Kiiiko 0. T. ConiadpbHo-nCHXO0JOIiYHI YHHHHUKH €KOHOMIiYHOI

NMOBEAIHKH JIOAECH B KOHTEKCTI mauaeMii Ta BiHHH.

AHOTANIA

ComiayibH1 1T Y MOBEAIHII MOB’S3aHIN 13 MOKYIKOI PI3HOTO POy aKTHUBIB
BiIOOpaKatoTh TIEPEKOHAHHS JIIOJUHU CTOCOBHO 11 poJi y coIiymi Ta
nepeadavyaroTh CBOEPITHUN HAOIp I, CIPSIMOBAHUX Ha MIATPUMaHHS a00 3MIHY
nitodoro crarycy. OTke, BOHH 3aKJIaal0Th (PYHIAMEHT «iI€0JIOT1l CITOKHUBAHHSD» 1
B L1i c(pepl HAITPABISAIOTH MMOBEIIHKY.

3a pe3yabTaTaMy HAIIOTO JOCHTIPKEHHS MOXKEMO CTBEp/KYBaTH, IO B 4ac
nangemii COVID-19 tpuBoxHIcTh Oylila HUXKUOIO, HDK Y Yac BiMHM. 3 MOYaTKOM
MOBHOMACIITAOHOTO BTOPTHEHHS BIJIOYJIOCS PI3KE 3pOCTaHHS $IK PEAKTUBHOI
TPUBOXKHOCTI Tak 1 aemnpecii. CtaHoMm Ha KiHenb 2023 poKy cIoCTepiracMo TPeH]I
Ha CTaOUI3allil0 — peakTHUBHA TPUBOXKHICTh 3HUKYETHCS, aje IIe He csria
KoBilHOTO piBHSA. Takuii HeraTuBHMM (GOH 3YMOBUB 3HAYHE 3pPOCTaHHS
PEaKTUBHOCTI MONUTY HAa HaWIPIOHI3II1 €MOIIiTHI TOTPSACIHHSL.

AHa3 eMIipuYHUX JaHUX IMOKa3aB, IO IONUT, BKIOYHO 3 (piHAHCOBUMU
MPOJYKTaMU/TIOCITyTaMH, TaK caMoO K 1 BCS JIFOAChKA aKTUBHICTb, 3QJICKHUTh BiJl
BIIMBY MCUXOCOILIANIbHUX (PAKTOPIB, SIKI MAIOTh PI3HY CHIIY 1 BEKTOp. PO3rIsAHyTO
po37aau €KOHOMIYHOI MOBEIIHKH, K HACHIIOK BIIXWICHb Y HEPBOBO-EMOIIIHHIN
CTaOUIBHOCTI, PIBHI 1HTErpauli OCOOMCTICHUX XapaKTEPUCTUK, CTYMNEH1 ajanTailii
1HJIMB1/1a 10 COIiaJIbHOTO CEPEIOBHUIIIA.
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SUMMARY

Social guidelines of consumer behavior reflect people's perceptions of their
place in the social space and involve a certain system of actions aimed at
maintaining or changing the existing situation. Thus, they form the basis of
"consumer ideology" and coordinate actions in the field of consumption.

According to the results of our research, we could say that anxiety was lower
during the COVID-19 pandemic than during the war. With the onset of a full-scale
invasion, there was a sharp increase in both reactive anxiety and depression. At the
end of 2023, we are observing a stabilization trend — reactive anxiety is decreasing,
but has not yet reached the COVID level. Such a negative background led to a
significant increase in the reactivity of demand for the smallest emotional
upheavals.

Analysis of empirical data showed us that demand, including financial
products/services, as well as all human activity, depends on the influence of
psycho-social factors, which have different strength and vector. Disorders of
financial behavior as a result of deviations in neuro-emotional stability, level of
integration of personal characteristics, degree of adaptation of the individual to the
social environment are considered.
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