of people knows
better how to create a stylistic look by matching different pieces in an unusual
way thus others are content with themselves by buying the latest trendy item
only to match it with cowboy boots and not regular shoes (Tokatli, 2008).
Meaning that, because of the contradicting multidimensional nature of fashion,
its interpretations could be used with the purpose of shining through the crowd
or rather be a part of it (Thompson & Haytko, 1997).
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CHAPTER 3

CONTEXT

A researcher certainly should understand the social and cultural ambience which
the study is conducted in (Keegan, 2009, p. 76). In order to fully grasp the
motivations behind respondent’s decisions concerning her stylistic choices, her
life as she experiences it must be determined as the context to be examined in
because through an interaction between this context and outer social
environment, style takes its shape sculpted by contradictory elements of culture
(Murray, 2002). In this study, Turkish women who are involved in stylistic

experiences and their opportunities and environment embody the context.

Although it is established in 1923 as a whole new soul, Turkey was naturally still
carrying the cultural and habitual impressions from the early Ottoman Empire
(Terciiman, 2017). Consumption patterns of Turkish people were divergent on a
large scale from its European and American peers (Karademir-Hazir, 2014).
Signs of early modernization period were visible and the most striking of them
was the inclination towards Westernization (Tercliman, 2017). Westernization
and secularization tendencies which came with the new authority’s perspective
were reminiscent of European life style for many (Karademir-Hazir, 2014) and
in spite of this, with this new trend, dressing up became almost a focal point in
life (Terciiman, 2017). For Turkish women, as in the case of their peers from
other developing countries, their sartorial style became a quite solid
manifestation of realized westernization (Karademir-Hazir, 2014). Although
modernization has won the 1% place in the cultural domination play, other
players such as; globalization, different economical views, religious factors,
changing face of life from country to urban, have kept the play tough. On the
contrary of Bourdieu’s customary tools which prevail in other settings, Turkey
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offers an uncommon hierarchy synthesized from the composition of modern
western act and classical Turkish perspective. Thus, it becomes crucial to
evaluate any cultural information emerging from the study, in the frame of these
particular contrasting determinants in order to grasp deeply the meanings

presented (Karademir-Hazir, 2014).

Modern &
Western

Differing Education &
Economical Professional
Views Life

Changing
income
Levels

Country to
Urban

Changing
Globalization Family
Structure

Classical
Turkish
Perspective

Figure 2. Turkey as the context of the research.

3.1. Turkish Women

For many years, Turkey has been referred as the lead country which modernize
the life standards of its female inhabitants in the Middle East. Westernization
which has started during the Ottoman Empire, found stronger and solid bases
which have embedded by Atatiirk’s visionary approach. Atatiirk saw the
potential Turkish women have and wanted women to take same roles as men in
the life scene. In the beginning of 19" century, a period which liberate women
has started in Turkey. With this period, many things have changed in lives of

women such as monogamy in marriage, right of education, right of divorce, free
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will in matters such as clothing, private life and marriage. In time, women
claimed their voice in other areas; they asked for an improved education and a
professional life. They became teachers and editors of their very own magazine.
With the acceptance of the Swiss Civil Code on October 4, 1926, stronger and

considerable advancements entered to women’s life (Abadan-Unat, 1978).

However, most of these changes occurred only on the higher steps of the
hierarchy while urban middle-class women achieved those privileges only after
the World War I. Women who live in rural areas had no chance to express their
abilities or identity. Through constitutional changes took place in the scene such
as urbanization, industrialization, migration and common availability of mass
media provided a base for women to achieve desired change. Urbanization
opened the way for higher and better education for women. This education
together with the income level and changing family structure have had powerful
impact on the process of reshaping Turkish women. Increased number of women
professionals even in the male dominated areas, represent the evidences of this

reality (Abadan-Unat, 1978).

There are still certain obstacles which limit women being active in their
professional life (Yanar, Budworth, & Latham, 2009). Approximately %52 of
Turkish society is women but they represent only the one fourth of the recorded
work force (Sposito, 2013). As reported by State Institute of Statistics of Turkey
in 2006, women account for only %26,9 of the workforce in comparison to
%73.1 men (Yanar et al., 2009). According to world economic forum, only %12
of women is seated in chief executive positions and their presence on managerial
positions decrease remarkably on higher ladders of the hierarchy. Considering
the roles afforded to women in house, women always feel the urge to always
choose between their family or careers. However, in Turkey, it is possible to get
outside help for the housework and childcare through maids by paying small
amounts (Sposito, 2013). These roles, norms and values affect the way how

women make sense of themselves and adjusts their behaviors accordingly (Yanar
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et al., 2009). While the necessary support being missing affecting this process
negatively, self-confidence plays a positive role in beating the obstacles (Yanar

et al., 2009).

After a general look at the journey of Turkish women finding their own voice,
Karademir-Hazir’s (2014) work gives deep and meaningful insights about
Turkish women’s stylistic perspective in the light of her tastes and practices
which are naturally emerged from cultural and status related factors. Her analysis
illustrates the effects of belonging to a class which is determined upon one’s
professional life and having a cultural accumulation on the degree, nature and
consistency of commitment to stylistic processes. She looks at the picture of a
Turkish woman’s sartorial style in the light of Westernization while also

considering the natural habitat features of the country.

Karademir-Hazir (2014), defines embodiment practices as “practices undertaken
to maintain, modify, adorn and cultivate our bodies” (p. 2). At the late 20™
century, these embodiment practices evolved into something which an individual
identify herself with (Akman, 2009). Consumer culture and consumerism have
experienced a huge increase lately because of the fact that the world is now a
global arena in terms of travel, communication and media (Sobh et al., 2014).
Today, our physical presence is continuously subject to external factors which
insistently direct us to change in order to meet the needs of ambitious market
(Karademir-Hazir, 2014). Through these developments, fashion offers women a
great deal of freedom and many opportunities thus they are expected to be more

authentic and tasteful than ever before (Delhaye, 2006).

3.2. Globalization and Fashion

Today, in global world, Turkish women has a silhouette which is facing forward
the Western consumption patterns. They use global brands as well as exposed to
a global media. They are acquaintances with the global taste regimes and engage
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with them. This reality brought the requirement of taking a look at the
globalization and the situation of fashion in it. According to Appadurai (1990),
the new global world has a disjunctive nature which makes it impossible to
comprehend deeply by using existing methods; thus, he offers a set of
dimensions in order to make sense of the sophisticated and manifold structure of
the globalization phenomenon. These dimensions respectively go as

mediascapes, financescapes, technoscapes, ethnoscapes and ideoscapes.

Looking at them in detail, the concept of ethnoscape covers the constantly
moving people which we could exemplify such as tourists, expats, and even
immigrants (Appadurai, 1990). Advancing from local to global, fashion has
emerged in Europe and flourished in the metropolitans (Welters & Lillethun,
2007). Today, people travel across continents in order to shop for their sartorial
passion pieces or aiming to discover newest trends and fashions. Other than
fashion weeks held in fashion capitals, today cities like Amsterdam, Berlin and
others are having their own (Rantisi, 2011). These shows are attracting all kinds
of people from different cultures, professions and nationalities. Sartorial
enthusiasts travel from Italy to France in order to be informed about the latest
looks. Even certain beauty movements travel among cultures, influencing people

from miles away such as African hair breads or French tuck.

Secondly, the dimension called as technoscape refers to the global and boundless
composition of technology which enables cooperation between parties which are
thousand miles away from each other (Appadurai, 1990). For example, social
media and other channels are frequently benefited as the source of inspiration or
a learning point such as getting some ideas about fashion from celebrities or
trendsetters (Tse & Tsang, 2018). Today, Instagram has turned into a very
popular fashion scene. The number of bloggers, influencers and tastemakers in
the channel, is increasing very fast. It is possible to post pictures, ideas and
feelings and communicate over them and even it is possible to shop through the

business accounts. The application acts as an intersection point where buyers,
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sellers, intermediaries, bloggers and influencers all come together and fulfill
their needs. Not only needs are fulfilled, but also exchange of ideas about
subjects such as beauty and aesthetics also occurs (Schops, Kogler, &

Hemetsberger, 2019).

Then he talks about mediascape which keeps a variety of information to circulate
around the globe through certain sources, printed or online (Appadurai, 1990).
Although an individual’s own experiences shape the way the body is fashioned,
these media channels have a serious impact on people’s perceptions in terms of
signs and symbols (Murray, 2002). For example, for all these years, magazines
have been encouraging women about making conscious and critical sartorial
decisions while seeing fashion as just an advisor, aiming to support women as
freely deciding individuals. Following this base idea, women are advised to build
their own style based on their personal taste and act creative, suggesting them a
different perspective which prioritize the idea of self. Thus, women realize
themselves while discovering their own personal tastes, individuality and free

will in a fashion system which still represents rules and limits (Delhaye, 2006).

Similarly, based on images, he talks about ideoscapes at last. Ideoscapes
symbolize the political world view and ideologies which shaped around different
countries (Appadurai, 1990). Saunders (2014) illustrates the relationship between
political ideologies and the sartorial choices perfectly well, based on mainly the
four women characters of Marcela Serrano’s famous book “Nosotras que nos
queremos tanto” (1991). She explains how women were claiming their well-
deserved place and establishing a ground for suppressed opinions through
expressive power of sartorial preferences. Article emphasizes the decisive role
one’s physical appearance play in terms of understanding the political
perspective (Saunders, 2014). Through the years, stylistic choices of political
figures have been a focus point for the public eye such as dress choices of

Jacquelyn Kennedy for important occasions or the bridal dress of Grace Kelly
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whose style have been a source of inspiration for many. Today, political figures

still use fashionable means in order to emphasize their stance.

Last landscape is called finanscape which stands for the complex world of
currencies, stocks and assets traded globally in seconds (Appadurai, 1990). All
these dimensions are fluid and always in interaction with each other while

helping us to grasp the reality of our world a bit better (Appadurai, 1990).

3.3. Sector

Diving directly into the fashion and clothing industry, Haciola and Atilgan
(2014) illustrates the general situation of the field very well starting with the
second half of the 20" century, which clothing industry rapidly and globally
expanded. Through structural changes in production and visionary developments
both in the industry and fashion vise in general, dressing turned into something
more than a basic human need. As a consequence of this rise, industry has
evolved into a sophisticated, competitive and originative structure (Haciola &

Atilgan, 2014).

These major changes affected the minor variables of the field and caused drastic
changes such as seasons which set up as 2 at the beginning being increased
quickly to 8 or the expected life cycle of products getting noticeably shorter
which is 4 to 6 weeks for fashionable goods and 3 to 7 months for essential items
(Haciola & Atilgan, 2014). Adding on to that, the most recent looks being
accessible in the market with comparatively low prices and the obvious
availability, fast fashion in a way enabled the democratization of fashion

(Haciola & Atilgan, 2014).

At the end of 20" century, fast fashion boomed as industry became more
developed and responsive. As parallel to industrial progress, living standards of
the society also improved as economy stabilized and education spread. Through

35



these positive advancements, people found a way to steer for sparing more time
and energy for dressing up and following fashion (Haciola & Atilgan, 2014).
According to Remy, Schmidt, Werner and Lu (n.d.), globally, although mature
markets continue to keep their obvious critically important position, there is an
undeniable shift towards emerging markets economically. Based on this shift,
clothing market for women is expected to expedite its growth and reach %55 of
total sales in the fields and claim %60 of growth. For the coming 12 years, %50
increase in market growth rate in women’s clothing market in general is also
anticipated. Emerging markets which represent %37 of the woman’s clothing
market in the middle segment until now is foreseen to claim %350 of the market
by 2025 meaning that growth in this segment will be 3 times faster compared to

mature segment.

In case of Turkey, fast fashion industry made its rise after 21% century with
European brands entering in and settling down to the market. Its reflections were
seen clearly after 2005 and after 2009, it established its place also on consumer
side (Haciola & Atilgan, 2014). With its strong bases in retail of textile and
clothing, money spent to these items by consumers increased sharply since 2002.
In 2019, domestic consumption for clothing reached a total of roughly 4.68
million Turkish liras per month. There are more than 30 thousand stores selling
textile and closely 55 thousand stores which handle clothing (Shahbandeh,
2020). In parallel to these developments, technology and communication
opportunities grew apace causing the information to be received and consumed
very fast. This created a vicious circle of customers who want more and firms

who offer more every other day (Haciola & Atilgan, 2014).

3.4. Culture

Individuals display distinct identities and connections changing from one context
to another. This idea of social identity is associated with the feeling of belonging
to a certain communal structure (Akman, 2009). How a woman presents her look
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to the outer world is the result of the total of her choices concerning how to make
use of her acquired stylistic tools (Karademir-Hazir, 2014). Modern forms of
sartorial styles essentially observed as the choices of cultured people who live in
the urban areas meaning that a distinction of category have been always visible
(Karademir-Hazir, 2014). This means, in order to talk about cultural capital, a
woman must be doing more than combining available stylistic opportunities

(Karademir-Hazir, 2014).

Turkish people with a high cultural capital are very aware of the latest sartorial
styles and do not afraid to experience those styles personally while adopting a
cold stance against traditional embodiments. While passion for Westernization
seeping down to lower levels, its cultural phenomena are held superior to

Turkish customs (Karademir-Hazir, 2014).

Assigned directly to individuals’ ego, there are certain set of roles which act as
mirrors reflecting the way they see themselves from their own and others’
perspectives. There is an interrelation between the dynamic social environment
and one’s identity which developed through these liquid roles as the one
develops social capacity by experiencing a variety of cultural practices (Akman,
2009). Preferences in terms of appearance hold by regular working woman or
housewives vary notably compared to women who occupy professional
positions. It is also surprising that the confidence a woman has on her total look
moves in a parallel way with the class she belongs. Women with higher status
are less affected by the societal impositions. Unlike societies of countries like
France and Britain which show more feminine style expressions in the working
class, femininity becomes more visible in the modern side in the Turkey’s

context (Karademir-Hazir, 2014).
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3.5. Society

After 1980s, with the new economical arrangements favoring a freer market
structure, suddenly there has been an increase in the possibilities for people to
consume. Foreign brands took their well-deserved places in the market, giving
access to almost everybody who did not have the opportunity to shop abroad or
from limited sales of the black market. Then, the market for sartorial and beauty

products, challengingly flourished (Karademir-Hazir, 2014).

With 90s, westernization came even stronger, changing all perceptions and
practices about beauty and embodiment. Exercising and beauty rituals became
very popular as the new examples of bodily practices. Through these new habits,
bodily aesthetic nuances and the differentiating line among working and upper

middle-class women became more visible (Karademir-Hazir, 2014).

With the 20™ century coming to an end, worker profile of the industry also has
gone through a serious evolution. Before, majority was formed by the blue-collar
workers however with the emergence of the new service sector; Bell (1976)
introduced the “post-industrial society” where ordinary agriculture is replaced by
mind intense occupations such as banking or health. Through this transition from
industrial society to post-industrial, white collars proclaimed their dominance

through their literacy and standards (Akman, 2009).

According to Harvey (2014), neoliberalist mind stands for the freely discharged
antecedent feelings of free will and choice of individuals who are functioning in
an open market which has fewer rigid rules than other and transactions like
acquisition is far easier. Individuals’ efforts concerning identity is dynamic and
is fed from different contexts. For professionals, identity is highly affected from
organizational or social rhetoric. It could be built with the help of factors such as
one’s choice of brands, positions adopted in society and even what kind of
recreational endeavors one takes up. Work environment and the organization
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individual works for are the major determinants of identity which makes it
crucial to understand working environment in order to make the interpretations

right (Akman, 2009).

Today’s professional life offers more elasticity and mobility considering the
technological developments and globalization. “Rather than labor and manual
skills, new businesses and work are based on knowledge” (Akman, 2009, p. 18).
With an intense pressure on them, old-school professionals are currently
replaced by brand new knowledge workers who redeem high value through their
sophisticated and in demand capabilities and mobility. Their demands and
expectations differ on a large scale from other competent characters as well as
their resistance to traditional methods of getting things done. They demand
challenge, elasticity, freedom and high standards while working smart and

efficient (Akman, 2009).

According to Akman’s (2009) extensive work on different professions and their
lifestyle, Creative class workers whose job requires authenticity, have very
different characteristics compared with classic organizational men. Creative class
has more freedom and elasticity and they define themselves with their work
rather than organization. Knowledge workers who work in financial areas on the
other hand are subject to a handful of rules and regulations. Their bond with the
organization is crucial. Creatives stand out with their less interest in conspicuous
consumption and more authentic lifestyle. They prefer an experiential and
meaningful lifestyle. Their dress code is very casual while knowledge workers

interests and dress code depends on more strict concepts (Akman, 2009).
Under the light of this contextual information, I will be able to clarify and grasp

thoroughly what style means in Turkish women’s minds and how it is

constructed with the input of diverse external and internal elements.
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CHAPTER 4

METHODOLOGY

In this chapter, the methodology which has guided me through my entire
research process has been defined and explained, in detail. Preeminent purpose
of this study is to define the concept of style and give it a solid place in the
literature while illustrating the processes of creating personal style through
composing a variety of materials. Through this study, we would like to
understand, how professional Turkish women perceive and practice style, in an

emic level.

With the aim of captivating the essence of the subject in question, qualitative
approach was used in the process (Langley, 1999). Qualitative research has a
way of integrating senses of the researcher such as harmonizing instincts,
emotions and body language while being a reflection of self at the same time
(Keegan, 2009). “It’s a bit like improvisational jazz, which is a whole-body
experience, not just involving the conscious mind” (Keegan, 2009, p.19). For the
practice, in-depths interview method was selected as the main research tool for
the sake of acquiring rich and quality data (Holstein & Gubrium, 1995). In order
to ensure of the better grasp of the concepts, photo elicitation method was also
employed. A portfolio of photographs composed from different styles was
presented to the respondent’s liking and she was expected to choose the one
which she felt closer in terms of style. In addition, respondents have shown me
the photos of their different outfits for different occasions and we had the chance

to talk about these looks in detail (Patton, 1980).

Since it is crucial to see and understand the concepts from the respondent’s own
eyes, an interpretivist approach was adopted (Saunders, Lewis, & Thornhill,
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2009). Meaning that, the questions were directed to the respondent in a way to
catch a glimpse of her own reality within her immaculate world (Saunders et al.,
2009). As the study follows a path of collecting valuable data and making
meaningful inferences about it; an inductive process was employed and followed
through the research, although deductive perspectives sometimes been useful as
a supportive tool in terms of clarifying certain points in literature (Saunders et
al., 2009). No single and particular theory was utilized as a bridge while
constructing the pillars of this chapter by cause of following and observing the
natural path of formation of the processes examined and composing a pattern out

of it (Bryman & Bell, 2011, p. 425-426).

4.1. Data Collection Methods

In the data collection phase, a detailed and planned path was followed in order to
collect the data in a systematical way. Since the research question requires a
sophisticated data, qualitative method which “embodies the messiness,
contradiction and partial truths that are inherent in all human communication”
employed with an interpretivist approach (Keegan, 2009, p. 23). This approach
questions the idea that there is one certain truth which is same for everybody and
is expecting to be discovered (Keegan, 2009, p. 22). Through the dimension of
social constructionism, it rather suggests that knowledge is personally perceptive
and emerges from our reciprocal social interactions, meaning that “we construct
our world, rather than perceiving reality, by interpreting the world in terms of

our past experience and the context we are in” (Keegan, 2009, p. 22).

Within the scope of qualitative research, semi-structured and in-depth interviews
were carried out. There were 22 questions prepared beforehand but the natural
direction of the conversation is preserved during the interviews through probing
and follow-up questions. The Turkish version of my interview guide is attached
to appendix for further understanding of the processes. In order to prevent any
possible bias or subjectivist intervention, questions are crosschecked in terms of
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wording, and meaning with a peer and practiced a few times. While preparing
the interview questions, literature review guided as a roadmap concerning the
types and contents of the questions (Belk, 2017, p. 31). Funnel approach was
followed by directing the questions from general to specific (Grover & Vriens,

20006, p. 91).

Because of the special situation we have been experiencing, majority of the
interviews were held online while some of them carried out face to face with
respondents who agreed. Online video conference application “Zoom” used as
the communication tool. On average, each interview lasted between 1 to 3 hours.
Based on the respondent’s consent, meetings were recorded as only audio or
video and audio together while all other ethical necessities were met attentively.
Thanks to recordings, it was possible for the researcher to listen interpretively
and actively follow the flow and participate properly without the concern of
taking notes at the same time. Fully transcribed pages of the conversations
numbered approximately 137 pages in total. In order to add another dimension to
the research, respondents were asked to bring 3 photos which showcase their

styles for different occasions which could be listed as chic, serious and casual.

In order not to leap any details while the memories are fresh, primary analysis is
carried out almost immediately. All other off the record observations,
conversations and feelings are noted by the researcher in order to support the
interview data (Patton, 1980). By doing this, a better understanding of the
respondents’ world and perspective from a variety of dimensions is aimed since
multiple and variety of sources ‘adds rigor, breadth, complexity, richness and

depth to the inquiry’ (Denzin & Lincoln, 2003, p. 8).

Lastly, in order to understand my sample in depth, I have also benefited from
secondary sources, which illustrates the context, such as data from Turkish
Statistical Institute as well as academic studies. Through the employment of
these sources, I have aimed to describe the context more clearly and in detail.
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4.2. Research Sample

Since the sample should act as a mirror of research’s purpose and the audience in
question, defining the aimed sample frame becomes a rather sophisticated
process (Keegan, 2009, p. 34). Based on this information, sample of the study
consisted of 15 women who are well educated professionals aged between 25 to
55 and live mostly in Ankara. Three of these attendants have recently moved to
Istanbul, Antalya and Amsterdam. The other main concern while choosing the
respondents was if they are interested in the subject of the research itself. Thus,
they are chosen among women who are especially into sartorial practices,
fashion, beauty and trends. The reason for that was to provide more accurate,
rich and quality data from individuals who are conscious and informed about the

phenomenon on both personal and theoretical dimensions (Kuusik, 2017).

All participants are women whose ages range between 25 to 55 and they all grew
up in cities in middle class families. They all had a proper education ranging
from college to Master’s Degree and work in reputable companies as
professionals currently. Five of them are married. At the table 1 below,
participants’ age, education, occupation and background information are
depicted. At the beginning, convenience sampling was used in order to select
first respondents since it is easy to contact them and they may be able to lead the
path of where the study follows. First, 5 attendants were chosen with this method

and then, snowball method used in order to provide diversity and inclusiveness.

Few preliminary interviews conducted in advance with the aim of testing and
refining the questions besides as well as the method. General flow of the process
also reviewed and necessary modifications are made in order to increase the
effectiveness and the quality of information that will be acquired. In reliance
upon the resilient nature of qualitative approaches, researcher had the
opportunity to explore and rake up the notions which are sculptured in
participant’s mind (Keegan, 2009, p. 38).
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Once the research has begun, a repetitive and continuous approach was followed
in order to revise, modify and redirect the processes according to every bit of
newly emerged data. Thus, process was very liquid in a way supporting the

natural path where the research is headed. Interviews were continued until the

data reach its saturation point and the answers repeat themselves.

Table 1. Informant Profile

Name Age | Education Occupation

Giil 53 | University Foreign Relations Specialist, German
Interpreter

Nihal 55 | University Beauty Specialist Trainer

Ada 25 | University Computer Engineer

Zeynep |27 | University Materials Engineer

Isil 26 | Master’s Degree | Auditor in a private bank

Ash 25 | Master’s Degree | Junior Sales Manager in a private company

Bade 26 | Master’s Degree | Data analyst in a private company

Selin 49 | University Administrative Affairs Manager

Ece 38 | University Brand Representative

Derin 28 | University Brand Manager

Beril 26 | Master’s Degree | Mechanical Engineer

Sanem |26 | Master’s Degree | Junior Auditor

Yasemin | 32 | Conservatory Music Teacher

Leyla 38 | Master’s Degree | Foreign Trades Specialist

Sila 26 | University Mathematician

4.3. Data Analysis

In this part of the chapter, the detailed road map will be offered concerning how
the analysis of data carried out in a systematic way. Firstly, based on the nature

of the specific research question which leads the study, I preferred not to use any
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pre-defined theories to guide me through my research. Instead, as using an
inductive approach, I aimed to understand the phenomena deeply and build a
new theory around the subject in question. Right after the earliest bit of data
acquired, the process of data analysis has started. As the research continues,
certain relationships, perspectives and then finally theories became visible.
While I was conducting my research, I analyzed the data simultaneously and let

it direct and define my next step (Saunders et al., 2009, p. 488).

Rightfully so, because of the nature of in-depth interviews, data acquired was
detailed and vast, making it harder to analyze easily and quickly (Patton, 1980).
In addition to the raw interview data, my neat transcription methods and visual

sources provided support for my understanding and gave me insight.

Based on Grounded Theory of Glaser and Straus (1967), in order to reveal the
knowledge which is intrinsically hidden in the rough data, I used an inductive
approach which requires data collection first and building a theory based on
collected data afterwards. Crucial point of following an inductive path is making
sense of the meaningless chunks of data. Relationship between people with their
surroundings and the meanings emerging from this dual continuous
communication is the focal point of this approach. Context is very important in
order to gain a better and deeper understanding while the more flexible nature
gives some room for changes and improvements through the research process.
There is less concern with the generalization and more emphasis on gaining
insights (Saunders et al., 2009, p. 127). Considering all, it was the best approach
to adopt for my research. Followed by the fundamental inductive approach,
deductive analysis will also be used as a supportive tool in order to further our
understanding while matching emerging patterns and themes with the pieces

meaningful and related from literature (Patton, 1980, p. 80).

After transcribing each interview data, I carefully and analytically read the texts

with the aim of defining the antecedents which give signals about the concepts
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concealed. Personally, writing down the interview notes enabled me to recognize
possible key points beforehand. A summary of each meeting with every
respondent was prepared in order to reveal focus points and leading clues about
the big picture. By doing this, big and meaningless data was distilled into an
expressive extract. My detailed and structured transcriptions have been pretty
useful here while interpreting the implicit phenomena (Saunders et al., 2009, p.

489).

In the second step, since I already got familiar with the data, I have started to
categorize the chunks of data in two levels: first, the categories which are going
to be useful road signs were defined then the complex data pieces are assigned to
them resolvingly. With the research question on mind, I defined the categories
based on data which is comprised of respondents’ answers and assigned them
certain codes. Considering Dey’s (1993) suggestion of the idea that “categories
must have two aspects, an internal aspect — they must be meaningful in relation
to the data — and an external aspect — they must be meaningful in relation to the
other categories” (p. 7), I was careful to capture the essence of real nature and

relationships between concepts, meaning their expressive essence (Saunders et

al., 2009, p. 493).

Finally, in the last step, I started to match the data with the corresponding code
and creating a unified narrative in the background. I used a variety of research
aids through the process which help me clear my vision. Matrices and note cards
have been very helpful in terms of uniting the related dots and common points by
simplifying the concepts into an essence. This last phase gave me a lot of

insights (Saunders et al., 2009, p. 493).

It has not been a direct process but rather sophisticated and iterative. As the
meanings disentangled, new codes emerged and added while some others lose
ground. Networks and patterns became visible which allow further
interpretations which in the end help me build a new theory. An exhaustive
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process of reading and re-reading data supported by a detailed scan of the
literature, patterns and certain categories built (Belk, 2017, p. 32). Certain
conversational pieces from interviews which highlight and exemplify the
concepts were added in order to provide a deeper understanding of the hidden

meanings.

I have tried to keep my objectivity and been wary of possible subjective
treatments while both collecting and analyzing data. Patterns emerged through
my analysis by coding, matching, comparing and contrasting are presented as an
example in the Appendix for a better understanding of the analysis part. Data
processed will be initially presented in a structured way in the following
“Findings” chapter with the categories attached then these categorical data will

be deciphered in the “Discussion” chapter.

4.4. Trustworthiness and Ethics

According to Lincoln and Guba (1985), trustworthiness is about the researcher
being able to convince both the audience and the self with the provided. They
offer certain criteria which could be listed as internal validity, external validity,
reliability and objectivity. There are also certain techniques offered in order to

check if all the criteria given is ensured.

Based on their work, I have evaluated my research by testing suitable technics on
it. Starting with the prolonged engagement with stands for the relationship
between researcher and the culture studied, I was lucky that I was conducting my
research in the cultural setting which I grew into however I have been careful
since this could be disadvantage at the same time because of the fact that one
might lose the hints given because of the already familiarization with the subject.
Through the study I have been mindful about it and arranged the processes

accordingly.
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I used persistent observation method which is helpful in determining important
aspects of the data and focus on them for checking irregular aspects in the future
research. I have carried out my research until I get same results constantly thus
my data is reached its saturation. Data triangulation method is used through
supporting in depth interviews with photo elicitation method by the employment
of some visuals, in order to better understand respondent’s preferences so that it
added to the trustworthiness of the study. Peer de-briefing method with the help
of a peer commenting on certain aspects of the research is also used in order to
gain a deeper insight while preventing any biases and overlooked details.
Integrity of the research is ensured by providing a full privacy for the
respondents and through the attitude adopted during the interviews by reframing,

probing and narratives.

In order to eliminate the privacy concerns, pseudonyms were preferred to replace
actual participant names by informing the respondents in advance. Consent of
each participant in the written form was taken after a short information session
about the study and its aim. In order for study to be valid from the ethical
dimension, it is controlled and approved by the METU’s Ethics Committee.
Throughout the meetings, respondent’s consent was prioritized as they were
asked if it is possible to record the meetings as only audio or video and audio

together while all other ethical necessities were met attentively.
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CHAPTER 5

FINDINGS

Throughout this study, I aim to explain how style is defined and practiced as a
process by participants who are professional women in the age between 25-55
and living in metropolitan areas. While participants are talking about style, there
are some motivations which direct them to stylistic practices, featured especially.
These motivations could be listed as need of authenticity, fulfilling desires,
reflecting identity and managing the first impression then finally being happy
and feeling good.

Then they define style in their own ways and words as a beautiful appearance, a
part of lifestyle, a state of standing out through creative combinations, a
communication tool for emotions, harmony, an experience, a mirror for identity,

adoption of style codes and finally a totalistic concept.

With these definitions in mind, they create their style using certain components
and practices. They first collect material and non-material components by
shopping and gathering information and inspiration. Secondly, by benefiting
from these collected components, they engage in certain creation practices such
as making combinations, aestheticizing, harmonizing, creativity, and
strategizing. Finally, through those practices, they achieve certain outcomes such
as reflecting their personality and soul, practicing authenticity and reflecting
their taste. There are also other outside factors which affect these stylistic
processes. Age and culture are two important factors which play a huge role in

the process.
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5.1. Place of Dressing Up in Our Lives

Parallel to Cordwell et al. (1979) the place of dress in the participants lives
demonstrate that clothing is not only consumed for its functional aspect of
covering and protecting the body but for more sophisticated motivations such as
authenticity, fulfilling desires, reflecting identity and experiencing happiness. In

the following part, I am going to list these motivations in detail.

5.1.1. Reflecting Identity, Managing First Impression and Need for
Authenticity

Considering the place of dressing up in our lives, one of the most common
motivations emerged was the fact that clothes actually help a lot with our first
impressions since they are one of the first things which gives access for
evaluation at first sight. Appearance (Armstrong et al., 2018) and clothes
(McNeill, 2018, p. 86) are essential in the identity building process. Through a
piece of clothing, one can reflect the values created his/her identity (Bye &
McKinney, 2007). “There is a saying around here. People are welcomed with
their outlook and are seen off with their wisdom.” States Nihal by highlighting

the importance of appearance for her with this little phrase.

According to Thompson and Haytko (1997), people tend to care about others’
appearances thus clothing has a distinctive power which could put one on the
spotlight. How one is dressed up has the ability to affect the surrounding
people’s behaviors and determine the one’s place in society. Likewise, Ada
admits that when she meets a person for the first time, the first thing she does is
observing his/her clothes as she unconsciously tries to get a glimpse of character
and values through clothing pieces and adjust her attitude accordingly. The
appearance is the one and only way of forming a perception about a person and
in a way, it is a tool to reflect your inner self without talking at all thus that’s
why it holds a great deal of importance.
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As for authenticity, it is one of the driving aspirations which encourages the act
of consumption (Rafferty, 2011). For some women, primary motivation in
sartorial practices is being different with their choices and creating an authentic
identity (Arnould & Price, 2000). Although the level of difference ranges, they
want to be separated and simply stood out with the simple touches reflecting
their true selves. For example, one of the respondents Giil (53), emphasizes her
wish to be different from everybody with these words: “Growing up, I would not
like to wear what everybody wears. If a hundred people have chosen one thing to

wear, [ would prefer the different one, the one that nobody has chosen.”

She talks about how her mom, a good seamstress, cutting and assembling her
favorite pieces together and recalls the moments which they have chosen models
they like from magazines for her mom to sew for her (Parsons, 2002). She adds
that she also does not like to borrow clothes or lend hers at all. She does not like
to be ordinary. Actually here, she subtly indicates her need for reflecting her

identity by being distinct from the crowd through her sartorial choices.

5.1.2. Fulfilling Desires

Desire as a recurrent manifestation of passion, has two dimensions which are
delightful and uncomfortable. In the roots of desire, lay beneath the individual
allurement, cravings, lust for desire and also, anxiety for loosing desire, hope and
dilemma of allurement and morality (Belk, Ger, & Askegaard, 2003). Some
women display special interests, namely a form of passion in their sartorial
practices. There is actually a desire which needs fulfillment and feelings of
satisfaction or discomfort follows this desire according to the degree it is
fulfilled (Belk et al., 2003). Some respondents speak about their love for shoes
and bags with an overwhelming enthusiasm while another mentions how she

never leaves the house without having make-up.
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For instance, high heels are one of the most significant objects of desire for Ece.
She does not even know how many pieces she owns. She sometimes buys two or
three if she likes something with the fear of not being able to find the exact one

again.

Shoes are what I love most. I love love love them! I have a passion for shoes, I
guess. I am one of those who do not even know how many pairs she owns.
Once, I loved a pair of high heels extremely and I bought three of them with the
fear of not being able to find them again! (Ece, 38)

5.1.3. Being Happy and Feeling Good

Another emphasized aspect surrounding the idea of clothing throughout the
study was its relation with our emotions. According to consumer research,
emotions are a quite important part of consumption practice however this claim
has transformed into a concept only in a few studies (Rafferty, 2011). Emergent
pattern here was how clothing was directly wired with mood thus, women dress
up for being happy, feeling good and better about themselves while it is also
reflected on their clothes if they feel bad (Richards, 2018). Sartorial practices
here actually turn into a tool which is beneficial for reflecting and adjusting the
emotional state (Solomon, Bamossy, Askegaard, & Hogg, 2006, p. 209). Zeynep
(27) emphasizes the feelings she experiences concerning the place of dressing up
in her life with following worlds: “When I dress up, it is important for me to feel
good in it. A person should wear things which make him/her comfortable and

happy. I would not wear anything that I do not feel good inside.”

Likewise, Isil clarifies her background motivation as seeing herself beautiful and
happy by increasing her mood. Derin admits that she dresses poorly if she does
not feel good and sometimes just putting a lipstick is enough to raise her spirits

(Willis, Jones, Canaan, & Hurd, 1990, p. 89).
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5.2. What is Style?

This section demonstrates how the participants (young professional women
living in Ankara) interpret the meaning of style in their fashion consumption
practices. The data reveals that style as a category constituted by the
combination of multiple dimensions such as: a beautiful appearance, part of a
lifestyle, standing out through creative combinations, a totalistic concept, a
communication tool for emotions, harmony, experience, mirror for identity, and
practicing style codes. I am going to explain them in detail and give examples

from my sample in the following part.

Beautiful
appearance

Part of Totalistic
Lifestyle Concept

Standing out
through
creativitiy

Tool for
Expression

Compliance
with Styke
Codes

Mirror for

Experience Identity

Figure 3. Dimensions which form the definition of style in detail.

5.2.1. Style as a Beautiful Appearance

Through my analysis, I see that a beautiful appearance is a highly sought

dimension by the respondents in terms of giving a solid definition for what style

is. According to Tatarkiewicz (2006), as human, we tend to drawn to beauty and
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beautiful objects. According to the participants, this beautiful appearance is
expressed through both internal beauty and external beauty. Displayed through
style, aforementioned external beauty is actually perceived as the reflection of

inner beauty by most of the participants.

What they mean as the inner beauty is notions such as naturalness, energy, shine,
elegance and personality as a whole while especially emphasizing the
indispensable subjective characteristic of beauty further by recognizing the
existence of their self-perceptions as mindful as possible. This subjectivity about
beauty differs for participants. Some of them claim that beauty is a whole idea
with one’s character indicating that rudeness is never beautiful while others give
more emphasis on the idea of natural beauty. For instance, Giil conveys the
crucial importance of natural when it comes to beauty for her by indicating that
she does not like artificiality in anything and never considered plastic surgery

since she believes she is more beautiful with her wrinkles.

“Beauty is something which comes from inside and what we do outside is
actually sculpting it” says Derin. Beauty reflected outside, on the other hand, is a
notion which is realized through harmony (Lehene, 2020), self-care, gestures and
attitudes. Outcome in the end is also mentioned as being chic. Self-care is
provided through being groomed and well maintained which detailed as smelling
beautiful, having healthy hair, simple make-up and clean clothes. Asli suggests
that natural beauty and self-care are complementary to each other. She believes
self-care completes the natural beauty and without the proper essential care, the

most beautiful face would not mean anything.

Harmony as a source of beauty is explained through concepts such as clean lines,
balanced proportions, coherence and especially in a way which does not hurt
one’s eyes (Lehene, 2020). For instance, Zeynep defines her beauty standards as

a part of her style definition as “It should not hurt my eyes, you know? They
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should be harmonious with each other. It should look clean and neat and

definitely should not irritate my eyes.”

5.2.2. Style as a Part of Lifestyle

Respondents defined style as a holistic concept which is observed in many
aspects of life. According to this, style is actually about the taste regimes which
at the end form a total lifestyle concept. Taste regime is an erratic concept which
enables aesthetics as visible practices and integrate these practices into art of
consumption (Arsel & Bean, 2013). These formed taste regimes enable to
dissociate individuals through complex and refined details observed in their
collective consumption habits which is namely called, lifestyle (Holt, 1997).
Clothing style is actually not limited with clothing but a part of their exhaustive

taste notion. Gil introduces her idea of holism with these words:

Actually, style is not just about the way we dress ourselves. It is also about how
we decorate our homes, maybe cafes and restaurants we prefer to go. One could
prefer to stay in a luxurious hotel while the other opts for a camping trip, you
know. Should I call it lifestyle maybe? But all is like a whole. It is a line which
you draw and follow. (Giil, 53)

Based on Geertz (1968), Holt (1997) also suggests that people cannot simply
exist without their past social experiences thus their taste is shaped by former
experiences and beliefs presented by the relative settings. Bade narrates how her
upbringing formed her current taste perception with relate to her style with these

worlds (Bourdieu, 1984):

Where you grew up, who your parents are, the way you live really affect your
stylistic choices, I believe. If I have not engaged with sports at all, maybe I
would not prefer shorts and blouses which I find comfortable. Since I have been
born in Ankara, interested in sports and raised as a person who does not like to
stand out; I choose my clothes accordingly. (Bade, 26)
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5.2.3. Style as Standing Out with Creative Combinations

Another defining attribute emerged through the analysis has been the notion of
creativity. Creativity represents finding one’s style through mix and matching
(Roach-Higgins & Eicher, 1992). It is defined through adjectives such as
harmonious, different, attention grabbing and it is expected to create awareness
through inspiration. Defined in the borders of creativity concept, style is
perceived as authentic and unique while adding value and encouraging for the
undone. For instance, Asli defines style with the ability to build combinations

which are memorable and striking:

For me style is standing out through combining right pieces, colors and suitable
pieces. I mean when someone says ‘what Ayse wore today’ and we could
remember and say ‘yeah, she wore this and that’; either it is so good that sticks
in our mind or it is so bad that sticks to our mind. (Asl, 25).

She also emphasizes that variety of pieces combined and the existence of
fashion-conscious items in the mix, depicts the high presence of a high stylistic

perceptions since combining those items is an arduous task.

Certain people have the ability of throwing pieces together in a way which is
very different, the way never rendered before thus automatically, it grabs the
attention. In essence, everybody more or less buys the same things but combine
it with different items such as one prefers heels while other prefers sneakers and
creativity occurs here, which is interesting (Tokatli, 2008). Zeynep, for instance,
is very inspired by the way blogger Leonie Hanne combines irrelevant pieces

and turn them into visually attractive blends:

She is very stylish; I really like her physique and whatever she wears suits
perfectly to her. Interestingly, she mixes together the most irrelevant and
sometimes even ugly pieces and the result is always very chic, stylish and good-
looking combines. Whatever I say this does not go with this, she makes it so.
(Zeynep, 27)
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Asli again attracts the attention to the encouraging and exemplary dimension

through an example of the style of her beloved blogger Rachel Araz:

I really like Rachel Araz’s style. She is a blogger and has a unique style.
Everybody expected her to wear something pink or blue as usual for her baby
shower but she wore a bright green dress instead. Everybody was sharing it on
Instagram. She even started a trend which is called #itmakessense and shares
and uses interesting things with this hashtag. For me being stylish is transferring
ideas, feelings and impressions to other people, inspiring them and showing new
ways. (Asli, 25)

5.2.4. Style as a Totalistic Concept

In general, respondents defined style as a totalistic concept. This totalistic
dimension means style should be considered as an all-inclusive notion enclosing
not only clothes but also every detail reflected outside such as cut of hair,
behavior, perspective, self-care and attitude (Kapstein, 2006, p. 117).
Conformity and common language is sought in the total outlook. It is provided
by making right choices and combinations which I will talk about in the practical

aspect of the study.

Selin talks about how each of the simple sartorialist practices coming together
and creating a totalistic style perception and even how one of them being out of

order might affect the whole look.

When you first met a person, you look at them and search for conformity in
order to make meaningful interpretations. Hair for instance, is the most
remarkable feature of a person and it completes the total look thus it should be
considered in the borders of style. Make-up also in the same manner, not
everybody has to put on make-up but if do, should do it in a way to create
completeness between the overall look. (Selin, 49)

Nihal (55) in the same way draws the attention towards the subtle details “Hair,
clothing, make-up... All should be considered as a whole in fact. Everything
should be in harmony and complement each other. Even the cut of your hair

could reflect your style.”
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5.2.5. Style as a Tool for Expressing Emotions

Through the survey, style has also associated with internal sophisticated factors
such as emotions, feelings, moods and expression of these in the form of
preferences, attitude, gestures and mimics. Style facilitates the realization of
inner negotiations on the outside in a refined and simple manner. It is an effort to

communicate the sensual world (Schembri, Merrilees, & Kristiansen, 2010).

For instance, Ece (38) gives an example of how her inner beliefs, motives and
relative moods were became visible on her sartorial choices stating that “I used
to wear black a lot when I was a teenager. I use black a lot when I gain weight,
maybe with the sadness it brings. Then in my 20s, I ditched out the black entirely
and opted for more color.” She says, sharing the inclinations towards different
styles in her various periods of life. She also shares her favorite clothing piece
which is a blue coat with me. She talks about how her inner motive to get herself
together and prioritize herself after a year of her pregnancy directed her to buy

the most attractive color in the store which is the aforementioned blue coat.

Supporting Ece’s expression of feelings, Giil says there is nothing you can do if
a 20 years old feeling like 40 and dress that way. In the same manner a fifty
years old woman could feel like 20 and dress up as it is. She gives herself as an
example by saying that she feels younger than she already is and she could easily
pull off 25 years old’s look. Selin similarly suggests that a woman would not
prefer fancy or colorful things and be well groomed as always if she is feeling

down or vice versa. Feelings definitely reflects on one’s look she says.

5.2.6. Style as Harmony

Throughout the study, one of the things which most of the respondents agreed to
be present in the definition of style has been harmony. Harmony actually stands
for the consistency along time and the accordance between pieces combined and
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also with the body. These three notions combining into one as harmony; actually,
has formed the pillars for the style definition’s main block. Harmony in time
requires a steady image realized by the agency of following a steady philosophy
in sartorial practices (Armstrong et al., 2018, p. 555). For instance, Bade

explains the consistency in time as follows:

Style for me is uniformity or how could I say... steadiness, I guess. Fashion
changes unceasingly, a color which is so fashionable this year probably not so
the following year. But being not carried away with it and finding your colors
and patterns means that you have a style! (Bade, 26)

As the other dimension of harmony, accordance also emerges as the
communication between sartorial pieces in order for style being exist. Although
not related occupationally, some pieces complement each other better
symbolically (Solomon & Assael, 1987). McCracken’s (1990) concept of
“Diderot unity” is also supports this perspective. Giil perfectly explains the need

for connection between the stories told by every piece:

As a definition, style is a lot of elements coming together in harmonious way. It
means they should be in line with each other and complement each other to say
the least. Colors, forms, fabrics... Even your fabrics should complement and be
in harmony with each other. (Gtil, 53)

She suggests that a person with a sense of style should be able to create variable
matches in her wardrobe easily which requires a common essential features and
language spoken by each piece. She emphasizes that pure uniformity of artifacts
is not the aim here but giving the same message in total through overlapping

pieces is the key.

Finally, style is also knowing one’s body properly and manage sartorial choices
in harmony with it (Hidayati et al., 2018). Knowing your body includes many
aspects such as acknowledging your physical characteristics, recognizing your
body’s needs, knowing what flatters your body and what not. Satisfaction of

these requirements provides a base for a solid style.
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Considering the qualities my body has and taking action with those in mind,
rather than wearing what is popular and trendy right know, is the basic rule for
having a powerful style. Style is choosing what speaks to you out of many
crowded messages. (Bade, 26)

5.2.7. Style as a Mirror for Identity

Derin (28) states that “First a woman should get to know herself. She could like
a lot of things but style is actually the ability to understand what fits to her idea
of self and choosing accordingly. Style is reflecting our best selves.” Another
common pattern which has emerged from respondents’ answers was the role
identity concept played in terms of defining style (Isla, 2013, p. 226). Style has
been defined as a mirror to true self and identity which separates one individual
from another like a signature. As a sophisticated expression of one’s nature, it is
kneaded with one’s character and personality. Style acts like a little window

which gives a glimpse of these traits (Saucier, 2011).

“If one’s soul is classic and you dress her sporty, she would not feel comfortable
since there is no reflection of her at all.” Says Giil. When I ask to her about her

personal style, she defines it through her desired identity and her characteristics:

I do not care what people say much. I would wear ripped jeans now if I want to.
I have a free spirit and it reflects to my sartorial choices. I wish to look fit and
energetic in my clothes. I am a powerful woman who stands up on her feet and I
wish to reflect this also through my look (Giil, 53)

Considering clothing is an imperative component of their identity building
practice (McNeill, 2018), respondents indicate that identity has a definitive effect
on women’s sartorial choices. They should recognize their identity which is
formed by their tastes, idea of self, character and dress accordingly in order to be
considered as having a style. Thus, style in fact is a guidance which gives an
opportunity to explore one’s characteristic features without getting in touch at all

(Solomon & Schopler, 1982).
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“Somebody whose personality is more serious or somebody who likes to strike
the attention may wear totally different things or on the contrary; if she is an
artistic person, she could prefer very much different styles.” Suggests Bade (26)
while Sanem (26) automatically thinks that a person who wears simple and black
or white clothes all the time is probably someone who is not very open to new
ideas or a person who wears colorful things mostly could have a very happy and

cheerful character.

5.2.8. Style as an Experience

Most of the respondents say feeling good inside of your clothes is essential for
complete style. They associated this feeling with the notion of comfort. Feeling
of comfort as the perception of a delightful and desired experience was naturally
very personal and represented the satisfaction which arouses from the fit
between expectation and offerings provided by the sartorial practices in the
mediation of taste, personality and preferences. This feeling of satisfaction based
on symbolic meaning and physical experience is also introduced by Adam and
Galinsky (2012), as the “enclothed cognition”. For instance, Beril suggests that

feeling good inside what we wear provides us the delight as referred as comfort:

If a woman is feeling good in an outfit, it means that she put her style out there.
By wearing her favorite colors, patterns and fabrics; adding her favorite
accessory, she reflects herself. If something is not reflecting me or my style, I
do not find it comfortable. I would feel restless in it since I think they do not
look good on me. (Beril, 26)

Isil and Zeynep agrees with this idea and asserts that one should simply wear
pieces which she feels comfortable and happy inside without thinking much
about outside expectations, rules and interpretations, instead of wearing
uncomfortable or fashionable things to satisfy cultural and social expectations.
Nihal also advocates that “If one does not feel good inside her clothes, she
becomes restless and reflects it. That is not actually a very good look. It is about

carrying the look actually.”
ol



5.2.9. Style as Compliance with Style Codes

Respondents also defined style through style codes such as sporty, casual, chic
and combinations of them. These codes are generally accepted categories which
includes the combination of certain sartorial pieces. There is an established
silhouette which comes to mind when referred to them. Women use these codes
in order to define their style in a perceptible way (Entwistle, 2000). Their
adopted style code could change according to their taste, preferences and the

social requirements.

For instance, Sanem defines her daily style through the code sporty chic. She
likes to wear things which are categorized as chic in general by the society with
adding a little bit of casual touches. Nihal also categorizes her love for shalwar
and embellished handmade scarfs through ethnic and bohemian style codes. Asli
adopts casual style code in order to illustrate her daily sartorial preferences but

switches into business casual at work and chic for an event.

5.3. Creation of Style

This section demonstrates the practices which participants (young professional
women) engage in the process of creation of the style. The data reveals that
participants first gather the tools which are information, inspiration and materials
in order to use in the process. Then immediately, the creation of the style process
begins (Tokatli, 2008). They make combinations, aestheticize, harmonize,
engage in creativity, strategize and as outcomes they reflect personality and soul,
practice authenticity and reflect their taste. There are also other outside factors
which affect these stylistic processes. Age and culture are two important factors

which play a huge role in the course.
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Figure 4. Creation of style. Related steps and phases in the collection of inputs.

5.3.1. Collecting the Material Components — Shopping

Participants collect material components required in the style creation process by
shopping. Variety of decisions with different characteristics play role in the
consumption rituals. In the shopping process, there are many factors and patterns
emerged such as preferred channel, value proposition, shopping motivations and
purchasing styles, shopping frequency and duration, budgeting and product
selection criteria (Bye & McKinney, 2007). I am going to explain them in detail

and give further examples from the data.

5.3.1.1. Channel

Through my analysis of participants’ channel preferences, although online
channels’ popularity has been rising recently (Cho, Kang, & Cheon, 20006),

physical stores are still first and mostly only choice for participant’s sartorial
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shopping ritual. While almost all of the respondents preferred physical stores,
only few of them have said that they also use online. Thus, I prefer to group
them as the ones who shop from physical store and the ones who prefer physical

stores and online.

5.3.1.1.1. Shopping from Traditional Brick and Mortar

The source of consumption habits we observe today is the department stores
which introduce people with modern consumption way (Merlo & Belfanti, 2019,
p. 18). The majority of participants preferred shopping directly from the stores
for a few reasons. Most frequent of them was the ability to try the piece and see
how it suits before the purchase made and decide accordingly. Second one was
the wish to touch and feel the fabric which sartorial piece made of. Few
participants said that shopping directly from the store is a fun leisure time
activity. Lastly it was seen as a more reliable channel in case of facing a
problem, since there is a direct human contact. For instance, Zeynep highlights

why trying ahead is so important for her as follows:

I should see how a piece looks on me. Details are important for me. I have a
bigger cleavage actually and the forms and sizes changes from model to
sometimes even brand. | wear small in x brand but maybe forms and models are
larger in brand y. So, I find it easier to just try it on... (Zeynep, 27)

Likewise, Ece explains her need to feel the fabric as follows:

I like to shop from the physical stores. I would like to touch and feel its
material, what it is made of. I do buy other things online but I do not think I
could buy clothing or shoes; I have never done that. If I do not have time, I
prefer to go when I have time. (Ece, 38)

5.3.1.1.2. Shopping Online as an Option

Shopping online in terms of setting and practice is much more different than

traditional store experience (Liu, He, Gao, & Xie, 2008). Only few of the
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respondents indicate that, most of the times they prefer to shop online to store
because of its certain advantages, although they continue to visit stores from
time to time. Participants qualify online shopping as easy, timesaving, practical,
comfortable as well as risky. Positive aspects could be listed as saving a lot of
time and energy, chance to compare in terms of both product and price, access to
products anytime and anywhere and knowing what to expect through reviewing
comments. Risk on the other hand is not getting what you want in terms of

quality, color, size, etc.

Sila says that she uses online channels as much as she visits stores because it is

just simply there offering a lot of time and energy saved:

I do go to the store but I prefer online shopping most of the time. Because it is
easier you know... I have the chance to check what other people who bought it
before said, I can compare products and prices among different brands and I am
in the comfort of my home doing all that. (Sila, 26)

She adds that online provides her all the tools which she might need in the

process.

My last shopping was online. I bought a pair of boots, a tweed jacket with a
matching skirt and a laced satin top. They have been waiting in my cart for a
long time. I read the comments in order to see if the product has the same
quality as in the picture and thinking in my head how I could wear them. (Sila,
26)

Ada on the other hand, says that it is all about what she is going to buy. She
prefers to buy certain pieces, which she wants to try first, from physical stores

while buying others online because it is practical.

Customer’s experience is a highly influential factor on the online shopping
practice (Pappas, Pateli, Giannakos, & Chrissikopoulos, 2014). Conversely,
Zeynep who is pretty risk averse, selective and detail-oriented, finds online

shopping very risky considering her prior experiences:
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Although it is practical for many people, it is not for me sadly. I did not have
any good experience. Whenever I shop online, it has been a disappointment for
me. Products never came as they have looked in the picture, and they did not
look good on me either. It is hard to find your exact size. It is exhausting and
takes a lot of effort. (Zeynep, 27)

5.3.1.2. Choosing Materials According to the Value Proposition

Through my research, I have seen that value proposed is a variable which
women consider while shopping. Being proportionately abiding, there may be
certain forces which bear one or more shopping style elements, affecting
shoppers’ decision making. This decision-making style represents a sophisticated
perspective in terms of purchasing and consuming practices. (Sproles & Kendall,
1986). Almost all of the respondents said that they prefer fast fashion and

mainstream brands while a few of them following a different path.

5.3.1.2.1. Fast Fashion

After industrialization and globalization, fashion evolved into a bigger and faster
industry with increased actors, a more fractured market structure, and products
which do not allow settling and forming of classes through their ever-increased
pace of moves in and out from the market (Rocamora, 2002). Defined by
Simmel (1903) fashion is actually a never-ending pursuit of novelty (Jayne &
Ferencuhova, 2015). Majority of the participants indicated that they prefer to
shop from fast fashion brands. They are known and preferred by a lot of people
because they are accessible, reliable, fashionable and offers a variety of choices
at affordable prices. Brands like Zara, Mango and H&M are the most preferred
ones (Joy, Sherry, Venkatesh, Wang, & Chan, 2012).

There are a lot choices fast fashion offers you know... It is easy, there is a brand
but prices are reasonable, price range is not much high. When you like a model,
you could find the similar ones in different brands. You could find assistance
when you face a problem, you could easily return it. Through labels you could
find the information about material which the product made of or where it is
produced. says Zeynep (27).
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Also shopping from these brands Bade, finds it easy. She says that really good
models, patterns and fashionable items are available and achievable in these
stores and there are a variety of models to choose from and combine with each
other. Ada also prefers mainstream brands and she very much likes Zara since it

makes fashionable and affordable pieces (Joy et al., 2012).

5.3.1.2.2. Deciding According to the Expectations

Few respondents decide what to buy by evaluating their expectations from the
product. These expectations are listed as life-span, purpose, quality, importance,
brand image and such... Each product is classified using these variables then the
structured platform which offers the most satisfactory composition is preferred
(Birtwsitle, 1998; Frank & Enkawa, 2009). For instance, expectations from a
sock and a coat differ notably thus the most satisfactory value proposition is

preferred. For instance, Zeynep says:

What I am buying is important. I would buy socks and t-shirts from a flea
market but [ would not buy shoes or cosmetic products from such place. I prefer
to buy things from its main store. For instance, if [ buy a leather jacket, I would
go to Derimod. It is about expected quality and life span. (Zeynep, 27)

5.3.1.2.3. Ethically Supported Products

One of the respondents Derin prefers ethically supported products. By ethically
supported, she means sustainably and locally produced premium pieces or
already used second hand and vintage pieces. Sustainable fashion means, to slow
down, producing with the concern of better value and quality while supporting
local production, expansion of products’ life span and causing no harm to people
or environment in the progress. Thus, overall aiming for the better consumption
habits (Gurova & Morozova, 2018). In terms of sustainability, she has

emphasized values such as lowering carbon print and protecting natural
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resources. Another concern she has raised was supporting Turkish brands by

buying from local producers (Holt, 2002).

Lately, I have been shopping from local stores especially because local products
are more sustainable and produced in more ethical conditions such as low
carbon foot print. And I also believe that Turkish designers are very good and
must be supported. It is a value which must be seen and I really love and
appreciate what these brands do. (Derin, 28)

She also suggests a brand called Lokal Hareket which supports locally and
sustainably made products while indicating that buying this kind of products is
more satisfactory than buying countless mass-produced items. Likewise, Nihal
also appreciates the effort and elaboration given to local, hand-made authentic

pieces she discovers during her local trips.

As a consequence of her more sustainable style concerns, Derin also says she
lately inclined towards vintage and second-hand products. Second hand clothing,
which blends identity building method with environmental concerns such as
recycling and controlling waste, allow fashion to exist in a sustainable way (Isla,
2013, p. 226). She wears her grandmother’s coat and shops from second hand

stores consciously:

Lately, I have discovered Dolap. There are really good pieces if you shop in a
conscious manner. The advantage here is buying something not newly produced
in the end. There is a name in foreign countries about this which I adore: pre-
loved. I think it is very sweet and sincere. It means it is loved by someone else
before you and it is actually your turn to love it. (Derin, 28)

5.3.1.2.4. Premium and Luxury Brands

Luxury shoppers are also a part of the mass market and currently through
different label layers, luxury brands penetrate mass market, too (Rocamora,
2002). Through the research both positive and negative perspectives are
attributed to premium and luxury brands. Positive aspects suggested that

products have quality, they offer an attractive experience towards atmosphere,
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decoration and hospitality and it is a representation of value given to self.
Conversely, negative interpretations indicated that offered quality and values do
not justify the price asked. Environment, upbringing and life philosophy also
was seen as the influential factors here (Bourdieu, 1984). For instance, Ece (38)
associates premium brands with valuing self and having a good experience by
stating that “Buying a premium brand or a quality piece actually shows the value
one gives to herself. I am going to carry it around on me all day. Of course, it
should be valuable. Sadly, there are too many people who does not prioritize

this.”

Gl (53) explained why she does not favor premium brands as following:

High class brands’ clothes are not much different in terms of quality. They only
sell their names. It does not seem reasonable to me to pay 1000 liras to 10 liras
worth piece. Well, it may attract a person with its ambiance, decoration and
hospitality but they all actually selling tactics. In the end what you buy is just a
t-shirt. Let’s say the price is 50 liras and not 20 considering the high-quality
material and labor. But 5.000 liras? It does not make sense to me.” she adds
emphasizing she does not find price policy rational.

“I have never shopped from high-end brands and did not really wish to. Giving
tons of money for a dress is just does not make sense to me in a world where still
people die from hunger. It is about the philosophy of my life I believe.”
acknowledges Bade (26) emphasizing her upbringing in a middle-class family
which does not show this kind of habit (Ramya & Ali, 2016).

5.3.1.2.5. Made to Measure and Small Boutiques

“Custom dressmaking can exist only by putting out a product superior to the
ready-made wear.” (Allinson, 1916). Today, fashion is more than ever accessible
and affordable with far too much options to choose from thus it is easy for a
typical consumer to shop for every kind of item such as both expensive and
cheap together with the stimulation which comes from actors of the industry

(Tokatli, 2008). For majority of the participants there are also options such as
6Y



made to measure and small boutiques. They associated made to measure pieces
with special occasions since it aims for perfect and unique which require time
and effort thus expensive. There is also a risk emerging from situations such as
time restrictions and not always getting the results you expect. Considering all,
ready to wear alternatives are perceived more attractive since they are available,

offer plenty of options and affordable.

“Even on special occasions I would second guess it because it is too risky you
know... You do not know if the seamstress understood what is in your head, and
if did understand she still may not be able to sew it. Let’s say the dress is perfect,
what if it would not look good on you?” argues Zeynep (27) while Ece (38) says
she has tried it a few times but it ended up as a disappointment thus she no more
prefers made to measure pieces. Especially when there are too many brands

which their size fits perfectly to her.

Yasemin on the other hand prefers to sew her clothes herself or shops from little
boutiques since she cannot find a fit between her taste and ready to wear pieces.

Being different and her authentic self is very important for her.

I have started to sew my clothes because I have realized that I cannot find what
I am looking for most of the time. Skirt lengths for example, they were either
too short or too long for me or I was not able to find the specific models I have
been searching. So, I have learnt to do it myself. (Yasemin, 32)

5.3.1.3. Shopping Motivations and Purchasing Styles

Based on Campbell’s (1987) ideas, Zalewska (2017) indicates that needs and
desires are the two decisive factors in the consumption process. While needs are
the essential stimulants for consumption in lover classes with little to no
economic power, they are replaced by desire in the higher society. Participants

go shopping with few motivations. They could be listed as realizing and
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satisfying a sartorial need, just to feel happy and enjoy leisure time (Buttle,

1992), and finally to see what is new out there (Dholakia, 1999).

During shopping, five forms of purchasing habits are observed. First of them is
buying one necessary thing pre-determined earlier. Second is buying needs
collectively at once. Third is seeing and buying detached from need. Fourth one
is collecting most preferred pieces or styles non-routine beforehand. Finally, the
last one is buying at the beginning or end of the season. Need is the weakest
motivation since very few respondents indicated it as a priority. With her
sustainability concerns, Derin (28) says she first considers her needs before
going to shopping (Bye & McKinney, 2007) by stating “For the last year, I have
been shopping only towards my needs. I look at my wardrobe and buy whatever

is missing, instead of going to shopping casually and buy whatever I like.”

On the contrary, since shopping is a source of self-care and happiness for Ece,
she continues to do shopping regardless of need. “I am totally in the mood of like
it-buy it. I guess I am an unconscious consumer. I have a lot of clothes which
could meet my needs for a long time but it is not an obstacle for me to add some
more.” Ece (38) says. Moreover, Ada finds going shopping and walking around
stores as a kind of a pleasant and fun leisure time activity and even though she
does not go to the store every time; she searches online to see what’s new and
maybe add one of them to her wardrobe. Bade (26) sees shopping as a self-care
activity and enjoys her time to feel better spiritually (Bloch, Ridgway, &
Dawson, 1994; Prus & Dawson, 1991; Stobart, 1998). She states that “I go
shopping when I want to do something for myself. It is like a little treat... I
enjoy my time even if I come back home empty handed. It almost never happens

by the way (laughing).”

Asli (25) on the other hand says that she has no observable fixed or periodical
habit of going shopping:
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I usually browse online sites and collect good pieces which I like, even though I
don't need them for the season. Because when I need something, I probably may
not be able to find that thing right in that certain moment. For example, there are
times such as I buy a bikini in winter.

Likewise, confesses that she collects white shirts wherever she goes since she
finds them very basic and practical in her combinations. Lastly, Sanem (26) goes
shopping at the end of the season in order to catch the year-end sales (Entwistle,
2000) indicating that her latest shopping was from Trendyol’s Black Friday
sales:

I would never go shopping at the beginning of the season since it is the most
expensive time of the year. For instance, I would never prefer September or
October in order to buy a cozy sweater. | wait and buy at the end of November
or December. Same thing is valid for the summer pieces. (Sanem, 26)

5.3.1.4. Frequency and Duration

Throughout the study, certain patterns in terms of frequency and the duration of
shopping have been observed. In terms of frequency, two types of shopping
styles emerged. These are classified as routine and non-routine shopping
behaviors. Routine shopping behavior means shopping regularly in certain time
intervals such as once a week, once a month, every season beginning or ending.
Non-routine behavior means there are no fixed time intervals and participant

shops whenever she feels the urge to.

For instance, Nihal goes to shopping when she realizes a need or looks around
the stores when she meets with her friends occasionally. However, Leyla for
instance goes to shopping at the beginning of every season in order to complete

her wardrobe for the coming season.

In terms of time allocated to shopping, two types of habits have emerged. One
type of habit shows that few participants could allocate three hours or more, even
a day to shopping while the other type allocates less than 3 hours and cannot

tolerate more. I see that the ones who allocate more time actually sees shopping
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more than it is, an enjoyable leisure time activity, a tool for building identity and
self-care time while others see it as it is, acting more decisive and emphasizing
the value of their time (Cowart & Goldsmith, 2007). For instance, Ada (25) sees
going shopping as kind of a prize for her hard work at job or daily life. She
indicates “I like my time spent shopping. It is a pleasing activity for me. I could
easily spend 4-5 hours at the mall and look online daily even if I do not buy

anything. I see this time as a prize actually for my hard work.”

On the other hand, Asli is quick and has certain places in mind thus she prefers

to spend her leisure time sitting and having a coffee instead:

I could spend about 2 hours maximum wandering around stores and not much
than that. I have certain places for certain products so I do not look around
much. [ buy pants from Zara as said for instance. Why would I be tired looking
all the stores for just a jean? I rather sit on a coffee shop and have a
conversation with a friend you know. (Asl, 25)

Differently, Derin spends a lot of time and effort because it is actually very hard

to find what she wants with the sustainable options being so limited:

Sadly, I spend a lot of time thinking about buying from the right and wishing
to buy the best. I have looked for a trench coat for a whole month. I search a lot
and evaluate my options. Quitting fast fashion is giving me hard time because
my options are really limited and finding all the locals and searching for the best
is really time-consuming. But it is worth it. (Derin, 28)

5.3.1.5. Budgeting

“I do like shopping. I could buy the whole store if you let me; I feel that
potential in me. But I stop myself.” Giil (53) says laughing. Budget has long
been an issue in sartorial practices (Parsons, 2002). Although my sample is
determined as upper middle class professional women who have their own
budgets, these budgets also have certain limits. Considering this, individuals try
to get the most benefit out of their limited budget (Parsons, 2002). It is not
always lowest price but sometimes would be the highest pleasure and happiness.
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Considering their budget allocation choices, there are two types of habits
emerged. The ones who spent less than 10% of their budget and the ones who
spend more than 10% of their budget to sartorial pieces. The ones who spend
less than %10, indicate that clothing is not a priority in their life or there is a
psychological limit holding back. The ones who spare more than 10% of their
budget are generally the ones who also enjoy shopping as an activity. The ones
who spend more than 20% shows signs of passion and collective shopping. For
instance, Asli spends only 8% of her budget on sartorial items and says that she

feels bad if she spends more than 250 liras or buys too much at once.

I do not spend much... 8% maybe? I have an odd thing, though. I try not to
exceed the limit of 250 or 300 liras. Because whenever I do, I feel guilty as if |
have spent too much. It is not a problem if I spend 100 liras 4 times but
spending all at once makes me feel guilty, interestingly. (Asli, 25)

As in the case of shopping and sartorial practices becoming a passion, Ada says
she could spend up to 30% of her budget maybe more sometimes. Besides, Giil

cannot give a percentage since it is really volatile.

5.3.1.6. Product Selection Criteria

While collecting materials for the sartorial processes, participants benefit from
certain criteria (Sproles & Kendall, 1986). These could be listed as quality,
combinability, what is the material the piece made of, price, fit between their
taste and design, piece being up-to-date and finally functionality versus

aesthetics. I am going to explain them in detail in the following phase.

5.3.1.6.1. Quality

Quality is an important characteristic for the purchase decision of a style-
oriented person (Armstrong et al., 2018). While adding a sartorial piece to their
style, majority of the respondents indicated that quality is important. Quality is
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expressed through attributes such as long lasting, healthy, useful and
comfortable. With quality, a good experience and a beautiful appearance (Merlo
& Belfanti, 2019, p. 3) dimensions of style are aimed. Buying from certain
brands as well seen as a guaranteed quality. However, for some, it was sought
only in certain products. This product is a bag for one for its durability and a
sock for one for the health-related concerns. Besides, respondents indicated that
quality is sensed with a touch or look and elevates the whole look. Lastly, it was
seen as independent from high-prices. For instance, Asli tries to eliminate her
quality concerns and maintain a standard by shopping from certain stores of her
choice. “If I am paying for something, it is important for me to be able to use it
for a long time and in order to keep this quality standards, I shop from certain

brands and do not look for difference.” Asli (25) indicates.

Beril relates quality with the life span of the product and emphasizes its

importance for her in a clear manner:

For me quality means long life span and durability. I should be able to use for a
long time if I am buying something. Let’s say I am going to buy a jean for
example. I should be able to wear it for years without it being worn out quickly.
Also considering my comfort and health, I especially prefer quality shoes.
(Beril, 26)

Compared to all, Isil says quality does not have much definitive effect in her
purchasing decisions, even though it is important. As her reasoning, her fashion-
focused perspective comes forward while she explains how she does not expect a

piece to be durable since fashion changes really quickly.

5.3.1.6.2. Combinability

Fashion coordination means coupling and blending a variety of sartorial items
like a top and a skirt as one with the aim of building a coherent look (Wong,
Zeng, Au, Mok, & Leung, 2009). Style is a notion which is closely related with
the concept of combination namely mix and match (Cillo & Verona, 2008).
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According to the sample, combinability of a piece has emerged as another
important concern of participants while making a sartorial decision. In order to
provide harmony dimension of style, a consistency and communication between
pieces is aimed. Limited options caused by satisfactory but limited budget of the
sample also facilitates the search for harmony and combinability. The act of
visualizing the wardrobe for possible matches before the purchase has also

observed here.

Based on Simmel’s thoughts Kuusik (2017), suggests that through combination
of pieces appropriately, individual style is given meaning. From this perspective,
style emerges as original by the way combination made. Bade emphasizes the
importance of combinability and indicate that she realizes the same line, attitude

and spirit in every piece she buys:

When I have the intention of purchasing a sartorial item, I also evaluate it in
terms of its overall fit to my wardrobe, what I could combine it with. Maybe
that is why I buy classical, simple and minimal items and main colors, in
general. | stand still in the same circle for them to conform to each other. (Bade,
26)

She adds that she tries to prefer easy to combine and basic ones for expensive

and main pieces such as coats and boats since she owns just a few of them.

5.3.1.6.3. Material

Style is blending the shape, structure, material and distinctive details which exist
in the same level (Welters & Lillethun, 2007). In this context, style embodies
much more than a notion or an adorning way and it turns into a facilitating and
guiding source which reflects meaning hidden in the sophisticated form of fabric
(Chan, 2020). According to Zanette and Brito (2019), fashion as a mindset,
consists of know-how and related materials which complete each other in order

to provide a sense of identity, comfort and belonging.
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While adding a piece to their style, participants especially check what the
product is made of. They want ingredients to be healthy, comfortable, durable
and chick. This perception changes from product to product for most of them.
Products closer to skin such as underwear and bra are expected to have healthier
and more comfortable ingredients such as cotton while products which does not
have direct contact to skin such as outerwear, bag and shoes are expected to be
made of longer lasting materials. For instance, Nihal introduces her health

concerns as number one priority:

Fabric is critically important for me. I would never wear synthetic or such.
Because it is unhealthy since they contain a lot of additives therefore, I do not
want such products to touch my skin. Besides, I do not think they are
comfortable anyways. I prefer cotton or similar fabrics. (Nihal, 55)

Talking about sustainability, Derin makes clear that she prioritizes it thus she
also looks for fabrics which are durable, consciously and ethically produced and
healthy. “Fabric is very important for me. For instance, a jean’s fabric should be
denim and not some other stretchy poor fabric. I prefer authentic denim.” Derin
(28) states. More than the feeling of the fabric, Ece adds that she hates linen and
does not own even one thing made of it because she finds it becoming wrinkled
so quickly irritating and not chic at all. She loves chiffon and has a lot of chiffon

pieces in her wardrobe.

5.3.1.6.4. Price

“I am not rich enough to buy cheap products” says Selin, introducing a famous
local saying. Majority of the respondents prioritized price in the process however
price has actually been seen as a part of and evaluated according to the value
offered by the market. This value includes the benefit, life span, quality and
other attributes the product presents and it is evaluated within the budget and
taste limits of the potential buyer who is willing to pay extra for the desired

value offer (Kapstein, 2006; Ding, Ross, & Rao, 2010). Especially quality has
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been decisive in the evaluation of price points (Ramya & Ali, 2016, p. 78). Low
prices are associated with low quality (Ding et al., 2010) while very high prices

seen as the function of brand value, not quality.

According to this, participants exhibit 4 purchasing behaviors considering their
budgets, values offered and tastes. First is, participant likes the item but does not
buy it since she does not see a fit between the value product offers and the price
asked. Secondly, participant buys the item even if it exceeds her limits since she
likes it so much. Third is participant waits for the sale. Fourth, participant looks
for similar items for a better price. For instance, Yasemin says that price was an
important factor for her latest purchase and followed the product’s price for over

a year:

Lately, I bought a coat which is very plain and similar to my old one. I have
been searching for a while and then when I finally found one, I have seen that it
was pretty expensive. I did not want to give that much and followed its price for
a while. I really liked the coat by the way, it was exactly what I was imagined.
Finally, after a year, its price went down and I bought it. (Yasemin, 32)

Ada says the first thing she considers while giving the purchase decision is price.
Unless it is something she falls in love with, she tries not to exceed her limits
and try to stay within budget as much as possible. That is why when she looks
for something or sees something which she likes, she says she always looks for if
other stores have the similar for a better price. Asli on the other hand also
considers price very important and a very decisive in her purchasing act. She
easily says that if it is beyond her price limits and expensive in her perception,

she would never buy it, even though she liked it very much.

5.3.1.6.5. Up-to-date Pieces

Turkey is one of the countries which adopt the consumption method as an

indicator of modernity (Ustiiner & Holt, 2009). While adding a piece to their

style, participants also consider the piece being up-to-date (Parsons, 2002). In
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order to provide this, they try to prefer fashionable, timeless and iconic pieces
which are not irrelevant, outdated and disconnected from today. Extreme edges
such as excessively fashion conscious and marginal products or very old vintage
pieces which exceeds limits of being timeless and iconic have been avoided by

all participants.

Zeynep says she tries to buy timeless and long-lasting things but at the same
time, she does not want those pieces to be totally irrelevant from today’s fashion.
Sila, Asli and Ada also expresses the same concerns of being disconnected from

today’s trends and tastes causing them to look like outdated.

“I find pieces which are timeless and fashionable at the same time such as
cowboy boots and leather jackets. These kinds of pieces actually come to my
mind when we talk about fashion. I also prefer such pieces.” says Beril (26) by
adding that she is very much affected from the 90s fashion while indicating her
love for the period’s iconic pieces such as mom jeans, military boots, and leather
jackets. She adds that she will continue to wear those pieces because they are

iconic pieces even though not trendy.

Sila says she follows fashion and definitely affected by the trends but picks out
the pieces which are wearable, not the ones which are too marginal and edgy
such as ripped jeans and weird knitted Zara sweaters which has only sleeves.

Asli also says she would not wear crazy outfits, so creates herself a balance.

5.3.1.6.6. Design and Taste

Design of the product is one of the major decisive dimensions while adding a
piece to style. Looking from the materialistic perspective, taste as represented by
desires, is embodied in assets (McCracken, 1990). Belk et al. (2003)
acknowledges that taste being essential in initiating desire for consumer.
According to my sample, design includes the concepts such as model, cut, color
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and pattern. These concepts are evaluated collectively within the taste limits and
expectations of the purchasers and decided accordingly. An innovative model, a
different color, favorite color or pattern are few of the things searched in

products.

Actually, it is all about the design for me. If there is a different piece which I
like and in line with my taste, I just try it on. If it fits and looks like what I have
imagined in my mind, I simply buy it. Actually, my criterion is all about
difference and the piece speaking to my taste. (Isil, 26)

A model speaking to her taste is important for Ada as she always looks for new
and different models. She especially likes dresses which are narrow towards the
waist and blouses which have a bow on the neck. Selin likes classy pieces,
especially leopard print. Aslt (25) says her personal taste is the second most
important thing and even though a piece is very popular and fashionable, she
would not wear it if it does not appeal to her taste. “For example, biker tights are
really fashionable right now. I really do not like them at all. It would be very

constrained for me to wear them.”

5.3.1.6.7. Functionality versus Aesthetics

There are two dimensions to a product. One is its aesthetic aspect and the other is
its functional aspect. Dressing choices we made indicates much about the social
and personal aspects of ourselves (Saucier, 2011). While fulfilling functional
needs and building an image, women also fulfill their emotional and aesthetic
needs (Bye & McKinney, 2007). Barthes (1983) suggest that, functionality alone
cannot be the sole reason of fashion consumption since fashionable pieces
contain much more messages about the brand and social world rising above its

functional value.

Through the research, majority of the respondents have prioritized functional

benefits to the design itself. They buy sartorial pieces with the expectation of a
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functional benefit first while aesthetic and visual pleasures are secondary. These
functional benefits are subjective and changes from one to another according to
the level of expectations. They range from comfort, practicality and protection.
For Bade, comfort is very important, especially her shoes must be comfortable at

all cost:

My shoes have to be comfortable, no matter what. I remember I have tried
countless shoes in order to find the perfect shoes for my graduation ball. I
wanted them to be chic of course but would not care if they were not actually
because 1 was going to be on my feet all night long, comfort was priority.
(Bade, 26)

Giil adds that she liked a winter dress which has a thick and wooly fabric very
much but it did not have sleeves thus she did not buy it even though she loved it,
since was not a useful piece. Asli in the same manner says that she loves small

bags but find them unpractical since none of her stuff fits into them.

5.3.2. Collecting Non-Material Components — Information and Inspiration

Although well dressing has been seen as a natural quality of standard women,
most of them actually have to learn how to dress properly and beautifully
(Delhaye, 2006). Participants collect informative components such as inspiration
and techniques required in the style creation process through few sources. In this
process, they benefit from stores, surrounding people’s ideas and practices and
finally social media. I am going to explain them in detail and give further

examples from the data.

5.3.2.1. Stores

For participants, one of the major inspiration sources is stores. The first
department store was opened in Paris in 19" century then spread to Europe and
America. This affected the way people dress and their style (Merlo & Belfanti,
2019). “The department stores were the paradise of any devoted follower of
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fashion” (Merlo & Belfanti, 2019, p. 7). Decorated windows every season and
regularly renewed merchandise give ideas to consumers about what is new this
season and what goes with what. Setting of the store, collections, visuals and

combined looks on the mannequins are the specific inspiration points in stores.

For instance, Ada (25) finds regular trips to certain stores very inspiring since
these brands renew their collections weekly or bi-weekly (Tokatli, 2008) thus
she stays up to date about what’s new while following certain trends and
fashions on the market. “I enjoy wandering around the shops. It is kind of a fun
leisure time activity for me and I get to see what is new out there since brands
such as Zara and Bershka bring new merchandise regularly like weekly or once
in every two weeks.” She says. Giil (53) also gets new ideas generally from her
time-to-time trips to shops and shares that “I do not have a specific medium
which I follow. I usually visit stores to see what’s new and look at the windows

then purchase the things which I like, find comfortable and looks nice to me.”

5.3.2.2. Surrounding People’s Ideas and Examples

Some of the respondents get ideas and inspiration from family members, friends
and sometimes even strangers (Willis et al., 1990, p. 85). They might ask about
subjects such as what to wear where, what to match with what, whether to buy a
piece or not, to get approval for their combination or whether a piece suits them
or not to their close circle (Ramya & Ali, 2016). Or else, they could simply get
inspiration from an already put together look. Two patterns emerge here: seeking
approval or courage and finding new ways. For instance, Ada asks for opinions

of her sister and friends especially about how and where to wear certain things:

I actually do not ask opinions whether something fits to me or not because I
know what suits me and what not. But in the case of matching things and
whether a piece suitable for certain occasions. I ask my sister and friends about
those in general in order to get an idea. (Ada, 25)
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Asli says the ideas of certain people around her such as her aunt, siblings and
friends are really important and has an impact in her decisions. She also shares

me the story of how she met a friend recently and found her outfit very inspiring:

The other day, I have met with a friend. She wore a dark green leather pleated
skirt and matched it with a simple white t-shirt and a knitted sweater. She had a
matching beige bag and white sneakers on. I really liked her outfit and it gave
me ideas about how to combine things in my own closet. (Asli, 25)

Sila similarly says that a stranger casually walking in the street could inspire her
and even sometimes when she likes a certain piece worn by a random woman
she wonders where she bought that piece. On the other hand, Giil remembers she
used to get ideas from her husband sometimes in past but she does not really
prefer now since she is a very decisive person who knows her priorities and body

very well, as she aged.

I used to ask my husband what he thinks and took the ones which I liked. I
actually do not like asking for ideas to someone. I should be in a really difficult
situation but have never been since I am a very decisive person. If I have gone
shopping with a friend, I ask her idea actually not to get her idea but to be nice
and kind actually. I decide already when I try it on. If I liked and felt
comfortable in it, it is done for me. (Giil, 53)

5.3.2.3. Social Media

Social media is one of the most frequently used sources of inspiration by
younger participants. They prefer social media in order to stay updated about
latest trends and get inspiration about subjects such as how to combine a piece or
what to wear where (Tse & Tsang, 2018). The most preferred platforms are
Instagram and Pinterest. Instagram enables cultural, aesthetic and digital
conversations through various mutual effects, mediation and interpretation
among different actors such as brands and end users (Schops et al., 2019) while
Strugatz (2013) indicates that people pin more than 2 million fashion-related

“pins” each day on Pinterest. In these online channels, participants follow
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celebrity styles (Rafferty, 2011), latest street style, latest trends, bloggers and the

posts of their favorite brands. Printed magazines were no longer in use.

Ashi for instance, prefers both Instagram and Pinterest. She especially the
follows bloggers in order to get ideas how to mix and match certain things and

her favorite brands to benefit from their regular posts and live stories.

I use Pinterest a lot in order to get ideas about how to combine almost
everything. I bought fishnet stockings once and did not have any ideas about
how I was going to wear it. Then I have searched it on Pinterest and had many
ideas such as... People have combined it with mini jean skirts and wore it with
Superstars. Suddenly I had the entire look come together in my mind. (Asli, 25)

Considering her passion for a more sustainable style, Derin actually follows and
adopts the Scandinavian style which is mostly founded on the pillars of
minimalism and sustainability. She follows Scandinavian bloggers on Instagram
and says that they inspired her a lot in the discovery of her sustainability

conscious side.

Do you know Jenny Mustard? She shares really inspiring things considering
sartorial practices and sustainable ways of dressing up. And there is also an
account called ‘shotfromthestreet’. She also wears minimal things and showed
me how one could look stylish wearing the same things. I love these blogs and
they inspire me a lot. (Derin, 28)

Bade says she uses social media, especially Instagram in order to get inspiration
and stay updated about the latest trends but she does not find blogs or bloggers
inspirational actually since they do not seem sincere or realistic. Zeynep in the
same manner agrees with this idea. Latest popularity of Instagram and rise of
blogging (Scaraboto & Fischer, 2012) as a popular occupation resulted in more
advertisements and collaborations and maybe this could be the reasoning behind

the decreased credit given to them.
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5.4. Formation of Style

Trying On

Outcomes:
1. Reflecting Personality
and Identity
2. Reflecting Authenticity
3. Reflecting Taste

Collecting
Non-material
Components:
Inspiration &

Information

Collecting
Material
Components:
Shopping

Formation Stage:

1. Combining
2. Aestheticizing
3. Adorning

4 Strategizing
5. Harmonizing
6. Authenticating

Figure 5. Formation process of style as a dynamic and flowing map.

As a sophisticated engagement, practice of style is built on three main stages. In
the first stage, material and non-material sources are collected. In the second
stage, style is formed by using these resources with the mediation of certain
methods and practices. As a consequence, certain outcomes are achieved. As
shown in Figure 1, individuals may move between these stages in order to revise,
adjust and recollect. From the preparation stage to outcomes, Figure 1 illustrates
the practice of style in the cultural context which Turkish women who aged
between 25-55 belongs to, meaning that all these processes are affected by age

and culture factors.
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Tokatli (2008), argues that in essence, everybody more or less buys the same
things but combine it with different items such as heels, boots or sneakers and
creativity occurs here, which is interesting. After the required components are
collected, participants engage in certain practices using the collected parts, in
order to create their style. These practices could be listed as making

combinations, aestheticizing, harmonizing, creativity and strategizing.

5.4.1. Strategizing

Since the dressing rituals covers a big part of our lives, dressing up cannot be
seen as a simple unifying act. It is a rather sophisticated process than just being
part of a fashion show which complies with the generally accepted norms of the
society (Volonte, 2019). In the uniformly ordered world of meanings, one may
directly think fashion as equivalent to dressing however we may be able to see
its sophisticated touches in the ways where individuals, act, live and think

(Rafferty, 2011).

5.4.1.1. Preparation

Based on Foucalt (1979) and Reckwitz (2002, p. 249), practice regarding
materiality is defined as a recurrent attitude which includes several
interdependent factors while materials and their utilization are essential
components (Klepp & Bjerck, 2014). Rituals, symbols and perspectives, which
are the composing elements of culture, act as “a tool kit” which a person can
choose and use whenever it is needed (Parmentier & Fischer, 2011). Process of
preparation is one of the processes participants engage and changes according to
situationality. On an ordinary day, some participants prepare beforehand and
allocate more time for the process. They may either pick out the pieces a day
before or wake up approximately 1 hour earlier to get ready. Others get ready in
a short time; they decide and wear in the morning quickly in 15 minutes. “In
college, my friends have always been saying that I look very chic. Because if the
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class is early, I would have really put some effort even though it was an early

hour.” Sanem (26) says.

On special days, process of preparation takes more time and effort for
participants. According to the importance of the situation, preparations may
begin even months before. Preparation time and effort increases as the
importance of the situation does. Some participants try the outfit before in order
to see the whole combination. For instance, "Even though I put together the
whole look in my head, I sure also try it on because I need to see it if it is like

how, I have imagined it." Says Giil.

Besides, all respondents keep certain pieces ready for certain occasions such as
simple black tights and White t-shirt for ordinary days and classic black pants
with a chic blouse. For instance, Ece loves stilettos and adds that she has never
owned flamboyant shoes except the gold and silver ones which she bought for
extreme situations. Additionally, Giil keeps special pieces for every occasion: “I
have my black pants, chic blouses and shirts ready for special events such as
engagement party of a friend’s child. A jacket or a shirt is a must for a meeting at

work.”

As jean, a white or black simple t-shirt is also considered a functional piece since
it goes with almost every outfit. Giil says she buys whenever she sees a white t-
shirt she likes. “I cannot help myself. Wherever I go, I collect basic white t-
shirts. I could wear it with anything. I love a basic white t-shirt. Jeans, black

pants and shirts are as well functional pieces for me.” She says.
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5.4.1.2. Using Situationality

5.4.1.2.1. Ordinary Circumstances

People behave in a certain way in order to adapt to the surrounding
circumstances (McNeill, 2018). In ordinary days which includes activities which
are repetitive and a part of our daily lives, participants prioritize comfort. In
these days, there are no strict dress codes, tastes are expressed freely and less
time and effort spent for dressing up. Participants prefer more casual, sporty,
comfortable and cozy pieces. Based on McKinsey and Company (2016), the
development pace of the industry in growing countries is 3% while it is
anticipated to reach to 5 percent by 2025. Additionally, casual clothing market in
growing nations represents 37% of total today, which is relied upon to ascend to
more than 50% in 2025 (Chowdhury & Akter, 2018). Through these casual
pieces, functionality gets ahead of aesthetics. There are levels to this ordinary
day practices according to the type of the situation which one prepares to engage
to. These situations could be a Sunday running, a family outing, coffee date with
friends and a casual work day. They may prefer a tight and a sweatshirt for
Sunday sport and a Jean and a nice sweater for a coffee date while opting for
comfortable black trousers on a workday. Degree of comfort decreases as the
casualty decreases. For example, Asli says she wears casual and chick jeans and
blouses for a union with friends in the evening but she has a whole Sunday

morning outfit in her mind which is very sportive:

For me tights and sweatshirts together are just perfect Sunday morning outfits.
On Sundays, sweatshirt is a must. I would never wear a jean or an
uncomfortable shoe. You are going to wear your most comfortable clothes, and
going to read your book with a coffee on the side. That is what a Sunday is.
(Asly, 25)

Selin also prefer sporty looks such as jeans for a casual day although she likes
glam things very much. She sometimes pairs a jean pants with a jean shirt. Adds
a puffy vest sometimes. She shows me a few pictures where she went to a coffee
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date with her family wearing a jean combination. Likewise, Bade always prefer
jeans as her favorite piece and never wear sweatpants or trousers even on

workdays.

5.4.1.2.2. Special Circumstances

In special days, participants go out of ordinary and prefers the pieces and
combinations which they do not in their daily lives. These types of clothes called
ceremonial or occasional wear which are worn on events such as wedding, award
ceremony or prom (Tijana, Tomaz, & Cuden, 2014). Participants here, again
prioritize their comfort while try to choose suitable pieces for the occasion.
There may be flamboyant gowns, showy fabrics and embellishments, polished
make-up and hairstyles and shiny jewelries. They also prefer vivid and strong
colors, especially red and black. Characteristic of the situation one will engage is
again very important. The look preferred may vary according to the type of the
situation and the status or role one bears. For instance, “I would like to look
different and more elaborate on special occasions. I never want to look
‘alaturka’. Not much but I would like to outshine a little, since I put so much

effort for that look.” Bade (26) indicates.

More serious attires are preferred while more glam and elegant looks chosen for
parties. One may prefer different looks going to a rock concert and a classical
music concert. Giil for instance indicates that a chic jacket and an elegant white
shirt are indispensable and perfect combination for an important meeting. On the
other hand, Zeynep for instance wore a dress which is vivid red and satin for her
cousin’s wedding and combine it with ostentatious jewelry. More pretentious,
attentive and theatrical combinations are adopted if one has the role of being host
or close to the host while other guests may opt for simpler and safer choices. Asli
classifies her combinations according to where she is going or what kind of an

event she is going to attend:
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If I am going to close friend’s wedding, I would really go out of my limits. I
would consider every detail to the tip of my nail. I would wear a full make up
and put on a showy jewelry. For example, I do not wear skirts much in my daily
life. If I am wearing skirts, it means that where I go is important (Asli, 25)

Nihal in the same way justifies Asli’s idea by saying that she definitely considers
the place she goes and chooses an outfit accordingly in terms of importance,

situation and the ambiance:

If it is a wedding or an engagement party of a close friend, I would wear more
glamorous and fancier outfits. But if it is, let’s say, the engagement party of the
neighbor’s son, I would go with a simpler option since it would not have a high
importance for me. (Nihal, 55)

5.4.1.2.3. Seasonality and Weather

What is significant, and continue to be so in each social mental discourse of
sartorial practices, is that; to the extent that its motivation is concerned, all dress
seems, by all accounts, to be roused essentially by the surrounding
circumstances. Subsequently, we need to accept the external circumstances as
our beginning stage in any investigation of the inspiration of its motivation
(Harms, 1938). Participants consider season and daily weather conditions while
making their combinations (Kwon, 1988). They pick pieces according to the
necessities of the season. Color, material and functional attributes of the item
here are very important. They prefer darker colors and more sheltered materials
which keeps warm and dry in winter while light colors and light, breathable, airy

fabrics are used in summer.

For instance, Beril prefers neutral and cold tones such as grey and black in
winter and white and ecru in summer; while Bade adjusts the color of her jeans
from lighter to darker in seasonal transitions. Daily weather is also affecting the
combination process of participants. “I had a friend date. Considering the

weather, I wore my beige knitted sweater with stripes on it. I wore my green
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raincoat with hood on it since it was a bit cold outside.” Says Giil. She also uses

her layering technique in order to handle with the changing weather situations:

I actually love cold weathers since I love layering pieces and I cannot find the
opportunity to do that in summer. I find layering very useful besides being chic.
I could take my sweater off if I feel too hot and spend the day with my t-shirt
and if it gets hotter, I could take off my shirt too. It is practical for me. (Giil, 53)

5.4.1.2.4. Characteristics of the Situation: Time, Length and Transportation

There are different intrinsic and extrinsic factors which influence apparel
choices. Every one of these variables are essentially multi-dimensional and
interrelated, yet each has its sole significance and duty. One factor may be being
liable with another factor further influences those choices. These elements are
additionally named as endogenous and exogenous variables (Arora & Aggarwal,
2018). Considered by participants, these variables could be listed as
characteristics of the place, time of the day, length of the activity and
transportation means used if there is. Participants prefer to be chicer and more
polished in the evenings according to the type of activity they engage while
preferring more casual looks in the daytime. For instance, Ada (25) makes her
mind according to where and how she goes: “If I am using public transportation,
I would prefer sneakers and more comfortable clothes but if I am going with my
own car, | may prefer dress and high heels or flat shoes.” Likewise, Yasemin

says where she goes and when she goes affects her combination very much:

If I meet with my friends in a regular cafe in the afternoon, I prefer more casual
pieces such as jeans and a checkered shirt. However, if we meet in a stylish
cafe, I may combine a skirt with a nice blouse and match them with flats. If we
have a dinner in an elegant restaurant, I may prefer a red lipstick and a black
dress. (Yasemin, 32)

Giil (53) looks at it as dressing up according to people’s levels of perception:

I don’t generally shop from luxury brands because I do not live a life like that. I
do buy the quality one yes but I do not give money for the brand itself only. For

91



example, if you go to Demetevler wearing a Louis Vuitton bag, people probably
would not recognize it, they could even consider it fake since they do not know
real measures. There is no need to give all that money. If you are living in a
high society, do whatever you want then. I mean, medium is important... What
you wear makes sense in a relevant environment.

5.4.1.3. Using Fashion as a Supportive Tool

“Fashion is something which feeds style but should not be nothing more” says
Derin. Fashion reminds participants clothes, constant circle of change, fashion
shows and glamorous world, a bureaucratic system and high prices. In the
uniformly ordered world of meanings, one may directly think fashion as
equivalent to dressing however we may be able to see its sophisticated touches in
the ways where individuals, act, live and think (Rafferty, 2011). McNeill
opposes the idea of fashion affecting every woman in the same manner even in
the face of collective efforts of media and environmental norms (McNeill, 2018).
According to participants, stylish women should have style filter and they use
trendy pieces by passing them through this filter. They are expected to use
classic and timeless items and if they want, fashionable pieces by adapting them
to their style. They follow fashion in order to get an idea about latest trends and
be up-to-date while integrating these pieces to their combinations in certain

measures. Fashionable pieces are seen hard to combine and expensive.

Giil says fashion affects her attitude and behavior in terms of sartorial practices
(Rueling, 2000). She says in certain times, some colors become more appealing
for her and then others or her perception is shaped that way. Nihal (55) gives an
example of a color which she has been seen involuntarily and strikes her
attention: “Lately, I have been seeing lilac color a lot from sweatpants to bags
and even phone cases. It is a very fashionable color, I guess. I could not resist to

buy something in that color actually and bought a pair of sweatpants!”

“A stylish person does not accept every trendy piece and she has her own style
filter actually. She prefers classic pieces or adapts those trends or fashionable
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pieces according to her style by passing them through her filter.” Says Derin
(28). For instance, lately knitted two-pieces are very fashionable thus Bade
benefits from this trend by choosing the one which has a thin fabric and neutral
colors. Enclosed by others, Simmel along with Veblen, were the leaders who
discover fashion’s these functions of connecting in the meantime separating
(Rueling, 2000). Zeynep (27) also advocates that one should take whatever suits
to her and nothing more from fashion. She suggests that one should evaluate it in
her own terms with the following example: “There is a tie dye fashion right now
for example but I do not think it would sit well with me, you know? I mean, I am
not against fashion, it is a trend and most of the people accept it and wear it but it

1s not for me.”

5.4.1.4. Choosing Between Comfort and Functionality versus Aesthetics

Functional interpretation of clothing embraces the utility dimension while
aesthetic interpretation includes appraisal of beauty or appearance (Hopfer &
Istook, 2016). Participants highly value their comfort regardless of the situations.
They look for comfort, practicality and functionality in pieces they have chosen
or in their combinations. Material, size, model and brands are important issues
they look for here. Customers compromise one component against the rest and
base their decision making on ascribes offering high utility to themselves
(Birtwistle, Clarke, & Freathy, 1998). Representatively, they prefer bags such as
backpacks, belt bags or shopper bags and opt for sneakers flats and really
comfortable heels. They also want to feel comfortable in their clothes and expect
the pieces to not tight, uncomfortable or oppressive. For instance, Giil prefers
chic mini evening bags with a shoulder strap instead of hand clutches since she
does not find practical to carry the bag on her hand all night. Ada prefers shopper
bags since she likes to carry all of her items such as charger, perfume, make-up
tools, tissues with her all day. Sila (26) in the same manner tries to use functional
items in her combinations. “Functionality means practicality, ease and versatility
for me. For instance, I prefer backpacks in my daily life since they are very
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comfortable and you can fit so many stuffs into it. In this way, I can use both of

my hands when I go shopping!” She says.

If Giil is going to wear high heels, she prefers short, square and thick heels or
wedges instead of very high and thin ones. Otherwise, she picks chic flats. “If I
wore a simple dress, I prefer flats under but if I wore a fancy one, I go with the
heels since a dress like that requires one. But I try to find the one which does not
hurt my feet and turn that evening into a nightmare." says Nihal. Comfort and
simplicity are desired notions in functionalist belief however postmodernist
approach indicates that even basic needs change between cultures (Isla, 2013).

Ece, believes one must simply find the right pieces:

High heels are not necessarily uncomfortable shoes. You should buy it from
right places. If one wears x brands’ carelessly put together shoe with no
attention paid to foot anatomy, of course it would be uncomfortable. I wear all
day long my 11 cm orthopedic high heels which 1 have bought from a very
quality store and I do not feel uncomfortable at all. (Ece, 38)

Bade considers the aspect of being usable for many occasions and introduces
jeans a functional piece which she could use in many different combinations.
Growing up in a middle-class family, she has the habit of having only a few
coats and such items thus it is very important for her to be able to use them in

different combinations:

The word functional is directly reminds me jeans actually. They look sportive
when combined with a casual simple t-shirt but they would look chic combined
with a black top and stilettos. I wear jeans going out with friends at night and
also going to work. They are the perfect example for me. (Bade, 26)

The famous Little Black Dress (Edelman, 1998), says Ada when I ask her about

the functionality.

A piece which makes you feel good, meet your expectations wear anyway you
want. It is Little Black Dress for me. It has its own ongoing fame for years and
people would wear it to a wedding and a funeral. I could wear it with stilettos
for an event and with sneakers to a chic coffee date with friends. (Ada, 25)
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On the other hand, Lascity (2018) suggests that, consumption could also be made
with aesthetic concerns. Style focused people pay attention to aesthetics since
human mind is essentially inspired by beauty (Armstrong et al., 2018).

Consequently, some participants prioritize aesthetics over comfort:

Look is always more important for me, If I look good in something and find it
chic, I would wear it no matter what.” Says Selin while Ada suggests “Comfort
is something which I could easily give up. The one and only thing which I look
for comfort would be shoes but even for shoes; if they are beautiful, I would
wear them regardless their level of comfort.

Asli who does not wear high heels in her daily life because of comfort issues,
opts for high heels for special occasions, by trying to find the most comfortable
one she can since the importance given to special events in her family is too

much.

5.4.1.5. Benefiting from Colors, Patterns and Models

Based on Hetherington’s (1998) suggestion, it is argued that individuals have
freedom of combining different signs in order to create a meaning which they
wish to transmit to other side and this process mediates relationship between
identity building and symbolic consumption (Murray, 2002). Participants also
benefit from the power of colors and patterns and models in their styling process.
They may use these variables in order to give a message, reflect their
personality, taste and preferences, aestheticizing their body, and providing
harmony. For instance, Asli says that black and red are strong and chic colors for

her and they are very suitable for special situations and late-night occasions:

Red for me is a color which makes you look chic, lively and sexy They are
spectacular, elaborate, and attractive colors. For special events which require
you to be chic elegant and stylish, these are the perfect colors. If you wear these
colors, you look attractive, pretentious and chic. (Asli, 25).
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In order to reflect the aimed images in the society, women take advantage of the
expanded meaning of clothing and this also demonstrates power of clothing in
embodying the self-notion (McNeill, 2018). To express her personality and
tastes, Giil benefits from colors. She has an active life and a very energetic
person. That is why she prefers vibrant and main colors in her life. She never
uses pink as it seems so girly for her. She also does not like ambiguity and
always wants clarity thus main colors speak to her taste more. Selin in the same
manner use red and leopard pattern frequently in order to reflect her feminine

and confident personality.

Adopting simplicity, classics and elegance as much as possible, Beril says she
prefers neutral and cold tones such as grey and black in winter and white and
ecru in summer in order to be in harmony with her environment and seasons. In
order to provide harmony Ada says that she preferred a pastel and frilly dress for
her sisters’ country wedding however she would prefer a long gown like dark

colored dress if it was in a hotel.

5.4.2. Combination

Belk (1988) argues that as opposed to a solitary item or brand addressing the
entirety of one's self-idea, just a total outfit of utilization articles might have the

option to address the assorted and possibly mixed-up parts of the absolute self.

5.4.2.1. They Mix and Match Clothes

Clothes are a part of daily routine practices (Gronow & Warde, 2001).
Participants build different combinations by mix and matching pieces in order to
create a personal style. There are different patterns observed in the process. After
choosing the pieces, they couple those pieces and aestheticize them using

accessories, hair styling and make-up while aiming for harmony. During this
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process, they benefit from their taste, creativity and fashion. Finally, the whole

process is constructed through situationality.

Style is created with efforts of creative minds who look from an artistic window
while playing with clothes (Armstrong et al., 2018). Combination of pieces is the
main step for participants in order to create a style. They first look at the
combinability of pieces and what goes with what. Then they match the pieces
together using their knowledge. They enrich their combinations and add variety
benefiting from colors, materials, patterns and cuts. Sanem for instance wears
skirts sometimes in order to create different combinations likewise Ece prefers
dresses frequently. She also buys many colors of what she likes in order to use

something which is suitable to her taste in different ways:

If I find something which I like very much, I buy different colors of it. I have
this certain obsession. A knitted sweater for example... If it is comfortable, if |
liked its form and the way it looked on me, I buy it in every color. Especially
black and white. (Ece, 38)

Giil indicates the relationship between combination and style as follows:

It is collecting things together. These maybe colors, clothing pieces... If you, do
it right, it would look delightful and if you do it wrong it would look really bad.
If you have a style, you would match beautifully and if you don’t, what you get
would be a mess. It is pretty relative I guess. (Giil, 53)

5.4.2.2. They Use Bags to Complete Their Combinations

It is suggested that tailoring, caring and refining the clothes are the keys for a
solid style (Freer, 2015). In order for a refined look the wardrobe, acts as an
inventory which keeps images and meanings thus an individual could choose
corresponding communication tool from that certain composition (Bye &
McKinney, 2007). A bag is one of the main components of a combination and
completes the look. It is used both for practical and aesthetic concerns. Harmony

with the whole expression is aimed while choosing a bag. Through their bag
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choices, participants reflect their taste and authenticity while the form of the bag
changes according to situation. For ordinary days, practicality and comfort are

prioritized while aesthetics and glamour emphasized on special days.

For instance, on ordinary circumstances, Ada always prefers shopper bags since
she likes to carry all her items such as makeup, charger, power bank with her in
case she might need it. She generally prefers colors such as black and nude in
order to create a harmony with her look easily. Backpacks and belt bags are also
very much preferred because they are practical and comfortable. On special
occasions, participants prefer smaller bags such as mini evening bags, envelope
bags and clutches, preferably the ones which are chicer and more flamboyant.
Gl prefers chic mini evening bags for important events. She prefers them to
have shoulder strap for the ease-of-use while being plain and simple, in a way to

reflect her taste.

5.4.2.3. They Use Shoes to Complete Their Combinations

According to Zanette and Brito (2019), fashion as a mindset, consists of know-
how and related materials which complete each other in order to provide a sense
of identity, comfort and belonging. “Objects in our possession literally can
extend self, as when a tool or weapon allows us to do things of which we would
otherwise be incapable” (Belk 1988, p. 145). Just like bags, shoes are also one of
the main components of a combination and completes the look. Both aesthetical
and functional concerns are observable here while harmony with the whole look
is aimed while choosing the shoes. Through their choice of shoes, participants
reflect their taste and authenticity while the form of the shoe again, changes
according to situation. For ordinary days, functionality and comfort are

prioritized while aesthetics and glamour added to the list on special days.

On ordinary days, participants prefer comfortable shoes such as sneakers, simple
flats, low ankle boots and sandals. From time to time, they prefer heels unless
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they are too uncomfortable. Bade says she prefers her most comfortable sneakers
which she likes to use frequently. Asli and Nihal also cannot forego sneakers in

their daily combinations; Nihal especially likes low top casual boots.

For special occasions, participants again prioritize comfort but as aesthetical
concerns emerge, comfort may lose ground. They prefer more aesthetic,
flamboyant and elegant shoes such as stilettos, high heels and chic flats. For
instance, Ada generally prefers stilettos which she finds chic, elegant and
suitable for every occasion. She shows me the plain nude stilettos which she has
preferred for her sister’s wedding. Asli, who does not wear high heels in her

daily life because of comfort issues, opts for high heels for special occasions.

5.4.3. Aesthetization

Although well dressing has been seen as a natural quality of standard women,
most of them actually had to learn how to dress properly and beautifully
(Delhaye, 2006). The dressed body communicates our personal and social
identities (Saucier, 2011). In order to reflect the aimed images in the society,
women take advantage of the expanded meaning of clothing and this also

demonstrates power of clothing in embodying the self-notion (McNeill, 2018).

5.4.3.1. Aesthetization Using Aesthetical Measures

Dress reform movement established on the basis of putting forward the wearer’s
natural self and beauty. Instead of being lost behind the dress’ dominant being,
individual must have been emphasized (Delhaye, 2006). However, natural is
suggested to be not enough and body needs certain possession in order to excel.
When people finally start to seize the real connotation behind the concept of
improving self, they also try different possibilities in order to discover their

potential (Zanette & Brito, 2019).
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In order to create a solid style, participants benefit from aesthetic senses and
perceptions. Knowing their body and dressing up accordingly, they manipulate
their look in a way that suits their aesthetical perceptions. A woman can
emphasize or hide her certain bodily features by using certain sartorial methods.
Colors, models, cuts, patterns and textures are some of the tools benefited in the
process. Choosing clothes according to their body features, accessorizing, self-
care, putting on make-up and styling their hair are few methods of aestheticize.

Colors and fabrics for instance are primary tools in the process.

Ada prefers dark colors, especially black since they make her body looks thinner
and never wears fluffy or plush fabrics because she believes they make her look
thicker. Bade does not prefer earthy tones such as nude or camel since she thinks
those tones do not look good on her skin tone, even though she finds it chic
when sees it on other people. Models and cuts are also important. Sila (26) picks
out the miniskirts because she considers herself short compared to others and
believes miniskirts make her look taller: “My legs are not too long and ankle
boots are making them look shorter that is why it is really hard for me to find
ideal boots. Since I am not a very tall person, I prefer miniskirts ideal because
longer ones cut my height actually.” Isil also shares her desperate wish to wear a

romper but admits that never had the courage to do it because of her height.

5.4.4. Adorning

Clothing can be characterized as a feature of the comprehensive design of
individual look which incorporates hairstyle, adornments, covers, improvements
and mutilations. The various pieces of the design are intentionally manipulated
to declare and separate contrasts (Kuper, 1973, p. 348). "To adorn" signifies to
make something appealing, particularly one's self. Adorning is consequently a
progressive aesthetic encounter which may be rightfully placed in the circle of

enthusiastic experience (Harms, 1938).
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5.4.4.1. Adorning by Styling Hair

Specifically, only few researches have referred to the duty of daily appearance
practices like hair-style or dress in women’s silhouette (Tiggemann & Lacey,
2009). Hair is an inherent piece of the construction of appearance (Kuper, 1973,
p. 352). Participants style their hair in a way to complete their look. Hair is seen
as a beautifying tool. They prefer different styles considering the harmony with
overall look and comfort issues while they may use certain accessories such as
headbands, scarfs and hair pins. As in other processes, the way they style their
hair changes according to the situation. For ordinary circumstances, they style
their hair themselves with less effort and may leave natural. For special events
and situations, they may get help from a professional and put extra effort. They
may prefer a chic up-do, waves or a braid. In both circumstances, natural,
effortless and not exaggerated looks preferred. The grooming, trimming and
styling of hair is a significant social practice and emblematic exercise for every
young individual. Hair has long been a mean for serious articulations about self

and society in which emblematic implications are devoted (Willis et al., 1990).

For instance, Nihal’s hair is very short and she says she use it like this all the
time so no effort needed. Ada has a naturally straight hair and she likes to
accessorize her hair with headbands and scarfs from time to time. According to
the occasion, Giil either does her hair herself or has it done on hairdresser but she
says she always prefers the same updo with a chic and elegant hair pin. Leaving
her hair natural every day, Bade says she definitely does something special with
her hair like an elegant braid or natural looking waves but she also prioritizes

natural look.

5.4.4.2. Adorning by Putting on Make-up

Armstrong et al. (2018), suggests that beauty, regardless it is seen in the figure or

meaning drive human beings. Make-up as another tool for the beautifying
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process, applied in a way to reflect taste and authenticity. Participants want
make-up to be in harmony with their whole look. As in other processes, their
make-up applying processes changes according to the situation. For ordinary
circumstances, they apply their makeup themselves with less effort and may go
natural. For special events, they may get help from a professional and put extra

effort.

For instance, on ordinary days Isil likes to use dark and colorful eye shadows
even in the day time. She applies full make-up wherever she goes and not afraid
to use bold colors such as red and purple in both her eyes and lips; she even uses
black lipstick. Considering her daily preferences being also chic and easily
adaptable from day to night, Ece says that she would only add a bit more make

up in order not to look so pale.

For special events, Zeynep says even though it is an important occasion and she
has makeup done by professionals, she expects it to look natural all the time and
not too synthetic. Bade sees make up as an essential element for special
occasions and emphasizing the importance of natural look again, does a total

makeup using all elements from foundation to highlighter and blush.

5.4.4.3. Adorning through Accessories

Dressing demeanor is an attitude in relation to the means one dresses, where,
dress in question is a collection of adjustments and/or supplements to the body. It
includes a lengthy account of attainable continuous adjustments of the body such
as styled hair, shaded skin, earrings, along with evenly lengthy agenda of
apparel, jewelry and accessories (Arora & Aggarwal, 2018). Participants use
accessories as complementary tools in order to enrich, embellish and personalize
their combinations. These accessories may be jewelry, hats, scarfs and even hair
clips. Through their choices of accessory, they reflect their taste and authenticity.

Situationality again affects the process here. While they stick to their tastes and
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authentic features, they may go out of ordinary and opt for more flamboyant,
theatrical and conspicuous pieces on special occasions as opposed to their
ordinary preferences which are simpler, smaller and less showy. Harmony with

the overall look is aimed while choosing the piece.

For instance, Derin says she really like accessories a lot especially good designer
ones. Since she always prefers minimal outfits, she likes to stir up her look with
putting on a few minimal rings. She also prefers gold pleated ones since they are
more durable and not so expensive. She reflects her taste by especially choosing
more minimal and gold pleated models. “I like to wear different and colorful hats

and beanies.” Says Sanem as an effort to put her authenticity front.

For special affairs Bade prefers big and glamorous eardrops which it is not
possible to see on her in normal circumstances. She says she goes out of ordinary
in the case of accessorizing for special days. Ada in the same way prefers clear
diamonds for an important day such as her wedding and colored diamonds or

diamond like pieces are also very much preferable for important occasions.

5.4.5. Harmonization

Through this method, participants aim to provide harmony between their
personal style and life style in order to live an easier and more balanced lifestyle.
In order give a clear message and offer a beautiful look they also provide
harmony between pieces combined and preferred looks through time. Last but

not least harmony between personal style and personality is aimed.

5.4.5.1. They Adjust and Adapt According to Lifestyle

Based on Adamson (1980), Murray (2002) suggests that, it is easier to adapt to

imposed rules rather than showing refusal with a mindful effort. While creating

their style, participants adjust and adapt their styles according to the certain
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factors in their lives. These factors could be listed as their environment, their
working conditions, their habits and preferences. They want to accommodate to
external conditions in order to feel comfortable, harmonious and not discordant.
For instance, they adapt to their working conditions by creating a style which
meets the needs of their jobs and also theirs. Zeynep talks about how her work

routine is affecting her sartorial preferences:

I work in an industrial place where production is made. So, my clothes could get
dirty any time. I have to move comfortably around. And on top of all, I work
from 8 am to 6 pm for 6 days of the week. Thus, I wear simple and comfortable
things most of the time. (Zeynep, 27)

Bade in the same way says that she has been working from home lately and
bought new pieces which are both chic and comfy in order to adapt to these new
circumstances. Moreover, they also try to be in harmony with their lifestyle. Giil
says she recently moved to the countryside and realized that she should adapt her
style to her environment. She even indicates that she does not wear black which

is one of her favorite colors no more since she has a pure white Chinchilla cat.

I recently moved to my other summer house which is on the countryside, like a
bit outside of the city. Here is like a village and very different from the city. I
feel different because of my clothes and feel like people are staring at me. I
would like to fit where I live but it could take some time, I guess. (Giil, 53)

5.4.5.2. They Provide Harmony Between Pieces

Participants indicate that a look is whole and there must be harmony between
each and every detail (Harms, 1938, p. 248). Harmony is aimed between pieces
combined, hair, make-up, accessories and other sartorial practices. This
coherence is provided by mixing and matching materials, colors, textures,
patterns and other tools. For instance, Zeynep tries to achieve harmony through

matching colors, fabrics and patterns:

Fabrics should complement each other for sure. For example, velvet and satin
does not go together but a leather jacket and a jean could be perfect. I don’t
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think two crowded patterns would go well with each other. One patterned piece
would look better when it combined with a simple piece. Colors are also should
be well matching. I would not be comfortable if I wear a yellow shirt and red
pants. (Zeynep, 27)

She also remembers how her hair and makeup which she did not like changed
her feelings towards her overall look as follows: “I really liked my gown which
is a red satin flowy maxi dress but the hair and makeup applied to me had
nothing to do with what I have asked for so it really made me feel bad about my

overall look that night.”

5.4.5.3. They Provide Harmony with Personality, Emotions and Philosophy

Participants reflect their mood, emotions and life philosophy to their style. They
aim to harmonize their look with their personality and character (Marshal,
Jackson, Stanley, Kefgan, & Touchie-Sepcht, 2000). Their look and choices also
affect their mood. They prefer pieces which make them comfortable, feel good
and happy or if they feel down, they try to raise their spirits by benefiting from
sartorial choices (Arora & Aggarwal, 2018).

When I wake up, I open the wardrobe and ask myself ‘which one today?’ It is
weird for a lot of people but it sets the mood for the whole day I believe. I wear
according to how I wish to feel all day. If [ want an amazing day, I should look
awesome as well. Says Ece (38)

Derin adds that she puts on a red lipstick, put on some rings or style her hair
differently in order to feel better. On the other hand, Sanem says that she tends to
wear darker colors or more simple and comfortable pieces in the days she feels
dispirited. Ece (38) supports her by saying “If a woman wore a chic dress and
high heels that day, she definitely must be feeling very good. Otherwise, is not
possible. If she is wearing sneakers, it means stay away from me. Because it is

for me.”
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5.4.5.4. They Provide Harmony Through Time

In order to talk about the presence of a style, one must be consistent with her
combinations, message given and pieces chosen, through time and different
occasions indicate participants. Persistence achieved through one’s discovery of
clothes which are best for her body type is the pillar of style together with
timelessness and individuality, rather than following and practicing frequently
changed latest looks. The ideal aimed identity is must be being a woman who is
aware of the special qualities of her body and dress accordingly; not someone
who unconsciously follow fashion or who does not care at all because clothes
chosen according to one’s style benefits one more than other trendy ones
(Mikkonen et al., 2014). For instance, Bade says she prefers classic pieces and

neutral colors, similar silhouettes and same materials for a long time.

Whenever 1 go shopping, my hand goes to thin knitted fabrics and jeans. I never
wear trousers or sweatpants. I prefer a black Jean instead. I never wear nude or
earthy tones or colorful and patterned pieces. I guess I have a line which I
follow constantly and this means style. (Bade, 26)

Ada in the same manner prefers pastels, soft colors, nudes and sometimes lively
and vivid. She embraces elegant and polished silhouettes. She says she never
wears ripped jeans, never put on purple lipstick or wear checkered lumberjack
shirts. She says she opts for palazzo pants, chic blouses and pearls as far as she

remembers.

5.4.6. Authenticating Through Creativity or Following the Classic:

Creativity represents finding one’s style through mix and matching. For people
who appreciate creativity, aesthetics has been a pursuit commonly. Creativity
epitomizes discovery of personal style over the practice of mix and matching
(Armstrong et al., 2018). Participants benefit from creativity in the styling

process. Creativity means unexpected things, irrelevant pieces coming together,
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seeing what others cannot see and doing the undone for them. They use
creativity in 2 ways: They either combine pieces in a creative way or they prefer
creative pieces. While combining, they use methods such as layering and using
pieces with a purpose other than its original one. While choosing pieces, they
prefer different, innovative and unexpected cuts, models and colors. Giil (53) for

instance prefers layering items and using them in unexpected ways:

I do like to wear things by layering them. I wear a t-shirt inside, put a shirt over
and maybe throw a sweater on it. I do not like to wear one piece; I like to look
crowded. The shirt showing inside the blouse or leaving its collars open... |
really like these little touches. I mean, everybody wears a jean and a shirt but
put them together with a twist.

Is1l (26) looks for innovative pieces and adds her creative touches subsequently:

While I am purchasing a product, I try to find the different one compared to
what others wear or what I already have in my closet. Since we shop from
mainstream brands such as Zara and Mango, I try to find the most distinctive
pieces and add something from me while combining them.

Some respondents on the other hand do not engage with creative means thus
prefer classic and simple pieces and combinations. “Creativity for me is a
different cut in a clothing piece or matching very different things which never
come to mind and irrelevant together. I have already never been creative my
whole life. It has always been classics for me.” Says Bade (26). Zeynep agrees to
Bade’s creativity definition saying that she wonders who in the world thought
about a dress in the form of shirt or a shirt with one sleeve. While emphasizing
her amazement, she adds that her style is actually same with every 9 person who

walks on the street out of ten.

5.5. Outcomes of the Process

After participants collect the required inputs which are both material and non-

material, then they create their style by using these inputs and engaging in
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certain practices. As a consequence of these preparation and formation stages,
they achieve certain outcomes. According to the variabilities which they have
chosen to engage in their preparation and formation stages, these outcomes vary.
These consequences could be listed as reflecting personality, reflecting their

authenticity and reflecting their taste.

5.5.1. Reflecting Identity and Personality

Participants indicate that style is personal and women should wear what suits to
their character, freely, without rules. Through their combinations and pieces
chosen in the process, attendants act in a way reflecting their personality and
values (Schembri et al., 2010). When they try to express their personal traits and
values such as being energetic, sporty, masculine, young and conscious, they
prefer combinations which carry the reflections and meanings of these traits just
as wearing ripped jeans, preferring sustainable products, combining vibrant
colors. For instance, as an advocate for sustainable fashion, Derin shares with me
an old photo which she does not like her combination wearing all trendy and
colorful pieces: a jean, a yellow fashion conscious (Nam et al., 2007) blouse, and
a blue headband. This style is pretty different from her current look which is
formed by neutral colors and plain silhouettes formed by sustainably produced

products.

I used to see fashion as something fun and enjoyable but looking deeper, now I
see an industry which is not so innocent and actually it has certain aspects
which harm the world, nature and our perceptions. That is why, I prefer
sustainable products now she shares. (Derin, 28)

As an illustration, Giil is a very energetic person and she is young spirited. She
tells me that she could wear what a 25 years old wear without any doubts at all.
She wears ripped jeans, sneakers and vibrant colors in order to reflect her young
spirit. Bade in the same manner, tries to reflect her sporty and dynamic

personality even in situations which require more serious attires. She does not
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give any compromises concerning her personality. She tells me about the time
she looked for a simple yet elegant evening gown which reflects her sporty and
classic personality for her college graduation ball: “I wanted it to look not so
gown gown, you know. Chic and suitable for an evening but still comfortable
and me. Those kinds of dresses are like make you look like you are 35 when you
are actually 18 so, I never want that.” Looking at the picture of her dress, I see
that she wore a very simple, flowing emerald green dress which has strings on its
back giving the dress a younger and casual look. There was no embroidery,

glitters, flakes or patterns on the dress.

5.5.2. Reflecting Authenticity

In the period of dress reform movement, amongst many significant ideas one
was the possibility that an individual may be able his/her authentic self. Dress
reform movement established on the basis of putting forward the wearer’s
natural self and beauty. Instead of being lost behind the dress’ dominant being,
individual must have been emphasized (Delhaye, 2006). Some participants aim
to reflect their authentic identity through their style thus choose pieces
accordingly in the preparation process. Authenticity here means being different,
unique and distinctive while going against the rules and realizing true self. They
use their taste, creativity and distinctive characteristics in the formation process.
Attendants advocate that, women should be authoritative, selective and loyal to

inner self while filtering external voices in their sartorial practices.

Staying away from popular culture and mainstream practices while finding your
own voice... | find it cheap when people wear the exact same things which they
see on a model or a window. One could make a cheap item very quality by
adding things from herself. [ add a scarf to my old jeans sometimes or I may add
some details to my heels which makes them more stylish. indicates Giil (53).

Ece (38) supports her idea by indicating that women should be free and more

courageous and playful in their choices:
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There is no right or wrong to making combinations. Who says pink and red or
black and navy cannot be combined? Every person has their own standards and
there cannot be universal rules in a situation like this. I have friends who buy
the whole outfit on the model since they are too afraid to make their own
combinations. Where is style or authenticity in this?”

Selin shows me a picture from a wedding wearing a vivid emerald colored
romper with a few frills on it. She says that she likes to prefer pretentious and
different pieces and adds that nobody else wore a romper that night.
Additionally, she likes to wear all white in winter on the contrary of common
belief and indicates that she bought a pair of white boots for winter lately. Lastly,

Is1l reflects her original self in her choices frequently:

Even though it is not on the edges or crazy, I define my style as different. I do
not wear what everybody wears most of the time and I like creating little
nuances through my makeup or accessories. Sometimes my friends find my
choices very oftbeat but then they say ‘I would not buy it if I have seen in the
store but it looks so good on you’. They even define my style as ‘Isil Style’.
(Isil, 26)

Looking together at her choice of dress for the graduation ball, it is possible to
see her love of dark colors and different spirit. She wears a black tulle dress
embroidered with a few red big flowers and inside she wears a simple black crop
and a miniskirt. She also never leaves the house without makeup and likes to use
dark and colorful eye shadows even in the day time. She is not afraid to use bold
colors such as red and purple in both her eyes and lips; she even uses black

lipstick.

5.5.3. Reflecting Taste

Established upon personal connection to the object in question while learnt and
instructed; taste is proceeded as a shared and arranged activity within the
procedure. Detailing and cultivating procedures within a culture includes taste-
making, which is based on 'reasonable information' and the ceaseless

arrangement of aesthetic classifications. Taste is a feeling of what is aesthetically
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fitting inside a local area of professionals—an inclination for 'the manner in
which we figure things collectively' (Gherardi, 2009). Participants reflect their
taste through their style by engaging in different practices in the formation
process. This notion of taste is visible in their pieces chosen, their combinations,
and even make-up and accessories. Taste actually emerges as the combination of
preferences and it is the message and reflection of self and personality on the
outside. Participants use colors, patterns, models, materials and aesthetical

measures as intermediaries while expressing their tastes.

For instance, Bade (26) wants the components of her style to be a reflection of
her taste and personality She states that “I’ve searched for two years, I have
maybe checked thirty or forty stores and spent two winters without boots just
because I could not find the one. It should reflect me. When it does not, I do not
feel comfortable nor stylish.” Likewise, Selin says she likes jean on jean, all
white looks, leopard pattern and puffy vests thus she frequently uses these in her
combinations. Nihal finds satin pants both chic and comfy thus prefers them in
her daily life while choosing bohemian and natural touches on her accessories.
Gl likes oversized pieces but never wear sweatpants outside since it does not
look aesthetically pleasing for her, although she is very fond of her comfort.
Accessories also reflect participants’ taste. Zeynep does not like pieces such as
hat and scarfs while Ada loves adding colorful scarfs and stylish hats to her

combinations.

They also use colors, patterns and materials in order to express their taste. Ada
for example, loves pastels, nude colors and soft fluffy fabrics thus try to use
them as much as possible while styling her looks. Likewise, Isil loves purple,
dark colors and tulle fabrics which are the details visible on her ball dress. Nihal
uses silver necklaces and bracelets however Ada prefers pearls and diamond like

cut colorful jewelries.
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5.6. Outside Factors Affecting Style

There are also certain outside factors affecting both the way style is defined and

practiced. These are namely age and culture.

5.6.1. Age

Age is one of the most highlighted aspects in terms of changing and re-
sculpturing one’s style. It leads to an evolution in style through changes occurred
in one’s taste, financial situation, social class, education, etc. (Ramya & Alj,
2016). Giil (53) talks about the change she experienced through age over the

years as follows:

Maybe, I think in time, my judgment and priorities have changed as I grow
older. I used to dress up for people to like my style but now comfort is more
important for me. Lately, I have been wearing more different things compared
to what I liked before. Perhaps my style is evolving. I like wider, looser, and not
figure-hugging clothes.

Sila also supports Giil’s idea by indicating that over the years how much her

approach to sartorial practices and choices she makes has changed.

Age is actually a very influential base factor in defining one’s style. Over the
years, too many things change around us, so do we. Our life philosophy and
experiences direct us to look at things a bit more different than before. I used to
think that people who dressed up like hippies were very stylish in high school.
Shabby silhouettes and sloppiness would fascinate me. Now I think the
opposite. Stylish person must be up-to-date and attentive. (Sila, 26)

5.6.2. Culture

Considering variables such as age, gender, education, class, profession and
religious demeanor; norms and traditions of a culture deeply affects an
individual’s stylistic choices (Tse & Tsang, 2018). The way they see things in

their family life growing up, the climate of the region they live, local societal
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customs and habits plus the effect of different cultures as a consequence of living
in a global era, they all have certain responses in the sartorial world. Based on
Bourdieu, Ustiiner & Holt (2009) indicates that tastes and practices are adapted
inadvertently through numerous repetitive encounters, for the most part in
childhood. Family and core environment growing up have a great impact on

participants’ sartorial choices of today.

Sila (26) reflects traces of the culture she has seen in her family by sharing her
memories. “My mom always wears V-neck blouses. That is why, I cannot wear
anything which covers my neck. Also, she is a very well-groomed woman all the
time. I have always seen her in fancy outfits. She is kind of my role model.”
Moreover, Bade says her environment change from high school to college has

brought also a little change in her style.

At the beginning of college, I was shopping a lot. There has been a change in
my style and I bought more dresses and high heels, at that period. But then
graduating, I have never worn them. I did not feel comfortable in them. I would
like actually like them if I have seen them on someone else. (Bade, 26)

After family, societies and their unspoken rules and expectations affect women’s
stylistic choices. Fear of judgement brings the need to fit in. For instance, Ash
indicates that her style is shaped according to the society she lives in because she
does not want to look weird and judged by wearing different things compared to
others. Zeynep (27) looks at her style under the light of societal norms and
analyzes her sartorial choices: “Actually, I live the way society does because my
soul is kneaded with the same things, growing up. I'm not practicing differently
either; but in my mind, I am way ahead believing that a woman should wear
whatever she likes.” Giil shares her recent personal experience concerning this

dilemma;

We recently moved to our summer house which is on the countryside. This
place is a bit like village. I feel different and feel like people are staring at me
because of my clothes. A lot of people come here in order to shop for organic
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foods and you could easily tell who local people are and who the outsiders are. I
would like to fit where I live but it could take some time, I guess. (Giil, 53)

Other than societal norms and expectations, the geography which they live in
also affects participants sartorial choices. Bade suggests that the climate which
one grows up is pretty effective. Living in a climate which includes all four
seasons actually provide us with the ability to add variability in our sartorial
choices. However, she says that she maybe would have a different style if she
lived in a place where the weather is always cloudy or lived in a country which is

always sunny and hot (Siple, 1945).

Mixing regional customs with global structures, style blends contrasting cultural
ingredients to create a unique identification (Murray, 2002). Since we live in a
fast and global world, other cultures are actually pretty visible and sometimes
affect women’s sartorial choices. Brands which preferred by most of the
respondents such as Zara and Mango are designed in Europe. Luxury brands
such as Chanel and Gucci are ruling the fashion world and inspiring the latest
trends. Although Turkish women think they are not affected from other cultures,

they do in an indirect way (Kapstein, 2006).

Asli says she does not care about what French woman wear while Canan says
that she is only inspired by Turkish culture’s different dimensions such as
women in Aegean Region and East Region wearing shalwar. However, they both
shop form Zara and Mango frequently. Zeynep on the other hand accepts that
foreign cultures have serious impact on us in the age of information and
everything is really achievable. “For instance, Berta comes to mind when you
think about bridal gown. It is a really popular brand in the world and inevitably
you are inspired. I could look for a Berta style gown when I am going to get
married.” Says Zeynep (27). Ada in the same manner says that Ugg boots are
really popular in our country as well as in the whole world and she likes to wear

them as well.

114



CHAPTER 6

CONCLUSION

6.1. Discussion

The main objective of this research is to define what personal sartorial style is
and explain in detail how professional women who aged between 25-55 create
their style in an emic level. My attitude in this study has been to determine what
personal sartorial style means by giving a solid definition while analyzing the
methods and strategies for creating a style by utilizing the aesthetic, material,
economic and symbolic dimensions of clothing. Moreover, I have observed the
variety of meanings and place clothing holds in women’s life while external
factors also affecting their perception and practices. Thus, through repetitive
analysis and interpretations, I was able to illustrate a holistic personal style

creation as a dynamic and flowing process.

My foundations are based on understanding from multi perspectives the
sophisticated meanings and associations adopted by professional women while
resolving the layers of patterns of how they benefit from those meanings and
associations concerning their preferences, habits and practices in the creation
process. My study consists of five intertwined dimensions which investigates the
meaning of style, creation of style, formation process, outcomes and outside

factors affecting style respectively.

6.1.1. Definition of Style

As for meaning of style, first, the research results demonstrate that dressing has a

much more sophisticated standing in women’s life such as fulfilling desires,
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reflecting identity along with authenticity and experiencing happiness rather than
simple motives, as parallel to Cordwell et al. (1979). McNeill (2018) also
suggests that, clothing is an imperative component of identity building practice
however, her study focuses on fashion consumption and its relative reflections
on the identity building practices in the social context. In contrast, this thesis
suggests that women engage in sartorial practices in order to simply express
themselves in every way such as mood and values, not just identity. Besides,
Rafferty (2011) also studies emotions focusing on them as a significantly
important component in the practice of consumption. However, her study
analyzes emotions in the context of consumption and social classes while
literature also in general focuses on variety of emotions such as anxieties, fear,
desires and passion. On the contrary my findings suggest that sartorial practices

are actually a motivation and a tool for well-being.

Until now, no study has been conducted in an emic level in Turkey, based on
style and its definition while internationally, only Kjeldgaard (2009) examines
the concept of style in an emic level. Other than his study, there are no studies
carried out which aims to define style in an emic level. In addition, there are
many general and theoretical definitions for style in the literature. With this
study, I build on these theoretical definitions by adding the emic definition of
how professional women aged between 25-55 understand and define style. Based
on these motivations, my findings reveal that style as a definition includes 8
dimensions. These could be listed as a beautiful appearance, being a part of the
lifestyle, a totalistic concept, harmony, standing out through creative and
authenticating acts, tool for communicating emotions and identity, an experience

and finally, compliance with the generic style codes.

Looking at the general literature, since style has been not studied in an emic

level and studies are focused on the collective style notion; style has been seen as

an equivalent and alike of fashion. Thus, there are studies which use concepts of

style and fashion interchangeably (e.g., Welters & Lillethun, 2007). In some
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studies, style has been seen as a notion which could be changed and replaced
expeditiously (Volonte, 2019; Mikkonen et al., 2014) and a democratizing tool
since it is studied from a collective perspective however, in this study because it
is studied in the emic level and reduced to individual, we find that in fact style is
a continuous and balanced concept which requires consistency and has a long
lifecycle (Welters & Lillethun, 2007) since it is personal and regarding with

characteristic features.

Through the medium of style, women effortlessly give hints about inner conflicts
and mirror a sophisticated statement of identity. In line with this aspect,
Kjeldgaard (2009) defines style as a tool which unravels personality based on
consumer culture theories which define consumption with postmodern
philosophy. However, his study indicates style and identity together as
fragmented, fluid and communicated through signs; on the contrary of this study
which is more in line with Armstrong et al.’s (2018) findings which expresses

style as permanent, balanced and long lasting.

Secondly, findings of this study reveal that style is a part of the total lifestyle
thus it is actually a signal of one’s generic taste preferences. Kjeldgaard (2009)
agrees that style is an extended concept in many aspects of life however his
study does not recognize style as a notion which is the representation of one’s
competencies, reflection of how one lives, and a statement of social standing.
This brings me to the totalistic dimension of style which demands an integrity
and completeness of the total attitude of an individual both visually and
behaviorally. Findings suggests that all the components in the sartorial practice
including the attitude and mimics of a person all merge as a part of her style,
again in an emic and individual level. In literature, Hebdige (1979), also
describes style as a collective concept which is formed through the mutual
coalesce of individual proceedings and values however collectivity and values
here actually sourced from the subcultures. Moreover, respondents define style

as an experience which stands for feeling good and comfortable inside what one
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wears by eliminating forced practices out of the rationale. Although its main
argument is the expression of identity, Sobh et al.’s (2014) study on dressing
habits of Qatari and Emirati women perfectly exemplifies the finding that styling
is being an experience for women. Hebdige’s (2007) study in the same manner
focuses on the message given through the combination however misses out on
the idea that structured combination which reflects tastes and preferences is also

creates an experience for the wearer.

Lastly, compliance with the generic style codes has been recognized as
fundamental since the research results demonstrate a tendency to define personal
style through style codes. However, style codes here are benefited only as a tool
to define style. Style here is something unique and built through collective
practices of individuals in a way to reflect identity. Conversely, Murray’s (2002)
study suggest that people perceive style as something they exhaust. Meaning
that, style does not signify much alone but the association with style defines
identity thus style as a medium, adopts an integrative role as in one’s relation

with style as part of his/her personality (Kjelgaard, 2009).

6.1.2. Creation of Style

As for the second part of my analysis, results exhibit that, participants (young
professional women), first collect the necessary input which are classified as
material and non-material before the formation stage initiates. Material inputs
represent physical items gathered through shopping such as clothing and
accessories while non-material inputs represent information and inspirations

sources such as social media.

As noted in the findings section, participants reveal certain patterns while
shopping. Traditional way of shopping directly from the store still the most
preferred way of shopping. Further, value proposed is an important factor in the
basis of shopping. Majority of the respondents prefer shopping from mainstream
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fast fashion brands such as Zara, Mango and H&M while sustainable products,
premium brands, small boutiques and made to measure pieces are also preferred
value propositions but relatively on a small scale compared to fast fashion. In
order to extend the study of Isla (2013), I would like to note that these middle-
class women do not prefer to shop second hand and vintage. Here, brands which
carry signs and symbols, are tools to reflect values and selthood as well (Lascity,
2018). However, on the contrary of what literature suggests, although signs and
symbols are (Parmentier & Fischer, 2011; Thompson & Haytko, 1997,
Mikkonen et al., 2014), brands are not very active and decisive factors in the
styling process of these middle-class professional women. Besides, as a strategy,
some women choose where to shop according to their dynamic expectations
changing from product to product. Moreover, there are also certain shopping
motivations, purchasing styles, differing frequency and variable allocated time
for shopping are observed. Expectedly, budget is also one of the concerns in the
collecting process since the sample represents middle class. Precisely, the ones
who allot higher than 20% of their budget, exhibit signs of passion or collective
shopping. Passion here could be associated with fashion’s appeal which requires

considering the social aspects of emotions (Rafferty, 2011).

Lastly, one of the most essential rituals concerning sartorial practices is the
process of product selection. In this process, women consider certain measures.
These could be listed as quality, material, combinability of the product, price, fit
between design of the product and consumer’s taste and preferences, and finally

the functional aspects of the product.

This thesis suggests that women consider and integrates quality in their sartorial

practices according to their expectations from the sartorial piece. This finding

extends the literature which claims, that consumers’ decisions are affected in

differing ways by the variety of quality dimensions through different contexts

(Spencer & Crosby, 1997). Quality is measured subjectively by consumers who

may hold some aspects higher than others (Hanf & Wersebe, 1994). Moreover,
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this finding also in contrast with Brata, Husani and Ali ‘s (2017) suggestion
which claims higher the quality, higher the purchase intention in the sartorial
practices context. Along with other criteria, price dimension considered critical
as well however price has presumed to be a function of the value offered. This
value is appraised conforming to benefit, life span, quality and other attributes
offered while these measured within the budget and taste limits of the buyer. On
the contrary of literature (Hanf & Wersebe, 1994), findings claim that women do
not associate high prices with higher quality although low prices are directly

associated with low quality.

Compared to all these findings, there are certain studies carried out concerning
style focused consumption in the literature. For instance, Cho et al. (2015)
analyzes style consumption in the context of sustainability and investigates the
motives and results of this kind of engagement by also considering gender
differences. Similarly, Gupta, Gwozdz and Gentry (2019) also aims to identify
the role of style in the sustainable consumption by including the fashion
orientation to the study and contrast them. In a different context, Rahman, Fung,
Chen, Chang & Gao (2018), examines the preference and decision patterns of
consumers, both men and women, in Asia through a survey based on shopping
channels, product appraisal measures and fashion knowledge sources. Although
all these studies give clues regarding the style-oriented consumption preferences
in different contexts, none of them intend to discover the criteria and
considerations behind the product selection process of style-oriented women, in
depth. In addition, Thompson and Haytko (1997) also analyzes the consumption
habits of young college students however their study aims to understand fashion

discourses and their relative place in the process.

Chowdhury and Akter (2018), analyzes the material gathering part of the
sartorial practices from the perspective of young Bangladeshi individuals by
interrogating the attributes searched utmost in the purchasing process of

fashionable items. Considering both male and female counterparts, results reveal
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that they both prioritize a good design and sales with nuances in their choices.
Texture, comfort and durability stands out for women while men prefer harmony
and functionality. However, style only emphasized here as an attribute of the
product and a function of the design rather than being integrated as a
comprehensive phenomenon. In the same manner, Birtwistle et al. (1998)
examines men’s sartorial purchasing habits based on quality, price, selection and
staff in the framework of store’s offerings while quality is emerging as the

essential consideration.

Other category of inputs is represented by non-materials, namely information
and inspiration. In order to be capable in the formation stage, participants collect
these inputs frequently from stores, social media and benefit from ideas,
experiences and examples presented by surrounding people. Instagram and
Pinterest are the most popular ones in this context. Not surprisingly, social media
is mainly preferred by young participants while middle aged women prefer
stores overall. This thesis finds that, valid for every age, women may collect
information or inspiration through their friends, family members or even
strangers in the forms of approval, courage and new means. This result again
likely to be related to the informative capacity of style (Barthes, 1957; Hebdige,
1979).

6.1.3. Formation of Style

Style creation is an exhaustive process. This process consists of three
fundamental parts. First of them is the process where the sources are collected.
Second is the process where style is formed through these sources by using a
variety of methods and practices. Finally, the last part represents the outcomes of
the style formed. As shown in Figure 1, there are two-way arrows which
represent the repetitive and retroactive nature of the passages between phases. In
the formation stage, individuals may go back to preparation stage in order to add,
revise and adjust their sources, then again engage in with certain practices in the
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formation stage in order to achieve to desired outcomes. After the desired
processes engaged in the formation stage, women may also would like to test if
they achieved to their desired outcomes by trying beforehand. Here, two-sided
arrow again represents the retroactive transition which enables adjustments by
going back to the previous phase in order to achieve to the desired outcomes.
Beginning with the preparation stage and ending with desired outcomes, Figure 1
summarizes the creation process of style in detail in the cultural context which
Turkish women who aged between 25-55 belongs to. Thus, this figure is
mediated and affected by outside factors which are respectively age and culture.

I am going to explain them in detail in the following pages.

In the third part of my analysis, after collecting the necessary inputs, participants
form their style by engaging with certain practices. At this point, I prefer to
categorize them as base practices including combining, aestheticizing, adorning
and complementary practices including strategizing, harmonizing and
authenticating. According to the evaluated data, formation stage starts with
combining collected pieces. Participants mix and match clothes and add
preferred bags and shoes in order to complete the combination. Secondly, they
may engage in the practice of aesthetization based on aesthetical measures. Then,
adorning practice may occur in the forms of styling hair, putting on make-up and
adding accessories. Meanwhile, other three complementary ones which are
namely strategizing, harmonizing and authenticating are employed as mediating
the process. To clarify, while combining, aestheticizing and adorning;
participants may benefit from factors such as situationality, fashion
(strategizing), creativity, following classics (authenticating), coherence and
consistency (harmonizing) and inspiration with information (non-material
factors) collected in advance. Practice of strategizing which is one of the
mediator practices includes preparation period, situationality which covers cases
namely ordinary and special circumstances, seasonality and weather and finally
factors such as time period and time length of the situation with means of
transportation while defining the action of participants accordingly. Making a
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decision between functionality and comfort versus aesthetics is another practice
of strategization. Last but not least, as a part of the strategization, fashion as well
as colors, patterns and models are benefited as supportive instruments in the

formation process.

In the literature, Murray (2002), focuses on the symbolic aspect of fashion and
style practicing by introducing the notions ‘sign domination’” and ‘sign
experimentation’ based on hypothetical and known fundamental positions with
industrialist structure in mind. Although he worked on middle class
professionals, his study does not cover the practice of style but rather focuses on
understanding the fashion discourses. Likewise, Kjeldgaard (2009) offered the
concepts “style switching” and “style code reflexivity” respectively by replacing
industrialist factors with social norms. Through Kjeldgaard’s (2009) study,
symbolic aspect of postmodern consumption is challenged since he suggests that
although styles are freer and more disconnected from traditional forms, they still
keep their connection. However, concerning the practice of style, there are no
study conducted which analyzes the way style is practiced in detail. Our thesis
offers an exhaustive process map which includes the collection of both material
and non-material components and how they react with each other by the
mediation of a variety of methods benefited in the process just to achieve desired

sartorial outcomes.

Furthermore, from practical perspective Mikkonen et al. (2014) also suggests a
philosophy called ‘Wardrobe Self Help’ which supports individual sartorial
practices, emphasizing one’s own exceptional attributes, and listening to inner
suggestions. Through this philosophy, being free from the industrial impositions
and embracing authenticity is also emphasized. However, their study is
conducted in the context of fashion as well. My other emphasis here is that these
women follow fashion with the aim of being up to date however act conservative
while accepting it. Here fashion acts as a supportive tool or intermediary as also
labeled by Zanette and Brito (2019). While Bly et al. (2015) refers fashion as
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the contrast of style, this outcome is contrary to that of Murray (2002) and
Brickell (2002), since here fashion is defined as the reference point or equivalent
while mixing apparel with adornments. Besides, contrary to Murray’s (2002)
suggestion of fashion’s equalizing power, findings imply that fashionable
products are associated with high prices thus equalizing aspect is pretty context

specific.

Harmonization as one of the complementary practices, also mediates the other
base practices. It is observed that there are four dimensions to harmonization
namely, harmony with lifestyle, harmony between pieces, harmony through time
and finally harmony with personality, emotions and philosophy. Further research
reveals that women use authenticating practices by means of engaging in creative
acts or following the classics. By building on Kaiser (1977), Thompson and
Haytko’s (1997) proposes that style is built with efforts of creative minds who
look from an artistic window while playing with clothes. However, some
participants prefer not to engage with creativity by employing more classic and
simple inputs and methods. These results are likely to be related with context
since it is a strong determinant in the ultimate self-perception of an individual.
Namely, a woman with a solid self-perception and strong presence in her social
environment, then her choice of clothing and style has the possibility of being
“riskier” compared to others (McNeill, 2018). Thus, in a different context,

choices of these women could differ.

6.1.4. Outcomes and Outside Factors Affecting Style

As a result of my framework based on collecting inputs, then formation of style
by employing these inputs together with certain practices, women acquire
particular outcomes. As they may vary according to the practices engaged and
inputs chosen in the upper stages, they could be classified as reflecting
personality, authenticity and taste. While many studies interrogate the fashion’s
place in the identity formation process of women in a collective manner
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(Delhaye, 2006), this study expands the style’s critical role in terms of building

an identity through a creation process.

Lastly, analysis exhibits that age and culture are the essential influential factors
in both definition and practice of the style. As one ages, certain changes occur in
taste, way of living, environment, level of education status and financial state.
Hence, these re-sculpt the philosophy of defining and practicing style. On the
other hand, the outcome of this study is contrary to that of Kjeldgaard and
Askegaard (2006) since although style evolves through time, there has been no
disassociation or apathy observed with aging. Likewise, culture also has a

significant influence over both definition and practice.

6.2. Recommendations

“Fashion, style, la mode”. These are the introduction words of the book “7The
Fashion Reader” written by Linda Welters and Abby Lillethun (2007) as if they
represent the exact same idea. Over the years, style in relation to notions such as
fashion, consumption and identity is defined and analyzed in various contexts
(Kjeldgaard, 2009). Although style is investigated in many studies, these studies
did not differentiate it and solely defined style in the sartorial concept while
explaining its philosophy and process of practice in detail. Until today, limited
number of studies conducted concerning actual meaning and practical aspect of
style through the consumer’s perspective (Kjeldgaard, 2009). As personal
awareness increases and fashion becomes a common and global sense, value of
style heightened as a significant tool to be separated from the crowd. This study
fills the gap in the literature by providing a solid definition for the notion of style
which has been studies as a “subtitle” until now (Kjeldgaard, 2009) while also
illustrating a detailed process map concerning how a woman builds her sartorial
style. By all means, this thesis defines style as a collective, experiential and
beauty-oriented practice which is a part of a lifestyle and aims for harmony,
mirroring identity, expressing emotions and standing out while it is expressed

125



through style codes. Further, women create their style by composing material
and non-material inputs through the mediation of practices namely combining,
aestheticizing, adorning, authenticating, harmonizing and strategizing. As a
result, identity, taste and authenticity communicated through final look. Age and
culture are the external factors affecting the process. These findings have
important implications for better understanding and execution of style as a

concept for both individuals and market.

From managerial perspective, this study recommends that sophisticated
motivations of dressing should be considered and prioritized while both
designing and marketing the products for a better fit between offerings and needs
of both parties. Considering the given definition, personal style should be re-
evaluated in an exhaustive manner with all dimensions in order to understand the
consumer and her expectations better. While creating seasonal collections and
merchandise, all dimensions of style could be integrated in order to offer an
experience. Besides, while collecting the material inputs, consumers shop
through online platforms and stores. However online platforms should be
enhanced in a way to eliminate concerns of consumers while enhancing the
overall experience of both online and physical stores. Moreover, benefiting from
the results which indicates shopping motivations, styles, frequency and duration
of consumers could be analyzed in order to offer a custom experience (in terms
of time and selection of goods offered) for every consumer individually. Further
analysis reveals that considering the product selection criteria of purchasers,
labels could be enriched providing a better information such as material and
ethics) while means of combining and styling a piece including
recommendations for aesthetization and adorning could be offered through
visuals. Besides non-material inputs could be readily integrated and offered to
customer together with material items such as offering tips and tricks, making
recommendations and supplying inspiration sources. As a crucial source of
inspiration, social media could be utilized in a more active and efficient way.
Finally, based on age and culture; tastes, preferences and evolution of these
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factors should be calculated as well as effects of globalization on the market

offerings.

Overall, based on the evaluated data this thesis defines style as a collective,
experiential and beauty-oriented practice which is a part of a lifestyle and aims
for harmony, mirroring identity, expressing emotions and standing out while it is
expressed through style codes. Further, women create their style by composing
material and non-material inputs through the mediation of practices namely
combining, aestheticizing, adorning, authenticating, harmonizing and
strategizing. As a result, identity, taste and authenticity communicated through

final look. Age and culture are the external factors affecting the process.

6.3. Limitations & Future Research

While conducting this research, considering the characteristics of my sample
which consist of professional women, reaching out to them and setting
interviews within their busy schedule and limited timeframe has been quite
difficult. Acknowledging the intrinsically limited structure of a master’s thesis,
this study reflects the realities of the middle class. For future research, this study
could be repeated with people from different social classes and age groups. Such,
when one could repeat this study with a higher class which prefers luxurious
consumption, it is possible to better grasp how luxurious and designer brands are
used as a source in the sartorial processes. Moreover, this research could be
conducted in the context of second-hand consumption in order to understand
how an authentic practice like this is practiced and perceived by women in their
sartorial practices. Additionally, the research may be conducted comparatively

between different age groups or social classes, in the future.

Although sartorialist practices have always been associated with women more,
today men also are important focal points in terms of stylistic representations.
Men were excluded from the study due to the concerns of simplicity and
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women’s rather sophisticated interest in fashion compared to them and this kind
of interest could be explored only through a special tool (Karademir-Hazir,
2014). In future, men could be included in the research or a study which focuses

only men’s stylistic preference patterns could be conducted.
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B. INTERVIEW QUESTIONS

Acilis Sorusu
1. Biraz kendinizden bahseder misiniz? Yasiniz? Egitim durumunuz? Nerede
calistyorsunuz? Nasil bir aileden geliyorsunuz? Anne ve Babanin egitim durumu

& meslegi. Ilgi alanlariniz/hobileriniz neler?

A. Stil Nedir?

2. Giyim kusamin hayatinizda nasil bir yeri var?

3. Stil sahibi birini nasil tanimlarsmiz? Ornek.

- Sizce stil kisinin kendisini/kimligini yansitir m1? Ornek

4. Kendi stilinizi nasil tanimlarsiniz?

-Cevrenizdekiler sizin stilinizi nasil tanimlar? (Sik, zarif gibi kavramlari actir.)
renk c¢esit

5. Stil s6zcligii sizin i¢in ne ifade ediyor?

Projektif:

Size verecegim kelime ile ilgili, hi¢ diistinmeden akliniza gelen {i¢ kelimeyi
sOyleyiniz:

Moda, Siklik, Stil, Tarz, Giizellik, Kombin (Biraz agabilir misiniz?)

6. Kendinize has/essiz bir stiliniz mi var yoksa bir grup veya akimdan etkileniyor
musunuz?
- Herkesten farkli zevk ve tercihleriniz var midir?

- Bir baskasiyla benzer iiriinleri giymek sizi rahatsiz eder mi?

7. Fonksiyonellik ve rahatlik kavramlari stil anlaminda sizin i¢in ne ifade ediyor?

Yansimalari neler?
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8. Estetik kavramu stil anlaminda sizin i¢in ne ifade ediyor? Yansimalar1 neler?

B. Stilin Yaratimm

Alsveris:

9. Hangi kanallardan genelde aligveris yaparsiniz ve ne tiir lirlinler tercih
edersiniz? (AVM, Online, Butikler, Semt Pazarlari, Vintage, DIY, Yurtdisi, ... &
Fast fashion, Premium markalar, El yapim1/Ozel dikim iiriinler, Orijinal pargalar,
)

10. Ne siklikta ve hangi donemlerde giyim kusam aligverisi yaparsiniz?

- Aligverise ne kadar zaman harcarsiniz?

- Fiyata ne 06l¢iide dikkat edersiniz?

-Aylik biitcenizin yiizde kagini giyim tiikketimine ayirirsiniz?

11. En son yaptiginiz giyim aligverisini biraz anlatir misiniz?

Uriin secimi:

12. Bir {iriini stilinize eklerken karar verme siirecinden bahseder misiniz?
Kriterler nelerdir?

-Materyal, renk, model, doku, kesim, dikis, mensei, ...

- Stilinizde daha ¢ok tercih ettiginiz bir renk paleti veya 6zel modeller var m1?.
13. Kalite kavramu stil anlaminda sizin i¢in ne ifade ediyor? Yansimalari neler?
14. Yaraticilik kavramu stil anlaminda sizin i¢in ne ifade ediyor? Yansimalar1

neler?

C. Stilin Olusum Siireci:

Stilinizi nasil olusturdugunuz konusunda biraz bilgi almak istiyorum.

15. Siradan bir giinde, stilinizi nasil olusturursunuz? / Ozel bir giinde stilinizi

nasil olusturursunuz?
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- Aksesuar kullanir misiniz?
- Makyaj yapar misiniz?
- Sa¢inizi yapar misiniz?
- Stilinizi olusturmak ne kadar zaman alir?
16. Sizce bir bireyin stilini olusturmasinin en temel kurallari/olmazsa olmazlari
nelerdir?
17. Stilinizin vazge¢ilmez 3 pargasi nelerdir?
- Hayatimizin sonuna kadar tek bir tiriin giymeniz gerekse neyi tercih ederdiniz?
(Elbise, sneaker etc.)
18. Stilinizi olustururken viicut orantiniz/beden olciiniiz kararinizi nasil
etkiliyor?
19. Stilinizi olustururken ne gibi kaynaklardan / ne dl¢lide yararlanirsiniz?
- Sosyal medya, bloglar, dergiler, aile ve arkadas fikirleri
20. Stilinizi olustururken, yasadiginiz ¢evreden, yetistiginiz kiiltiirden ve farkli
kiiltiirlerden etkilenir misiniz?
21. Fotograflar iizerinden soru:
- Bu fotograftaki tarz hakkinda ne diislinliyorsunuz?
- Begendiginiz ve begenmediginiz yonleri nelerdir?
- Bu sekilde giyinen tanidiklariniz var m1?
- Nasil birisi bu sekilde giyinir?
- Siz bu tarz1 tercih eder misiniz?
22. Asagidaki stilleri yansitan birer fotografi benimle paylasir misiniz?
A. Sik bir ortam,
B. Is Stili
C. Giinliik stil
D. Stilini hi¢ begenmedigi 1’er fotograf.
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C. ANALYSIS SAMPLES

Sample 1. What is style?

niverste, Gzel
Sektdr, Terciman

2 Bekar

25 Bekar

25 Bekar

55 Bekar

Master, Gzel
1 26 sekar v,

iretmen ok,
Kamy, Ofretmen

Gnverste, Kemu
‘Emekisi, Mall
Migavic

Oniverste, buel
sektsr

Griverste, kamu,
ilokul Mg V.

ilkokul Mezuns,
TurstRehber,
{Oniversite, Deviet
bankas emekisi

Rahatve sk, ekonomk, bo) genis, hatzn bel

‘etmeyen, spor i, s iste iyinmek, kombin
yeriyrr in e g, yapma, . :
gomek, birkedivar, kararh 2tikiann uyum, Kisigin yanstan, kendine has,
Hayvantar Ve plank, minimal{x),
‘Sporyapmak, Rahat, Kask seyler, vicutyaps, 4 yi dnceki
Voleybo) Fiates, kyafetm gyebifyorum, bast, kombin, spor&Kiasik,
i Kedisivar, Yt g
yirlyls, Fim - dgndayzszd,  saderenkler, Gne ckmayan gze batmayan
ivlemek, Miizik  sag Kyafeter, '
goiemek e, e fazi i faki renk, kendine s, yarata ),
yiriyis, Kedisivar, kot Marinal), Karakteryanstan, ugarda seylel),
medtasyon, b én Koy i@
slrikieyic ‘medtasyons pargalar, minnos seyler, diz parcalar, “spor, sade,
Kitaplar, yemek  yGneimis,rahatik  efienceix), renki{s)" a5 pul & tagh x), cok deseni
R T T
ogrenmek, dar eliseer, bol paga pantolonlar(paiazo)),
Femnen, ik, syah, Gkkat ek,
akgversyapmak, wakkararveren,  Biyik kipele,siyak kazak, bireysel, fark, gorselk,
o -
ogrenmek, ‘okuyor, Ggrenmenin salvar, bol pantoloniar, cok gesti, sade irimier, renki
gemmek,spor  yagnnoimadgna  lriner, farkh kesimler, otantik ve bohem, spor
‘yapmak, inanyor bohem, Kimégi yansi, i dinyanin dga yansmas,
Wik gnemek,
Yeniyerer Herkesten farks, 5k, Gzend, uyumiu pargaar, i taz,
kesfemek  Karrsz, Kendine has,ucrdap), majeal ), sbyel),

Sample 2. Formation of Style — Shopping: Channels

1
1. 0:anda kumasina dokunmar lazm. Onun iin meseia ben intemetten aksvers hi yapmadim yapamam diye disundyorum.
e by ; e
3. Daha bol, daha genis, rahat,
Vakit kayb. Befendigi i ya girgim. Baska
2 - - .
5 tesemir i em rahaten, Sini
unmak, denemek, & Srinis Ul o &
severim, biryle geamy sevmen, karariymdr, aradgmda P
yrms.
s Fai 5 i @ 5 Buyizden
Magazs, Deneme oians, Oninelx), yapmyorum.
kutanmazam, artk daha sk kulanyorum, cabuk siiyorum),
nine (kosy, b, 5, oy, b, :
a sinmes
o
i iy ama kazak, 9 o
s Grine gove defsiyor, magazs, onine, keyif veriyor ama onine’dan daha gok terch ediyorum.
Magazs, Oninelx, 25 dokunmak, P & s . i 5
5 yasamamak, kanal 32, kolzyik, i Bris
VM, Magazs, Onine(x), denemek, i yaksmas, 1. i orip i
7 vicuda uyguniugu . e 3ksvers yapamyorum mazlessf. — e ————
i isiigin prat i t & deri : figfatura, muhattap, makas arabg), fiyat, sagik, giveniirik, hammaddeler, iyi bir marka sart
s  pratk g, mutsuz deneyinier, deneme imkan yok) ces,

Dokunmak, denemek, izerinde grmek

Denemek, izerinde gérmek

Magaza (sko, kargiasbrma imkani yok,
zaman aiyor)

‘Oniine (koiay, ha, karsiastrms imkan,
yorumian okuma)

Fargayagre

‘Gormek, dokunmak, koayik, sorun
halinde muhattap bulmak

Denemek, izerinde gérmek

Denemek, izerinde gérmek.

| Sayfal | Kanallar | Urin tipi

Frequency and Seasonality | Duration Budget and Price Las .. ® [«I
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Sample 3. Formation of Style — Product Choice

‘Anarenider (mavi. yeai san).siyah, beyaz.

pudralx), kahve tonkan (bayka renkierle. Ayakkabifiganta, kumayn kabtesi, tok kumay, Rahat, hatlan bell etmeyen, bol
S diye Kt pansh ), ne e g, | Kombendndel, hoki hadl btan 555 nayon), s (. pamuk 56, e eviies ysiarm s ranst Oners, Godrop inde
a6, b et | o ) diseimeyen (), o, 29§ ik ki Svem, koo, okl g Sgeen ootk saprasioma kol e,
Vo ki g5t dokunmayem yepam e, locver, mor, B, pembel doneTaclrent | cyolman, ke b, dokunanca hop e, | 35 ok, simsk, | 515,915 vkt ek, 3y paniaon, yoh
sy S, geve peeess ok (), ) i, ey sonenst sk, beyas t33n. moda,
[ET————
‘Sade renider, neon&parlak renkler(x), siyah, toprak Rahatik gk Gnemii, ‘ganta, ayakkaby, farkh
tontan (x), ana renider | mavi, yeyil, kmui), ince ok ucuzx), basitlx), yiksek fyat(x), safik,  Farkh kesim, farkh jeyleri ayakkabianem mutiaka rahat ‘ortamiar, kolay
o bhatar ok, kimymal, [ oimt, s dorseyels,  sombmencti,
Rt s, iiden
ot ton, ek paratr, ey, e, kol Varstodegin, sobave | Snemsicd rdianans | itmeme, ot
s Sk iz, O, ot i foipassi,  Syemem, Gisneyopgan | cuiemesi snemi e, Gl g4 ahott
sosterys uens) s dors o sepert, pton res—
e des e dei ok Baphatrnn
ne, bk v, nade renki, arancole. et s o ey ik
ok v i i Tk pargaan drens & top At orsn, tonsiion,
25 okr g M. M V. it ok ] asis rum yaimet yons o ramsme Oneritsmo prisitydel syshabspor ok, sode mivsl, dengeh
ks, s, okayor, [
Onivesite, | okl |gumek spor | arenmenin yapmot, ok Gaseos garinmesi,
O Sk, Mezun yapmk,entriman yapen St geetgne Ss——
Gizelik | u, Turist| gaimak, yeni oimadgna Kumag, sentetix), sagih olmass, umay pamukdu, dikiyi, gariir girmez anlanm, | kullanunm, fulan kemer | Onemi*, hareket 82girkigi,  Onemii®, ok amagh, beyar  etmemesi, uyumiu
55 ekr Urmon_ Renber, ki, P s Mo v Pt —— ey seigndestin e, e g ey
Mode, tarzauyguniok.
e o sieden it
M e P ——— Sok ane, sorarms
OxcSeis, Dever | Mz dimemst. o, dotule, kserl) it 3, e

Stilin Yaratimi - Uriin Segimi
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D. SAMPLES FROM PHOTO ELICITATION SESSION

Sample 1. Casual
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Sample 2. Business
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Sample 3. Vintage

s
STy
e r—
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Sample 4. Fashionable
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Sample 5. Chic
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E. TURKISH SUMMARY / TURKCE OZET

Bu calisma, temel olarak, giyim kusam stilinin kavram olarak ne oldugunu ve bu
stilin ¢esitli faktorlerden yararlanilarak nasil yaratildigini anlamayi amaglar.
Calisma, birbirine bagli ve gecirgen 6 bolimden olusur. ‘Giris’ bolimi, bu
caligmanin neden gerekli oldugu hakkinda ipuglar1 verirken, ayn1 zamanda neden
onemli bir ¢alisma oldugunu gosterir. Bir sonraki bolimde konuyla alakali
literatiir taramasina yer verilirken, ardindan gelen baglam béliimiinde s6z konusu
kavrami etkileyen ve c¢evreleyen durum ve sartlardan kisaca bahsedilir.
Metodoloji boliimiinde, ¢alismaya rehberlik etmis teknik ve ydntemlerin yam
sira, hedef grup ile ilgili de demografik bilgiye yer verilir. Bulgular boliimiinde,
caligma sonucunda elde edilen veriler sistematik bir sekilde paylasildiktan sonra;

bu bilgiler literatiir ile karsilastirilarak ¢calismanin katkisi ortaya koyulur.

1. Cahsmanin Gerekliligi ve Onemi

Saucier'in (2011) belirttigi gibi, beden bir sosyal tuvaldir ve ¢esitli giyim kusam
unsurlartyla siislenir. Giliniimiizde insanlar sadece ilkel kaygilarla degil, aym
zamanda daha sofistike motivasyonlarla (Arora & Aggarwal) giyinmektedir. Bu
motivasyonlar, kiginin dig gdriinlimiinii olusturma seklini biiylik 6lciide etkiler.
Burada stil kavrami 6n plana c¢ikar. “Stil” kelimesi bugiline dek g¢esitli
baglamlarda kullanilmis ve tanimlanmistir (Inkpin, 2018), ancak giyim kusam

baglaminda net ve agik bir sekilde tanimlanmamugtir.

Literatiirde stil yaratimi1 ve uygulamalar1 ¢ogunlukla kimlik kavrami iizerinden
incelenmistir. Cogu zaman bu uygulamalar sadece bir giyinme eylemine
indirgenmistir. Goriiniim, kostlim, moda ve silislenme gibi kavramlar, giyim
kusam uygulamalarinin bir parcasit ve stilin es degeri olarak anilirken, stil
kelimesi tek basina bir kavram olarak bu cercevede eksiktir. Ayrica, birkag
caligmada stil, moda veya trendlerin esdegeri olarak kullanilmig ve bu

159



kavramlarin aralarinda net bir ayrim yapilmadan birbirlerinin yerine
kullanilmistir (6rn., Takagi et al. 2017; Allinson, 1916; Parsons, 2002; Willis,
Jones, Canaan & Hurd, 1990). Ayni1 sekilde Allinson’ da (1916), genellikle moda
icin kullanilan "stilin demokratiklestirilmesi" ifadesini kullanarak, stil ile moday1
es deger olarak yorumlar. Stil burada, kolektif bir eylem olan ve topluluk
tarafindan benimsemeyi gerektiren modaya benzer, metalagtirilmis bir

kavramdir.

Tiirkiye acisindan bakildiginda, stil iizerinde calisilmast ve aydinlatiimasi
gereken 6nemli bir konudur. Karademir-Hazir (2017) ve Ustiiner ve Holt'un
(2010) arastirmalarindan yola ¢ikarak, stilin Tiirkiye baglaminda Onemi
rahatlikla anlagilabilir. Gelismekte olan toplumlarda, Bati toplumlarinin
uygulamalarini ve modernligini 6rnek alan bir orta smif ortaya ¢ikmaktadir.
Gelismekte olan bir iilke olan Tiirkiye’ de de aymi desen goézlemlenir. Bu
nedenle, modern ve kiiresel olmanin yani sira Batililarin aliskanliklarim
uygulamak da Ozellikle orta sinif profesyonel Tiirk kadinlari i¢in dnemlidir.
Bahsi gegen profesyonel kadinlar, ayn1 zamanda bu degerleri ve yasam tarzini
ifade etme arzusuna sahiptirler ve bunun i¢in stilden yararlanarak kisisel bir tarz
yaratirlar. Hepsi bir arada diisiiniildiiglinde, stilin bu kadinlarin hayatlarindaki
yeri goz Oniinde bulundurularak, onlarin bakis agisin1 ve yontemlerini daha

detayl1 ve kapsamli bir sekilde anlamak 6nemlidir.

Yani sira hem Tiirkiye hem de genel literatiir baglaminda, stilin tanimini ve
profesyonel orta simif kadinlar tarafindan emik diizeyde nasil uygulandiginm
inceleyen Kjeldgaard (2009) disinda herhangi bir ¢alisma olmadigi
goriilmektedir. Kjeldgaard (2009), alt kiiltiirler cer¢evesinde, Danimarka gengligi
baglaminda stil ve nasil yaratildig1 lizerine ¢alisirken ayni1 zamanda stilin emik
yorumuyla ilgili literatiirdeki boslugu vurgulamaktadir. Son olarak, stil ile ilgili
birgok makro teori olmasmma ragmen; tek basina bir uygulama olarak

incelenmemistir. Dolayisiyla, bu arastirma ile 25-55 yas arasi, modern ve Bati
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standartlarin1 rehber edinmis, orta sinif, profesyonel kadimnlarmn stil kavramini

emik diizeyde nasil tanimladig1 ve uyguladiginin anlagilmasi hedeflenmektedir.

2. Literatiir Taramasi

Literatiire bakildiginda, stilin modern ve bilinen tanimi 20. yiizyilin ikinci
yarisina kadar gitse de aslinda son zamanlara kadar stil bir alt baglik olarak

incelenmistir (Kjeldgaard, 2009).

Stil icin literatlirde bir¢ok tanim vardir. En genis anlamiyla, Maffesoli (1996)
stili basitce “yontemler” olarak tanimlar. Daha spesifik olarak, Hebdige (1979)
stili, insanlar tarafindan bir mesaj vermek amaciyla olusturulan, kasith bir
iletisim araci olarak tanimlar. Burada stil, duygular1 ve kimligi aktarmak i¢in bir
ara¢ olarak goriilmistiir (Rafferty, 2011; Murray, 2002). Ardindan, Kjeldgaard
(2009) stili temel olarak, secilmis pargalarin harmanlanmasi olarak tanimlar.
Kjeldgaard’ 1n (2009) calismasi, tiikketim kiiltliriiniin post modern perspektifini
temel alir ve parcalilik, akigkanlik ve isaretler diinyas: olmak {izere {i¢ temel
boyut icerir. Benzer sekilde Murray’ de (2002) stil tanimini eslestirmeye

dayandirir; ancak bu tanim kolektif ve ticari bir bakis agist igerir.

Yine Kjeldgaard (2009), stili, tilketim kiiltiirli teorileri siizgecinden gegirerek,
kisiligi ve varolusu daha iyi anlamak icin bir ara¢ olarak tanimlar. Bu ¢alisma,
bireysellige odaklanarak tarzin, ¢evreye uyum saglamanin bir yolu oldugu
fikrine karsi ¢ikmaktadir. Ayrica Murray (2002), stili, insanlarin belirli
yetersizliklerini gizlemelerine yardimci olan bir ara¢ olarak tanimlamaktadir.
Murray (2002), stilin geligkili 6znel kavramlar, ayrim ve karakter yonetimi
stiregleri gibi igsel ve zitliklar barindiran konularin ¢atistig1 bir arena oldugunu
iddia ederek farkli bir bakis agis1 sunar. Ayni sekilde Hebdige (1979) stili, karsit

tanimlarin biiylik bir giigle birlestigi alan olarak tanimlamaktadir.
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Son olarak, Armstrong vd., (2018) stili, stilin hizla degisebilen bir kavram
oldugunu iddia eden diger calismalara kiyasla kalici, dengeli ve uzun siireli
kavramlar ile tanimlar (6rn., Volonte, 2019; Mikkonen, Vicdan & Markkula,
2014). Tarzin bireysel boyutunun disinda kolektif bir boyutu da vardir. Blumer
(1969), belirli tarzlarin zamanla topluma yayilabilecegini ve kolektif ruh
hallerini temsil edebilecegini 6ne siirer. Bunun en giizel 6rnegi sokak stili

kavramidir (Woodward, 2009).

Literatiirde, stilin diger kavramlarla iligkisi de ¢okca incelenir. Zamanla stil,
tanimin1 birgok alana genisletmistir; moda ise bunlarin en basta gelenlerinden
biridir (Kjeldgaard, 2009). Kimlik, stil uygulamalariyla ilgili olarak literatiirde
en c¢ok arastirilan konulardan biri iken; Armstrong vd., (2018), stili 6n planda

tutan bireyler i¢in estetigin bir odak noktasi oldugunu 6ne stirmektedir.

Stilin yaratilma bicimlerine bakildiginda, yine literatiirde farkli yaklasimlar
bulunmaktadir. Bazi c¢alismalar kombinasyon ve yaraticilik kavramlarim
vurgularken, digerleri kimlik, toplum ve endiistri ¢atigmalarina odaklanmaktadir.
Murray (2002), “anlam kodlar1” kavramini ortaya koyarak stil olusturmak i¢in

kisinin uygun anlamlar1 segebilecegini soyler.

Ayrica, Kjeldgaard (2009), halk teorisine dayali1 olarak, kisisel stilin iletisiminde,
kimlik, 6zgiirliik ve sosyal hayat olmak lizere ii¢ gii¢lii ayagi oldugunu oOne
siirmektedir. Bu caligma, tiiketicilerin farkli stiller arasinda gecis yaparken,
hareket ettikleri yelpazeye sadik kaldiklarimi ve bu hareketin kendileri i¢in
diistindiikleri Ozgiirliikkle smirli oldugunu savunmaktadir. Bu iddiaya gore
bireyler, sosyal hayatin sinirlayict bir faktér oldugunun ¢ok iyi farkindadirlar.
Son olarak, Kjelgaard' a (2009) gore, stil tiikketimine iligkin iki belirgin kalip
ortaya c¢ikmaktadir. Bunlar, Murray'in (2002) ‘isaret baskinligi' ve ‘isaret
deneyimlemesi' kavramlarina benzer sekilde "stil degistirme" ve "stil kodu

yansitmas1" olarak adlandirilir. Farkli olarak, Kjeldgaard' in (2009) ¢aligmasinda,
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isaret baskinligimin temelini olusturan kapitalist kurallardan ziyade sosyal

normlar stil kodlarinda rol oynamaktadir.

3. Arastirmanin Baglam

Bu caligmanin baglamini, stil deneyimlerine dahil olan Tiirk kadinlari ile onlarin
firsatlar1 ve ¢evresi olusturmaktadir. Tiirkiye, modern Bat1 bakis acist ve klasik
Tiirk geleneklerinin bilesimi ile, esine az rastlanir bir yapt sunmaktadir.
Modernlesme ve Batililasma kavramlar1 genel olarak baglama hakim olmakla
birlikte; kiiresellesme, farkli ekonomik goriisler ve dini faktorler, kirdan kente
gerceklesen go¢ de baglami oldukca etkilemektedir. Kentlesmeyle birlikte,
kadmlar i¢in daha iyi ve yiiksek egitimin yani sira mesleki firsatlarin da onii
acilmistir  (Abadan-Unat, 1978). Bu gelismeler ve moda sektoriindeki
gelismelerle gelen yeni pek cok secenek sayesinde, kadinlarin ¢ok fazla
ozgiirlige ve bircok firsata sahip olmalari nedeniyle, her zamankinden daha

ozgiin ve zevkli olmalar1 beklenmektedir (Delhaye, 2006).

4. Arastirmanin Metodolojisi

Metodoloji boliimiinde, arastirmanin tamamina rehberlik eden yaklasim ve
yontemler ayrintili olarak tanimlanmig ve agiklanmistir. Arastirmanin
orneklemini, yaslar1 25-55 arasinda degisen ve ¢ogunlukla Ankara'da yasayan,
iyi egitimli, orta sinif profesyoneller olan 15 kadin olusturmaktadir. Baslangigta,
ilk katilimcilar1 belirlemek amaciyla “kolayda Ornekleme” ydntemi tercih
edilmig, daha sonraki katilimcilart belirleme asamasinda, c¢esitlilik ve
kapsayicilik saglamak amaciyla “kartopu yontemi” kullanilmistir. Konunun
Oziinii kavramak amaciyla, arastirmada nitel bir yaklagim benimsenmistir
(Langley, 1999). Zengin ve kaliteli verilere ulasmak adina, derinlemesine
goriigme yontemi, temel arastirma araci olarak tercih edilmistir (Holstein &

Gubrium, 1995).
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Arastirmaya yon veren arastirma sorusunun dogasi geregi, arastirma boyunca
rehberlik etmesi i¢in, 6nceden tanimlanmis herhangi bir teori veya teoriler temel
alinmamistir. Bunun yerine tlimevarim yontemi ve yorumlayict yaklagimlar
kullanilarak fenomenin derinlemesine anlagilmasi amaglanmistir (Saunders ve
digerleri, 2009). Kavramlarin daha iyi anlagilmasimi saglamak icin “fotograf
paylasim yontemi” de kullanilmistir. Katilimcilara farkli stil kodlarimi temsil
eden cesitli fotograflar sunulmus ve stil olarak kendisine daha yakin hissettigini
secmesi beklenmistir. Ayrica, katilmecilarin  kisisel tarzlarini  daha iyi
kavrayabilmek amaciyla, farkli ortam ve stil kodlarini iceren kombinlerinin bir
Orneginin paylasilmasi istenmis ve bunlarin iizerinden katilimci ile sohbet

edilmistir (Patton, 1980).

5. Caliymanin Bulgular:

Derinlemesine gerceklestirilen miilakatlar sonrasi gerceklestirilen kapsamli bir
analiz silirecinden sonra ¢alismanin ulastigi veriler bu boliimde kategorilere
ayrilarak ele alinmigtir. Cordwell ve ark. (1979) tarafindan yapilan ¢aligmaya
paralel olarak giyim; 6zgilinlik, kimlik ve ilk izlenimi ydnetmenin yam sira
arzulart yerine getirmek ve 1iyi hissetmek gibi motivasyonlarla da
tiikketilmektedir. Giyim kusama yiliklenmis anlam ve bu durumdan dogan 6nemli

beklentiler

Stil kavraminin ne oldugu ve nasil yaratildigi konusunun Onemini vurgular
niteliktedir. Bu ¢alismanin verilerine gore, stil ¢oklu boyutlarin bir araya
gelmesiyle olusmaktadir. Bu boyutlar birlikte, bireysel stil tanimini olusturur.
Buna gore stil, yasam tarzinin bir parcasi olan ve stil kodlariyla ifade edilirken
uyumu, kimligi yansitmayi, duygulari ifade etmeyi ve 6ne ¢ikmay1 amaglayan

kolektif, deneyimsel ve giizellik odakl1 bir uygulamadir.

Veriler, yaratim siirecinde, katilimcilarin Oncelikle materyal ve materyal
olmayan girdileri topladiklarin1 ortaya koymaktadir. Materyal girdiler, alisveris
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yoluyla toplanan fiziksel 6geleri temsil ederken, materyal olmayan girdiler,
cesitli kaynaklardan toplanan bilgi ve ilhami temsil etmektedir. Aligveris
yaparken, katilimeilar belirli kaliplar ortaya koyarlar. Bulgulara gore, dogrudan
fiziksel magazadan aligveris yapmak hala en ¢ok tercih edilen yontem olmakla
birlikte katilimcilarin ¢ogunlugu Zara ve Mango gibi bilinen hizli moda
markalarini tercih etmektedir. Premium markalar alisveris silirecinde segenekler
arasinda olsa da liiks markalar bir secenek olarak goriilmemekte ve 6zel dikim

iriinler genellikle ¢ok 6zel giinlerde tercih edilmektedir.

Aligveris siklig1 agisindan bakildiginda, katilimcilarin bir kismi haftada bir gib
rutin bir aligveris yaklasimini tercih ederken; diger katilimcilar bir rutin
benimsemeyerek istek veya ihtiya¢ duyduklarinda aligverise giderler. Aligverise
ayrilan siire acisindan sinir, {i¢ saattir. Bulgulara gore, aligveris yaparken ii¢
saatten fazla vakit gecirenler, aligverisi keyifli bir bos zaman aktivitesi olarak
algilarken, digerleri katilimcilar 3 saatten fazla vakit ayiramayacaklarini
belirtirler. Siire¢ icerisinde ayrica, kisisel stili olustururken ayrilan biitce de
detaylt bir sekilde incelenmistir. Biitce dagilimina bakildiginda, biitgesinin
%10'undan daha azin1 kisisel stilleri i¢in harcayanlar, giyimin kendileri icin bir
oncelik olmadigini, %10'dan fazla harcayanlar ise aligverisi keyifli bir aktivite
olarak gordiiklerini vurgularlar. Giyim kusam aligverisine ayrilan %20'den fazla
biitge ise aligverisin bir tutku olmasina veya tiiketicinin toplu aligveris yaptigina

isarettir.

Katilimeilar materyal girdileri toplarken belirli kriterlerden yararlanirlar. Bunlar
kalite, kombinlenebilirlik, par¢anin hangi maddeden yapildigi, fiyat, bireysel
zevklerin ve iiriin tasariminin arasindaki uyum, parganin giincel olmasi ve son
olarak islevsellige ve estetik olarak siralanabilir. Ilham ve bilgi ile ifade edilen
materyal olmayan girdilere gelindiginde, bu girdilerin magazalar, ¢evredeki
insanlarin fikir ve uygulamalari ve son olarak sosyal medya araciligiyla
toplandig1 goriilebilir. Bu konuda en ¢ok tercih edilen sosyal medya

uygulamalari ise Instagram ve Pinterest olmustur.
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Calisma, ayn1 zamanda, stilin yaratim siirecini ve seklini 6zetleyen, yol haritasi
niteliginde detayli bir tablo da sunmaktadir. Bu tabloya gore siireg, ii¢ temel
béliimden olugsmaktadir. Birinci béliimde kaynaklar toplanir. Ikinci boliimde ise
bu kaynaklardan ve belirli uygulamalardan yararlanilarak stil olusturulmustur.
Son olarak, c¢iktilar boliimii, olusturulan stilin sonuglarini temsil eder. Asamalar
arasindaki gegisler tekrarlayici ve geriye doniisii mimkiin kilan bir yapiya
sahiptir. Boylelikle, bireylerin istenen sonuglara ulasilana kadar ekleme, gézden

gecirme ve ayarlama yapmalarina izin verir.

Girdilerin toplanmasindan sonra, tiiketiciler bu girdilerden yararlanarak belirli
yontem ve uygulamalar kullanirlar. Bunlar1 temel ve tamamlayici uygulamalar
olarak siiflandirilir. Temel uygulamalar kombin yapma, estetize etme, siisleme
gibi uygulamalar1 igerirken; tamamlayict uygulamalar strateji olusturma,
uyumlastirma ve kimligi ortaya koyma uygulamalarini igerir. Tamamlayici
olanlar temel uygulamalar1 desteklerken, tiim siire¢ yas ve kiiltiir faktorleri
tarafindan etkilenir ve diizenlenir. Kombinasyon olusturmak, burada ana
adimdir. Katilimeilar kiyafetleri eslestirir ve ardindan kombini tamamlamak
amaciyla ayakkab1 ve canta eklerler. Estetize etme yontemi ile birlikte, viicuda
uygun giyinme gibi estetik diizenlemeler de siirece dahil edilir. Daha sonra bir
diger temel yontem olarak, sa¢ sekillendirme, makyaj yapma ve aksesuar ekleme

ile yapilan siisleme uygulamalar1 gelir.

Tamamlayic1 uygulamalardan biri olan strateji olusturma farkli kosullara gore
farkl1 adimlar gerektiren uygulamalarda benimsenen yaklagimi tanimlar. Bir
kombini tiimiiyle olusturmak i¢in yapilan hazirlik, durumsallik, islevsellik ve
estetik kavramlarinin siirece dahil edilmesinin yaninda, moda, renkler, desenler
ve modelleri de dogru bir sekilde kullanmay1 igerir. Durumsallik ise degisen
kosullar1 ve bunlar karsisindaki tutumu kapsar. Yine tamamlayict metotlardan
biri olan uyum saglama ise, bireysel stil ile yasam tarzi arasinda bir dengenin
yani sira parcalar arasinda da ortak bir dil olmasimi hedefler. Bireysel stil ile

kisilik arasindaki uyum ve zaman iginde bireysel stilde gosterilen tutarlilik da
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diger 6nemli noktalardir. Son olarak, kadinlar kendi bireysel kimliklerinin yani
sira otantik ve farkli yonlerini de yansitmak ve vurgulamak isterler. Bunu
yaparken, katilimcilar yaraticilik veya klasikleri benimseme yollarindan
faydalanabilirler. Sonug olarak, bireyler belirli ¢iktilar elde ederler. Bu ¢iktilar,
hazirlik ve olusum asamalarinda tercih edilen yontemlere ve toplanan girdilere
gore degismektedir. Stil yaratim siireci sonlandiginda kadinlar kendi kisiliklerini,

0zglin yanlarini ve kisisel zevklerini yansitabilirler.

6. Arastirma Sonucu

Literatiirde, McNeill (2018), giyim kusamin kimlik olusturmak i¢in bir
zorunluluk oldugunu 6ne siirer. Bununla birlikte, ¢alismasi moda tiiketimine ve
bunun sosyal baglamda kimlik insasina yansimalarina odaklanmaktadir. Buna
karsilik, bu tez, kadinlarin kendilerini sadece kimlik degil, ruh hali ve kisisel
degerleri de dahil olmak {iizere her sekilde ifade etmek icin kisisel bir stil
olusturduklarin1 savunmaktadir. Kjeldgaard (2009) disinda, stili kavramsal
olarak ne oldugu ve nasil uygulandigina dair, emik diizeyde herhangi bir calisma
simdiye dek yapilmamistir. Bu nedenle literatiirde stilin genel ve teorik birgok
tanim1 bulunmaktadir. Bu teorik tanimlarin {izerinde insa edilerek, bu ¢alisma ile
25-55 yas arasi profesyonel kadimnlarm, stili nasil anladigina dair emik bir

tanimin literatiire kazandirilmasi hedeflenmistir.

Pek c¢ok calismada, emik diizeyde incelenmediginden ve kolektif boyuta
odaklanildigindan; stil, modanin bir esdegeri olarak goriilmiistir. Bazi
aragtirmalar stil ve moda kavramlarini birbirinin yerine kullanir (6rn., Welters &
Lillethun, 2007) ve stili, hizla degisebilen bir kavram olarak tanimlar (Volonte,
2019; Mikkonen ve digerleri, 2014). Ancak bu calismada, emik diizeyde
calisgildigr ve bireye indirgendigi i¢in, ashinda stilin siireklilik gerektiren,
tutarlilik gerektiren ve uzun bir yagam dongiisiine sahip olan siirekli ve bireysel
bir kavram oldugu vurgulanmaktadir (Welters ve Lillethun, 2007). Ayn1 sekilde

Murray' nin (2002) calismasi da insanlarin stili bir tiiketim maddesi olarak
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algiladiklarini ileri slirmektedir. Yani stil tek bagina gegerli bir anlam ifade
etmez ve stil ile kurulan iligki, bireysel kimligi tanimlar. Boylece stil, bir arag
olarak biitlinlestirici bir rol istlenir. Fakat bu c¢alisma, tam tersine, stilin
benzersizligi ve bireyselligi yansitacak sekilde bireylerin ¢esitli uygulamalarinin

birlesimi yoluyla insa edilmis bir kavram oldugunu savunur.

Literatiirde, Hebdige (1979) de stili, bireysel yontemlerin ve degerlerin
birlesmesiyle olusan kolektif bir kavram olarak tanimlar. Ancak burada yer alan
kolektivite kavrami ve degerler aslinda alt kiiltiirlerden tedarik edilmistir.
Ayrica, kattlimcilar stili, endiistri ve toplum tarafindan dayatilan uygulamalari
hice sayarak, kisinin giydigi seyin i¢inde kendini iyi ve rahat hissetmesi
anlamina gelen bir deneyim olarak tanimlamaktadir. Temel arglimani kimligin
ifadesi olmasma ragmen, Sobh ve ark. (2014), tarafindan Katar ve BAE
kadmlarmin giyinme aligkanliklari {izerine yapilan ¢alisma, stilin kadinlar igin
bir deneyim oldugu iddiasinin miikemmel bir 6rnegidir. Hebdige nin (2007)
caligmas1 da ayni sekilde kombin yoluyla verilen mesaja odaklanmakta, ancak
zevk ve tercihleri yansitmak amaciyla olusturulmus kombinin, ayni zamanda
kullanict i¢in de bir deneyim yarattig1 fikrini gézden kagirmaktadir. Bireysel stil,
disartya verilen mesajin yaninda, aslinda kisinin kendisine de verdigi degerli bir

mesajdir.

Stilin olusturulmas: siireclerine bakildiginda, girdileri toplarken karsimiza ¢ikan
en 6nemli kavramlardan biri kalitedir. Bu ¢alisma, kadinlarin kaliteyi stillerine
ekleyecekleri ilgili materyal girdiden beklentilerine gore degerlendirdigini 6ne
stirmektedir. Bu bulgu, tiiketicilerin kararlarinin, farkli baglamlardaki kalite
boyutlarinin c¢esitliliginden farkli sekillerde etkilendigini iddia eden literatiirii
genisletmektedir (Spencer ve Crosby, 1997). Ayrica bu bulgu, Brata ve
digerlerinin (2017) giyim kusam tiikketimi baglaminda kalite ne kadar yiiksekse
satin alma niyetinin de o kadar yiiksek oldugu iddiasinin aksini savunur.
Aligveris siirecinde etkili olan diger etmenlerden fiyat da kritik bir karar

degiskeni olarak kabul edilir, ancak fiyat katilimcilar tarafindan sadece sunulan
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degerin bir fonksiyonu olarak algilanmaktadir. Hanf ve Wersebe'nin (1994)
aksine bu caligma, her ne kadar diisiik fiyatlar, dogrudan diisiik kalite ile
iliskilendirilse de kadinlarin yiiksek fiyatlar1 daha yiliksek kalite ile

iliskilendirmedigini iddia etmektedir.

Literatiirde stil odakl tiiketim ile ilgili yapilmig baz1 ¢alismalar bulunmaktadir.
Ornegin, Cho ve ark. (2015), stil tiikketimini siirdiiriilebilirlik baglaminda analiz
eder ve bu tiir bir katilimin giidiilerini ve sonuglarini cinsiyet farkliliklarini
dikkate alarak arastirir. Benzer sekilde, Gupta ve ark. (2019), moda yonelimini
de ¢alismaya dahil ederek stilin siirdiiriilebilir tiikketimdeki roliinii belirlemeyi
amaglamaktadir. Farkli bir baglamda, Rahman ve ark. (2018), aligveris
kanallarina, tiriin degerlendirme Slgiitlerine ve moda bilgi kaynaklarina dayali bir
anket aracilifiyla Asyali kadin ve erkeklerin karar modellerini incelemektedir.
Ayrica Thompson ve Haytko (1997) geng¢ iiniversite Ogrencilerinin tiikketim
aligkanliklarin1 da analiz etmektedir ancak bu calisma, moda sdylemlerini ve
stirecteki goreceli yerini anlamay1 amaglamaktadir. Chowdhury ve Akter (2018),
stil yaratim siireglerinin girdi toplama boliimiinii gen¢ Bangladesli bireylerin
bakis agisiyla analiz eder. Ancak stil burada kapsamli bir olgu olarak
kavramsallagmaktan ziyade, yalnizca tiriinlin bir 6zelligi ve tasarimin bir islevi
olarak vurgulanmistir. Tiim bu calismalar farkli baglamlarda stil odakl tiiketim
tercihlerine dair ipuglar1 verse de hicbiri stil odakli kadinlarin iiriin se¢im
stirecinin ardindaki kriterleri ve degerlendirmeleri derinlemesine kesfetmeyi
amaglamamistir. Bu ¢alisma, literatlirdeki bu boslugu doldurarak, orta sinif,
profesyonel, 25-55 yas arast Tiirk kadinlarinin stil odakli tiiketimdeki hangi
kriterleri 6n planda tuttugu hakkinda bilgi verir.

Katilimeilar, gerekli girdileri topladiktan sonra belirli uygulamalar
benimseyerek ve kullanarak kigisel stillerini olustururlar. Literatiirde Murray
(2002), 'isaret egemenligi' ve ‘'isaret deneyi' kavramlarini tanitarak moda ve
giyim kavramlarmmin sembolik yoniine odaklanmaktadir. Orta  sif

profesyoneller iizerinde caligmis olmasina ragmen, Murray (2002) tarafindan
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yiriitiilen ¢aligma, stil pratigini kapsamamakta, daha ¢cok moda sdylemlerini
anlamaya odaklanmaktadir. Ayni sekilde Kjeldgaard (2009), Murray' in
caligmasindaki endiistriyel faktorleri sosyal normlarla degistirerek sirastyla “stil
degistirme” ve “stil kodu refleksivitesi” kavramlarin1 sunmaktadir. Ancak, stilin
yaratilma seklini ayrintili olarak analiz eden emik diizeyde bir calisma
yapilmamistir. Bu ¢aligma hem materyal hem de materyal olmayan bilesenlerin
bir araya gelerek, ¢esitli yontemler araciligiyla birbirleriyle nasil tepki

verdiklerini iceren kapsamli bir siire¢ haritasi sunar.

Diger bir Oonemli nokta, modanin Zanette & Brito (2019) tarafindan da
etiketlendigi sekliyle, destekleyici bir ara¢ veya aract olarak hareket etmesidir.
Ayrica Murray' in (2002) modanin esitleyici giicli Onerisinin aksine bulgular,
modaya uygun nitelikteki {riinlerin yiiksek fiyatlar ile iliskili oldugunu ve
modanin kendisinin belirli bir bilgi gerektirdigini, dolayisiyla esitleme yoniiniin
olduk¢a baglama 6zgili oldugunu ima etmektedir. Thompson ve Haytko (1997),
Kaiser't (1977) temel alarak, stilin, giysileri bir araya getirirken sanatsal bir
pencereden bakan, yaratici zihinlerin ¢abalariyla insa edildigini one siirer. Ancak
baz1 katilimcilar daha klasik ve basit girdiler ve yontemler kullanarak,
yaraticilig1 siirece dahil etmemeyi tercih etmektedirler. Bireyin nihai benlik
algisinda giiclii bir belirleyici olmasi sebebiyle, bu sonuglarin baglam ile iligkili
olmas1 muhtemeldir. Yani benlik algist saglam ve sosyal ¢evresinde giiglii bir
varlig1 olan bir kadin, giyiminde ve stilini olusturan se¢imlerinde, digerlerine
gore daha “riskli” davranma olasiligina sahiptir (McNeill, 2018). Bu nedenle,
farkl1 bir baglamda, ¢aligmaya konu kadimnlarin tercihleri farkli olabilir. Son
olarak bu c¢aligmada yapilan analizler, islubun hem taniminda hem de
uygulamasinda yas ve kiiltiiriin etkili temel faktorler oldugunu gostermektedir.
Ote yandan, bu ¢alismanin sonucu Kjeldgaard ve Askegaardin (2006)
sonuclariyla ¢elismektedir, ¢iinkii stil zamanla degisse de yaslanma ile birlikte

stil kavramindan uzaklasma gézlemlenmemistir.
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Sonug olarak, stil, yillar i¢inde gesitli baglamlarda tanimlanip analiz edilse de
diger kavramlardan ayristirtlmamustir. Kisisel farkindalik arttikca ve moda ortak
ve kiiresel bir alg1 haline geldikge, stilin degeri bireyi kalabaliktan siyiran 6nemli
bir ara¢ olarak yiikselmistir. Bu ¢alisma, simdiye kadar bir “alt baslik” olarak
incelenen stil kavramina saglam bir tanim getirerek (Kjeldgaard, 2009)
literatiirdeki boslugu doldururken, ayni1 zamanda bir kadinin bireysel stilini nasil
olusturduguna dair ayrintili bir siire¢ haritast sunar. Bu tez, stili; bir yasam
tarzinin pargast olan ve stil kodlariyla ifade edilirken uyumu, kimligi yansitmayz,
duygular1 ifade etmeyi ve One c¢ikmayi amaclayan kolektif, deneyimsel ve
giizellik odakli bir uygulama olarak tanimlamaktadir. Ayrica, kadinlar,
birlestirme, estetize etme, siisleme, otantik benligi yansitma, uyumu saglama ve
strateji olusturma gibi pratikler araciligiyla materyal ve materyal olmayan
girdileri bir araya getirerek kendi tarzlarini yaratirlar. Sonu¢ olarak kisiler
bireysel kimlik, zevk ve 6zgiinliiklerini yansitma imkan1 bulurlar. Yas ve kiiltiir

stireci etkileyen dig faktorlerdir.
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