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.ODQODU� J�Q�P�]�SRVWPRGHUQ� W�NHWLFL� GDYUDQÕúODUÕQÕQ� DoÕNODQPDVÕQGD� YH� KHGHI�
pazarlama faaliyetlerine yön verilmesinde alternDWLI� ELU� EDNÕú� DoÕVÕ� ROPDNWDGÕU��
dDOÕúPDGD� SRVWPRGHUQ� W�NHWLFL� GDYUDQÕúODUÕQGDNL� JHOLúPHOHU�� NODQ� IHQRPHQL�
DoÕVÕQGDQ� DoÕNODQPD\D� oDOÕúÕOPÕúWÕU�� *�Q�P�]� W�NHWLFLVL� �U�QOHUL� HOGH� HWWL÷L�
ED÷OD\ÕFÕ�GH÷HU�YH�EX�NDQDOGDQ�NXUGX÷X�VRV\DO�LOLúNLOHU�LOH�GH÷HUOHQGLUPektedir. 

%LUH\OHU� NODQODU� DUDFÕOÕ÷Õ\OD� ELU� DUD\D� JHOPHNWH�� NXUXODQ� EX� VRV\DO� YH� \DNÕQ�
WRSOXOXNODU� W�NHWLFL� GDYUDQÕúODUÕ� �]HULQGH� SD]DUODPD� NXUXPODUÕQGDQ� YH� GL÷HU�
N�OW�UHO� RWRULWHOHUGHQ� GDKD� HWNLOL� RODELOPHNWHGLU�� %X� EDNÕú� LOH� SD]DUODPDQÕQ�
bilinen pazar böl�POHPH�GH÷LúNHQOHULQL�\HQLGHQ�GH÷HUOHQGLUPHVL�YH�SRVWPRGHUQ��
W�NHWLFLQLQ� LOLúNLOHULQL�YH�GH÷HU�\DUJÕODUÕQÕ�J|]�|Q�QH�DOPDVÕ�EDúDUÕOÕ�SD]DUODPD�
VWUDWHMLOHULQLQ�IRUP�ODV\RQXQGD�|QHPOL�RODFDNWÕU� 
$QDKWDU� .HOLPHOHU�� 3RVWPRGHUQL]P�� W�NHWLFL� GDYUDQÕúÕ� SD]DU� E|O�mleme, 

klanlar. 
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2 

 

7+(�,03$&7�2)�326702'(51�&21680(5�%(+$9,25�21�
0$5.(7�6(*0(17$7,21���

326702'(51�75,%(6�
$EVWUDFW 
Tribes constitute a research focus for postmodern consumer research and an 

alternative way of target marketing action. This paper seeks to explore current 

developments in postmodern consumer research in terms of tribal phenomena. 

Consumers are supposed to value the goods and services which, through the 

linking value and social interactions. People like to gather in tribes and that such 

social, proximate communities are more affective and influential on people’s 

behavior than either marketing institutions or other formal cultural authorities.�
.H\�:RUGV��Postmodernism, consumer behavior, market segmentation, tribes. 

*LULú�
 Günümüz postmodern toplXPODUÕQGD�WHNQRORMLN�JHOLúPHOHULQGH�HWNLVL\OH��
VR\XW�� \DOQÕ]� YH� JHUHN� IL]LNVHO� JHUHNVH� VRV\DO� HWNLOHúLPL� D]DOPÕú� ELUH\OHUGHQ�
ROXúDQ� ELU� \DSÕ� J|]OHPOHQPLúWLU�� %LUH\OHULQ� |]J�UOHúPHVL\OH� RUWD\D� oÕNDQ� V|]�
NRQXVX� VRV\DO� o|]�OPH� GHYDPÕQGD� DOWHUQDWLI� VRV\DO� ED÷ODU� NXUPD� DUD\ÕúÕ\OD�
VRQXoODQPÕúWÕU�� 3RVWPRGHUQ� W�NHWLFLQLQ� V|]� NRQXVX� DUD\ÕúODUÕ� PRGHUQ� |QFHVL�
G|QHPOHULQ� NODQ� \DSÕODUÕQÕQ� J�Q�P�]�Q� SRVWPRGHUQ� WRSOXPXQGD� \HQLGHQ�
FDQODQPDVÕQÕ�VD÷ODPÕúWÕU� 

3RVWPRGHUQ� NODQODU�� |]J�Q�� KDUHNHWOL�� N�o�N� oDSOÕ�� HWNLQ� YH� PRGHUQ�
WRSOXPXQ� \HUOHúLN� KHUKDQJL� ELU� SDUDPHWUHVLQH� ED÷OÕ� ROPD\DQ� DoÕN� VLVWHPOHUGLU��
.ODQODUGD� EX� SDUDPHWUHOHULQ� \HULQL�� RUWDN� GX\JXODU�� KD\DW� WDU]Õ�� \HQL� DKODNL�
GH÷HUOHU��DGDOHWVL]OLN�KLVVL�YH�W�NHWLP�GHQH\LPOHUL�JLEL�RUWDNOÕNODU�DOPÕúWÕU��&RYD�
ve Cova, 2001). 

ÇDOÕúPDGD�LON�RODUDN�J�Q�P�]�SRVWPRGHUQ�WRSOXPXQGD�W�NHWLFLQLQ�URO��
YH� EHNOHQWLOHUL� GH÷HUOHQGLULOHFHN� EX� GH÷HUOHQGLUPHOHUGHQ� KDUHNHWOH� PRGHUQ�
SD]DUODPD� DQOD\ÕúÕQÕQ� SD]DU� E|O�POHPH� GH÷LúNHQOHUL� RODUDN� WDQÕPODGÕ÷Õ�
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kriterlerin günümüz postmodern tüketicisini tDQÕPODPDGD� KDQJL� |Oo�GH� \HWHUOL�
ROGX÷X� VRUJXODQDFDNWÕU�� 6|]� NRQXVX� VRUJXODPDODU� ÕúÕ÷ÕQGD� PRGHUQ� SD]DUODPD�
DQOD\ÕúÕQÕQ�SD]DU�E|O�POHPH�\DNODúÕPÕQD�NDUúÕQ��SRVWPRGHUQ�NODQODUÕQ� W�NHWLFL�
JUXSODUÕQÕ�DQODPODQGÕUPDGD�DOWHUQDWLI�ROXS�RODPD\DFD÷Õ�WDUWÕúÕODFDNWÕU� 
��7�NHWLFL�'DYUDQÕúODUÕQGD�3RVWPRGHUQL]P�

3RVWPRGHUQL]P�� SD]DUODPD� YH� W�NHWLFL� GDYUDQÕúÕ� DODQODUÕQGD� ����¶OÕ�
\ÕOODUGD� WDUWÕúÕOPD\D�EDúODQPÕúWÕU� �)ÕUDW�� ������%URZQ�� ������ ������ ������)ÕUDW�
ve Venkatesh, 1995; Firat, Dholakia ve Venkatesh, 1995; Venkatesh, 1999). Bu 

\ÕOODUGD�,QWHUQDWLRQDO�-RXUQDO�RI�5HVHDUFK�LQ�0DUNHWLQJ���������������(XURSHDQ�
Journal of Marketing (1997) gibi önde gelen pazarlama dergileri konuya özel 

VD\ÕODU�D\ÕUDUDN�WDUWÕúPD\D�NDWNÕGD�EXOXQPXúODUGÕU�� 
3RVWPRGHUQL]PLQ��SD]DUODPD\Õ�YH�W�NHWLFL�GDYUDQÕúODUÕQÕ�GD�HWNLVL�DOWÕQD�

DODQ�DOWÕ�WHPHO�GXUXPGDQ�V|]�HGLOPHNWHGLU��)LUDW�YH�9HQNDWHVK���������%XQODU�� 
�  Üst gerçeklik (hyperreality), 
�  Parçalanma (fragmentation),  
�  hUHWLP� YH� W�NHWLPLQ� \HU� GH÷LúWLUPHVL� �UHYHUVDO� RI� SURGXFWLRQ� DQG�

consumption), 
�  ÖznenLQ�PHUNH]GH�ROPDPDVÕ��GHFHQWHUHG�VXEMHFWV�� 
�  =ÕWOÕNODUÕQ�ELUOLNWHOL÷L��MX[WDSRVLWLRQ�RI�RSSRVLWHV��� 
�  %D÷OÕOÕ÷ÕQ� YH� PDUND� VDGDNDWLQLQ� ND\EROXúX� �ORVV� RI� FRPPLWPHQW� DQG�

brand loyalty). 

3RVWPRGHUQ� GXUXPD� LOLúNLQ� EX� |]HOOLNOHUH� ³oR÷XOFXOXN´� �SOXUDOLVP��
HNOHQPLúWLU� �9DQ� 5DDLM�� ������� dR÷XOFXOXN� W�P� LOLúNLOHUL� \|QOHQGLUHQ� ELU�
\DNODúÕP�\D�GD�IDUNOÕOÕNODUÕ�NDEXOOHQPH�RODUDN�LIDGH�HGLOPHNWHGLU��%URZQ��������
SRVWPRGHUQ� W�NHWLFLQLQ� GXUXPXQD� LOLúNLQ� �o� H÷LOLPL� HNOH\HUHN� oHUoHYH\L�
JHQLúOHWPLúWLU��%XQODU� 
�  Sürekli  bugünü \DúDPD� 
�  ùHNLO�YH�ELoLPH�YXUJX� 
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�  Düzensizlik ve kaosun kabulüdür (Brown, 1993). 

 <XNDUÕGD�LIDGH�HGLOHQ�SRVWPRGHUQ�GXUXPD�LOLúNLQ�|]HOOLNOHULQ�WRSOXPVDO�
\DQVÕPDVÕ�7DEOR��¶GH�|]HWOHQPLúWLU�� 
7DEOR����3RVWPRGHUQ�7RSOXPXQ�g]HOOLNOHUL�
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 7DEOR� �¶GH� NÕVDFD� LIDGH� HGLOHQ� EX� |]HOOLNOHU� SRVWPRGHUQ� SD]DUODPD�
literatüründe1�DúD÷ÕGDNL�EDúOÕNODUGD�WDUWÕúÕOPÕúWÕU��$ULDV�YH�$FHEURQ��������)LUDW�
ve Schultz, 2001,1997; Thomas, 1997; Cova, 1996, 1997; Firat, Dholakia ve 

9HQNDWHVK��������)LUDW�YH�9HQNDWHVK��������%URZQ�������������2GDEDúÕ�������� 
����hVW�*HUoHNOLN�YH�6�UHNOL�%XJ�Q��<DúDPD�

hVW� JHUoHNOLN�� JHUoHN� LOH� JHUoHN� ROPD\DQ� DUDVÕQGDNL� IDUNÕQ�
EXODQÕNODúPDVÕ�RODUDN�LIDGH�HGLOHELOLU�� 

*�Q�P�]GH� \DúDQDQ� N�OW�UHO� GH÷LúLPLQ� HQ� |QHPOL� ER\XWODUÕQGDQ� ELUL��
LQVDQODUÕQ�PHYFXW� JHUoHNOLN� \HULQH� VDQDO� JHUoHNOLNWH� \DúDPD� H÷LOLPOHULGLU�� hVW�
JHUoHNOLN� NDYUDPÕ� ELUoRN� GHQH\LPGH� NDUúÕPÕ]D� oÕNPDNWD�� /DV� 9HJDV��
'LVQH\ODQG�� 8QLYHUVDO� 6W�G\RODUÕ�� (XURGLVQH\�� 3ODQHW� +ROO\ZRRG� JLEL� WHPDOÕ�
mHUNH]OHU� �VW� JHUoHNOLN� NDYUDPÕQÕQ� HQ� oDUSÕFÕ� |UQHNOHULQL� ROXúWXUPDNWDGÕU��
%XQXQ� \DQÕQGD� NLWOHOHULQ� ]DPDQODUÕQÕ� JHoLUGLNOHUL� YH� WRSOXPXQ�� úHKLU�
GHQH\LPLQLQ� |QHPOL� ELU� NÕVPÕQÕ� ROXúWXUDQ� DOÕúYHULú� PHUNH]OHUL� GH�� WHPDOÕ� SDUN�
ROPD� |]HOOL÷L� LOH�� �VW� JHUoHNOLN� NDYUDPÕQGD� LIDGH� HGLOHQ� H÷LOLPLQ� ELU� GL÷HU�
J|VWHUJHVL�RODUDN�GH÷HUOHQGLULOPHNWHGLU��  

 *�Q�P�]� N�OW�U�� SRVWPRGHUQLVW� EDNÕú� LOH� GH÷HUOHQGLULOGL÷LQGH�� LúOHQHQ�
IDUNOÕ�WHPDODUÕQ��úHKLU�WRSOXPODUÕQÕQ�G�ú�G�Q\DODUÕQÕ�\DQVÕWWÕ÷Õ�G�ú�Q�OPHNWHGLU��
Toplumun nostalji e÷LOLPL� GH� EXQXQ� ELU� LIDGHVLGLU�� $QFDN�� WRSOXPGDNL� QRVWDOML�
H÷LOLPL�� JHoPLúL� \DúDPD� DU]XVX� GH÷LO�� JHoPLúL� GH� JHOHFHNOH� ELUOLNWH� úX� DQGD�
\DúD\DELOPH� DU]XVXGXU�� %X� ELU� DQODPGD� KD\DO� HGLOHQ� JHoPLú� YH\D� JHOHFH÷LQ�
EXJ�QGH�\DUDWÕODUDN�JHUoH÷H�G|Q�úPHVLGLU� 
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 PostPRGHUQ�W�NHWLFL��IDUNOÕ�WHPDODUÕ��JHoPLúL�YH�JHOHFH÷L��KHUKDQJL�ELULQH�
ED÷ODQPDGDQ�\DúD\DUDN��GHQH\LP�VDKLEL�ROPD\Õ�DU]X�HWPHNWHGLU��gUQH÷LQ�WXUL]P�
KDUHNHWLQH� NDWÕODQ� W�NHWLFLOHU�� JHoPLúH� YH� JHOHFH÷H� LOLúNLQ� SHN� oRN� GHQH\LPL�
úLPGLNL� ]DPDQGD� \DúDPD� LVWH÷LQGHGLUOHU�� $QWDO\D� %HOHN¶GH� ³'�Q\DQÕQ�
+DULNDODUÕ´� WHPDVÕ� DOWÕQGD� LQúD� HGLOHQ� RWHO� LúOHWPHOHUL� GH� EX� GHQH\LPH� |UQHN�
RODUDN� YHULOHELOLU�� <LQH� W�NHWLFLOHULQ� GHQH\LPOHULQL� JHUoH÷H� HQ� \DNÕQ� ELoLPGH�
\DúDPDODUÕQD� LPNDQ� VD÷OD\DQ� �o� YH� G|UW� ER\XWOX� ,0$;� VLQHPD� VLVWHPleri ve 

VLP�ODV\RQ�R\XQODUÕ�GH��VW�JHUoHNOL÷H�RODQ�H÷LOLPL�LIDGH�HGHQ�|UQHNOHUGLU�� 
����g]QHQLQ�0HUNH]GH�2OPDPDVÕ��
 0RGHUQLWH� QHVQHOHUL� IRQNVL\RQODUÕ� LOH� LOLúNLOHQGLUPHVL� VHEHEL\OH�
SRVWPRGHUQLWHGHQ� IDUNOÕODúPDNWDGÕU�� 3RVWPRGHUQLWH� QHVQH\L� IRQNVL\RQODUÕQGDQ 

ED÷ÕPVÕ]� RODUDN� DOJÕODPDNWD� YH� QHVQH� LOH� IRQNVL\RQODUÕQÕQ� N�OW�UOHUH� \D� GD� DOW�
N�OW�UOHUH� J|UH� GH÷LúHELOHFH÷LQL� YXUJXODPDNWDGÕU�� %X� GR÷UXOWXGD� LKWL\Do� YH�
WDOHELQ� úHNLOOHQPHVLQGH� VHPEROLN� HWNL� |QHP� ND]DQPDNWDGÕU�� 7�NHWLFL� �U�QOHUL�
tüketmek yerine, ürünleriQ� VHPEROLN� DQODPODUÕQÕ� \DQL� LPDMODUÕQÕ� W�NHWHUHN��
NHQGLVL� GH� W�NHWLOHQ� YH� SD]DUODQDELOHQ� ELU� LPDM� KDOLQH� JHOPLúWLU� �)LUDW� YH�
Dholakia ve Venkatesh,1995). Nesne üzerindeki kontrolünü yitiren öznenin tüm 

hareketleri, televizyon, bilgisayar, araba gibi nesnelHULQ� NXOODQÕP� WDOLPDWODUÕ�
WDUDIÕQGDQ�úHNLOOHQLU�KDOH�JHOPLúWLU� 
����hUHWLP�YH�7�NHWLPLQ�<HU�'H÷LúWLUPHVL��
 g]QH� YH� QHVQH� DUDVÕQGDNL� D\UÕPÕQ� RUWDGDQ� NDONPDVÕ� D\QÕ� ]DPDQGD�
PRGHUQLVW�J|U�ú�Q��UHWLP�YH�W�NHWLPH�LOLúNLQ�RUWD\D�NR\GX÷X�J|U�ú��GH�RUWDGDQ�
NDOGÕUPDNWDGÕU�� 0RGHUQL]P� �UHWLPL� \DUDWÕFÕ�� W�NHWLPL� LVH� \RN� HGLFL� RODUDN�
WDQÕPODUNHQ� SRVWPRGHUQL]P�� �UHWLP� LOH� W�NHWLP� D\UÕPÕQÕQ� DQODPOÕ� ROPDGÕ÷ÕQÕ��
W�NHWLP� VÕUDVÕQGD� GD� �UHWLPLQ� JHUoHNOHúWL÷LQL�� IDUNÕQ� VDGHFH� �UHWLP� ELoLPLQGHQ�
ND\QDNODQGÕ÷ÕQÕ� EHOLUWPHNWHGLU� �)LUat ve Shultz, 1997; Firat, Dholakia ve 

9HQNDWHVK���������7�NHWLP�V�UHFLQGH�W�NHWLFLOHU���U�QOHULQ�JHUHNWLUGL÷L�GDYUDQÕú�
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NDOÕSODUÕ�oHUoHYHVLQGH�GDYUDQDUDN�ELU�DQODPGD�LVWHQLOHQ�|]HOOLNOHUH�VDKLS�RODUDN�
\HQLGHQ��UHWLOPLú�QHVQHOHU�KDOLQH�JHOLUOHU� 
 Postmodern�W�NHWLFL�DUWÕN�VHoLPOHULQGH�PDOL\HW�ID\GD�LOLúNLVLQGHQ�]L\DGH�
W�NHWLPOH� ND]DQÕOPÕú� GHQH\LPOHUL� GH÷HUOHQGLUPHNWH� YH� EHQOLNWH� SDUoDODQPD� GD�
E|\OH�ROXúPDNWDGÕU��3RVWPRGHUQ�N�OW�UGH�EHQOLN��LVWLNUDUOÕ��|]J�Q�\D�GD�PHUNH]L�
GH÷LOGLU�YH�KLoELU�]DPDQ�ROPDPÕúWÕU��'L÷HU�\DQGDQ�PRGHUQLWHGH��LVWLNUDUOÕ��|]J�Q�
\D�GD�PHUNH]L�ELU�EHQOLN�RQD\ODQPÕú�YH�PHúUXODúPÕúWÕU��)LUDW�YH�6KXOW]���������
3RVWPRGHUQ� MHQHUDV\RQ� LVH� EX� DPDFÕ� DúDUDN�� E|\OH� ELU� EHQOLN� DUD\ÕúÕQD�
JLUPHPHNWH� YH� EX� DUD\ÕúD� JLUPHGL÷L� LoLQ� VXoOXOXN� GD� KLVVHWPHPHNtedir. Tam 

WHUVLQH� LPDMODU� DUDVÕQGD� JHoLú� \DSPDQÕQ��PRQRWRQOXN�YH� VÕNÕFÕOÕNWDQ�X]DNODúPD�
RODFD÷Õ� G�ú�Q�OPHNWH�� SHN� oRN� W�NHWLFL� IDUNOÕ� NLúLOLNOHU� VHUJLOHPHNWHQ� GROD\Õ�
HQHUML��KH\HFDQ�YH�KD]�GX\PDNWDGÕU� 
����=ÕWOÕNODUÕQ�%LUOLNWHOL÷L��
 .DUúÕW� YH� ED÷ÕPVÕ]� ]ÕWOÕNODU� J�Q�P�]� N�OW�U�QGH� VÕNOÕNOD� J|U�OPH\H�
EDúODQPÕúWÕU��gUQH÷LQ�PLPDULGH��URNRNR��øWDO\DQ��PRGHUQ�YH�<XQDQ�|]HOOLNOHULQ�
WHN� ELU� ELQDGD� ELU� DUDGD� EXOXQDELOGL÷L� J|U�OHELOPHNWHGLU�� +D\DWODUÕPÕ]GD�
\|QOHQGLULFL� NRQXPGD� RODQ� J|UVHO� PHG\DGD� ELUELULQGHQ� ED÷ÕPVÕ]� YH� LOLúNLVL]�
LoHULNOHUGHQ� JHOHQ� SHN� oRN� ROD\�� VDKQH� YH� NLúLOLN� ELU� DUDGD� ROPDNWDGÕU��
%D÷ÕPOÕOÕNWDQ� NXUWXOPD��PHUNH]L\HWWHQ� X]DNODúPD� YH� ³KHUúH\� KHUúH\OH� EHUDEHU�
RODELOLU´�DQOD\ÕúÕ�]ÕWOÕNODUD�\|QHOLN�WROHUDQVÕ�DUWWÕUPÕúWÕU��)LUDW�YH�6KXOW]������� 
����3DUoDODQPD�YH�6DGDNDWLQ�.D\EROXúX�
 3DUoDODQPD�³E�W�Q��SDUoDODUD�D\ÕUÕS�VLOHUHN�WHN�JHUoHNOL÷L��DNOD�X\JXQ��
YDUVD\ÕODQ�E�W�QOH� LOLúNLVL�NRSDUÕOPÕú�� oRNOX�JHUoHNOLNOHUH�G|Q�úW�UPHN´�RODUDN�
WDQÕPODQPDNWDGÕU��)ÕUDW�YH�9HQNDWHVK�������������  

 Tüketimin insan hayatÕQGD� R\QDGÕ÷Õ� URO�Q� DUWPDVÕ\OD�� SDUoDODQPD� W�P�
KDUHNHWOHUH� \D\ÕOPÕúWÕU�� 7�NHWLFLOHU� ELUGHQ� ID]OD� GHQH\LP� YH� KD\DW� WDU]ÕQÕ�
\DúD\DELOPHNWH� YH� EX� GXUXP� SDUoDODQPD\Õ� J�QO�N� KD\DWÕQ� ROD÷DQ� ELU� V�UHFL�
KDOLQH�JHWLUPHNWHGLU�� 3DUoDODQPÕúOÕN� KDOL�PHG\DGD�SHN� oRN� UHNlam, video klip, 
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GL]L�YH�ILOPOHUH�\DQVÕPDNWDGÕU��5HNODPODU�YH�YLGHR�NOLSOHUGH�VHoLOHQ�ELUELULQGHQ�
ED÷ÕPVÕ]� SDUoDODQPÕú� J|U�QW�OHU� KH\HFDQ� YHULFL� � WHNQLN� YH� DUWLVWLN� GHWD\ODUOD�
GHVWHNOHQHUHN�E�W�QVHO�ELU�LPDM�RODUDN�W�NHWLFL\H�VXQXOPDNWDGÕU� 
 0HWD�DQODWÕODUÕQ�SDUoDODQPDVÕ�YH�JHoLúOL�\DúDPODUÕ�ELU�DUDGD�\DúD\DELOPH�
|]J�UO�÷��� ED÷OÕOÕN� J|U�Q�P�Q�� GH� VRQD� HUGLUPLúWLU�� 0HWD� DQODWÕODUGD�
SDUoDODQPD�� IDUNOÕOÕNODUÕQ� WRODUH� HGLOPHVLQL� YH� |]J�UOHúPH\L� VD÷ODPÕúWÕU�� %X�
GXUXP�JHUoH÷H�XODúPDGD�WHN�GR÷UX�RODUDN�J|U�OHQ�EDVNÕQ�UHMLPLQGH�DUWÕN�NDEXO�
J|UPH\HFH÷LQLQ� LIDGHVLGLU�� 'H÷LúNHQ� LPDMODU� G�Q\DVÕQGD�� � WHN� ELU� \DúDP�
ELoLPLQH�VDGÕN�NDOPD�LVWH÷L�GX\DQ�ELUH\OHU�NDOPDPÕúWÕU��)LUDW�YH�6KXOW]������� 
 Postmodernizmin topluma yönelik gözlemi ise, postmodern tüketicinin 

modernizmin� EX� DQODWÕODUÕQÕQ� LOHULVLQH� JHoHUHN�� PHUNH]L�� ELUOHúWLULOPLú� DQODU�
DUDPDN�\HULQH��ELUELULQGHQ�D\UÕ�YH�IDUNOÕ�DQODUGD�PXWOX�ROPD\Õ�WHUFLK�HWWL÷LGLU��%X�
GXUXPXQ� ELU� VRQXFX� RODUDN� SD]DU�� SDUoDODQPÕú� EHQOLN� YH� KD]ODUGDQ� ROXúDQ�
DQODUÕQ� JHUoHNOHúWL÷L�ELU�PHUNH]� KDOLQH�JHOPLúWLU��'L÷HU� ELU� LIDGH\OH� SD]DU�� SHN�
oRN�W�NHWLFL�YH��U�Q��]HULQH�LQúD�HGLOHUHN��LOLúNLOHULQ�WDPDPÕQÕQ�JHoLFL�ROGX÷X�YH�
KHU�GH÷LúLP� LoLQ� W�NHWLFLQLQ�NDSVDPOÕ�ELU� LOLúNL�NXUPDVÕQÕQ�JHUHNOL�ROPDGÕ÷Õ�ELU�
\DSÕ�DU]�HWPHNWHGLU�� 
 3D]DUÕQ� NHQGLVLQGHNL� EX� SDUoDODQPÕúOÕN� KDOL� KHUKDQJL� ELU� PHUNH]L� YH�
SODQOÕ�\DSÕ� LoHULVLQGH�GH�ROPDPDNWDGÕU��+DWWD� W�NHWLFL�DOÕP�J�F��ROGX÷X�V�UHFH�
GHQHPH� VDWÕQ� DOPDODUÕ� \DSDELOLU� YH� GDKD� VRQUD� �U�QGHQ� YD]JHoHELOLU� YH\D� RQX�
JHoLFL� RODUDN� NXOODQDUDN� EDúND� ELU� �U�QH� JHoLú� \DSDELOir. Böylece, tüketicinin 

VDGDNDW�G�]H\LQGHNL� D]DOPD��SD]DUD� GDKLO� ROPD� DQODUÕQGD� GD� SDUoDODQPD\D� \RO�
DoPDNWDGÕU� 
 3RVWPRGHUQ� YDUROXúX� GHVWHNOH\HQ� ELU� EDúND� SDUoDODQPD�� J|VWHULOHQL�
J|VWHUHQGHQ�� QHVQH\L� IRQNVL\RQGDQ�� �U�Q�� LKWL\DoWDQ� D\ÕUDQ� SDUoDODQPDGÕU��
GöVWHULOHQ� LOH� J|VWHUHQ� DUDVÕQGDNL� LOLúNL� SUDJPDWLNWLU� \DQL� GLOOH� YH� N�OW�UOH�
EDVNÕODQPÕúWÕU� �)LUDW� YH� 6KXOW]�� ������ )LUDW�� 'KRODNLD� YH� 9HQNDWHVK�� ������
%URZQ��������gUQH÷LQ�SD]DUODPD�NDPSDQ\DODUÕQÕQ�LoHUL÷LQLQ�QRVWDOMLN��KLND\HVHO�
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\D�GD�D\QÕ�DQGD�SHN�oRN�ILNLU��ROJX�\D�GD�GXUXPXQ�LIDGH�HGLOGL÷L�J�oOHQGLULOPLú�
DQODPODUOD�GROGXUXOGX÷X�J|U�OPHNWHGLU� 
 *|VWHUHQ� LOH� J|VWHULOHQ� DUDVÕQGDNL� D\ÕUÕP� EHQ]HU� úHNLOGH� QHVQH� LOH�
IRQNVL\RQ� DUDVÕQGD� GD� ROXúPXúWXU��7�P�QHVQHOHU�KDWWD� EHOLUOL� ELU� J|UHYL� \HULQH�
getirmek için taVDUODQPÕú� RODQODUGD� GDKL�� QHVQHQLQ� IRQNVL\RQD� ED÷ODQWÕVÕ�
W�NHWLFL\H� J|UH� GH÷LúPHNWHGLU�� gUQH÷LQ�� %DWÕ� PXWIDN� N�OW�U�QGHQ� ROPD\DQ� ELU�
oRFXN� \D� GD� E�\�N�� ELU� PLNVHULQ� IDUNOÕ� NXOODQÕúODUÕQÕ� G�ú�QHELOLU�� %LU� oRFXN�
miksere oyuncak fonksiyonu ya da bir Afrika kabilesi dinsel bir tema 

\�NOH\HELOLU�� 1HVQHOHULQ� SODQODQPÕú� IRQNVL\RQODUÕQGDQ� |]J�UOHúWLULOHUHN�
NXOODQÕOGÕ÷Õ� VXUUHDOLVW�NXOODQÕPODUGD� V|]�NRQXVXGXU� �NROD� úLúHVLQGHQ� VDQDW� HVHUL�
vb.). 

 6RQ�RODUDN�SRVWPRGHUQ�DQDOL]H�J|UH�J�Q�P�]GH��U�Q�LOH�LKWL\Do�DUDVÕQGD�
da� � SDUoDODQPÕúOÕN� V|]� NRQXVXGXU�� 'L÷HU� ELU� LIDGH\OH�� W�NHWLFLQLQ� DUDGÕ÷Õ� YH�
�UHWLFLQLQ� WHPLQ� HWWL÷L� �U�QOHU� LKWL\DoODUÕQGDQ� D\UÕOPDNWDGÕU�� $VOÕQGD� W�NHWLFL�
�U�Q�Q�LIDGH�HWWL÷L�LPDMÕ�VDWÕQ�DOPDNWD�YH�EX�LPDM�NÕVPHQ�IRQNVL\RQHO�LKWL\DoWDQ�
ND\QDNODQPDNWDGÕU�� hU�Q�Q� SD]DUODQPD� oDEDODUÕQD� YH� N�OW�UH� J|UH� GH� ELUGHQ�
ID]OD�LPDMÕ�RODELOPHNWHGLU� 
 dDOÕúPDQÕQ�GHYDP�HGHQ�E|O�P�QGH�SRVWPRGHUQ�GXUXPXQ�\XNDUÕGD�LIDGH�
HGLOHQ� |]HOOLNOHULQGHQ� KDUHNHWOH�� W�NHWLFLOHULQ� ROXúWXUGX÷X� VRV\DO� JUXSODUÕQ�
WDQÕPODQPDVÕQGD� NXOODQÕODQ� NODQ� NDYUDPÕ� YH� SD]DU� E|O�POHQGLUPH\H� HWNLOHUL�
WDUWÕúÕODFDNWÕU� 
��3RVWPRGHUQ�6RV\DO�'LQDPLN��.ODQODU��

7RSOXPODUGD� SRVWPRGHUQL]PLQ� HWNLVL\OH� RUWD\D� oÕNDQ� ELUH\VHOOHúPH�
]DPDQOD� IDUNOÕ� VRV\DO� \DSÕODUÕ� GD� ROXúWXUPDNWDGÕU�� g]HOOLNOH� WHNQRORMLN�
JHOLúPHOHULQ� ELUH\OHULQ� KD\DWÕQGD� \�NVHOHQ� HWNLVL� VRV\DO� HWNLOHúLPLQ� D]DOPDVÕQD�
QHGHQ�ROPDNWDGÕU��øQVDQODU�G�Q\D\OD�LOHWLúLPOHULQGH��WHOHIRQ��WHOHYL]\RQ��LQWHUQHW�
JLEL� WHNQRORMLN� LPNDQODUÕ� NXOODQDUDN� VDQDO� LOLúNLOHU� NXUPDNWD� YH� EX� LOLúNLOHULQ�
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GHYDPÕQGD� ELUH\OHU�� \DOQÕ]�� WRSOXmdan soyut ve fiziksel-VRV\DO� HWNLOHúLPLQ�
D]DOGÕ÷Õ�ELU�\DúDP�ELoLPLQL�EHQLPVHPHNWHGLUOHU�� 

3RVWPRGHUQ� G|QHP��ELUH\VHO� \DúDP�ELoLPLQLQ� HQ� Xo� QRNWDGD�\DúDQGÕ÷Õ�
YH� VRV\DO� o|]�OPHQLQ� RUWD\D� oÕNWÕ÷Õ� ELU� G|QHP� RODUDN� \DúDQPDNWDGÕU� �&RYD��
������� g]J�UOHúPH� LOH� RUWD\D� oÕNDQ� VRV\DO� o|]�OPH� ELUH\OHULQ� \DOQÕ]ODúPDVÕQÕ�
JHWLULUNHQ��\DOQÕ]ODúDQ�ELUH\�WRSOXPGD�DOWHUQDWLI�VRV\DO�ED÷ODU�NXUPD�DUD\ÕúODUÕQD�
\|QHOPLúWLU��'L÷HU�ELU�LIDGH\OH��SRVWPRGHUQ�ELUH\�|]J�UOHúLUNHQ�ELU�G|QHP�VRQUD�
NHQGLVLQL� WHUVL� ELU� JUXSODúPD� KDUHNHWLQLQ� LoHULVLQGH� EXOPXúWXU�� %X� DQODPGD�
SRVWPRGHUQ� G|QHP� ELUH\VHOOL÷LQ� \�NVHOLúL� \HULQH� DVOÕQGD� VRQX� RODUDN� GD�
GH÷HUOHQGLULOPHNWHGLU� �&RYD�� ������ ������ ������� 3RVWPRGHUQ� G|QHPH� LOLúNLQ�
J|]OHPOHQHQ� EX� VRV\DO� GLQDPLNOHU� NODQODúPD� RODUDN� DoÕNODQDELOPHNWHGLU�
(Mafessoli, 1996).  

Klanlar antropolojide; sosyal düzenin merkezi bir otorite olmadan 

VD÷ODQGÕ÷Õ� DUNDLN� WRSOXPODUÕ� WDQÕPODUNHQ� NXOODQÕOPDNWDGÕU�� .ODQ� EHQ]HWPHVL��
J�Q�P�]� WRSOXPXQX� PRGHUQ� |QFHVL� G|QHPOH� LOLúNLOHQGLUHUHN� YH� PRGHUQ�
G|QHPGHQ� IDUNÕQÕ� RUWD\D� NR\DUDN� Eetimlemektedir. Postmodern pazarlama 

DNDGHPLV\HQOHUL� LVH� VRQ� G|QHPOHUGHNL� oDOÕúPDODUÕQGD�� SRVWPRGHUQ� GXUXPXQ�
W�NHWLFL� �]HULQGHNL� HWNLOHULQGHQ� KDUHNHWOH�� NODQODUÕ� SD]DUODPDGDNL� JHOHQHNVHO�
SD]DU� E|O�POHPH� \DNODúÕPÕQD� DOWHUQDWLI� RODUDN� YXUJXODPDNWDGÕUODU� �&RYa ve 

Cova; 2002, 2001; Marion, 2001; Patterson, 1998; Elliott, 1997; Cova; 1997, 

1996; Kozinets, 1999).  

.ODQODU�� \Dú�� FLQVL\HW�� JHOLU� JLEL� WDQÕPOD\ÕFÕ� GH÷LúNHQOHU� DoÕVÕQGDQ�
KHWHURMHQ��RUWDN�WXWNX�YH�GX\JXODU�LOH�ELUELULQH�ED÷OÕ�ELUH\OHUGHQ�ROXúDQ�úHEHNHOHr 
RODUDN�WDQÕPODQPDNWDGÕU��&RYD�YH�&RYD�������������3RVWPRGHUQ�NODQODU��|]J�Q��
KDUHNHWOL�� N�o�N� oDSOÕ�� HWNLQ� YH� PRGHUQ� WRSOXPXQ� \HUOHúLN� KHUKDQJL� ELU�
SDUDPHWUHVLQH� ED÷OÕ� ROPD\DQ� DoÕN� VLVWHPOHUGLU�� .ODQODUGD� EX� SDUDPHWUHOHULQ�
yerini; ortak duygular, hayat tDU]Õ�� \HQL� DKODNL� GH÷HUOHU�� DGDOHWVL]OLN� KLVVL� YH�
W�NHWLP� GHQH\LPOHUL� JLEL� RUWDNOÕNODU� DOPÕúWÕU�� .ODQODUÕQ� YDUOÕ÷Õ� �\HOHULQLQ�



11 

 

VHPEROLN�YH�ULW�HO�RODUDN�LIDGH�EXODQ�ED÷OÕOÕNODUÕ�LOH�ROXúXUNHQ��GHYDPOÕOÕN�LVH�QH�
\|QHWLP�J�F�QH�QH�GH�JUXS�LOLúNLOHULQLQ�\DUDWWÕ÷Õ�NXYYHWOH�ED÷ODQWÕOÕ�ROPDNWDGÕU��
.ODQODUGD�GHYDPOÕOÕN�ULW�HOOHULQ�oHNLFLOLN�J�F��LOH�VD÷ODPDNWDGÕU��&RYD�YH�&RYD��
2001). 

.ODQ� JUXSODUÕ�� SD]DU� E|O�POHPHGH� NXOODQÕODQ� UHIHUDQV� JUXSODUÕ� \D� GD�
SVLNRJUDILN� E|O�POHU� LOH� GR÷UXGDQ� NDUúÕODúWÕUÕODPD]ODU�� .ODQODU� psikografik 

E|O�POHUGHQ�� NÕVD� \DúDP� G|QHPOHUL� YH� oHúLWOLOLNOHUL� LOH� D\UÕOÕUODU�� .ODQODUÕQ�
UHIHUDQV� JUXSODUÕQGDQ� IDUNÕ� LVH�� JUXS� \D� GD� JUXS� �\HOHULQLQ� ELUELUOHUL� �]HULQGH�
QRUPDWLI� HWNLOHULQLQ� ROPDPDVÕGÕU�� .ODQODU�� ELUH\OHULQ� JUXS� LoHULVLQGH� ROPDVÕQÕ�
VD÷OD\DQ� ED÷OD\ÕFÕ� GH÷HU� �]HULQH� \R÷XQODúÕUODU�� hU�Q� YH� PDUNDODU� NXOODQÕP�
GH÷HUOHUL� GÕúÕQGD� NODQ� �\HOHULQLQ� ELU� DUD\D� JHOPHVLQL� VD÷OD\DQ� ED÷OD\ÕFÕ�
GH÷HUOHUGLU��&RYD�YH�&RYD�������������� 

Günümüzde, Wolkswagen “Bettle” ya da Harley-'DYLGVRQ�NXOODQÕFÕODUÕ��
futbol fanatikleri, Club Med üyeleri, bilgisayar mühendisleri, etnik diasporalar 

YE�� SHN� oRN� VRV\DO�PLNUR� JUXS��PRGHUQ� VRV\RORMLQLQ� VÕQÕIODQGÕUPDVÕQGD� KHQ�]�
WDP� DQODPÕ\OD� VRPXWODúWÕUÕODPDPÕú� DQFDN� YDUROPXú� NODQODUGÕU� �&RYD� YH�&RYD��
2002;2001; Cova,1997;1996). 

�
���.ODQODUÕQ�%HOLUOHQPHVLQH�<|QHOLN�%LU�0RGHO��

3RVWPRGHUQ�WRSOXPXQ�ELUH\OHUL�IDUNOÕ�UROOHU�DOGÕNODUÕ�SHN�oRN�NODQD�D\QÕ�
DQGD��\H�RODELOPHNWH�EX�GXUXP�VRV\RORMLN�DQDOL]OHULQ�PRGHUQ�DUDoODUÕ�WDUDIÕQGDQ�
VÕQÕIODQGÕUÕOPDODUÕQÕ� ]RUODúWÕUPDNWDGÕU� �&RYD�� �������'L÷HU yandan postmodern 

ELUH\LQ�NODQODUD��\HOL÷LQLQ�VRV\DO�VÕQÕIODUD��\HOL÷LQGHQ�GDKD�|QHPOL�KDOH�JHOPHVL�
LVH� V|]� NRQXVX� VÕQÕIODQGÕUPD\Õ� GDKD� ]RU� KDOH� JHWLUPLúWLU�� 6RV\RORMLGHNL�
VÕQÕIODQGÕUPD� ]RUOX÷XQXQ� ELU� EHQ]HUL� SD]DUODPD� DUDúWÕUPDODUÕQGD� GD� NDUúÕPÕ]D�
oÕNPDNWDGÕU�� 3D]DUODPD� IDDOL\HWOHULQLQ� \|QOHQGLULOHFH÷L� NODQ� \D� GD� NODQODUÕQ�
EHOLUOHQPHVL� DúDPDVÕQGD� PRGHUQ� SD]DUODPD� DQOD\ÕúÕQÕQ� PHNDQLN� W�NHWLFL�
DUDúWÕUPDODUÕ� G�ú�QFHVL\OH� KDUHNHW� HWPHN� \HWHUVL]� NDODFDNWÕU�� 3RVWPRGHUQ�
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NODQODUÕQ� EHOLUOHQPHVLQGH� EXODQÕN� PDQWÕN� X\DUODPDODUÕQÕQ� NXOODQÕOPDVÕ� YH�
X\JXODPDODUÕQ� SVLNRVRV\DO� EDNÕúOD� ELUOHúWLULOPHVL� GDKD� DQODPOÕ� RODELOHFHNWLU�
(Cova ve Cova, 2001). 

ùHNLO��¶GH�&RYD�YH�&RYD��������WDUDIÕQGDQ�NODQODUÕQ�EHOLUOHQPHVLQGH�V|]�
NRQXVX�\DNODúÕPOD�ROXúWXUXOPXú�LNL�ER\XWOX�ELU�PRGHO�oDOÕúPDVÕ�J|U�OPHNWHGLU� 
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0RGHOGH� DUDúWÕUPDFÕODUÕQ� NODQODUÕ� WDQÕPODPDGD� NXOODQDELOHFHNOHUL�
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ekseni ise; günlük faaliyetlerin gözlemlenmesi sonucu elde edilen niteliksel 

veULOHU��WRSOXPX�HWNLOH\HQ�WUHQGOHU�YH�PRGD�DNÕPODUÕ�ROXúWXUPXúWXU�� 
���3RVWPRGHUQ�.ODQODUÕQ�3D]DUODPD�'�ú�QFHVLQH�*HWLUGL÷L�<HQL�%DNÕú��

����¶OÕ� \ÕOODUOD� ELUOLNWH� SD]DUODPDGD� RUWD\D� oÕNDQ� ELUH� ELU� SD]DUODPD��
PLNUR� SD]DUODPD�� YHULWDEDQOÕ� SD]DUODPD�� JLEL� \HQL� \DNODúÕPODUÕQ� WHPHOLQGH�
SRVWPRGHUQL]PLQ�GDKD�|QFH�YXUJXODGÕ÷Õ� W�NHWLFL\L�ELUH\�RODUDN�J|UPH�IHOVHIHVL�
\HU� DOPDNWDGÕU�� 'L÷HU� \DQGDQ� V|]� NRQXVX� \DNODúÕPODUGD� KHU� QH� NDGDU�
SRVWPRGHUQL]PLQ� EX� IHOVHIHVL� \HU� DOVD� GD� SRVWPRGHUQ� GXUXPD� LOLúNLQ�
|]HOOLNOHUGHQ� \DOQÕ]� SD]DU� SDUoDODQPÕúOÕ÷Õ� |]HOOL÷LQLQ� GLNNDWH� DOÕQGÕ÷Õ�
J|U�OPHNWHGLU� �)ÕUDW� YH� 9HQNDWHVK�� ������� 3RVWPRGHUQL]PLQ� YXUJXODGÕ÷Õ�
W�NHWLFLQLQ��U�QOHUOH�VRV\DO�YH�GX\JXVDO�ED÷ODU�NXUPD�LKWL\DFÕ�EX�\DNODúÕPODUGD�
J|]�DUGÕ�HGLOPHNWHGLU��9DQ�5DDLM�������� 

Sözkonusu yakODúÕPODUÕQ� W�NHWLFL� GDYUDQÕúODUÕ� YH� SD]DU� E|O�POHPH�
NDYUDPODUÕQD�LOLúNLQ�RUWDN�YDUVD\ÕPODUÕ�DúD÷ÕGDNL�JLEL�|]HWOHQHELOLU��&RYD�������� 

¾ *�Q�P�]GH� SD]DUODUÕQ� KRPRMHQ� YH� GXUD÷DQ� SD]DU� E|O�POHULQH�
D\UÕOPDVÕ� J�oOHúPLúWLU�� %X� GXUXPGDQ� KDUHNHWOH� W�NHWLFL\L� ELUH\�
RODUDN� J|UPHN� YH� EX� ELUH\OHUGHQ� ROXúDQ� N�o�N� W�NHWLFL� JUXSODUÕQD�
\|QHOLN� SD]DUODPD� IDDOL\HWOHUL� �]HULQH� RGDNODúPDN� ELU� IÕUVDW�
olabilecektir.�

¾ 7�NHWLFL� GDYUDQÕúODUÕ� WDKPLQ� HGLOHPH]� KDOH� JHOPLúWLU�� 'ROD\ÕVÕ\OD�
LúOHWPHOHU� W�NHWLFL� GDYUDQÕúODUÕQÕ� DQODPODQGÕUPD\D� oDOÕúPDN� \HULQH�
W�NHWLFL� LOH� GHYDPOÕ� LOLúNLOHU� NXUDUDN� RQODUÕQ� \HQL� LVWHNOHULQH� FHYDS�
YHUHELOHFHNOHUL�SD]DUODPD�\HWHQHNOHUL�JHOLúWLUPHOLGLUOHU��

¾ 7�NHWLFL�|]J�UOHúHELOHFH÷L�YH�NHQGLQL�IDUNOÕODúWÕUDELOHFH÷L�NLúLVHO�PDO�
ve hizmetleri talep etmektedir. Bu durXPGD�LúOHWPHOHU�W�NHWLFLOHUL�LOH�
V�UHNOL��\DNÕQ�YH�HWNLOHúLPOL�ELU�LOLúNL\L�NXUPDOÕGÕUODU� 
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.ODQ�SD]DUODPDVÕ�\DNODúÕPÕ� LVH�� W�NHWLFL\H�YH�SD]DU�E|O�POHULQH� LOLúNLQ�
\XNDUÕGD� LIDGH� HGLOHQ� YDUVD\ÕPODUÕ� NDEXO� HGHUNHQ�� DúD÷ÕGDNL� QRNWDODUÕ�
vurgulayarak söz konusu�\DNODúÕPODUGDQ�IDUNOÕODúPDNWDGÕU� 

¾ øúOHWPHOHU� LOH� W�NHWLFLOHU� DUDVÕQGD� LOLúNL� \DUDWÕODUDN� JHOLúWLULOPHVL�
\DNODúÕPÕQGD�� WRSOXOXN� ED÷ODQWÕVÕ� J|]� |Q�QH� DOÕQDUDN� W�NHWLFLOHULQ�
NHQGL� DUDODUÕQGD� LOLúNLOHU� NXUPDODUÕ� GD� GHVWHNOHQPHOLGLU�� øúOHWPHQLQ�
oDOÕúDQODUÕ�� �U�QOHUL� YH� KL]PHW� DODQODUÕ� W�NHWLFLOHU� DUDVÕQGDNL� V|]�
NRQXVX�ED÷Õ�GHVWHNOH\HFHN�QLWHOLNWH�ROPDOÕGÕU�� 

¾ 3RVWPRGHUQ�W�NHWLFLOHULQ�GDYUDQÕúODUÕ�DQODPODQGÕUÕOÕUNHQ��NHQGLOHULQL�
|]J�UOHúWLUHQ�� D\QÕ� ]DPDQGD� ELU� NODQD� ED÷OD\DELOHQ� PDO� YH�
KL]PHWOHULQ� DUD\ÕúÕ� LoHULVLQGH� ROGXNODUÕ� YDUVD\ÕPÕQGDQ� KDUHNHW�
HGLOPHOLGLU�� 'L÷HU� ELU� LIDGH\OH� SD]DUODPDFÕODU� �U�QOHUL�
NLúLVHOOHúWLUPHQLQ� \DQÕVÕUD�� EX� NLúLVHO� �U�QOHULQ� RUWDNODúD� GDYUDQÕúD�
\RO� DoDFDN� ELU� GX\JXVDO� ED÷� \DUDWPDVÕQÕ� GD� VD÷ODPD\D�
oDOÕúPDOÕGÕUODU��&RYD�YH�&RYD��������� 

 

6RQXo�
*�Q�P�]GH�JHUHN�ELUH\OHU�JHUHNVH�N�OW�UOHU�DUDVÕQGDNL�\R÷XQ�HWNLOHúLP�

QHGHQL\OH�� ELUH\OHUL� YH� JUXSODUÕ� NDWÕ� oL]JLOHU� LOH� ELUELULQGHQ� D\ÕUPDN� P�PN�Q�
ROPDPDNWDGÕU��%X�GXUXPXQ�HWNLVL�LOH��N�OW�U�YH�VRV\DO�VÕQÕI�JLEL�WHPHO�D\ÕUÕPODU�
\D�GD�VÕQÕIODU� LOH�N�OW�UOHU�DUDVÕ�KL\HUDUúLN� LOLúNL�GH�EXODQÕNODúPD\D�EDúODPÕúWÕU��
3RVWPRGHUQ�WRSOXP��ELUH\OHULQ�J�oO��GX\JXVDO�ED÷ODQWÕODU�NXUGX÷X��RUWDN�ELU�DOW�
N�OW�U�� YH� KD\DW� J|U�ú�Q�� SD\ODúWÕ÷Õ� VRV\DO� PLNUR� JUXSODUÕQ� ROXúWXUGX÷X� ELU�
úHEHNH�J|U�Q�P��DU]�HWPHNWHGLU� 

PostmoGHUQ� G|QHPGH� SD]DUODU�� N�OW�U�� DOW� N�OW�U�� VRV\DO� VÕQÕI� JLEL�
E|O�POHUGHQ� oRN� GDKD� JHQLú� KDUHNHW� VHUEHVWOL÷L� VD÷OD\DQ�� RUWDNODúD� GDYUDQÕú�
ELoLPLQH�VDKLS��EHQ]HU�GX\JX�YH�WXWNXODUÕ�SD\ODúDQ��LOJL��WHUFLK�YH�\DúDP�WDU]ODUÕ�
EDNÕPÕQGDQ�KRPRMHQ�ELU�J|U�QW��DU]�HGHQ�NODQODUGDQ�ROXúDFDNWÕU��%X�GXUXPGDQ�
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KDUHNHWOH� SD]DUODPDFÕODUÕQ� URO�� GH� NODQODUÕ� EHOLUOHPHN� YH� KDQJL� NODQODUD� QH�
úHNLOGH� KL]PHW� HGLOHELOHFH÷LQLQ� NDUDUÕQÕ� YHUPHN� ROPDOÕGÕU�� 3D]DUODPDFÕODUÕQ�
JHUoHNoL� W�NHWLFL� SURILOL� ROXúWXUDELOPHOHUL�� NODQODUÕQ� GR÷UX� WDQÕPODQDELOPHVL� LOH�
P�PN�Q�RODFDNWÕU� 

3D]DUODPDFÕODU�� W�NHWLFLOHUL� ELU� DUDGD� WXWDELOHQ�� WRSOXOXN� KLVVLQL�
J�oOHQGLUHQ� YH� NODQD� �\H� ROPD� D\UÕFDOÕ÷ÕQÕ� GHVWHNOH\HQ� �U�QOHUH� SD]DUODPD�
VWUDWHMLOHULQGH� \HU� YHUPHOLGLUOHU��hU�QOHULQ� SD]DUGDNL� EDúDUÕVÕ�� ELUH\OHU� DUDVÕnda 

ROXúDQ� VRV\DO� ED÷ODUÕQ� JHOLúWLULOPHVL� YH� J�oOHQGLULOPHVL� GL÷HU� ELU� LIDGH\OH�
�U�QOHULQ�ED÷OD\ÕFÕ�GH÷HUOHULQLQ�DUWWÕUÕOPDVÕ�\ROX\OD�VD÷ODQDELOHFHNWLU�� 

3RVWPRGHUQ� G�ú�QFHQLQ� VRV\DO� GLQDPL÷L� RODQ� NODQODUÕQ� SD]DUODPD\D�
JHWLUGL÷L� \HQL� EDNÕú� |Q�P�]GHNL� G|QHPOHUGH� NODQ� SD]DUODPDVÕ� \DNODúÕPÕQÕQ�
J�QGHPH�JHOPHVLQL�GH�VD÷OD\DFDNWÕU�� 
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