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The article is devoted to topical issues of consumer behavior in Ukraine. First of all it is noted that Soviet con-
sumption habits are still affecting Ukrainian patterns of consumer behavior. Even younger population, who have
never experienced Soviet system, are affected by its consumptive patterns to some extent. After USSR collapse,
Ukraine started to adopt consumer behavior patterns from the civilized world, first of all the consumerism. In the
same time, another global consumption trend — creative consumerism — is being actively adopted by Ukrainians,
partly because such forms of such behaviour were inherited from Soviet society. Such a global pattern of consumer
behavior as ethical consumption has also spread through Ukraine in forms of green, eco, responsible, conscious
consumptions or even anticonsumerism. Finally, contemporary technologies along with the COVID-19 crisis impact
patterns of consumer behavior in Ukraine, first of all through the increasing role of online technologies in consumer
decision making, in purchasing and post-purchasing processes.
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CratTd npucsBaYeHa akTyasibHUM NUTaHHAM NOBEAiIHKM CNOXMBaYiB B YKpaiHi. MeTa uiei ctarTi — npoaHani-
3yBaTV NaTepHU NOBeiHKM CNOXMBAYIB B YKpaiHi Ta iX iCTOpUYHe KOpiHHA. MNocTaBieHa MeTa nokankaHa Aono-
MOTITY Kpalle 3p03yMiT YNHHUKU, L0 CTUMY/IIOKTb CMOXMBYY NMOBEAIHKY YKpaiHLiB, CIPOrHo3yBaTu i MainbyTHi
3MiHM Ta PO3pOOUTM MeXaHi3MK Ta IHCTPYMEHTW yrpaBiHHA NOBEAIHKOK CNOXWUBaYIB A5 YKpaiHCbKMX KoMMa-
Hiin. Mepw 3a BCe, CAif 3a3Ha4YMTK, WO BiNbLUICTL CyYaCHUX YKPATHCbKUX CMOXMBAYiB HApoAWAUCS | BUPOCAU
3a vyaciB PagsaHcbKkoro Coto3sy, TOMy pafsaHCbKi Mofesli CNoXMBaHHSA BCe Lie BNWBaKTh Ha YKPAIHCbKi NaTepHu
MOBeAiHKM CnoXxuBayiB. He3Baxalun Ha Te, WO pafsHCbKa eKOHOMiKa AediunTy Bxe [aBHO He akTyasbHa
4NA YKpaiHu, BOHa CBOro yacy cdopmysasna CycniibCTBO AediuuTy, i HaBiTb Yepe3 30 pokiB nicna posnagy
CPCP iMmnepatmBu LbOro cycnifibCTBa CyTTEBO BMNBAKOTbL HA CMOXMBYY NOBeAiHKY yKpaiHuiB. HaBiTb 6inbLu
MOJIOAOMY MOKOJTIHHIO, SIKE HIKO/IM HEe CTUKa/i0CsA 3 PafasiHCbKOK CMCTEMOM), B SKIliCb Mipi BacTMBO Hacnigy-
BaTW paAsHCbKi naTepHu cnoxusaHHs. MMicna po3nagy CPCP YkpaiHa noyana nepeimarty naTepHU NOBeAiHKU
CMOXWBaYiB 3 LMBINI30BAHOIO CBITY, NepLL 3a BCe KOHC IoMepu3M. MNpoTe npouecn BUTICHEHHS pafsaHCbKMX MO-
[ieneii CnoXxnBaHHA KOHC'IOMEPU3MOM TasibMyBas/ICSA Yepe3 HU3KY NPUYUMH: HWU3bKY KyMiBE/IbHY CMPOMOXHICTb
YKpaiHUiB, CTPUMYBAHHA refloHi3MY, SIKWA € OCHOBHUM PYLUIEM KOHC'IOMEPU3MY, XPUCTUSHCbKUMW TpaguLisamu
Ta KyNnbTypoto, NpUTamMaHHUMK ykpaiHusam. BogHouac iHwa rnobanbHa TEHAEHLIA CNOXMBAHHA — KpeaTuBHUI
KOHC'IOMEpPW3M — aKTUBHO BNPOBAAXYETLCA YKPATHLAMM, YACTKOBO TOMY, L0 )OPMU TakoT NOBEAIHKM dicTanucs
HaM y cnafokK Bif pafsitHCbKOro cycninbCcTBa. KpeaTuBHUIA KOHC'IOMEPU3M MOXE BUpaXaTucs B Takux oopmax,
AK, Hanpuknag, iHAWBiayanbHUii nowne oaary, GyAiBHULTBO Ta PEKOHCTPYKUA B/IACHOIO XWTNa, CafiBHULTBO,
amaTopcbka )oTo- Ta Bife0o3iioMKa, KyfiHapHa TBOPYICTb TOLLO, WO € AyXe NoWwMpeHnMmn B YkpaiHi. B YkpaiHi
3HAMLIOB NOLIMPEHHS | Takunii rnobanbHUiAi NaTepH NOBEAIHKM CNOXMUBAYIB, K eTUYHE CNOXMBaHHSA, Lo HabyBae
hopmu 3eneHOoro, eKonorivyHoro, BiAnoBiAasbHOro, CBiJOMOro CNoXmWBaHHA abo HaBiTb aHTUKOHChbIOMEpU3MA.
Ane BogHo4ac iCHyKTb fesiki bap’epn Ha LWAXY LWMPOKOrO PO3MNOBCIOAKEHHS ETUYHOIO CMOXMBAHHS B YKpaiHi,
Taki Ik pafsHCbKi MOAENi CNOXMBAHHS, HU3bKWNIA PiBEHb OCBITHLO-KYNbLTYPHOI AiSNLHOCTI 3 60Ky ypsay, Bia-
CYTHICTb 3aKOHO/ABYOro CTUMY/TIOBAHHA ETUYHOTO CMOXWBAHHSA, BCE e HU3bKWUIA PiBEHb €KOMOTIYHOT KybTypK
yKpaiHuiB. HapewTi, cyyacHi TexHonorii pa3om 3 Kpu3oto, 06ymoBfeHoo naHgemiero COVID-19, BnivBatoTb Ha
MOAenNi NOBeAiHKM CNoXMBaYiB B YKpaiHi, nepLl 3a BCe 3a paxyHOK 3pOCTaHHS posii OHNaiH-TEXHOOTIA B npuii-
HATTI pilleHb cnoxnsavyamu.

Knio4yoBi cnoBa: cnoxmsay, NoBefiHKa Croxueaya, natepH noBefiHK/ CNoXMBaYiB, KOHC'IOMEPU3M, eTUYHE
CMOXMBaHHS.
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CraTbsi NOCBSLLEHA aKTyaslbHbIM BONpocaM NoTpebuTenbeKoro noBefeHus B YkpanHe. Mpexae Bcero cnepyet
OTMETUTb, YTO COBETCKME NOTPEOUTENNbCKME MPUBLIYKM BCE ELLE BANSIOT Ha NaTTEPHbI NOBEAEHNs NoTpebuTeneii B
YkpavHe. laxxe 60n1ee Monogoe HaceneHne, KOTOPOe HUKOTAA He CTa/IKMBaIoCh C COBETCKOM CUCTEMOIA, B KaKO-TO
CTeneHun 3aTPOHYTO NPUCYLLMMK eil MogensMu noTpebneHus. Mocne pacnaga CCCP YkpanHa Havyana nepeHnMaTb
naTTepHbl NOBEAEHNSA NOTPEOUTENENR N3 LMBMIM30BAHHOTO MUPA, NMPEXAE BCEro KOHCbIoMepn3M. Kpome Toro, ykpa-
VHLbl aKTUBHO NEPEHUMAIOT eLle 0AHY rNobasbHy0 TEHAEHLMIO NOTPeBNEHNS — KpeaTUBHbI KOHCbIOMEPU3M, OT4a-
CTV NOTOMY, YTO OTAENbHbIE DOPMbI TAKOrO NMOBEAEHNSA YHACIe40BaHbl OT COBETCKOrO 06LiecTBa. B YkpauHe Haluen
pacnpocTpaHeHve W Takoli rnobabHbIl NaTTEPH NOBeAeHUs NoTpebuTeneil, Kak aTMYHOe NoTpebneHne, NPUHK-
Matowee hopMbl 3e/1IEHOr0, 3KOMOrMYECKOro, OTBETCTBEHHOIO, CO3HATENLHOMO MOTPEGNEHNA WU AaXKe aHTUKOH-
cblomMepu3mMa. HakoHel,, COBpeMEHHbIE TEXHOIOTMN BMECTE C KPMU3NCOM, 06yC/0OBNEHHbLIM NaHaemunein COVID-19,
BNVSOT HA MOLE/N NOBELEHNS NOTpebuTeneli B YkpaviHe, Npexe BCEro 3a CYET Bo3pacTatoLLeli posim OHaliH-Tex-

HOMOINA B NPUHATUN PELLIEeHW NOTPetUTEeNsaMu.

KnioueBble cnoBa: notpebuTens, NnoBeAeHne notpebuTeneid, natTepHbl NOTPEOUTENBCKOrO NOBEAEHWS, KOH-

CbOMEPU3M, 3TUYHOE NOTpebneHme.

Problem statement. Each mode of social
reproduction includes a mode of consumption as
an attribute adequate to it. Social reproduction, on
the one hand, gives rise to a culture corresponding
to it, and on the other hand, under its influence,
depends on it. Participants in social reproduction
form an ideology that substantiates the legitimacy
of their interests and interprets the social order from
the standpoint of these interests. The essence of
this process is that it is not enough to produce a
consumer product; it is necessary to simultane-
ously or even in advance generate a desire to con-
sume it in accordance with cultural forms adequate
to a given method of social reproduction.

In addition, a certain type of personality cor-
responds to each method of social reproduction.
Ideally, a person ideally fitting the system turns
into its function, and in this case, into an ideal
consumer who supports it with his/her activity.
Of course, the ideal type of consumer (within the
logic of Max Weber's concept) is only an analyt-
ical tool constructed as an extrapolation of the
logic of the mode of reproduction.

In a real system, real people oppose such a
perspective of becoming one-dimensional con-
sumers, ensuring the interests of the dominant
groups that control social reproduction. A person
is multidimensional by nature and goes beyond
the logic of the most complex social system that
expects him to merge with function. In addition, a
person is selfish and resists attempts to turn him
into a cog in the system. A person, at the same
time, is altruistic, but this altruism only partially
coincides with the logic of the system of social
reproduction. Individual is ready to sacrifice
some personal interests on behalf of this sys-
tem, but to some extent, on sake of his relatives,
friends, communities, etc. Thus, the discrepancy
between the multidimensional individual and
the one-dimensional functional role imposed
on him by the method of social reproduction is
a complex of objective contradictions that inevi-

tably give rise to practices of resistance and an
adequate culture of consumption. This makes
it important to describe and analyze patterns of
consumer behavior relevant to some community
in order to find the optimal way to align require-
ments of social system with needs and wishes of
people belonging to it.

Analysis of recent research and publi-
cations. Consumer behavior in Ukraine has
been studied by such scholars as N. Bogomaz,
I. Deinega, O. Dorokhov, S. llliashenko, L. Kap-
inus, I. Lylyk, N. Lysytsa, O. Pushkar, O. Sha-
falyuk, O. Yevtushevska, O. Zozulyov and others.
Most of contemporary researches of consumer
behavior in Ukraine are devoted to the use of
digital technologies and their impact on con-
sumer behavior [1; 2], to applying mathematical
methods in order to explain and predict con-
sumer behavior [3; 4], to impact of COVID-19 on
behavior of consumers [5; 6], to psychological
and neuropsychological aspects of customer
behavior [2; 7; 8], or to specifics of customer
behavior in separate sectors [8; 9].

Emphasizing the unresolved parts of the
general problem. But the base of all the men-
tioned researches is understanding of the general
patterns inherent to Ukrainian consumers. More-
over, patterns of consumer behavior are evolving,
requiring continuous study of this subject.

From another point of view, consumer behav-
ior pattern of Ukrainians are unique due to
unique culture code, historical specifics etc., so
they cannot be studied just in line with the global
patterns and trends.

Purpose statement. Purpose of this study
is to analyze patterns of consumer behavior in
Ukraine and their historical roots. This will help
to better understand factors driving consumer
behavior of Ukrainians, to forecast its future
changes and to develop mechanisms and instru-
ments for Ukrainian companies to manage con-
sumer behavior.
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The main research material. Research of
the demographical structure of Ukrainians [10]
that major consumers of nowadays Ukrainian
consumers have born and grown up in times of
Soviet Union, it is essential that their consumer
habits have been formed during Soviet reality.
The phenomenon of duality of structures also
manifested itself in a society of the Soviet type,
where real consumption styles reflected indi-
vidual strategies for using available resources
and manoeuvring in the labyrinths of social con-
straints. People stubbornly did not want to turn
into ideal performers of their assigned roles and
tried to outwit the system by laying their own tra-
jectories inside it [11].

The economy of scarcity naturally gave rise to
a society of scarcity. The Soviet way of life as a
structure had several key mechanisms for shap-
ing the way of consumption [12]. Firstly, in the
USSR, the means of production were produced in
a larger volume than consumer goods. This struc-
tural bias implied a constant risk of a shortage of
consumer goods, even when considered purely
guantitatively. Second, the shortage of consumer
goods inevitably gave rise to a lack of material
incentives for labour activity, which had to be com-
pensated for with the help of the ideological edu-
cation of a new (communist) personality [11; 12].

From these features of the state mode of
reproduction followed an adequate model of the
ideal (“new”) person. The real person of Soviet
society was, of course, far from the ideal model
that ensured the effective functioning of the state
mode of production of the communist type. He
did not succumb to the reduction of his multidi-
mensional personality to the function of a “builder
of a new society”. The main deviations from the
normative model can be reduced to the following
areas of consumer resistance.

However, this resistance of individuals to
structural coercion in the sphere of consumption
very rarely takes the form of organized collec-
tive action. More often than not, these are tactics
and practices of weakening structural coercion
and its use in their own interests. Michel de Cer-
teau [13] calls it “the art of the weak.” Individuals
“poach” using “specific circumstances” in “power
oversight”. They plot trajectories that do not fit
into the logic of the space imposed on them.

As a result, the coercive structures turn into
practices of the mass of individuals. Individuals,
in turn, move towards their own personal goals
using structural opportunities. Aware of their lim-
itations and regulations, people are trying to out-
smart them and adapt to their individual abilities
and desires.

The shortage of consumer goods stimulated
the Soviet version of consumerism, which was
regulated by the principle “take it while it is given,
this product may not be available tomorrow”
[11; 12]. The desire to make stocks logically fol-
lowed from the interweaving of the egoistic nature
of a person who was not ready to constantly sac-
rifice himself to a “bright future” with the logic of
consumption in conditions of a permanent short-
age of consumer goods. As a result, there are
the paradoxes of hoarding in the context of scar-
city. Official propaganda mercilessly denounced
this phenomenon, which was defined as "con-
sumerism", "philistinism" and “relic of the past”,
but it was not possible to change the situation.
This meant a spontaneous redistribution, which
undermined the already shaky basis of “scientific
planning” of production and consumption.

In the same time, in Western countries the
culture of consumerism was dominating [14].
The culture of consumerism is generated by
different mechanisms. First, it is the logic of
the development of the needs of the individual.
Growth in prosperity triggers a chain reaction
of increased needs. At the same time, natural
needs tend to grow into artificial ones, the satis-
faction of which is no longer dictated by the logic
of human reproduction as a living being. Artificial
needs are objectively necessary conditions for
social survival in a certain artificial environment.

Secondly, the economy of overproduction cre-
ates a culture of overconsumption, without which
it is impossible. In such an economy, it is nec-
essary to produce not only things, but also the
desire to acquire them. Business achieves this
goal by using advertising technologies, seducing
the consumer with patterns replicated by popu-
lar culture, aestheticizing consumption, turning
the purchase of goods into a game of chance, a
vanity competition, drawing it into the games of
sales, accumulative coupons, etc. [15].

Third, the culture of overconsumption is based
on a financial culture of waste that replaces phil-
istine frugality. This culture is reproduced with
the help of a system of mass consumer lending
and electronic payments, which greatly facilitate
overcoming the mental barriers that arise on the
way to parting with money.

Classical consumerism is a product of an
early stage in the development of a consumer
society. The conveyor production system gave
rise to a system of mass consumption culture.
Itis characterized by a race for status in quantita-
tive terms: the desire to have what others have,
while in the same or more quantity. During the
formation of the American consumer society, the
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essence of this form of consumerism was formu-
lated by the motto “to be no worse than others”.
The same type of consumerism began to spread
rapidly in post-Soviet Ukraine. Thus, after the
collapse of USSR, Ukraine has become open to
the civilized world, and consumerism started to
replace Soviet patterns.

But there was an important barrier for spread-
ing consumerism in Ukraine: low purchasing
power. Thus, being excited with available goods
and services, Ukrainian consumers couldn'’t
afford themselves to completely follow their
needs [16].

Until recently, consumption was viewed by
social researchers as a hedonistic activity or the
pursuit of pleasure for the sake of joy. In Ukraine,
this importance of consumption has become
relevant relatively recently, in the post-socialist
period. Consumer hedonism is associated with
the first decade of the 2000s, called “fat zeros”,
when new infrastructure (shopping centers,
credit cards, etc.) and increased income created
conditions and opportunities for hedonistic con-
sumption.

Despite the fact that not all groups in Ukrainian
society have received full access to such oppor-
tunities, changes have affected a noticeable part
of it. At the same time, already at the end of the
first decade of the 2000s, a critical discourse
regarding hedonistic, as well as demonstrative
and wasteful consumption began to sound more
and more clearly. Part of the criticism was aided
by the economic crisis of 2008-2009, when
restraint in consumption became more urgent
than conspicuous consumption or glamor.

According to the research of Tkalych, Tysh-
chenko and Mysiv [17], during the last decade
hedonism of Ukrainians has grown significantly.
But Christian traditions and culture inherent to
Ukrainians are engraved in the mentality, which
primarily reduces hedonism. So hedonism in
Ukrainian society is still not significant. The
desire to get pleasure, the search for thrills today
is still not in trend.

Thus, even getting greater purchasing power,
Ukrainian society didn't adopt the pattern of clas-
sical consumerism completely. In Ukraine, the
same as in other parts of the Word, there has
arisen the resistance to classical consumerism.
The reasons of such resistance are as follows.
On the one hand, the consumer society is based
on a system of social inequality. Because of this,
a significant part of its citizens are economically
unable to follow the normative models. They
are excluded from the category of full citizens of
the consumer society and are forced to repro-

duce the “outdated” practices of philistine thrift
and prudence. On the other hand, the consumer
society gives rise to many humanitarian prob-
lems. Their awareness pushes to the emergence
of anti-consumerism as an ideology and culture
and to the formation of consumer practices that
contradict the principles of classical consumer-
ism, which stratifies into styles that often under-
mine its very foundations [11; 14].

Consumerism initially took the form of materi-
alism. But Ukrainians, who traditionally consider
spiritual values important, adopt consumerism to
a limited extent.

Contemporary global trend is turning from
classical to creative consumerism. The essence
of creative consumerism is that an individual,
like an ordinary consumer, can spend more and
more money on the purchase of goods and ser-
vices, but they are not final consumption items
for him, they are only raw materials for creating
a creative product [18].

Creative consumerism has many forms: indi-
vidual tailoring, construction and reconstruction
of own home and summer cottages, gardening,
amateur photography and video, culinary crea-
tivity etc. Although forms of such behaviour also
took place in Soviet society and was inherited
by Ukrainians, their economic meaning was
radically different from creative consumerism.
From an economic point of view, this is the same
consumerism, i.e. a culture of overconsumption
that supports the economy of overproduction,
but from a humanitarian point of view, this is
an activity aimed at developing the personality
through consumption.

The upcoming global environmental crisis and
understanding the destructive role of consumer-
ism in this context makes humanity to change its
consumer behavior. Thus, more and more peo-
ple are drawn into various forms of green con-
sumerism [19].

Green consumerism is developing in two
main directions. First, it is concern for the pres-
ervation of the environment. This type of green
consumer strives to buy products that mini-
mize their environmental impact. He buys more
expensive environmentally friendly cars, invests
in new energy-saving technologies (for example,
installs solar panels on the roof of his house), is
engaged in waste sorting, etc.

Secondly, it is taking care of own health by
minimizing the impact on it of new harmful prod-
ucts, invented with the aim of drawing people into
overuse. A typical example is refusing fast food.
An important form of this version of green con-
sumerism is following a variety of diets, which,
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according to their developers and proponents,
are most adequate for a person's natural needs.

Like other forms of consumer culture, green
consumerism is also infiltrating the lives of
Ukrainians. However, a number of obstacles lie
in its path, reflecting the general characteristics
of the country. First, such consumerism is inher-
ent in a well-fed society, and this is characteristic
only of a minority of Ukrainians. Secondly, green
production is possible only with a high degree
of trust in brands, which is not yet available in
Ukraine, where few people believe in labels and
certificates. Third, the values of health and a
healthy environment in the country have not yet
taken a priority position.

Understanding upcoming social and eco-
nomic problems, Ukrainian consumers adopt
global practices, such as green, eco, responsi-
ble, conscious consumptions or even anticon-
sumerism. In a general sense, these types can
be called ethical consumption, which implies a
purposeful, conscious purchase of goods and
services produced in accordance with ethical
principles, namely, with minimal harm to humans
and the environment.

Ethical consumption involves the consumption
of organic products; fair trade products; products,
in the manufacture of which no animal tests are
applied (products-not-tested on animals); clothing
that does not involve child labour or create slave-
like working conditions (hon-sweatshop brands).
Ethical consumption also means avoiding
“unnecessary” purchases. A special place among
consumer activism is occupied by the purchase
of goods from local producers. Forms of ethical
consumption: implies that the consumer finds an
opportunity to express his opinion and influence
the public situation [20; 21].

In the same time, there are some barriers in
adopting ethical consumption in Ukraine: Soviet
patterns of consumption, low level of educational
activity from the government, lack of legislative
stimulation to ethical consumption, still low level
of environmental culture of Ukrainians [20].

The challenge caused by COVID-19 pandemic,
strongly impacted consumer behavior of Ukraini-
ans [5; 6]. But as we see, most of such changes
are disappearing after cancellation of pandemic-re-
lated restrictions. The only trend that becomes and
emerging pattern of consumer behavior in Ukraine
is increasing role of online space in decision mak-
ing, in purchasing and post-purchasing processes,
as well as extended use of delivery services.

Conclusions. To conclude, Soviet heritage
still impacts consumer behavior of Ukrainians.
But despite this impact, Ukrainian consumers
gradually adopt consumption patterns of the
Western society: green, eco, responsible, con-
scious consumption. Moreover, young genera-
tions are much less impacted by the Soviet con-
sumption patterns than more aged population.

The mode of production and normative culture
exert a coercive effect, forming a way of life of
which consumption is an integral part. Individu-
als, for various reasons, resist structural coercion,
forming resistance tactics. Thus, the economy of
a consumer society gives rise to consumerism as
an adequate culture of overconsumption, imposes
an appropriate type of consumer's personality,
easily amenable to manipulation by business.

These conclusions help us to better under-
stand the fundamentals of consumer behavior of
Ukrainians. Further researches have to be aimed
on forecasting changes in customer behavior
patterns in Ukraine and development of mecha-
nisms and instruments to manage it.
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