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Amag¢ - Bu calismanin temel amaci, tiiketicilerin sosyal onay ihtiyaglar ile yenilikci egilimleri
arasindaki iliskiyi tespit etmek ve pazara yeni iiriin sunacak isletmelere oneriler sunabilmektir.

Yontem — Bu amagla Y ve Z kusagina mensup toplam 402 tiiketiciye anket uygulanmistir. Bu
anketler, kolayda &rneklem yoluyla secilmis tiiketiciler {izerinde yapilmustir. Olgeklerden elde edilen
puanlar arasindaki iligkileri incelemek i¢in Pearson Korelasyon analizi uygulanmistir. Aragtirma
kapsaminda, sosyal onay ihtiyacinin tiiketici yenilikgiligi {izerindeki etkisini belirlemek icin
dogrusal regresyon analizleri gergeklestirilmistir.

Bulgular - Arastirmada elde edilen sonuglara gore, Z kusag: tiiketicilerinin sosyal onay ihtiyag ve
tiiketici yenilikgiligi diizeylerinin Y kusag) tiiketicilerine gore daha yiiksek oldugu goriilmiistiir ve
sosyal onay ihtiyag diizeyi ile tiiketici yenilik¢iligi arasinda anlamh ve pozitif yonde bir iligki oldugu
tespit edilmistir.

Tartigma - Isletmelerin yeni bir {iriinii pazara sunarlarken tiiketicilerin istek ve ihtiyaclarm dikkate
alma zorunlulugu bulunmaktadir ve bu zorunluluk, yeni bir {iriinden beklentilerinin ne oldugunun
anlasilmasim  kolaylagtiran yenilikci tiiketicileri tanima zorunlulugunu da beraberinde
getirmektedir. Tiiketici yenilikciligi ve bu egilimi etkileyen faktorlerin tespiti, isletmelerin pazara
sunacaklar1 yeni {iriin ile ilgili strateji gelistirmelerini saglayacak sorulara cevap bulunmasir
kolaylastirmaktadir. Tiiketicilerin, sosyal ortamlardaki etkilesimi ve bu etkilesimden dogan
onaylanma ihtiyact ve bu ihtiyacin diizeyinin, kisisel iligkilerini etkiledigi gibi tiiketim
davramislarini ve yenilikgi egilimlerini etkiledigi diisiiniilmektedir.
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Purpose — The main purpose of this study is to determine the relationship between the social
approval needs of consumers and their innovative tendencies and to offer suggestions to the
businesses that will offer new products to the market.

Design/methodology/approach — For this purpose, a total of 402 consumers from Y and Z
generation were surveyed. These surveys were conducted on selected consumers through with
convenience sampling method. Pearson Correlation analysis was used to examine the relationships
between the scores obtained from the scales. Within the scope of the research, linear regression
analyzes were performed to determine the effect of need for social approval on consumer
innovation.

Empirical Results — According to the results of the study, it was found that the levels of social
approval and consumer innovation of the Z generation consumers were higher than the Y
generation consumers and that there was a significant and positive relationship between the level of
social approval need and consumer innovation.

Discussion — Businesses are obliged to take into account the wishes and needs of consumers while
presenting a new product to the market and this obligation entails the recognition of innovative
consumers that make it easier to understand what their expectations are from a new product.
Consumer innovation and the determination of the factors that affect this tendency make it easier for
businesses to find answers to the questions that will enable them to develop strategies for new
products. It is thought that consumers affect the interaction in social environments and the need for
approval from this interaction and the level of this need affect their personal relationships, as well as
their consumption behavior and innovative tendencies.
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