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Cagimizin teknolojik bir hastalig1 olarak ifade edilen Geligsmeleri Kagirma Korkusu [Fear
of Missing Out (FoMO)] (Yildirim ve Kisioglu, 2018), sosyal medya iizerinden kisilerin
kendilerinin dahil edilmedigi, olaylarin disinda kaldiklarini hissettikleri bir duygu olarak
goriilmektedir (Gil ve dig., 2015). Sosyal medyanin aktif bir sekilde daha fazla
kullanilmastyla tetiklenen bu duygu durumu (Blackwell ve dig., 2017; Przybylski ve dig.,
2013), gelisen teknolojiye daha fazla hakim olanlar ile olmayanlar arasinda farklilik
gostermektedir. Bu durumun da ¢ogunlukla kusaklar arasindaki farklilik ile agiklanabilecegi
diistiniilmektedir. Literatiirde geligsmeleri kagirma korkusunun (GKK) kisilerin tatil satin
alma niyetleri iizerinde etkili oldugunu gosteren bir ¢alismaya (Cetinkaya ve Sahbaz, 2019)
rastlanmig olmakla birlikte, farkli kusaklardaki bireylerin GKK sonucundaki tiiketim
davraniglart ile ilgili herhangi bir ¢aligmaya rastlanmamistir. Bu noktadan hareketle bu
caligmanin amaci, GKK ile tatil satin alma niyeti arasindaki ilisgkide X ve Y kusaginin
anlamli bir etkisi olup olmadiginin ortaya konulmasidir. Bu amagla 1965-1979 yillari
arasinda dogan X ve 1980-1999 yillar1 arasinda dogan Y kusaginin (Crumpacker ve
Crumpacker, 2007) gelismeleri kagirma korkusunun tatil satin alma niyetlerine etkisini
arastirmak {izere, kolayda ornekleme yontemi ile ulasilan, sosyal medya kullanan bu iki
kusaga mensup yas gruplart iizerinde internet tabanli bir anket uygulanmigtir. Aragtirma
sonucunda iki kusagin GKK diizeyleri ve tatil satin alma niyetlerinin farklilasmadigi
goriiliirken; X ve Y kusaginin, GKK ve tatil satin alma niyeti arasindaki iliskiye diisiik
diizeyde etki ettigi goriilmiistiir.
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Fear of Missing Out (FoMO), which is expressed as a technological disease of our time
(Y1ldirim & Kisioglu, 2018), is seen as an emotion that people feel they are not included in
social media and feel out of the events (Gil et al., 2015). This emotional state, which is
triggered by the active use of social media (Blackwell et al., 2017; Przybylski et al., 2013),
differs between those who have more command of developing technology and those who
do not. It is thought that this situation can be explained mostly by the difference between
generations. In the literature, there is a study (Cetinkaya and Sahbaz, 2019) that shows that
the fear of missing out has an effect on the intentions of people to buy holidays, but no
studies on consumption behaviors of individuals in different generations have been found.
From this point of view, the aim of this study is to reveal whether the X and Y generations
have a significant effect on the relationship between FOMO and holiday purchase intention.
For this purpose, the age of X, born between 1965-1979, and the generation Y (Crumpacker
and Crumpacker, 2007) born between 1980 and 1999, used social media to easily access
the sampling method, using social media, an internet-based questionnaire was applied on
the groups. As a result of the research, it was seen that the FOMO levels and holiday
purchase intentions of the two generations did not differ; It has been observed that the X
and Y generations have a low effect on the relationship between FOMO and holiday
purchase intention.
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