ISSN 1563-0307; eISSN 2617-5843 ®dunocodusi, MoieHHETTaHy, casicattaHy cepusichl. Ned (82). 2022 https://bulletin-philospolit.kaznu.kz

IRSTI 13.11.28 https://doi.org/10.26577/jpcp.2022.v.82.i4.1

Sh.F. Abdullayeva ©

Azerbaijan State University of Economics, Azerbaijan, Baku
e-mail: eshginbayramov(@gmail.com

FASHION AS A CULTURAL-SPIRITUAL COMPONENT OF HUMAN
EXISTENCE

This article focus not only on the importance of the concept of fashion in the daily life of every
person but its impact on the spiritual world and studies the impact on cultural, ethical and other quality
properties of a person by influencing his (her) inner world. It is impossible to imagine modern society
without fashion, because it significantly affects the attitude of a person to himself and even others, not
only with this it acts as a factor that largely determines the behavior of individuals and social groups. The
fashion industry is constantly evolving, occupying a very strong place in everyday life. As long as there
are people and there is life, the concept of fashion will always find its place in our lives. Fashion is also
a kind of communication system, a way of self-expression. Fashion designers give people a choice to
express themselves. Fashion is a complex socio-cultural phenomenon, a mechanism of social and cul-
tural regulation, closely related to the main values and tendencies of society’s development. This article
is devoted to the analysis of values and trends in fashion behavior.
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CaH agam emipiHiH MageHu >kaHe pyxaHu Kypamgac 0enizi petiHge

ByA Makanaaa KYHAEAIKTI eMipAEri COH YFbIMbIHbIH, MAHbI3ABIAbIFbIHA FaHa EMeC, OHbIH 8P aAaMHbIH,
pyXaHu >KaHAYHWECIHe AereH acepiHe Ae Ha3ap ayAapblAaAbl >KOHE COHHIH, aAaMHbIH, iLIKi 8AeMiHe
bIKMAAbl apKbIAbl OHbIH MOAEHM, 3TUKAABIK >KaHe 6acka Aa CamnaAblk KacMeTTepiHe acepiH 3epTTenAi.
Kasipri KoFamAbl COHCI3 eAecTeTy 8CTe MYMKIH eMeC, eMTKEHI OA aAaMHbIH, ©3iHe XX8He ©3iH KopliuaFaH
opTaFa AereH Ke3kapacblHa alTapAbIKTan 8cep eTeAi, COHbIMEH KaTap OA XKEKe apaaM MEH 9AeyMEeTTiK
TONTapAbIH A MIHE3-KYAKbBIH aiKbIHAQYFa MYMKIHAIK 6epeTiH hakTop peTiHae apekeT eteai. CaH MH-
AYCTPUSCbI aAaMMEH YHeMi Bipre Aambin KeAeai api KYHAEAIKTI TipLiAikTe Ae eTe MaHbI3Abl OpblHFa
ne. Apam bap xepae >kaHe eMip 6ap KepAe CoH YFbIMbIHbIH MaHbI3bl A2 dPKalLaH TYPAEHIM OTbIPaAbI.
CoH — 6yA e3iHAIK 6arAaHbIC Xyiteci, e3iH-e3i kepceTy TaciAi. CoHrepaep 63 TyblIHAbIAAPbI aPKbIAbI
aAaMAAp apacblHAA O3iHAIK OMbiH GiAAipyre MymkiHaik Gepeai. CoH — OYA KYPAEAI SAEYMETTIK-
MBAEHMN KYObIABIC, KOFaMHbIH, HEri3ri KYHAbIAbIKTapbl MEH AaMy TEHAEHLMSAAPbIMEH TbiFbi3 GaiAa-
HbICTbl DAEYMETTIK-MBAEHN peTTey MexaHM3Mi. byA MakaAa CoH YFbIMbIHbIH aAaM MiHE3-KYAKbIHAAFbI
KYHABIABIKTApPbl MEH TEHAEHUMSIAQPbIH TaAAQYFA apHAAFaH.

Ty(iH ce3gep: CoH, KOFaM, 3TUKA, MOAEHMET, 3CTETUKA.
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Moga Kak KyAbTypHasi U gyXOBHasi COCTaBASIIOWASI XKU3HU YeAoBeKa

B AaHHOM cTaTbe aKLUEHTUMPYeTCs BHUMAaHME He TOAbKO Ha 3HaueHWW MOHSTUS MOAbl B MOBCEA-
HEBHOM >KM3HM KaXKAOrO0 COBPEMEHHOIr0 YeAOBeKa, HO M Ha BAMSIHMM Ha €ro AYXOBHbIA MUP, a TakxKe
WUCCAEAYETCS BAUMSIHME Ha KYAbTYpPHbIE, 3TUUYECKME U APYrMe KayeCTBeHHble CBOMCTBA YeAOBeKa NnyTem
BO3AENCTBMS Ha €ro BHYTPEHHUII MUP. be3 MoAbI HEBO3MOXKHO NMPEACTaBMTb COBPEMEHHOE 06LLIECTBO,
BE€Ab OHa CYLLIECTBEHHO BAMSIET Ha OTHOLLIEHME YeAOBeKa K cebe M K APYTrMM, NMPW 3TOM BbICTYMaeT Kak
(haKTOp, BO MHOTOM OMPEAEASIOLLMIA MOBEAEHNE UHAMBUAOB M COLUMAAbHbBIX Tpynn. MHAYCTPUS MOADI
NMOCTOSIHHO Pa3BMBAETCS, 3aHNMMAs OYEHb MPOUYHOE MECTO B MOBCEAHEBHOM >KM3HW COBPEMEHHOTrO Ye-
AoBeka. [oka ecTb AloAM M eCTb XKU3Hb, MOHATUE MOAbI BCErAa HaMAET CBOE OMNpPEeAEAEHHOE MECTO B
Hallei XXusHu. Moaa — 37O elle 1 cBoeobpasHas cMcTemMa KOMMYHMKaLMK, CMOCOO CaMOBbIPaskeHUs
cebs1 B COBpeMeHHOM 06LecTBe. MOAEAbEPbI AAIOT AIDASM BO3MOXHOCTb CamMOBbIpaXkeHusi. Moaa —
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CAOXKHOE COLMOKYABTYPHOE SIBAEHME, MEXaHW3M COLIMAAbHOM U KYAbTYPHOM PEryAsiLMM, TECHO CBS3aH-
HbIl C OCHOBHbIMW LIEHHOCTSIMU U TEHAEHLUMSIMU Pa3BUTUS COBPEMEHHOro obuiecTBa. AaHHasi cTaTbsl
MOCBSILLLEHA aHAAM3Y LLeHHOCTelN U TEHAEHUMII MOAHOTO NMOBEAEHMSI.

KAloueBble cA0Ba: MOAQ, OOLIECTBO, 3TUKA, KYAbTYPA, 3CTETHKA.

Introduction

Fashion can be called one of the most subtle, true
and unmistakable indicators of the characteristics of
society. Each era creates its own ideal of a person
expressed by costume design, its proportions,
details, material, color, hairstyle, makeup. The more
complex the structure of the society, the richer the
tradition, the more diverse the clothing. A complex
multifaceted phenomenon, fashion is the object of
study of various humanitarian sciences: history and
theory of culture, sociology, psychology, economics,
aesthetics, etc. It would be logical to show the ethical
side of fashion by applying the contrast «ethics —
etiquette», which defines the value aspect of the
costume. Indeed, etiquette is traditionally defined as
a set of rules for behavior in a given society, and
these rules may include an ethical component.

Additionally, fashion is a cultural phenomenon
that incorporates a lot of cultural factors (being
an institution in culture). At the level of a distinct
institution, fashion is a component of culture; it
exists as a distinct (relatively closed) subculture.
The most popular definition of «fashion» is the
transient hegemony of a particular taste in society
(Kozlova, 1980).

Scientific research methodology

The methodology of the article consists of
ideas about the active role of fashion in human life,
philosophical approaches that reveal the cultural and
spiritual essence of fashion as a form of universal
development of the individual and society. Also, the
article discusses the relationship between the com-
ponents of fashion and culture, the important role
of fashion values in meeting the social and cultural
aesthetic needs of society.

Justification of the choice of articles and goals
and objectives

Due to the penetration of fashion into both the in-
ner and outer world of human existence, the cultural
and spiritual component of this phenomenon is be-
coming more and more relevant today. Fashion is an
attribute of society since its inception. It is primarily
a language of pictures, images and symbols. From

the time of the invention of clothing until today, this
language has an extremely multidimensional, com-
municative and informational potential for people,
which is absolutely indispensable in certain social
contexts. Clothing is also a sign that can be read by
others, like a text characterizing the wearer’s taste.
Of course, no one wants to show bad taste, but a sign
is an involuntary trace of status, so it is read regard-
less of the will of its bearer.

The main part

Fashion is easy to perceive because it alters the
“top,” or the outside surface, of cultural materials
without altering their substance; in other words, it
provides a continually shifting form. Style is one of
several other cultural categories, including fashion,
that make appearances all through the time. The
fashion conveys tradition, stability, and continuity.
Fashion’s defining attribute, cyclicity, is ensured by
a specific style limitation. Fashion makes a connec-
tion to the past through the age. According to the bi-
nary division, fashion refers to a dynamic sort of so-
ciety and culture since it is a byproduct of modernity
and frequently used as a synonym for modernity.

Modernity and fashionability are related ideas.
Modernity can draw inspiration from the past, such
as “the fashion of the seventies,” because it adopts
not only the style of clothing, but also the mindset
and ideals of that era. As a result, there is a sepa-
ration and metamorphosis into different periods, as
well as a resurgence of these over time. Identify-
ing with the past and entering it can both be done
through fashion. Symbols and markers of their time
are fashionable cultural examples. Products made
by the fashion industry serve more than just practi-
cal purposes; they also serve as historical markers,
ideological artifacts, and concentrations of creative
and theoretical ideas, thoughts, viewpoints, and
manifestations that are prevalent in particular cul-
tural contexts.

Both researchers and artists emphasize the simi-
larity of style and fashion in terms of the manifesta-
tion functions of the defining characteristics of the
time: “When an artist has a mental understanding of
the ideals of the time, style is born. In some cases,
the artist’s personal ideology may also evolve from
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the ideologies of his time and people. Any kind
of art uses style to convey a certain time period.”
(Melnik, 2008: 18). In addition, one of the most
significant cultural mechanisms is fashion. This is
a short-term popularity mechanism that frequently
comes with some level of exposure. Mass culture
has specifically developed this mechanism. Accord-
ing to G. Simmel, fashion is a very distinctive shape
that enables a person to strike a balance between the
inclination toward social equality and the desire to
express one’s individuality. The creation of a na-
tional version of fashion is a crucial prerequisite for
modernization and the simultaneous preservation of
identity since fashion in the cultural system is a phe-
nomenon that demonstrates new necessities.

The twofold relationship with folk culture is
one of the most significant when we look at the key
connections between fashion and other aspects of
culture. In popular culture, fashion, and specifical-
ly clothes fashion, is a whole institution that helps
to renew cultural patterns. According to research-
ers, the fashion business has a significant impact
on fashion houses’ policies and the development of
new clothing types.

The duty of researching the laws of fashion and
its regulation is imposed by the requirement for
standardization and typification of all household
objects and residential structures. Fashion interests
psychologists, sociologists, and economists. There-
fore, studies of fashion culture focus mostly on how
it interacts with mass culture. Due to its symbolic
position and connection to all other components of
culture through symbolic frameworks, fashion is
connected to the majority of cultural elements.

Culture-related factors including ideology, poli-
tics, and the zeitgeist are linked to fashion (stereo-
types, ideas, images, mentality). The levels at which
the components of socio-cultural processes interact
were defined by researcher L. Dikhnich in the fol-
lowing ways:

— theoretical and conceptual (value-semantic
directives, ideals, and development principles con-
nected to the overall perspective system of the era
are established at this level);

— mnormative content (program parameters for-
mulation and slogans developed based on specific
system provisions);

— procedure (plan for the implementation
of program parameters, promotion, tangible steps
targeted at the implementation of the program)
(Mikhaleva, 2010).

As a result, the subsequent levels build on the
prior ones. The other two linked levels can be char-

acterized by fashion, which is a part of the third lev-
el. Fashion illustrates, both historically and in con-
temporary society, the qualities of “national-global”
interactions with specific examples. The peculiarity
of the study and the connection between the cultural
elements of “fashion — tradition,” which are directly
connected to the phenomenon of adding the ethnic
component in fashion, deserve special consideration.
In contemporary culture, ethnicity occupies a space
of “symbolic authenticity,” meaning it is not just an
authentic component of culture but also a symbolic
shape. Considering that it might reflect the notions
and fabricated picture of a foreign cultural reality
as well as the phenomenon itself. Original cultures
have a distinctive place in the system of modern cul-
tures since they occupy a certain symbolic space and
need to be protected (that is, they are recognized in
advance as an element of culture) (Julia, 2000).

Fashion is appropriate for periodic portrayal
since it has a timeless quality. Tradition and fashion
together is a modified phenomenon. For instance, it
may be a synthesized version of traditional fashion,
where some things are acknowledged to be timeless
in the realm of trendy clothing. We’re discussing a
number of occasions that follow established custom,
and custom (fluidity and variability) assumes the
characteristics of periodicity and stability. This is
the second approach to merge the two countercul-
ture mechanisms.

The value of fashion is usually understood in its
most generalized form as its ability to be a means
and a means of satisfying the socially significant and
culturally aesthetic needs of individuals and society
as a whole. In philosophy, value is understood as the
form of their relationship to universally important
cultural patterns and ultimate opportunities devel-
oped in the conditions of civilization and directly
experienced by people. We can consider fashion as a
cultural value because it is considered an expression
of people’s various experiences and, moreover, it al-
lows them to express their attitude to all the objects
and objects of the surrounding world and directly to
cultural examples. Fashion has a number of char-
acteristics: general accessibility, relevance (to age,
climate, situation), high (daily, weekly, annual) de-
mand and the ability to respond to it, which reveals
its social power and gives it real importance. Today,
fashion is not only a necessity, but also a social and
cultural boon, one of the greatest discoveries and
achievements of mankind. It can be noted that there
are inconsistencies between the inner content of a
person and his external manifestations. Often they
are not connected. Inner fullness and beauty do not
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lead to outer beauty. Here we can see the division of
visual representation into given beauty and acquired
beauty — both groomed and the result of work on ap-
pearance. The value of fashion also lies in its social
image formation. For example, ordinary “crinolines”
create the image of a court lady or even a queen;
shorts combined with a tough jacket appeal to the
image of a naughty boy. Fashion can affect internal
order in social relations (dress code), which in itself
is an act of civilization, organization, consistency
and discipline. Understanding the image formed in
culture includes the characteristic of a vivid, visual
representation of someone. In philosophy, the im-
age is interpreted as the result and ideal form of the
reflection of objects and events of the material world
in the human mind. In art, we understand “image” as
a generalized artistic reflection of reality wrapped in
the form of a concrete individual event. In a work of
fiction, the image is likened to the type or character
of the character. In the terminological dictionary of
clothes, image is associated with the image and ap-
pearance of a person. However, the value of fashion
is not only that it contributes to the formation of an
image that corresponds to the era, the spirit of cul-
ture, and the nature of human activity, but also that
it is connected with the entire value system.

The instrumental value of fashion lies in its reg-
ulatory power. Fashion is a powerful social regula-
tor. It acts as a means of solving various problems
and can be used as a tool by various subjects: the
state, the church, social groups, as well as a single
individual. Fashion becomes an intermediary link in
the application of morality and culture, it acts as a
means of their implementation. Thus, the external
appearance affects the internal state of a person, or
perhaps vice versa, our mood creates the face of the
day.

Fashion in the broadest sense of the word is
the attitude to foreign cultural forms that exist in a
certain period and are generally recognized at this
stage: lifestyle, clothing, etc. Human historical de-
velopment is inextricably linked with clothing.
Fashion does not exist by itself. It is a mirror of so-
cial life. Changes in the life of society always lead
to changes in fashion, and it is possible to predict
changes in clothing trends, giving the right direction
to the modern life of society.

Historically, clothes showed a person’s social,
age, gender, and family status. The visual image
of a person was determined not only by clothes,
but also by hairstyles and decorations on his head.
The clothes of the peasants were simple in cut,
richly decorated with signs of fertility, nature, sun

and earth. The uniforms of military personnel had
badges of honor and had a special cut. Nobles and
princes could afford finer fabrics. Their clothes were
long, decorated with precious stones and colorful
patterns. According to this, we can understand the
visual image of a person as a delicate harmonious
relationship between the inner world of a person
and the social environment. The visual image can
be influenced by natural climatic and geographical
factors, but among other things, fashion expresses
the most important universal values: freedom of
choice, equality of people, individuality of unique
taste. Fashion can be a way to express yourself by
breaking stereotypes.

Human experience shows that for many centu-
ries, the subject-spatial environment of a person,
all the objects surrounding him, are the result of the
hard work of creative people. At the beginning of
the 19th century, new objects that had not yet taken
root in culture were produced, which made the prob-
lem of adapting products to the taste of consumers
more urgent. At the same time, the issue of predict-
ing tastes is becoming more relevant as an aesthetic
factor (Elfana Gasimova, 2018: 186).

With the help of value categories, fashion has
evolved into a form of modern polyculture and a
language used to communicate amongst individu-
als of many nationalities. The idea of its application,
which states that fashion symbolizes the standard
accepted by the majority, fosters understanding be-
tween individuals and contributes to social integra-
tion, is a manifestation of the significance of fash-
ion in socio-cultural interaction. Today, stereotypes
such as the “cultured” person and the “fashionable”
person allow us to navigate the social space. One’s
identification through cultural markers and fashion
patterns suggests a fusion of inner and outer. The
choices of people from different aesthetic categories
show that fashion culture helps shape the values of
modern communities. Over the course of a century,
fashion developed into a mass cultural phenomenon
that permeated all spheres of existence and served
as a global vehicle for exchanging cultural experi-
ence. Fashion culture today encompasses many as-
pects of daily life, including tourism, the economy,
healthcare, gastronomy, design, and the arts. In this
way, fashion influences a person’s entire way of life
today, serving as a socialization tool and a source
of personal identification. The developments in con-
temporary fashion—style as a way of life, fashion
as an illustration of new young aesthetics—indicate
that the value of exclusivity has taken on new sig-
nificance in the industry.
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The attitude and outlook of a modern person
is formed by the development of fashion culture
in various areas of society. That is why the role of
fashion is increasing as one of the most important
mechanisms for changing cultural personal patterns
and standards of human behavior as a kind of iden-
tity unit of society. The strongest influence on the
development of taste is fashion. Social groups are
identified by shared cultural preferences or skills.
A person has the option to choose from the many
available fashion designs. Because it involves copy-
ing, fashion is a part of the culture and society no-
tion. According to Y. Kawamura, individuals in the
lower social classes imitate the fashion of those in
the top social classes, which forces them to display
their supremacy by using routine clothing advanc-
es to emphasize their difference from the imitators
(Blumer, 1969). The result is a potentially endless
cycle of imitation. This includes endlessly chang-
ing fashion trends, resolving cultural conflicts, and
more. belongs to. Fashion is a popular cultural event
that forms a new type of personality in the context of
the development of society today. Fashion assumes
some of the roles of communication with the emer-
gence of social changes and the democratization of
society. (Yaprintseva, 2006: 79).

Fashion is embodied by designers, who play
a key role in this process. Thanks to the subtle
appropriation of cultural traditions in the devel-
opment of each individual designer’s unique per-
sonal features, contemporary and timely fashion
creations are produced. (Vasil'ev, 2009). Mod-
ern fashion is characterized by an abundance of
shapes and images. Fashion designers are given
complete freedom of expression. Fashion is the
most important form of social and cultural experi-
ence of the individual, it acts as a form of self-
identification of people in the team. Fashion is
about the creative element.

A cultural analysis of the history of fashion in
the XX century shows that the fashion phenomenon
is not only a reflection of the values and attitudes
of the society, but also a reliable indicator of the
unique characteristics of the society (Polyakova,
2004). Fashion always responds to folk dress, era,
lifestyle and attitude, climate, aesthetics, profession,
individual style. Fashion, as a phenomenon of mod-
ern visual culture, reflects the problems and search-
es of modern man (Cassin-Scott, 2002).

Because of new communication technologies
and industrial advancements, hundreds of millions
of people are now familiar with a wide range of fash-
ion models, which makes fashion unique in the con-

text of socio-cultural dynamics. This is because only
a small number of schools of artists and designers
operating in various parts of the world are respon-
sible for these designs. With regard to the consump-
tion of such clothing, globalism is quite evident.
The presence of foreign brands and their products
has become common, and products and brands are
no longer bound to a particular region (taking into
account the social status of different communities).
Nearly all of the traditional national attire is being
lost. Today, distinctive attire is only worn as a sign
of national or religious distinction or on festivals in
a select few countries, as opposed to “European-
ized” models. Western fashion aesthetics quickly
change and adapt distinctive cultural styles in turn,
fusing them into a single “international style.” The
previously existing fashion hierarchy is almost com-
pletely being destroyed by the expansion of fashion
markets, technical advancements, the replication of
“ready-to-wear” by manufacturers who had nothing
to do with its creation, and the media’s exposure to
the designs themselves. Two fashion design trends
for today can so be typically separated. When de-
signing clothing for the mass market, the fashion
designer in the first instance complies with market
regulations and works with the fashion industry.
Secondly, the fashion designer considers the pro-
duction of clothes as an example of creativity that
belongs to the field of pure art, without the task of
its practical application.

Results and discussion

In modern society, fashion performs “important
socio-psychological functions”. The most important
issue of the aesthetic dialectic of fashion is the ratio
of the general (universal) and the national particu-
lar. Fashion has a special place in the diversity of
social structures: it is a social institution and there-
fore performs various functions. It is a factor of eco-
nomic development as it directly participates in the
creation and development of the consumer market,
demand-supply relations through the formation of
standards that meet the socio-economic times and
its requirements. Fashion appears both as an event
that shapes the worldview and corresponding socio-
cultural relations, and as a tool of psychological
regulation. It creates standards that cover the entire
space of human life — from fashionable objects to
fashionable ideas about beauty in the broadest sense
of the word (although these standards certainly dif-
fer from each other). It is a tool that creates sym-
bols of social content that can include signs of so-
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cial distinction, social prestige, and success. The
status-symbolic nature of fashion makes it attractive
to many, especially in the context of a changed and
ever-changing system of moral and value prefer-
ences. Almost the entire population participates in
the processes of following fashion, and as a result,
over time, values and patterns acquire the character-
istics of the norm — social and cultural characteris-
tics. These processes form feelings of belonging to
a single social unit on the one hand, and to a certain
group on the other. Fashion, in a certain sense, al-
lows to create a bridge between the external form
and the internal content of an individual, to harmo-
nize them with each other. Through appearance,
which is one of the ways of expressing personality,
a person creates an image of himself in the eyes of
others. Understanding fashion as a social phenom-
enon is inseparable from its perception as a factor of
prestige. Fashion has the ability to unite and sepa-
rate, to maintain unity and diversity. The formation
and mass repetition of fashionable style and fashion-
able lifestyle leads to the establishment of unifor-
mity, due to which fashion unites people belonging
to different social groups, makes them somehow
identical. Thanks to fashion, an individual enters a
certain system of social, ethnic, cultural relations,
joins a specific social union, and the process of his
economic and social identification is carried out.
Especially among young people, so-called “fashion-
able” groups are formed, which are more influenced
by fashion trends. If something gives emotional and
aesthetic pleasure, it becomes more fashionable and
therefore desirable. This cultural norm is embodied
in the use of appropriate consumer practices as well
as the development of appropriate behavior. Differ-
ent categories of the population are guided by their
own ideas about the fashionable standard. In the en-
vironment of youth, fashion standards change faster,

this cannot be said about representatives of a more
mature age, for whom fashion is a fairly stable phe-
nomenon, because fashionable things are perceived
more in terms of utility. In addition, not only age
indicators are important, but also social status in-
dicators. In different social environments, fashion
brands differ significantly from each other, what
is socially important to some may not be valuable
to others. It is known that representatives of lower
social classes are more dependent on fashion and
fashion trends, it is easier for them to suggest and
imitate, because fashion for them is the embodiment
of social success advertised by modern mass media.
In the process of imitation, an individual can acquire
not only the positive in fashion, but also the negative
in fashion, because this fashion is mass in nature and
easily accepted by a certain mass.

Conclusion

Concluding the article, the individual lacks se-
lectivity in the choice of specific things, and on the
other hand, the possibility of choice itself becomes
difficult, because the choice was made for him by
the consumer society. Numerous fashion “creators”
provide society with a well-defined pattern of be-
havior that allows many to carry out successful
socialization and integration processes, and in this
sense, fashion is a factor of integration and com-
munication by establishing conformist attitudes.
This is facilitated by the fact that the participants
in the creation of fashion are not only the upper so-
cial classes, but the whole society (as in the past).
It can be said that fashion, which is shared by the
majority of the population, contributes to the de-
velopment of social regulation processes, thereby
acting as a structure that organizes society and so-
cial relations.
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