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Ozet

Bu arasgtirma, inovasyon, reklam ve tiiketicilerin tiiketim egilimleri arasindaki
iligkinin tespiti amaciyla yapilmistir. Bu ¢ergevede, inovasyonun tliketim egilimleri
tizerindeki etki diizeyi tespit edilmeye calisgilmigtir. Ayrica yeni iiriin, mal ya da
hizmetler tiiketicilere ulasirken reklamin etkisinin ne oSlgiide oldugu ve inovasyon,
reklam ve tliketim egilimleri arasindaki iliski c¢alismanin genel c¢ergevesini
olusturmaktadir. Arastirmada, bilimsel arastirma yontemlerinden literatiir taramasinin
yan1 sira Orneklemi olusturan iiniversite oOgrencilerine yonelik alan arastirmasi
yapilmistir. Alan arastirmasi sonucunda elde edilen veriler SPSS analiz programu ile t-
testi ve Anova analizi, faktor analizi, regresyon ve korelasyon analizleri yapilarak
ortaya atilan hipotezler tespit edilmeye ¢alisilmigtir.
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Abstract

This research was made with the aim of fixing the correlation between innovation,
advertisement and consumption tendencies of consumers. In this context, impact level of
the innovation on consumption patterns has been tried to be determined. Furthermore,
what is the extent of advertising effect while new products, goods or services arrives to
the consumers and the correlation between innovation, advertising and consumption
patterns builds up the general framework of the study. In the research, field study for
university students who were participiants as sample as well as literature search from
scientific research methods. Suggested hypothesis were tried to be determined by
analysing the data which was acquired from the conclusion of field study analysed with
SPSS analysis program, t-test, Anova analysis, factor analysis, regression and
correlation analysis.
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1 Bu ¢alisma Yrd.Dog¢.Dr.Mustafa ZINCIRKIRAN’1n danismanliginda Recep ASLAN’1n INOVASYON ILE
TUKETIM EGILIMLERI VE REKLAM iLiSKiSi: UNIVERSITE OGRENCILERINE YONELIK BiR
ARASTIRMA adli yiiksek lisans tezinden tiiretilmistir.



