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Abstract

Consumption in post-modern society, with the effect of Diderot, leads individuals to excessive consumption
without need, especially with the developments in technology. It brings societies to a point where they
buy things they do not need. It is thought that online shopping sites influence individuals, according to
Diderot, and lead them to buy more with the thought of the inadequacy of the existing one. In this study, 10
people selected by random sampling method from Dolap and Depop users, which are second-hand clothing
applications selected by purposeful sampling methods, were compared in the context of the Diderot effect
and analyzed descriptively. In line with the findings obtained after the examination, it has been observed
that although these applications are second-hand clothing platforms, they are in parallel with the Diderot
effect, which explains the consumption frenzy of our age and the fact that we buy what we do not need. In
addition, it has been determined that the individuals in the application are directed to consume not one but
more than one product, although they do not need it and they are second-hand, with the thought that they
should provide harmony and integrity with each other.

Keywords: Diderot Effect, Consumer Culture, Globalization, Technology, Second Hand Clothing
Applications.

0z

Post-modern toplumda tiiketim, Diderot etkisi ile bireyleri ihtiya¢ disi asir1 tiiketime yonlendirmekte,
ozellikle teknolojide yasanan gelismelerle birlikte toplumlari ihtiyaclari olmayan seyleri satin aldiklari
bir noktaya getirmektedir. Cevrim ici aligveris sitelerinin bireyleri Diderot etkisi altina aldigi, var olanin
yetersizligi diisiincesi ile daha ¢ok satin almaya yonlendirdigi diistiniilmektedir. Bu calismada amach
orneklem yontemi ile secilen ikinci el kiyafet uygulamasi olan Dolap ve Depop kullanicilarindan rastgele
orneklem yontemi ile secilen 10’ar kisi, Diderot etkisi baglaminda karsilastirilmis ve betimsel olarak analiz
edilmistir. Inceleme sonrasi elde edilen bulgular dogrultusunda, bu uygulamalarin ikinci el giysi platformlari
olmasina ragmen ¢agimizin tiiketim ¢ilginligini ve ihtiyactmiz olmayani satin aldigimizi agiklayan Diderot
etkisi ile paralel iligki icinde oldugu goézlemlenmistir. Ayrica uygulamanin, bireyleri birbiriyle uyum ve
biitiinliik saglamasi gerektigi diisiincesiyle ihtiyaci olmamasina ve ikinci el olmasina ragmen bir degil,
birden fazla iiriin tiiketimine yonlendirildigi tespit edilmistir.

Anahtar Kelimeler: Diderot Etkisi, Tiiketim Kiiltiiri, Kiiresellesme, Teknoloji, ikinci El Giysi Uygulamalari.

Frciyes iletisim Dergisi | Temmuz/July 2023 Cilt/Volume 10, Sayi/Issue 2, 593-608 593



http://creativecommons.org/licenses/by-nc-nd/4.0/
https://orcid.org/0000-0002-3467-1537

Title An Investigation on ‘Second-Hand Clothing Applications’ in the Context of the Diderot Effect Elifnur Terzioglu

Introduction

When we look at the facts underlying consumption, the concepts of needs, wants, and
desires are striking. However, in post-capitalist societies, with consumption gaining
social meaning and function beyond biological needs, goods have begun to be consumed
not only for their needs but also for their symbolic values. With these developments
in the phenomenon of consumption, the focus of the studies on the subject has now
shifted to the dimension of showing symbolic meaning, identity, and status. Biological
needs alone have begun to be insufficient to explain the consumption phenomenon.
The changes that occur in consumption correspond to the postmodern process, and
the concept of consumption transforms the individual, culture, and social relations into
a design-based structure in this process. Consumption objects have now begun to form
symbolic meanings, and consumption habits have changed through mass media. These
changing consumption habits have evolved into conspicuous consumption with symbolic
values rather than the functional value of the product. Consumption is now at the center
of life, going far beyond meeting needs. Consumption is recognized as a modern world
ideology and is an economic, social, psychological, and cultural phenomenon. Today,
consumption-oriented postmodernism is in the foreground rather than production-
oriented modernism. With postmodernism, consumption has completely lost its quality
of being an economic problem and has come to the forefront with its cultural dimension,
and what is consumed has become not only objects but also signs and images; dreams,
images, and pleasures have gained importance as consumption elements. There is a
cooperation between consumption and indicators that nobody can see easily, and they
are both guided by the same logic (Cimen, 2020). Especially today, where digitalization
has accelerated, the consumption phenomenon has also gained momentum. Virtual
shopping sites that lead to purchases on digital platforms change the perceptions of
individuals’ needs and reveal a new consumption area where desires are at the forefront,
which is exposed to image bombardment, and where everything is consumed quickly. The
idea of consumption, which is produced and expanded by gaining different meanings, is
constantly supported by daily discourse in consumer society. Under the pressure of these
discourses, the individual no longer buys the products he or she buys for their use values
and begins to exhibit different consumption behaviours. For example, when he or she
starts to buy a shoe, he buys it not only for its use value but also for its ostentatious and
symbolic value. As such, a newly purchased shoe for the individual, although not needed
for its functional use value, requires a belt suitable for it because it needs it because of
its symbolic and conspicuous value. The consumption process, which started with the
purchase of a new shoe, is not completed when the individual buys a belt suitable for his
or her shoes. The reason for this is that the bag that the individual is currently using is
not “in harmony” with his shoes and belt. It also requires a new shoe, along with a new
belt and bag combination to match it. The reason for this is that the three products in
question are generally marketed together by cultural mediators to create symbolic and
display value. For these reasons, it has become essential for the individual, who has to
adapt to the fashion that develops with the perception of aesthetics and pleasure created
by cultural mediators, to buy a bag compatible with his new shoes and belt in order to be
“happy” (Tokmak, 2019:44). Here, the concept of the Diderot effect makes an important
contribution to the explanation of the psychological process behind this point where
the individual has come or is brought. The Diderot effect defends the idea that the sense
of integrity and harmony should be preserved and emphasises that a new identity and
lifestyle will be formed with the consumption of products that complement each other and
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with different products acquired. Under the message of integrity and harmony, individuals
are directed towards the desire to improve all their belongings, and as a result, they can
be included in more than one consumption spiral. With the growing influence of online
shopping sites on people, the fact that consumption has become such a frenzy is gaining
momentum. Virtual shopping websites in this context aim to make customers feel uneasy
about their current lives and possessions and to persuade them to buy new products
for the better. Individuals are influenced by the beautiful appearance and experiences
they see on the sites, and they tend to an endless consumption, where they buy what
they do not need in the desire to be happy after the purchase actions. In this study, the
perspectives of individuals on the concepts of need and consumption were examined, and
descriptive research was carried out on the role of second-hand clothing applications in
shaping consumption habits. The aim of the study is to examine the symbolic elements
of second-hand clothing practises that lead to consumption in the context of the Diderot
effect, which states that the individual is directed to continuous consumption by aiming
to provide integrity and harmony between the products consumed.

Consumption and Consumer Culture

It is possible to evaluate the concept of consumption as obtaining the goods or services
produced in order to satisfy a certain need, or the satisfaction of the needs and wants of
the individuals for the goods and services whose production is completed (ELITAS, 2020).
Raymond Williams mentioned that consumption is to waste, spend and finish, therefore
he emphasized that consumption is an area that should be controlled in capitalist
societies (Featherstone, 2007). Consumption has begun to include not only physical
but also psychological and social needs for individuals, and now it takes place in order
to fill the gaps in the material and spiritual sense of self (Cleveland & Laroche, 2007).
When we look at the meaning of the concept of consumption, it means that consumers
use or consume services in order to meet any need (Firat et al.,, 2013). According to
another definition, consumption is a system of social and moral values, in addition
to being a social behaviour (Baudrillard, 2018). When it comes to the postmodern
period, the society’s view of consumption has evolved from concrete consumption to
abstract consumption (Baudrillard, 2016). The false needs, needs and wishes created
by consumption in societies can create a desire to consume in individuals. While the
consumption phenomenon is being handled, how the consumption desire is formed or
created is an issue that should be emphasized. Motivating individuals to consumption
plays an important role in the consumer society. There are various views on consumption.
De Certeau mentions that consumers are secret producers and emphasizes that the
consumer has come out of his/her passive role in consumption and has become active
(Penaloza & Price, 1993). The phenomenon of consumption has been a controversial
subject for centuries. Consumption, which cannot be handled independently of value
judgments, is also the battleground of competing values and ideologies. Especially in the
cultures of traditional societies, the possibility of the needs to be unlimited or insatiable,
and the idea that individuals can have endless needs in the consumer culture are accepted
as normal for the individuals of the consumer culture (Page, 2020). It is stated that
the phenomenon of consumption cannot be examined separately from cultural values,
symbols and images. In order to ensure the continuity and sustainability of consumption,
products and services are marketed to consumers with certain indicators and symbols
by manipulating individuals, as well as classical and operant conditioning methods used
in psychology to shape individual and mass behaviours. Thus, a link is created between
consumption and desires (Manrai & Manrai, 1996).
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The recognition of consumers as “living in a material world” is the discovery of the spirit
of the consumer society. Now the understanding supported by the world consumption
objects and the characters of people can be analysed with their possessions (Belk,
1988). Today, commodities that consumers define themselves by purchasing serve the
purpose of consuming by creating various images. Thus, by connecting individuals to
the world of social values with symbols, social values are tried to be shown as a part of
the values offered for sale. In this way, consumption creates its own ideology (Craig &
Douglas, 2006). Consumed goods and experiences are pre-packaged, organized, created
and coded to create the desired response in the consumer. The act of buying, which has
reached a symbolic and surreal level, has become a motive for people (Bocock, 2008).
The individuals are not for production; driven for consumption. With the postmodern
tendencies, the meanings attributed to consumption have also changed, and the
purchasing decisions of consumers are also shaped by the influence of postmodern
culture. This social change process also brings about changes in marketing practices and
strategies (Boyne & Rattansi, 2017).

In the formation phase of capitalism, individuals are motivated for production, while in
advanced capitalism, individuals are motivated by consumption. Starting from the last
quarter of the 19th century, consumption started to open up to large masses of people. Since
mass produced goods have to be consumed, the elite’s desire to control the consumption
activity of the people has lost its function. For the production cycle to work, produced
goods must be consumed by the masses (Baudrillard, 2018). The general structure of the
consumer society has been shaped by the feeling that the pleasure of shopping can be
used as a remedy for the discontent, unhappiness and tensions in daily life (Miyazaki &
Fernandez, 2001). It is thought that individuals maximize their satisfaction by purchasing
an ever-expanding range of products, creating greater opportunities for controlled and
manipulated consumption (Featherstone, 2007). Consumer society means that societies
are organized around consumption within the framework of the consumption of goods
and leisure time rather than the production of goods and services, and it is based on
capitalism. Although the trends in the consumer society are controversial, according to
Marshall, these are: increasing wealth, bourgeoisization, the emergence of a mass popular
culture, the death of the social class, the emergence of consumption sectors, the rise of
individualism, etc. (Evans, 2010). The task of the consumer in the consumer society is to
desire diversified goods and services, to work for them, to buy them and to ensure the
continuity of the capitalist system (Penaloza & Price, 1993). The basic code value of the
consumer society is the concept of happiness. The concept of happiness has become a
refuge for everyone and everything. It is accepted that happiness, which is accepted as
measurable through objects, signs and symbols, can only be obtained by consuming and
having non-necessary products. In this context, societies tend towards consumption with
false needs to be happy (0’Donnell, 2020).

The Effect of Diderot and Its Place in Consumption

Before we talk about what the Diderot effect is, it is necessary to explain how this concept
came about. As one of the Enlightenment philosophers, Diderot (Diderot, 1769), stated in
her article titled “Regrets for Leaving My Old Robe”, she is presented with a red, luxurious
robe. After wearing this new red dressing gown, Diderot realizes that nothing in her
study is in harmony with her new outfit, and that her other items are “shabby” besides
this new outfit. In order to eliminate this inconsistency and match her old belongings
with this new dressing gown, Diderot first starts by renovating her desk, and continues
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by renewing the curtains and other furnishings. Finally, the study room was completely
renovated and matched with the new dressing gown. Even though she didn’t need it, she
got into a lot of debt just to be in harmony. According to McCracken (McCracken, 1990),
who discussed and conceptualized this situation that Diderot experienced in her study
and named it as the Diderot effect in the literature, there are two forms of the Diderot
effect in consumption, “rooted” and “influencing each other”. The reason for the said effect
to be a deep-rooted form is that the new possessions create a sudden and rapid desire in
the consumer to remove the old ones and replace them with new ones; The reason why it
has a form that affects each other is because each renewed item creates pressure on the
consumer to renew the other old item in order to adapt. In this respect, the Diderot effect
constantly raises the consumption standards of the consumer, and the consumer under
this effect does not tend to decrease their consumption standards (Tokmak, 2019:45).

The Diderot effect explains how consumers’ personality, experiences, behaviours, or
cultural values make a change on the goods they previously bought or owned (Craig
& Douglas, 2006). The purchase of a product or service creates a domino effect on
the consumer and puts the consumer in the tendency and behaviour to complete the
purchased products with new products. The situation of increasing consumption by
supporting the new goods with complementary goods in order to ensure harmony
is defined as Diderot Integrity in the literature (Jacoby et al., 1998). According to
McCracken (McCracken, 1990), the pursuit of harmony and integrity lies behind the act
of consumption. Therefore, the old and the new cannot coexist in the act of consumption,
and change, balance, unity and consistency emerge as important concepts (Tokmak,
2019 p. 45). For this reason, the consumer continues to buy and consume until he/she
reaches the said integrity and harmony, which is defined as the Diderot integrity. In
consumption, the Diderot effect causes an endless, continuous regeneration mechanism
to ensure harmony between regenerated items. The reason for this is that the consumer
tends to renew their old items, which they cannot replace, on the grounds that it causes
inconsistency. In addition, the renovation process in question may not be limited to the
items in a room. The consumer may tend to renew everything he/she owns in order to
adapt and reach the Diderot integrity (Shove & Warde, 2002).

When we look at the consumer research, the necessity of entering the consumption
cycle and constantly following this cycle in the world of increasing income is defined
as the Diderot effect. Buying a new home is an impetus to replace old furniture, a new
skirt doesn’t look good without the appropriate jacket and there’s no integrity. Meeting a
need or purchasing a product adds a new item to the list of needs. Consumption, which is
likened to an escalator, is one-way and always aims to rise (Schor, 1999).

After being given a new dressing gown as a gift, Diderot thought that her desk didn’t fit in
her dressing gown, and she looked miserable. After buying a new table, Diderot thought
the tapestry on her wall looked bad and needed to be replaced. Little by little, Diderot
redecorated everything (Witkowski, 1989). The Diderot effect prompts the individual to
consume excessively. This consumption process results in the continuous spending of
the affected individuals around consumer goods that have symbolic meanings that offer
the ideal of a good life through purchase (Lorenzen, 2007). In other words, the Diderot
effect is defined as a force that encourages consumption (McCracken, 1990). In this effect,
newly purchased consumer goods are the material evaluation of displaced meanings
(Kit-Wai, 2001). Especially after the 2000s, with the development of technology,
an area emerges where new generations socialize, establish relationships, develop
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purchasing behaviour or produce and market their own content, as well as brand new
practices (Glines et al., 2022). The spread of digital platforms has brought a different
perspective to the phenomenon of consumption and has enabled the creation of different
consumption sites.

Method

The study was designed in a qualitative model. Content analysis was carried out in the
study using document analysis technique. Document analysis is a qualitative research
method that is used to rigorously and systematically analyse the content of written
documents (Wach & Ward, 2013). Document analysis is a systematic method for
examining and evaluating all documents, both printed and electronic materials. Like
other methods used in qualitative research, document analysis requires the examination
and interpretation of data in order to make sense of it, to form an understanding of
the relevant topic, and to develop empirical knowledge (Strauss & Corbin, 1998). Lune
& Berg, (2017) stated that document analysis is a type of analysis that includes visual
materials such as written sources, films, videos and photographs that contain information
about targeted phenomena and events. A case study is conducted to describe one or more
situations in depth and to draw attention to research questions and issues (Johnson &
Christensen, 2019). Situations include individuals, societies, institutions, and cultures,
as well as critical events in a person’s life or in a movie (Patton, 2014). In this context,
the second-hand clothing applications selected by purposeful sampling method were
analysed descriptively in the context of the effect of Dolap and Depop Diderot.

Findings

Second-hand product use is the reuse of previously used items with a “history” and
“cultural biography” through sales, gifts and donations (Gabbott, 1991). In the pre-
industrial era, when a newly sewn garment was inaccessible to the majority of the public
because it was an expensive product for the wealthy, the second-hand clothing market
functioned as a first-level retail market for the broad masses of the public (Frick, 2005).
However, it is stated that before the 18th century in England, not only the low-income,
but also all the masses of the people bought the second-hand products of the social group
above themselves through auctions (Van Damme & Vermoesen, 2009). It is seen that
the interest of large consumer masses towards the second-hand market has decreased,
and the meanings attributed to these products, which have become the indicators of the
lower classes, have changed, as mass production increases the variety and abundance
of products and makes mass consumption possible in the modern era (B. Lemire, 2005;
Beverly Lemire, 2005). However, it is stated that, in principle, due to their cheapness, the
exchange of second-hand products that appeal to the poor, especially in the late modern
period, not only affected by economic but also cultural and social factors, for example,
second-hand clothing as valuable goods played a role as a marker of social change (A.
Palmer, 2005; Alexandra Palmer, 2005). Second-hand consumption historically has been
in clothing, as the main product of the early modern retail market, alongside furniture,
kitchenware, bedding, and even luxury goods (B. Lemire, 2005; Beverly Lemire, 2005).
Today, with the increasing consumer interest in second-hand clothing, not only with
economic but also with various motivations, many retail formats such as neighbourhood
markets, second-hand clothing stores, aid institutions, websites and applications have
emerged ( How was the Dolap installed?, 2022). Second-hand clothing applications play
a role in remarketing previously used clothing products. In these applications, which
can also be used on mobile phones and computers, when users tap on the ‘add product’
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option, they take a photo if there is a product they want to sell and then determine the
category. They choose the colour, choose the brand and size, enter the product title, new
or little used information, and the product description. Then they add the information
about how much the product is worth and how much it will be sold, and they determine
who will pay the shipping fee. Thus, the product is put on sale.

In the study, Dolap and Depop applications, which are among the second-hand clothing
applications, were examined and analysed in the context of the Diderot effect by analysing
with descriptive method. By looking at the profiles of 10 real users selected from each
application with a random sample, the second-hand products they put up for sale and
the similar products they added to their favourites for purchase were determined and
analysed. The data obtained by analysing these users in terms of the types of products
they sell and their favourites, their use cases, brands and prices are interpreted in the
context of Diderot effect. The users determined as the sample within the scope of the
study were named as User1, User2, User3..., taking into account the privacy and security
of their personal information.

When we look at the Dolap application from Tiirkiye as the first application, it is seen
that the application was founded in 2016, has close to 1 million users (How was the Dolap
installed?, 2022) and is a platform where the users sell the clothes that they do not use or
rarely wear and want to dispose of.

Users can buy new clothes at an affordable price by selling clothes, bags, shoes, or
accessories that they once loved but did not use. With secure online payment systems,
instalment opportunities, original product control service, and 24/7 customer service,
they find the opportunity to make online purchases frequently. After the application is
installed for free, users create profiles, photograph clothes they no longer wear, and bring
them together with other closet users. The fact that new and labelled products that have
never been worn recently are included in the wardrobe application makes it possible
for consumers to use the application constantly, either to sell their products or to buy
the products. Thanks to the categories created not only for women but also for children
and men, the consumer segment is expanding. Another of the possibilities offered by
the application to consumers is that the brand purchased with the Wardrobe Detective
application can be requested to pass the originality control free of charge. In this
application, which is also used in cooperation with social media phenomena, consumers
can easily access and buy the clothes of these influencers (Dolap, 2022).

Table 1. Purchasing Action of Dolap Users

. N The Brand .
Users Sold Brand Condition De_termmed Re_al Favorite of Favorite Condition De_termmed Re_al
Product Price Price Product Price Price
Product
Tommy 425
User1 Bag ZARA Barely Used 150 TL 600 TL | Bag o Barely Used 250 TL
Hilfiger TL
. 1500 780
User2 Coat Perspective | Barely Used 500 TL T Coat Mango Barely Used 400 TL T
User3 Shoe Stradivarius | Barely Used 159 TL 450 TL Shoe Kemal Barely Used 250 TL 550
Tanca TL
Userd Sweater | LC Waikiki New&Labeled | 35 TL 85TL Sweater | LC Waikiki New 100 TL 170

TL
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. . The Brand .

Users Sold Brand Condition De.termmed Re.al Favorite of Favorite Condition De_termmed Re_al

Product Price Price Product Price Price

Product
User5 Dress KeiKei Barely Used 400 TL 900 TL | Dress ZARA Barely Used 280 TL .?.io
Users | Boots | Timberiand | Newslabeled |3000TL | 2% Boots | UGG Newslabeled | 4170TL | 4°%°
User7 Skirt Codentry Barely Used 100 TL 400 TL | Skirt Koton Barely Used 75TL _‘:_35
User8 Hat ZARA Barely Used 125 TL 280TL | Hat Pull&Bear Barely Used 150 TL .?.ﬁo
User9 Coat ZARA New&Labeled | 2500 TL _(IS_iOO Coat ZARA Barely Used 1600 TL .?_EOO
User1o | Trousers | oY MY Barely Used | 499 TL 799 TL | Trousers | Marks& Barely Used | 550 TL 799
Body Spencer TL

Depop, which operates around the world, creates personalized criteria with the second-
hand clothing application filter feature and sends notifications to the person by recording
the preferred size of the desired product. Thus, when returning to the application,
the person can easily purchase the product. Moreover, since the seller can reach the
buyer directly via message in practice (Depop, 2023) it is more likely to persuade the

buyer to buy.
Table 2. Purchasing Action of Depop Users
. . The Brand . Real
Users Sold Brand Condition De_termmed Re_al Favorite of Favorite | Condition De_termmed Price
Product Price Price Product Price
Product
Barely Barely
Userl | Sweater | Other Used 10% 40$% Sweater | Other Used 28 % 55 %
User2 | Skirt Lacoste Barely 26 £ 42 £ Skirt Lacoste Barely 30£ 558
Used Used
Barely Barely
User3 | Boots Topshop Used 50 € 75 € Boots ZARA Used 45 € 60 €
. Barely . Barely
Userd | Slipper | ZARA Used 10¢ 258 Slipper | ASOS Used 22 % 48 £
Users | Tshit | Adidas | 02 |4ge 428 | Tshit | Nike Barely 10 25¢
Used Used
Heeled | River Barely Heeled Forever Barely
User6 shoes Island Used 158 458 shoes New Used 20£ 3L
User7 | Bikini SHEIN New 8 £ 12 ¢ Bikini Boho Rose | New 55 ¢ 75 £
User8 | Jacket |ZARA | D2 o5 402 | Jacket | Primark Barely 15¢ 35¢
Used Used
House Barely . Barely
User9 | Dress of CB Used 10¢ 30£ Dress Ax Paris Used 8L 15¢
Useri0 | Shit | FatFace | B2V | 45g 40¢ |Shit | Ha&M Barely 7¢ 15¢
Used Used

CGonclusion and Discussion

The Diderot Effect is expressed as a social phenomenon that states that the individual
identities of consumers are shaped by what they buy, and accordingly, the products that
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the person will buy next can be predicted by the first purchaser. As it can be noticed from
this definition, there are two ideas on the basis of the Diderot effect. First, people tend to
align their identities with the products they buy; hence, they buy products that fit their
identity or shape their identity according to the products they buy. Second, each new
product purchased affects and potentially reduces the compatibility of products currently
in the consumer’s possession. This puts the first thought into action, and the purchasing
process begins to increase this compatibility. These two thoughts that support each other
cause people to buy products in an uncontrolled way, putting them in a consumption
spiral. For example, when a new dress is bought and it is felt that the shoes are not
compatible with it, the dress becomes meaningless on its own, and additional clothes are
purchased that will be more fashionable when worn with shoes. In summary, the set is
complete in a sense.

With the consumption phenomenon changing in the postmodern era, individuals are
no longer buying images, identities, and perceptions, not needs. The developments
in information and communication technologies also bring a different breath to the
understanding of consumption of societies. Information and communication technologies,
which connect the world with networks, have made everything digital. The digitization
of almost every field from commerce to art, from state affairs to education has made it
possible for everyone to access such services more easily (Alanka & Mertoglu, 2022). The
Internet and social media are a social space that requires participation. People exist in this
online space by participating (Elitas & Keskin, 2014). Societies have started to shop from
online sites over the internet, and more consumption has been paved the way for more
products. Especially the ability of online platforms to access all over the world without
time and place restrictions makes them popular on second-hand goods selling sites.
Thanks to applications downloaded not only to desktops but also to mobile phones, this
consumption understanding has changed even more, so much so that individuals have
started to use applications where they can both sell their products and buy other people’s
products. Although the use of second-hand clothing applications is evaluated positively in
terms of contributing to economic savings since it is a product that has been used before
by individuals, in fact, the desire to adapt, as in Diderot’s effect, leads individuals to buy
more products. Second-hand clothing applications have started to be widely used in
many countries. Especially with the development of communication technologies, digital
platforms that sell worldwide and lead individuals to consume continue to maintain
their existence in wider areas by changing their concept. Consumption in postmodern
societies consists of sociological and psychological factors, not physiological ones, as
mentioned above. Individuals associate happiness with harmony, which pushes them to
consume more.

In the study, the second-hand clothing applications selected with the purposeful
sampling method were analysed descriptively in the context of the effects of Dolap and
Depop Diderot. When the sales movements in Dolap, which is the second-hand clothing
application in Tiirkiye, are examined within the scope of the research, it is seen that the
users sell 60% clothing, 20% shoes, and 20% accessory products. It is noteworthy that
70% of these sold products are “less used” products, while 30% are new and labelled
products. Based on these data, it is seen that users in Turkiye mostly give importance to
their appearance and intensify their shopping to a large extent within this framework.
However, the fact that the products they sell are mostly “underused” indicates that they do
not use them much after purchasing them and tend to give them up. It can be stated that
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this situation is parallel to the Diderot effect, since the desire to dispose of a purchased
product in a short time may be due to its incompatibility with newly acquired items. The
fact that the prices determined for second-hand products are considerably lower than the
store prices of the product (between 25% and 75% cheaper) reveals the tendency of the
users to quickly change the items in their hands rather than for commercial purposes.
This situation proves the “tendency to replace existing products with new ones” in
the context of the Diderot effect. Because, in the user movements examined within the
sample, it is seen that an underutilized product was sold for almost % price. This situation
makes us think that the transactions in question were carried out mostly for the purpose
of disposing of the products quickly rather than for a commercial purpose.

When the data obtained from the Depop application, which is a second-hand clothing
application abroad, is analysed within the scope of the research, the following
conclusions are reached: The Depop users examined within the scope of the research sell
70% clothes and 30% shoes. This situation can be evaluated as an indication that users
attach importance to external appearance and image on a global scale, similar to Tiirkiye.
However, it is seen that 90% of the products that Depop users put up for sale are ‘under-
used’ and 10% are ‘new’. This shows that the people who use the application in question
tend to sell their own items at a very high rate. The fact that these items are mostly ‘under-
used’ indicates the tendency of the disposal behaviour to give up the product in a short
time rather than a need. This situation can be seen as a concrete example of the claim of
the Diderot Effect that the existing products at hand create an incentive to quickly change
in parallel with the acquisition of new products. The fact that the prices determined for
the second-hand products put up for sale through the Depop application are considerably
lower than the store prices (33% to 75% cheaper) indicates that the products that can
be considered new are put up for sale at a lower price. Similarly, this situation brings to
mind the motivation to get rid of the existing products as soon as possible and acquire
new ones. Within the scope of the research, another data showing that the shopping
tendencies of the users are compatible with the Diderot effect can be shown within the
framework of the products that the users favourite and try to buy. Within the scope of the
research, the products favoured by the users whose shopping movements are followed
and the products they sell themselves are the same type of products. For example, Userl
in the Dolap application has put his or her own bag up for sale, while on the other hand,
he or she has favoured another brand’s bag through the application and tried to buy it.
Similarly, in the Depop application, User6 put her high-heeled shoes up for sale, and at
the same time, she favourited the high-heeled shoes that another user put up for sale
and added them to the purchase list. The products that are listed for sale and favorited in
both applications are primarily on a national and international scale and consist of well-
known and favored brands. This situation, which is observed in all of the users examined,
shows the following fact: consumers tend to replace the products they currently use with
products of similar nature. The fact that a user who sells bags is a customer of another
bag at the same time, and that a user who sells coats favours another jacket shows that
consumers tend to dispose of and change the items they have, not according to needs.
This determined situation confirms the basic claims of the Diderot effect. Because, as
seen in the actions of the users examined within the scope of the research, the Diderot
effect reveals that consumption has symbolic meanings rather than needs and the desire
of individuals to quickly renew their products and produce a new combination.
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In line with the findings obtained after the examination, these applications show that
although they are intended for the sale of previously used products, they can be evaluated
in parallel with the Diderot effect, which explains the consumption frenzy of our time
and our tendency to buy what we do not need. In addition, it has been determined that
the application directs the individuals to the consumption of more than one product, not
one, with the thought that they should provide harmony and integrity with each other.
In addition, since these applications have a wide range of products, it can be stated that
there is a high probability of seeing products other than the ones that the buyers are
looking for and revealing their willingness to buy them.
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Diderot Etkisi Baglaminda ‘Ikinci El Giyim
Uygulamalari’ Uzerine Bir Inceleme

Elifnur TERZIOGLU (Asst. Prof. Dr.)

Genigletilmis Ozet

Tiiketimin temelinde yatan olgulara bakildiginda ihtiyag, istek ve arzu kavramlar1 goze
carpmaktadir. Fakat kapitalizm sonras1 toplumlarda tiiketimin biyolojik ihtiyac¢larin
otesinde toplumsal anlam ve islev kazanmasiyla birlikte tiiketilen mallar sadece ihtiyag
icin degil sembolik degerleri icin de tiiketilmeye baslanmistir. Tiiketim olgusundaki
bu gelismelerle birlikte konu tizerine yapilan ¢alismalarin odak noktasi artik sembolik
anlam, kimlik ve statiiyli gosterme boyutuna gecmistir. Biyolojik ihtiyaclar tiiketim
olgusunu ac¢iklamak adina tek basina yetersiz kalmaya baslamistir. Tiikketimde meydana
gelen degisimler postmodern siirece karsilik gelmekte ve tiiketim kavrami bu siirecte
bireyi, kultiri ve sosyal iliskileri bir tasarima dayali bir yapiya doniistiirmektedir.
Tiiketim nesneleri artik sembolik anlamlar olusturmaya baslamis, tiiketim aliskanliklar:
kitle iletisim araclar1 vasitasiyla degisime ugramistir. Degisime ugrayan bu tiiketim
aliskanliklar triintn islevsel degerinden ziyade sembolik degerlerle birlikte gosterisci
tiilketime evrilmistir. Tiiketim, ihtiyacin karsilanmasinin ¢ok 6tesine gecerek artik hayatin
merkezinde bir yer almaktadir. Giiniimiizde artik tretim odakli olan modernizmden
ziyade tiiketim odakli postmodernizim 6n plandadir. Postmodernizm ile birlikte tiiketim
ekonomik bir problem olma niteligini biitiintiyle yitirmis ve kiiltiirel boyutuyla 6n plana
cikmis ve tiiketilen sey, yalnizca nesneler degil, gostergeler ve imajlar olmus, hayaller,
imajlar ve hazlar tiikketim unsuru olarak 6nem kazanmistir. Tiketim ve gostergeler
arasinda kimselerin rahatlikla géremedigi bir is birligi vardir ve ikisi de ayn1 mantik
tarafindan yénlendirilmektedir. Ozellikle dijitallesmenin hiz kazandigi giiniimiizde
tilketim olgusu da hiz kazanmistir. Dijital platformlarda satin almaya yonlendiren sanal
alisveris siteleri bireylerin ihtiya¢ algilarini degistirerek imge bombardimanina maruz
kalan ve her seyin c¢abucak tiiketildigi arzularin 6n planda oldugu yeni tiiketim alani
ortaya ¢ikarmaktadir. Toplumlar artik internet tizerinden ¢evrimici sitelerden alisveris
yapmaya baslamis, daha fazla iiriinle daha fazla tiiketimin énii acilmistir. Ozellikle
cevrimici platformlarin diinyanin her yerine zaman ve mekan kisitlamasi olmaksizin
erisebilme 6zelligi ikinci el esya satan sitelerinde popiiler olmasina neden olmaktadir.
Yalnizca masaiistii degil cep telefonlarina indirilen uygulamalar sayesinde bu tiiketim
anlayis1 daha da degismis oyle ki bireyleri hem triinlerini satabilecekleri hem de
baskalarinin iriinlerini satin alabilecekleri uygulamalar kullanmaya baslamislardir.
Ikinci el giysi uygulamalarinin kullanilmasi bireyler tarafindan énceden kullanilmis bir
irin olmasi nedeniyle ekonomik olarak tasarrufa katki saglamasi acisindan olumlu
degerlendirilse de aslinda Diderot etkisindeki gibi uyum saglama istegi bireyleri daha
fazla iiriin almaya sevk etmektedir. ikinci el giyim uygulamalar bircok iilkede yaygin
sekilde kullanilmaya baslanmistir. Ozellikle iletisim teknolojilerinin gelismesi ile birlikte
diinya ¢apinda satis yapan ve bireyleri tiiketime sevk eden dijital platformlar konsept
degistirerek varligin1 daha genis sahalarda siirdiirmeye devam etmektedir. Postmodern
toplumlarda tiiketim yukarida da bahsedildigi gibi fizyolojik degil daha ¢ok sosyolojik ve
psikolojik etmenlerden olusmaktadir. Bireyler mutlulugu uyum ile bagdastirmakta ve bu
da bireyi daha ¢ok tiiketmeye itmektedir.

Calismada amagl 6rneklem yontemi ile segilen ikinci el kiyafet uygulamalarindan Dolap
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ve Depop kullanicilarindan rastgele 6rneklem yontemi ile segilen 10’ar kisi Diderot etkisi
baglaminda betimsel olarak analiz edilmistir. Arastirma kapsaminda Tiirkiye’deki ikinci
el giysi uygulamasi olan Dolap’taki satis hareketlerine bakildiginda kullanicilarin %60
oraninda kiyafet, %20 oraninda ayakkabi ve %20 oraninda da aksesuar urtnleri sattiklari
gorulmustir. Satilan bu Urtnlerin %70 oraninda “az kullanilmis” trtinler oldugu,
%30’unun ise yeni&etiketli triinler oldugu dikkat cekmektedir. Bu verilerden hareketle
Tirkiye’deki kullanicilarin cogunlukla dis goriintislerine 6nem verdikleri ve alisverislerini
biiytlik 6l¢tide bu ¢ercevede yogunlastirdiklar: goriilmektedir. Bununla beraber sattiklar:
trinlerin ¢ogunlukla “az kullanilmis” olmasi bu ftrtinleri satin aldiktan sonra fazla
kullanmayip vazgecme egilimine girdiklerine isaret etmektedir. Satin alinan bir triintin
kisa stirede elden c¢ikarilma istegi biiyiik 6l¢lide yeni edinilen esyalar ile uyumsuzlugu
gerekcesiyle olabileceginden hareketle bu durumun Diderot etkisi ile paralellik gosterdigi
ifade edilebilir. Ikinci el olarak satilan iiriinler i¢in belirlenen fiyatlarin iiriiniin magaza
fiyatlarindan oldukga diistik bir rakam olmasi (%25 ila %75 oraninda daha ucuz) oldukca
iyi durumda olan bu trinlerin satisinin ticari maksattan ziyade kullanicilarin ellerindeki
esyalar1 hizlica degistirme egilimlerini ortaya koymaktadir. Bu durum Diderot etkisi
baglaminda ortaya konulan “eldeki tirtinleri yenileriyle degistirme egilimi”ni kanitlayici
bir mahiyettedir. Clinkii 6rneklem dahilinde incelenen kullanici hareketlerinde az
kullanilmis bir tirtiniin neredeyse % fiyatina elden ¢ikarildig1 goriilmektedir. Bu durum
soz konusu alisverislerin ticari bir maksattan ziyade biiytik 6lctide trtinleri hizlica elden
cikarma amaciyla gerceklestirildigini diistindiirmektedir.

Yurtdisinda ikinci el giysi uygulamasi olan Depop uygulamasindan arastirma kapsaminda
elde edilen veriler incelendiginde su sonuglara varilmistir: Arastirma kapsaminda
incelenen Depop kullanicilart %70 oraninda kiyafet %30 oraninda da ayakkabi satma
islemi gerceklestirmektedirler. Bu durum Tiirkiye'ye benzer sekilde kiiresel olcekte
de kullanicilarin dis goriiniise ve imaja Onem vermelerinin bir gostergesi olarak
degerlendirilebilir. Bununla birlikte Depop kullanicilarinin satisa ¢ikardiklar tirtinlerin
%90 oraninda ‘az kullanilmis’, %10 oraninda ise ‘yeni’ iiriinler oldugu goriilmektedir.
Bu durum s6z konusu uygulamayi kullanan kisilerin ¢ok ytliksek bir oranda kendi
kullandiklar1 esyalari satma egiliminde olduklari gostermektedir. Bu esyalarin ¢cogunlukla
‘az kullanilmis’ olmasi elden ¢ikarma davranisinin bir ihtiyagtan ziyade kisa siirede
lriinden vazgecme egilimine isaret etmektedir. Bu durum Diderot Etkisi'nin ortaya
koymus oldugu eldeki mevcut irilinlerin yeni tUriin edinilmesine paralel bir sekilde
hizlica degistirilme giidiisii olusturdugu iddiasinin somut bir 6érnegi olarak goriilebilir.
Depop uygulamasi lizerinden satisa ¢ikarilan ikinci el tirtinler i¢in belirlenen fiyatlarin
lrliiniin magaza fiyatlarindan oldukga diisiik bir rakam olmasi (%33 ila %75 oraninda
daha ucuz) yeni sayilabilecek iiriinlerin degerinden diisiik bir fiyata satisa ¢ikarildigini
gostermektedir. Bu durum yine benzer sekilde Diderot Etkisi’'nin ortaya koydugu mevcut
triinlerden bir an 6nce kurtularak yenilerini edinme motivasyonunu akla getirmektedir.

Arastirma kapsaminda kullanicilarin alisveris egilimlerinin Diderot etkisi ile bagdastigini
gosteren bir diger veri ise kullanicilarin favoriledigi ve satin almaya ¢alistig1 Urtinler
cercevesinde gosterilebilir Arastirma kapsaminda alisveris hareketleri takip edilen
kullanicilarin favoriledigi trinler ile kendi satisa ¢ikardiklari trtinler aym tiirde
triunlerdir. Her iki uygulamada da satisa ¢ikarilan ve favorilenen trtinler ¢ogunlukla
ulusal ve kiiresel 6lgekte olup ¢ok taninan ve ¢ok tercih edilen markalardan olusmaktadir.
Incelenen kullanicilarin tamaminda gozlemlenen bu durum su gercegi gostermektedir:
tiiketiciler hali hazirda kullandiklar triinleri benzer nitelikteki trtinlerle degistirme
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egilimindedirler. Canta satan bir kullanicinin ayni anda bir baska ¢antaya miisteri olmasi,
mont satan bir kullanicinin baska bir montu favorilemesi tiiketicilerin ihtiyaca yonelik
olarak degil sahip olduklar: esyalar1 elden ¢ikarma ve degistirme egiliminde olduklarini
gostermektedir. Tespit edilen bu durum Diderot etkisinin temel iddialarin1 da dogrular
bir niteliktedir. Ciinkii Diderot etkisi arastirma kapsaminda incelenen kullanicilarin da
eylemlerinde goruldigu tizere tiiketimin ihtiyaclardan ziyade sembolik anlamlarinin
oldugunu, bireylerin sahip olduklar: iirtinleri hizl bir sekilde yenileme ve yeni bir kombin
lretme istegini ortaya koymaktadir.

Anahtar Kelimeler: Diderot Etkisi, Tiiketim Kiiltiirii, Kiiresellesme, Teknoloji, Ikinci El
Giysi Uygulamalart.
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