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The research conducted in this article delves deeply into the intricate
relationship between societal values and the consumption behaviors of households. It
underscores how people's purchasing patterns and consumption choices are
profoundly influenced by their value systems and beliefs. This influence becomes
particularly evident in economically developed countries. Identifying these value
orientations and comprehending their role in shaping final consumption stands as a
pivotal stage in the formulation of effective state policies. Understanding the
structure of final consumption, especially prevalent in economically developed
nations, and determining strategic courses of action towards the formation and
evolution of societal values during the process of socio—economic development is

paramount. The article takes a focused look at the final consumption structure within



Ukraine and compares it to that of 22 countries falling within the quadrant of secular
values and self-realization, as per the Inglehardt—-Wentzel cultural map. This
comparative analysis sheds light on the variations and similarities in consumption
patterns across these nations with similar cultural inclinations. Countries where self-
realization and secular values hold sway often exhibit a notable emphasis in their
final consumption on expenditures related to education, leisure, culture, and
miscellaneous goods and services. This spending structure signifies a collective
aspiration among the populace to pursue personal growth, embrace creativity
without hesitation, appreciate intercultural connections, and maintain a lifelong
commitment to learning. The research findings present a compelling argument: a
deliberate alteration in the structure of final consumption, orchestrated through
targeted state policies, possesses the potential to significantly impact the socio—
economic landscape. Such changes have the capacity to stimulate growth not only
within specific regions but also on a broader national scale. This transformation,
spurred by policy—driven shifts in consumption patterns, can ultimately elevate both
the collective socio—economic standing of the state and the individual regions within
it. The implications of this are far—reaching, potentially leading to a more robust and

balanced socio—economic framework for these regions and the nation as a whole.

Y ecmammi 0ocniddiceno numarnHs 6NAUBY COUIANbHUX YIHHOCMEU CYCNIIbCMBA
Ha KiHyese CHOJNCUBAHHA OoMawHix eocnooapcms. Te, wo 00U Kynyroms ma
CNOACUBAIOMY, OA2AMO 8 HOMY 3ANeHCUMb 8i0 IXHIX YIHHICHUX opicHmayiu. AHaniz
yiHHoCmell ma ixX 6nau8y Ha KiHyese CNONCUBAHHA OONOMA2AE eKOHOMICMAM,
NOAIMUKAM, HNCUXON02AM, MAPKEMOa02aAM, COYI0N02amM Kpawje pOo3YMImu pPUHKOSI
MeHOeHYIl, CNONCUBYY NOBEOIHKY Ma NIUE YIHHOCMEU HA eKOHOMIYHUL PO36UMOK Mda
COYIaNbHI NpOYecU: 3HAHHA NPO me, AKI YIHHOCMI ma NepeKoHAHHS 6NIUBAOMb HA
CNOJICUBAHHS, CHPUSIE 3 SCYBAHHIO MO020, 5K JAH00U NPUUMAOMb PIUEHH U000
sumpam.  Pesynemamu  maxux  00CHiOJNCeHb  6KA3YIOMb  HA  MONCAUBUU
O0BOHANPAMKOBULL 38'A30K MIJC KYIbMYPOI0 Mdad eKOHOMIKOW: KYIbmypa 6NIueac Ha
EeKOHOMIUHY NOBEOIHKY NH00elU, A MAKONC eKOHOMIUHA NOBEOIHKA BNIUBAE HA K)IbIMYP).

l[e oonomazae neped6aqamu ma NnoACHI8amu neemi namepru CnOMNCUBAHHA moeapie



i nocnye. Bionogiono eusenenHsi YiHHICHUX OpIEHMAayil ma CMmpYKmypu KiHYes020
CHOJNCUBAHHS, WO € BLACMUBUMU OJISl eKOHOMIYHO PO3BUHEHUX KPAiH, Ma GU3HAYUEHHS]
OCHOBHUX HANpAMI8 Oill, N08’S3aHux i3 QopMysanHam yiHHOCMEU YV npoyeci
CcoOYianbHO—eKOHOMIYHO20 PO3BUMK) CYCHLIbCMEA, € BANCIUBUM emMAaANnoM (hOpMY8aHHs
oepoicasnoi noaimuxu. Ceped HayKosux 00CNiOdHceHb docums bazamo nyonikayii,
NPUCBAYEHUX BUBUEHHIO 38 S3KY MIJC YIHHICHUMU OpIEHmMayiamu atooell i CyChilbCme
i3 006pobymom ntooell, epomao, Kpain. Ak oouna 3 xapakmepucmuk 00opodbymy 6yino
00pano NOKA3HUK KIHYeB020 CHOMCUBAHHS OOMAWHIX 2ocnodapcms. Y cmammi
00CNIOMHCEHO CMPYKMYPY KIiHYe8020 CHOMCueanusa Yxpainu ma 22 Kpain, sKi
BHAX00AMbCS Y KBAOPAHMI CEKVIAPHUX YIHHOCMEl ma YIHHOCmel camopeanizayii
8i0n06iOHO 00 KynbmypHoi manu Inenxapoma—Benyens. Bussneno, wo cmpykmypa
KIHYeB020 CNONCUBAHHA YKpaiHu 3HAYHO BIOPI3HAEMbCA 610 CMPYKMYPU SUMPAMU
0OMAWIHIX 20CNO0ApPCM8 KpaiH «npaso2o Keaopawmay KyabmypHoi manu. YV
HAUOINbW eKOHOMIYHO PO3BUHYMUX KPAIHAX NPesantoms YIHHOCMI camopeanizayii
3a OOHOYACHOI YMOBU OOMPUMAHHS 2POMAOSHCHLKUX Npas i 80000 i, 8i0N0GIOHO,
nogazcu 00 cekyapHux yinHocmeu. L{innocmi camopeanizayii ma cekyasapHi yinnocmi
nepesaxcaromes 6 KpaiHax 3 00CUMb 3HAYHOI0 HNUMOMOIO 842010 Y KIHYEBOMY
CNOJACUBAHHI BUMPAM HA OCBIMY, 00361 | KyIbmypy. 3poOiieHO 8UCHOBOK, WO 3MIHA
CMPYKMYpU KIHYeB020 CNONCUBAHHA 3d PAXYHOK UYIIECNPAMOBAHOL 0epHCABHOT
NONIMUKU MOJHCE CRPUAMU 3POCIMAHHIO COYLANbHO—CKOHOMIYHO20 DIGHA AK OKPeMUX

Pe2cioHi8, maK i 0epaHcasu 8 Yiiomy.

Keywords: System of National Accounts, final consumption, values, well-
being, cultural map.
Knwuosi cnosa: cucmema HAYIOHANbHUX PAXYHKIB, KIHYeBE CHOMNCUBAHHS,

yiHHOCmi, 000poOYm, Ky1bmypHa Mand.

Statement of the problem in a general form and its connection with

important scientific or practical tasks.



An important task of state regulation is the development of policies aimed at
supporting consumption that meets the needs of the population and contributes to
economic development.

In the system of national accounts (SNA), final consumption is considered as
one of the key components of economic activity. It is measured through spending on
goods and services by end users such as businesses, households and government.

What people buy and consume largely depends on their value orientations.

The analysis of values and their influence on final consumption helps
economists, politicians, psychologists, marketers, sociologists to better understand
market trends, consumer behavior and the impact of values on economic
development and social processes: knowledge about what values and beliefs
influence consumption contributes to understanding how people make spending
decisions. It helps predict and explain certain patterns of consumption of goods and

Services.

Analysis of recent research and publications.

The influence of culture on the economic development of societies can be
found even in the works of classics of economics, such as A. Smith and J. Mill, who
used culture to explain economic phenomena.

Adam Smith in the treatise "The Theory of Moral Sentiments"” [28] highlights
what we now call cultural values. John Stuart Mill, writing 70 years later, confirmed
this, noting that cultural constraints can be more influential than the pursuit of
personal financial gain [19].

Max Weber [34] provided a more detailed view of how cultural or religious
values can influence economic performance. He argued that the Protestant work
ethic, underpinned by Reformation doctrines about the duty to achieve wealth,
fostered the qualities necessary for maximum economic productivity. This explains
the productivity of Protestants compared to Catholics in various European countries,
such as Germany and Great Britain, compared to Ireland, Spain, Portugal and Italy at

the time.



Until recently, most modern economists avoided analyzing the influence of
culture on differences in economic behavior. Instead, they focused on economic
factors such as prices, profits, and interest rates. However, in the last two decades,
economists began to seriously study the influence of culture - religious beliefs, values
and preferences - on the economic development of countries. For example, research
by A. Hirschman [13, 12] indicates differences in economic results both within and
between countries due to cultural factors. But it is difficult for economists to explain
this connection, because they mainly focus on economic aspects and because of the
complexity of culture as a phenomenon, which complicates empirical research.
Usually, to take into account normative values (belief, religion, ethnicity, etc.),
researchers include them in empirical models as "proxy variables". For example, the
GDP indicator is often used to assess the standard of living or quality of life. The
results of such studies point to a possible two-way relationship between culture and
the economy: culture affects people's economic behavior, and economic behavior
affects culture. It was found that such cultural aspects as honesty, trust, perseverance
and tolerance contribute to the successful economic development of the country.
Therefore, government policies aimed at economic development may succeed or fail
in different regions due to differences in the individual behavior of population groups
with different cultural traditions [29].

The theory of consumption values (TCV) is one of the most widely used
models to explain consumer choices [33]. At its core, the TCV posits that an
individual’s final choice is influenced by five values: functional, emotional, social,
epistemic and conditional values. The TCV explains how these five consumption
values predict consumer preferences to buy a product or service. Sheth et al. [26]
postulate that this framework might apply to more than 200 buying situations, from
home appliances, food consumption, touristic products, food delivery apps, online
brands etc. These studies establish the relevance of the TCV across diverse contexts
and provide a multidimensional view of consumption value and behavioral outcomes.

However, there are still some important issues that require further attention. In
particular, the issue of the connection of values, well-being and final consumption

requires additional study: to what extent the structure of final consumption depends



on the level of economic development of society as a whole and individual citizens,
how state regulation can influence the formation of values that would contribute to

socio-economic development both individual territories and the country.

Formulation of the goals of the article (statement of the task).

Studying what values drive spending allows you to predict changes in demand
for various goods and services. For example, if an increase in demand for
environmentally friendly products becomes evident, this may be related to a change
in values in society.

Also, understanding the values that determine consumption is important for the
development of social and economic policy. For example, if the government
understands that certain values drive spending on education or health, they can
develop programs and activities aimed at increasing the availability of such services.

Accordingly, the purpose of the article is to identify value orientations and the
structure of final consumption, which are characteristic of economically developed
countries, and to determine the main directions of actions related to the formation of

values in the process of socio-economic development of society.

Presentation of the main research material.

Many modern sociological, socio-psychological, political and cultural studies
are based on the theory of value orientations. One of them is the concept of Geert
Hofstede, who considers values as the core of culture [15].

Ultimately, Hofstede defines 6 parameters of values [15]:

—distance from power: differences in perception and expectations regarding
the distribution of power;

— separation and cohesion: individualism versus collectivism;

—volatility: focus on the result at any cost. This is a division into "masculine”
(competition, confidence) and "feminine" (care for the quality of life, relationships)
orientation;

—avoidance of uncertainty: attitude to unknown situations;



—strategic thinking: future orientation. Some cultures are oriented towards
strategic and long-term goals, while others adhere to traditions and social obligations.

—tolerance (indulgence): level of satisfaction with life.

These parameters help to understand differences in values between cultures and
its influence on the behaviour and thinking of people in different societies.

Three main approaches to the study of values accepted now can be noted: the
psycholexical approach [5], the functional theory of values [9], and the theory of
basic human values [24, 23, 22, 21].

The psycholexical approach assumes that language expresses all concepts,
including values, that speakers consider important. Values researchers using this
approach compile comprehensive lists of terms in a language that can express values
[5]. They review their list, get respondents' ratings, and derive the underlying
components of value.

Functional value theory [9] is a top-down, theoretical approach that claims to
be more parsimonious and integrative than other value theories.

The theory suggests that there are two distinct functional dimensions within
value functions. The initial dimension revolves around the “circle of goals,”
delineating how values orient themselves toward personal, central, or social
objectives, guiding human behaviors. The second dimension, the “level of needs”
delineates how values function as motivators, addressing either survival or thriving
needs when representing human necessities cognitively. These functions likely stem
from evolutionary conditions intertwined with human development [9].

Schwartz's theory about the content and structure of personal values is
currently the most widely used in social and cross-cultural psychology.

The above-mentioned approaches to the study of values became the basis for
creating another system that has been used for several decades to study values around
the world (World Value Survey) and build the so-called cultural map of the world.

Inglehart and Welzel developed a WVS analytical tool called "World Cultural
Map", which has two dimensions for cross-cultural comparison of countries and

regions [17, 7]:



1. Dimension 1 (y axis) — dichotomy of traditional vs secularly rational
values. Traditional values prioritize religion, strong bonds between parents and
children, respect for authority, and upholding conventional family principles.
Individuals adhering to these values typically oppose divorce, abortion, euthanasia,
and suicide. In such societies, there's a notable prevalence of high national pride and
a predominantly nationalistic perspective. In contrast, secular-rational values hold
contrary inclinations to traditional values. These societies place lesser significance on
religion, conventional family structures, and authoritative figures. Divorce, abortion,
euthanasia, and suicide are viewed as comparatively acceptable within this
framework. It's important to note that while suicide might be perceived as more
acceptable, it doesn't necessarily equate to higher prevalence.

2. Dimension 2 (x-axis) — values of survival vs values of self-expression.
Survival values prioritize economic and physical security, often associated with a
relatively ethnocentric viewpoint and lower levels of trust and tolerance. On the other
hand, self-expression values prioritize environmental conservation, increasing
acceptance of individuals from diverse backgrounds including foreigners, LGBTQ+
individuals, and advocating for gender equality. Additionally, there's a growing
demand for inclusion in decision-making within both economic and political spheres
[7].

The shift of the country along the y-axis from the bottom up means the
transition from traditional values to secular-rational ones, the shift along the x-axis
from left to right means the transition from the values of survival to the values of
self-expression. The location of countries in two-dimensional space relative to each
other does not refer to geographic proximity, but reflects cultural similarity (or
difference).

Since its inception in 1981, the survey aims for methodological rigor and top-
tier research standards across participating countries. The World Values Survey
(WVS) encompasses nationally representative surveys undertaken in nearly 100
countries, encompassing nearly 90 percent of the global population, utilizing a

standardized questionnaire.



A total of seven waves of WVS studies have been conducted since 1981: in
1981-1984, 1990-1994, 1995-1998, 1999-2004, 2005-2009, 2010-2014, 2017-

2022.

The Inglehart-Welzel World Cultural Map 2023
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Fig. 1. The Inglehart-Welzel World Cultural Map — World Values Survey 7
(2023).
Source: [7]

As a result of the Inglehart—\Welzel survey [7], two main aspects of intercultural
differences that may be related to socio-economic development were revealed.
Higher income countries according to the World Bank Conventional Classification
stand out clearly, occupying the upper right part of the map, while lower income
countries are in the lower left corner. Middle-income countries fall between these
extremes. This indicates the tendency of socio-economic development to move

societies in a certain direction, regardless of their cultural heritage.



Among recent scientific studies, one can find quite a few publications devoted
to the study of the connection between the value orientations of people and societies
and the well-being of people, communities, and countries [14, 31, 4, 6, 32].

At the same time, the GDP per capita indicator is considered a key indicator of
economic success from the point of view of ensuring the well-being of citizens.

GDP is calculated using three methods: 1) by added value (production
method); 2) by income (distributed method); 3) by costs (method of final use). All
three calculation methods are based on the model of the economic cycle, in which all
costs equal all revenues.

It should be noted that the years of the 7th wave of the World Value Survey fell
on the crisis years of the COVID-19 pandemic (2020-2021), therefore, in general, in
terms of the level of final consumption, for example, in 2020, a significant drop was
observed in the world average (Fig. 2).

However, in scientific practice there is a lack of research that would consider

the connection of values with well-being through the prism of final consumption.
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In the words of Russ Harris, a renowned Acceptance and Commitment Therapy
(ACT) therapist, about values: “values are ... the deepest desires of our hearts about

how we want to interact with the world, with other people, and with ourselves. They



reflect what we want to develop in our lives and in ourselves, what we want to stand
for. They set the direction of our life” [11].

So, it can be noted that people devote their attention, devote their time, spend
money to what is important to them, which has a subjective value for them. And from
this point of view, it is interesting to study the relationship between the values and
expenses of the population in different parts of the world.

The method of final consumption (methodology of calculating aggregate final
consumption) - by costs - within the framework of the entire economy is based on the
standards of the System of National Accounts (SNA), adopted by international
organizations (the Commission of the European Communities, the International
Monetary Fund, the Organization for Economic Cooperation and Development, the
United Nations Nations, World Bank) in 1993. But at the same time, it takes into
account the laws of the country's economic development, the specifics of its primary
accounting and reporting.

Aggregate final consumption is a component of gross domestic product by
expenditure, on the one hand, and, on the other, an element of the SNR income use
account (in the "Usage" part), and shows how households, general public
administration bodies and non-profit organizations serving households distribute their
disposable income between final consumption and savings. Aggregate final
consumption within the framework of the entire economy is considered in terms of
actual final consumption and the sources of its financing (or expenditure). Therefore,
the final consumption characterizes the well-being of society in a certain way, and -
we can assume - its value orientations.

In this work, the level and structure of final consumption of households of the
countries included in the upper right field of the Inglehart—Welzel world cultural map
(according to the data of the seventh wave of WVS research) were investigated, and
the data obtained were compared with the data for Ukraine.

In particular, 22 countries were selected for analysis, falling within the range of
0.00 on the traditional/secular values axis and 1.00 on the survival/self-expression

values axis (Fig. 1).



Data on the level of GDP, GDP per capita and final consumption of selected
countries and Ukraine for 2021 were summarized.

The year 2021 was chosen for consideration because during this period the
recovery of world economies after the recession caused by the COVID-19 pandemic
had already begun, and in Ukraine this year preceded, in turn, the crisis in the

political and economic sense of 2022, when a full-scale military invasion of russia
(Fig. 3).
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Source: [30]

As an indicator of final consumption, we used data on Households and NPISHs
Final consumption expenditure, which, in our opinion, largely depends on people's
value orientations.

As we can see from the table. 1, in general, the regularity of "more GDP - more
household spending” is preserved. However, we can see from a number of examples
that high values of GDP and GDP per capita do not always mean a corresponding

increase in household spending.



Table 1. Indicators of GDP and final consumption, 2021

Country Population| Rank | GDP, PPP |Rank| GDP per |Rank | Householdsand | Rank by | Households | Rank by | Households

, total by (constant by | capita, PPP | by NPISHs Final |Household| and NPISHs | Households | and NPISHs
Popul| 2017, min |GDP| (constant | GDP | consumption s and Final and NPISHSs Final

ation |international 2017 per |expenditure, PPP| NPISHs | consumption Final consumption

$) international |capita| (constant 2017 Final | expenditure, consumption| expenditure

$) international $, [consumpti| per capita |expenditure| in GDP, %

B) on (constant 2017| per capita
expenditur| international
e $)

1. Andorra 79034 23 332514541 | 23 36616 22 1581 23 20 004 18 55%
2. Australia 25685412 | 9 | 1278607196 | 8 49774 13 640026 8 24918 8 50%
3. Austria 8955797 | 13 | 484697993 | 15 54121 8 224236 14 25038 6 46%
A. Belgium 11586195| 11 | 600787435 | 11 51824 12 268083 11 23138 14 45%
5. Canada 38226498 | 8 | 1843206745 | 6 48218 15 981624 6 25679 5 53%
6. Denmark 5856733 | 15 | 339471789 | 17 57963 6 137508 16 23479 12 41%
7. Finland 5541017 | 16 269921176 18 48713 14 130951 17 23633 11 49%
8. France 67764304 | 4 | 3048267725 | 4 44993 16 1475901 5 21780 16 48%
9. Germany 83196078 | 3 | 4424338676 | 3 53180 10 2081878 3 25024 7 47%
10. Iceland 372520 | 22 19744741 22 53003 11 9271 22 24887 9 47%
11. Ireland 5033164 | 19 517336332 14 102785 2 94187 19 18713 21 18%
12. Japan 126E+08 | 2 |5157301032 | 2 41035 19 2483223 2 19708 19 48%
13. Luxembourg 640064 | 21 74044840 21 115683 1 21305 21 33286 2 29%
14. Netherlands 17533044 | 10 | 992674520 9 56617 7 379950 9 21671 17 38%
15. New Zealand 5111400 | 18 | 225115782 | 19 44042 18 119376 18 23355 13 53%
16. Norway 5408320 | 17 | 356456979 | 16 65909 4 142225 15 26297 4 40%
17. Slovenia 2108079 | 20 84400074 20 40036 20 38679 20 18348 22 46%
18. Spain 47415794 | 6 | 1798643940 | 7 37933 21 912261 7 19240 20 51%
19. Sweden 10415811 | 12 | 560078795 | 12 53772 9 235493 13 22609 15 42%
20. Switzerland 8704546 | 14 | 610085790 | 10 70097 3 264007 12 30330 3 43%
21. Ukraine 43822901 | 7 535815196 | 13 12949 23 376133 10 8583 23 66%
22. United Kingdom | 67026292 | 5 | 3012771395 | 5 44949 17 1632739 4 24360 10 54%
23. United States 332031554 1 21129101470 1 63636 5 14586510 1 43931 1 69%

Source: Created from [33]




This may be influenced by the distribution of final consumption between actual
individual and actual collective final consumption, which largely depends on the
internal policies of the country, the quantity and quality of services provided by the
state.

The structure of actual individual consumption by selected 23 countries is
presented in Fig. 4.

As can be seen, the structure of final consumption in Ukraine is significantly
different from the structure of household consumption in the countries of the "right
quadrant” of the cultural map:

- a much larger share of Ukrainian household spending goes to Food and non-
alcoholic beverages — 40% versus 11% on average for the selected countries.
Moreover, the smallest share of food expenses (6.66%) is consumed in the USA - the
country with the fifth place in terms of GDP per capita. The highest share — 14.68% —
Is consumed in Slovenia;

- spending on alcohol and tobacco consumption also takes a larger share than
in the rest of the countries - 7.41%, excluding Luxembourg (10.72%). The average
for the rest of the countries is 3.88%;

- the share of expenditure on clothing and footwear is similar to other studied
countries;

- at the same time, the costs of paying for communal services and household
maintenance make up a much smaller share: if on average in 22 countries the share of
these costs is 24.2% and 5.5%, respectively, then in Ukraine it is equal to 14.4% and
3.7%.

- Ukrainians spend on health care on a per capita basis approximately at the
level of the average of the rest of the countries (6.15% versus 5.4%). The exceptions
are the United States and Switzerland, where the share of population spending on this
article is quite significant - 21.1% and 17.9%, respectively, which is due to the high
cost of medical services in these countries (in particular, hospital services) and the

possible lack of coverage of a share of these costs at the expense of the state;
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¥ Food and non-alcoholic beverages 10,95% 10,36% 12,93% 9,97% 12,07% 11,88% 13,97% 11,59% 13,34% 16,29% 10,59% 12,70% 8,69% 12,74% 10,95% 14,68% 14,50% 12,76% 9,90% 8,25% 6,66% 40,10%
B Alcoholic beverages, tobacco and narcotics 3,95% 4,20% 4,19% 4,01% 0,00% 4,46% 4,17% 3,51% 4,35% 2,77% 10,72% 3,42% 5,61% 4,81% 3,64% 4,73% 4,48% 3,39% 3,94% 3,07% 1,84% 7,41%
B Clothing and footwear 508% 3,71% 4,21% 3,65%  4,23% 3,61% 3,29% 3,79% 3,92% 3,24% 5,28% 500% 4,70% 3,98% 4,67% 580% 3,62% 4,03% 2,28% 4,70% 3,08% 4,46%
M Housing, water, electricity, gas and other fuels 25,99% 24,13% 24,63% 25,81% 28,52% 29,47% 27,82% 25,17% 26,02% 26,00% 24,42% 25,57% 28,19% 26,79% 22,27% 19,81% 24,92% 25,58% 27,03% 26,19% 18,12% 14,41%
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W Transport 11,62% 8,73%  9,57% 13,48% 10,93% 10,99% 12,73% 12,94% 13,27% 8,82% 16,66% 11,55% 9,40% 11,06% 14,78% 18,36% 11,65% 11,90% 8,93% 12,74% 9,59% 9,15%
B Communications 2,07% 2,02% 2,28% 2,74% 1,92% 2,33% 2,50% 2,31% 3,31% 3,81% 1,48% 2,46% 2,66% 2,00% 2,00% 2,60% 2,72% 3,20% 2,56% 1,83% 1,92% 2,64%
w Recreation and culture 9,12% 10,51% 7,41% 7,98% 10,98% 9,15% 7,71% 9,36% 10,89% 8,51% 7,56% 8,81% 5,40% 9,34% 11,40% 9,34% 6,74% 11,26% 5,91% 9,59% 9,68% 3,30%
Education 0,96% 32,63% 0,26% 1,78% 0,85% 0,34% 0,53% 0,84% 1,06% 1,95% 1,05% 0,64% 1,89% 1,59% 045% 1,17% 1,47% 0,30% 1,10% 2,35% 1,90% 1,17%
Restaurants and hotels 9,43% 6,42% 5,20% 5,85% 5,37% 643% 6,21% 3,80% 10,76% 5,19% 7,42% 6,55% 13,61% 7,00% 7,05% 8,16% 12,29% 5,74% 6,09% 11,09% 6,87% 2,79%
m Miscellaneous goods and services 10,41% 14,04% 13,58% 14,87% 12,10% 10,09% 12,64% 12,98% 7,70% 14,88% 16,31% 13,15% 10,25% 10,18% 5,73% 10,68% 10,53% 11,10% 11,21% 12,11% 14,06% 4,26%

Fig. 4. Final consumption expenditure of households (2021)
Source: Created from [1, 28]



- the specific weight of communication costs is approximately the same - the
need to exchange information, maintain remote communication is explained not only
by the possible subjective characteristics of citizens in different countries, but also by
objective necessity - after the pandemic period, a large proportion of people switched
to remote work and communication;

- Recreation and culture — Ukraine is again at the bottom of the ranking: if the
share of spending on meeting cultural needs in the 22 selected countries averages
8.5%, then Ukrainians allocate only 3.8% of their spending to this item;

- at the same time, if we look at the share of spending on education, here
Ukrainians are no longer behind the leaders: 1.17% against the average value of
1.19% for the remaining 22 countries. Only Australia has more than 3% of expenses
for this indicator. The rest of the countries are in the range from 0.3% to 2.3%. This
can be explained by the fact that Ukraine has historically paid great attention to
secondary and higher education, and according to the indicator of human capital
development, in 2021, Ukraine rose 15 positions in the world ranking according to
the value of the Social Progress Index and took 48th place with the value index 75.78
among 168 countries;

- almost the same situation as with the Recreation and culture sector is
observed in the direction of spending on Restaurants and hotels - the average weight
of spending by Ukrainians is 2.79% at a time when, on average, for the 22 compared
countries, this indicator is at the level of 7 .12% - apparently, Ukrainians cannot
afford to give up "mandatory"” expenditure items in favor of leisure. Instead, for
example, in Northern Ireland this share reaches 13.6%, and in Spain 12.3%;

- the share of spending on the remaining goods and services similarly lags
behind the average for other countries of the "leading™ sector of the cultural map -
4.26% in Ukraine, on average for the sample - 11.5%. The highest specific weight of
these expenses is demonstrated by Luxembourg - 16.3%, the lowest - Iceland (7.7%).

So, based on the results of the analysis, it can be stated that in conditions of
insufficient economic development, the population simply cannot afford to spend
more on areas not related to the daily needs of survival and work: food, clothing,

paying for housing, communication. But at the same time, in Ukraine, a rather



significant percentage of spending is on education - on the one hand, this is related to
the state policy, which provides general compulsory secondary education, the quality
of which allows you to obtain secondary vocational and higher education; the
relatively low cost of education in institutions of higher education allows a significant
number of Ukrainians to obtain consecutive education at the bachelor's and master's
levels.

At the same time, the sphere of leisure and culture remains for Ukrainians to a
greater extent an "optional" item of expenditure.

But there are also often certain discrepancies in the specific weight of
expenditures on "optional" items of expenditure related to self-development, leisure,
satisfaction of cultural needs in the selected 22 countries of the upper right sector of
the "cultural map". The question arises, what is the basis of such differences when,
other things being equal, people, overcoming a certain level of economic well-being,
choose one or another direction to spend the rest of their money?

It can be assumed that such discrepancies are related to:

- differences in value orientations of people from different countries;

- peculiarities that have developed historically (why - conditionally - in one
country is preference given to spending on alcohol, and in another - to tourist trips?);

- fashion (in the short term, it can also determine the preference of one or
another article);

- features of state policy, which determine the share of actual collective final
consumption: promoting the development of certain types of services or the
production of certain goods for the population at the local or state level.

In this connection, the following questions arise:

1. Final consumption characterizes the ability and desire of people to buy
goods, use services and order certain works. What structure of final consumption will
ensure the growth of well-being and sustainable development of society?

2. To what extent does the structure of final consumption depend on the
"context"? From people's values, education, state of health, profession, presence of a

certain infrastructure, etc.?



3. How can the state (at the national and local levels) influence (regulate?) the
structure of final consumption in order to increase the social and personal well-being
of citizens? Even Aristotle believed that the reason for the decline of states lies in the
fact that their citizens have not learned how to properly use their leisure time. He
claims that "the legislator must make efforts mainly so that his laws, which concern
both military affairs and everything else, are intended to provide citizens with leisure
(necessary for state activity) and peace. After all, most of the states that pay attention
to military training hold on while they wage war, and die as soon as they achieve
dominance. Like a scream, they lose their temper during peace. And the legislator is
to blame for this, because he did not teach citizens the ability to enjoy their leisure
time." [2].

Conclusions and prospects of further investigations in the direction.

In the most economically developed countries, the values of self-realization
prevail under the simultaneous condition of observing civil rights and freedoms and,
accordingly, respect for secular values.

Values of self-realization and secular values prevail in countries with a fairly
significant specific weight in the final consumption of spending on education, leisure
and culture, as well as on Miscellaneous goods and services. Such a structure of
expenses indicates the desire of people to develop, not to be afraid to be creative, to
value intercultural relations, to learn throughout life.

Accordingly, citizens of such countries demonstrate respect for the rights and
freedoms of others, concern for social problems, and the desire to take an active part
in civic life at the local and state levels.

Accordingly, state policy should be aimed at stimulating the growth of the
educational level of citizens, the growth of the role of the so-called useful leisure,
which forms citizens' curiosity, creativity, helps to learn about the world, actively
exchange ideas, etc. - and accordingly, the stimulation of spending on educational
and cultural events, travel , professional exchanges, tourism, etc. So, in this way, the
change in the structure of final consumption will contribute, in turn, to the growth of

the socio-economic level of both individual regions and the state as a whole.
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