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I'engepHble aceKThI MOTPEOUTEILCKUX MPEANOYTEHU N
NpPH BbIOOPE 01exKAbI

A3apéHox H.B.", Taxnans A.M.?
1queofcdeHue obpaszosanus «benopycckuii 2ocyoapcmeeHtblll nedazocuyeckKutl yHugepcumen
umenu Maxcuma Tanxa»
ZqueofcdeHue obpaszosanus «benopycckuil 2ocyoapcmeerHblll IKOHOMUYECKUL YHUBEPCUMEN)

B cmamve ocywecmenen ncuxonocuueckuti aHaiu3  npoodreMvl  HOMPeOUMeNbCKUX
npeonoumenuil. ORUCLIBAIOMCS CMPYKMYPA U COOEpAHCAHUe NOMPeOUMenbCcKko2o NosedeHus: U
nompeoumenbCKux — NpeonoumeHull. 8  KOHMeKCme  pe2yiayuu U NPOSHO3UPOBAHUS
9KOHOMUYECKO20 NOBEOCHUS TUYHOCTIU.

Lenv nayunou pabomsi — usyuyeHue ocobeHHOCmell U HANPAGIEeHHOCMU HOMPeOUmMenbCKUX
npeonoymeHull NOKynamesel ¢ y4emom ux OU0I02UYecKo20 U COYUATbHO20 NOd.

Mamepuan u memoowvl. Habop smnupuueckoeo mamepuana ocyuecmeisici Ha 6blOopKe
PeanbHbiX noKynamenel 8 mopeosom yeumpe. Bvibopka cocmasuna 83 uenosexka: 41 scenwuna
u 42 myoscuunvl 8 6o3pacme om 18 0o 38 nem. B uccrnedoganuu ucnonsb3o8anucs ciedyoujue
memoouxu:  «HMccredosanue  mackyiunnocmu-gpemunnocmu  auunocmuy  (C. Bem),
«llcuxonocuueckuii npoguns nompeoumensay (O.C. [locvinanosa), a maxaice memoo onpoca.

Cmamucmuyeckas 06pabomrka OaHHbIX NPOU3BOOUNACH C NOMOUWBIO NPUKTAOHOU NPOSPAMMbI
«Statistica 6.0» (kpumepuii Cmviooenma u 08yx¢haxmopmwviti OUCNEPCUOHHBI AHANU3).

Pe3ynomamur  u  ux oocyyucoenue. Illposedennoe ucciedoeanue NOKA3AN0,  YMO
nompebumenvbcKue npeonoumeHus AGIAIMCA CILONCHLIM U MHO2ONIAHOBbLIM 00pA308aHUEM,
Gdopmupyrowumcsa noo enuAHUEM PAO0A 6HEWHUX U HYMPEHHUX (Pakmopos, sHaHue cneyupuxu
Oelicmsuti KOmopuix 0aem G03MONCHOCb NPOSHO3UPOBAMb U DPe2yIUpo8ams 3KOHOMUUECKOe
noseoenue copemMeHHbIX nompedoumeineu.

3aknwuenue. B xo0e uccredosanusi Oviiu noyueHvl OaHHble, OmMpaxjcaroujue 2eHOepHvle
0CODEHHOCMU IKOHOMUYECKO20 NOBEOCHUSI COBPEMEHHO20 NOMpPeOUumers.

Knrouesnie cnosa: coyuanvHoe noseoenue, nompeoumenbckoe nogeoeniue, NompeoumenbeKue
npeonoymeHuUs, IKOHOMUYECKoe NogedeHUe, NCUX0I02UYecKUll npoguie nompeodumerns.
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This article gives a psychological analysis of the consumer preferences issue. It describes the
structure and content of consumer behavior and consumer preferences in terms of regulation
and prediction of economic behavior of a person.

The purpose of the research is the study of the characteristics and orientation of consumer
preferences of consumers with regard to their biological and social gender.

Material and methods. Collection of the empirical material was carried out on a sample of
real consumers in a shopping Mall. The sample consisted of 83 people: 41 women and 42 men
aged 18 to 38. The study used the following methodology: “the study of masculinity-femininity of
personality” (S. Bem), “psychological profile of the consumer” (O.S. Posypanova) as well as the
method of survey. Statistical data processing was carried out using “Statistica 6.0 software
(Student s t-test and two-factor analysis of variance).



Findings and their discussion. The analysis showed that consumer preferences are a
complex and multidimensional structure, which is influenced by a number of external and
internal factors, the knowledge of the action of which makes it possible to predict and
regulate the economic behavior of contemporary consumers.

Conclusion. In the course of the study, data were obtained, which reflect the gender
characteristics of economic behavior of the contemporary consumer.

Key words: social behavior, consumer behavior, consumer preferences, economic behavior,
psychological profile of a consumer.



