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Ozet

20. Yuzyihn ikinci yarisindan itibaren kitlesel Uretim ve tiketim yaklasimi, yasam
standartlarinin ylikselmesi nedeniyle tiiketici taleplerinin farklilasmasi ve teknolo-
jik gelismelerin destegiyle pek ¢ok Uriin alternatifinin ortaya ¢cikmasiyla degisime
ugramis ve dolayisiyla firmalari musteri odaklh olmaya yoneltmistir. Tuketicilerin
tiketim kaliplari, deger ve fayda kavramlari deg@ismis, 6zellik iceren yani farkli-
lastirimis mal talepleri artmistir. Bunun sonucunda da birgok firma rekabetci ya-
pilarinin surekliligini saglamak amaciyla, tuketici davranislarindaki bu degisime
paralel olarak farklilastiriimig Grlnler tGretmek durumunda kalmistir. Glnimiz
firmalar artik hayatta kalabilmek adina, kar amacinin 6tesinde, tiketicilerin bir
deger atfettigi Urlinleri Ureterek musteri portfdylerini artirmak veya en azindan
elde tutmak yarigi icine girmislerdir. Bu nedenle de musteri odakli tretim modeli
cercevesinde yeni dinamik stratejiler gelistirme zorunlulugu kaginilmaz olmakta-
dir. Nis pazar stratejisi de bu kapsamda 6zellikle kii¢cik &lgekli firmalar agisindan
arastiriimaya ve gelistiriimeye deger bir konu olarak gérulmektedir.
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Changing Face of Demand and Transition to
Customer-Oriented Production in Information

Society: Niche Markets

Abstract

Beginning with second half of the 20th century, because of raising living stan-
dards demand structure of consumers is differentiated and of technological
developments new product types have appeared, mass production and mass
consumption approaches have been changed dramatically. These developments
also caused firms to become more customer oriented. Consumption pattern and
value/utility concept of consumers have changed and the demand for differen-
tiated or special Products have increased. So, firms to sustain their competitive
advantage have to produce differentiated products with parallel to the changing
consumer behavior. Nowadays, firms compete not to maximize their profit but to
increase or at least to hold their customer portfolio by producing products which
consumers add a value different than utility. Developing new dynamic strategies
in the framework of customer-oriented production model is also vital element of
competition in today’s world. In this context, niche marketing strategy, especially
for small sized firms, is found to be worth searching and developing.
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