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INFORMATION CULTURE IN THE CONTEXT
OF MANAGING CONSUMER NEEDS

Abstract. The article is devoted to the study of the content features of the
conceptualization the interaction between economic and socio-cultural needs. It was found that
the management of consumption needs is determined by economic, socio-cultural,
informational and communication factors. In the course of the study, it was established that the
conceptual sphere of consumer needs is considered by modern researchers as a system of
structuring types of needs based on the consumers’wishes and preferences, establishing a level
hierarchy of needs, determining the types of economic behavior and the nature of the
interaction between economic and socio-cultural needs.

It is noted that one of the defining features of the socio-cultural development of the
post-industrial age is the dominance of the mass and its orientation towards comfort and
spectacle, which leads to the preference of a specific type of consumption, the characteristic
features of which are stereotyping, demonstrativeness, homogeneity, uniformity and
fetishization of material needs. This type of consumption is called demonstrative, it is
compatible with irrational forms of consumer behavior, which is characterized by symbolic
values of consumption as manifestations of prestige, status, well-being, ownership, following
fashion or trend, as well as simulativeness as a shift of emphasis from the object of consumer
interest to its perception. On the contrary to this type of consumption, rational economic
behavior is justified, which is traditionally defined by such features as taking into account the
maximization of benefits and the minimization of costs and risks.

Attention is drawn to the fact that the complexity of consumer behavior is explained by
the large amounts of information spreading in modern economic space, which is an important
need of a person, as well as a construct of the information-network economy and, therefore, is
on the top of strategic importance. Besides, it was noted that freedom of accessing information
not only increases the possibilities of consumer choice, but also contains potential risks of
misinforming and unconscious choices due to manipulative psychological influence.
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Introduction. Information culture, infrastructurally providing the economy
as a sphere of human activity, becomes an important factor in the formation,
regulation and satisfaction of consumer needs. Its role is especially strengthened in
the conditions of an informatized, globalized and networked socio-cultural space
through the context of defining such concepts as status, fashion, brand, and image.
As far as the problematic field of information and network transformations is
concerned, there is a transition from the priority of the producer to the priorities of
the human consumer and his needs. Apart from, under the influence of information
technologies, the system of consumer preferences is changing. In particular, a new
model of the consumer is being formed with characteristic guidelines for meeting
the needs of the intangible dimension, which is complicated in the context of a
multivariate choice. Nevertheless, the management of needs system by ICT can
acquire in the cultural dimension threatening forms of manipulation of the
consumers’desires, interests and goals through advertising, marketing operations,
fashion, mass media, branding, etc.

Analysis of recent research and publications. The cogitation of the
phenomenon of consumption in the conditions of information culture as the main
subject of research and a separate scientific problem in economic and socio-
cultural aspects is getting proper coverage. In particular, considerable attention
in the sociological discourse is paid to the problem of needs interpretation. One
of the most common interpretations is the understanding of needs as formed
under the influence of social relations, the laws of social development and social
conditions, regardless of the psychophysical characteristics of the individual
(Chatriot, Chessel, 2017). This point of view is supplemented by V.
Moskalenko, E. Hlukhachev, who affirm a dichotomy in the problem of
consumer needs, which is constituted due to a contradiction that arises "between
a social subject (a person, a social group, class, society as a whole) and the
objective conditions of his life activity" (Moskalenko, 2013, Hlukhachev, 2005).
That is, there is a combination of social determinants of needs with subjective
factors determined by the individual’s psychophysical characteristics. These
definitely reasonable trends in the study of this issue must be the basis of our
research, in which the main thesis is that a person is the only and unique being
who not only has needs, but is also able to realize and shape them and not only
satisfy them, but also critically rethink and limit himself.

In light of, it 1s important to investigate not the relevant institutions or
society as a whole, but individual factors, which become the main in the
formation of consumer needs. Therefore, it should be assumed that individual
goals and preferences are the driving force of socio-cultural development.

The purpose of the article is to find out the content features of the
concepts of the interaction between consumer economic needs and the socio-
cultural, socio-economic and psychological conditions of managing consumer
choice, as well as to establish markers of consumer behavior in conditions of
spreading information in the economic space and probable reasons for
manipulating their behavior.

Formulation of the main material. The need, as something necessary
for human life, initially provide in its foundations needs of a higher level,
namely, the personal formation and self-realization of an individual. As you
know, in the hierarchy of needs proposed by A. Maslow, primary physiological
requests are replaced by a set of material needs, which are reduced to the needs
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for safety and security (Maslow, 2013).

In fact, needs can appear as desires, intentions, aspirations, urges, but the
functioning of the "economic man" requires, first of all, the satisfaction of the
primary physiological needs of strengthening health and the necessary
preliminary material conditions that will ensure the existence and activity of
the subject of consumption. Instead, economic needs, in turn, give way to an
even higher level of needs: creative self-realization. Their satisfaction
guarantees the establishment of social needs of love, friendship, self-esteem,
etc. It should be noted that focusing only on rational economic interests and the
logic of capital limit the individual’s freedom of choice and justify the morally
dubious market. This is a strong incentive to conceptualize the ideas of the
interaction of economic needs with social, cultural, and religious needs, which
not only form consumer behavior models, but also determine the directions of
his activity in general.

In particular, D. Hodgson as a representative of institutionalism
(Hodgson, 2004; Hodgson, 2001) speaks of the need to distinguish in the plane
of economic analysis the concept of "needs" as objective requests of a general
nature, related to the conditions of human existence, and subjective requests
("wants") as desires, whims and passions. It is about social conditions for
meeting individual needs such as needs of goods production and their
distribution in the economic system, in the system of education and upbringing,
in the developed network of communications, political power, etc. The main
goal of such activity is the establishment of "healthy and educated individuals"
who, taking care of themselves and each other, are able to "maximize their
creative potential in an honest way" (Hodgson, 2004).

In actual fact, institutionalism emphasizes social needs and according to
it, certain changes in the structure of needs determine the development of
institutions (family, state, industrial enterprises, etc.), and in this manner
stimulate the emergence of new needs. So the concept of rational consumer,
which is focused only on material needs, is a subject to critical rethinking.
Moreover, D. Hodgson offers a dynamic concept that argues for
transformational changes, "presupposing the flexibility of institutions that
determine needs and give them an assessment and sensitivity to individual
requests and public debates" (Hodgson, 2004, p. 358), reducing the subjective
nature of all needs to a "deceptive thesis". In this connection, the relativism and
subjectivity of A. Maslow’s needs (the hierarchical model of needs) and the
theory of economic individualism are subjected to special criticism. The
pyramid of needs proposed by A. Maslow as a necessary condition for the
physical and psychological state of any individual is replaced by a complex
web of social needs in the context of the sociocultural dimension of existence.

Furthermore, in accordance with H. Marcuse, E. Fromm the dominance
of the mass and its orientation towards comfort and spectacle become the main
characteristic of modern society (Marcuse, 2013; Fromm, 2003) and become
one of the defining features of the socio-cultural development of the post-
industrial age (Baudrillard, 2010; Consumer society 2016, 2008; Foucault &
Fontana, 2005).  Consumption is identified with  omnivorousness,
standardization of "lifestyles", which M. Weber considers as "a criterion of
social stratification, a factor that unites a certain social group and at the same
time prevents the transition of a person from one group to another" (Weber,
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2019), stereotyping of opinions regarding the formation of ideas about
consumer goods, demonstrativeness, homogeneity, uniformity, etc. The
fetishization of the role of material needs as objects of consumption leads to
the replacement of interpersonal relations with relations between things,
objects, which, in agreement with J. Baudrillard, causes a "deep mutation" in
social development.

A peculiar phenomenon of replacing the true purpose of a thing and its
value, is observed, and the satisfaction of needs is replaced by the irrational
consumers’desires related to prestige, power, fashion, possession, which are
quite easy to be manipulated (Murphy, 2016; Sassatelli, 2007). All in all, the
outlined additional symbolic meanings supersede the quality of goods, their
primary purpose and function, and therefore set the rhythm of a person’s life,
that is determined by his or her dependence on the things of the surrounding
world. It must also be acknowledged that shopping is regarded a highest value,
its connection with the mythologizing of achieving a welfare through the
purchase of goods, services, and experiences is obvious. In the socio-cultural
environment, the absolutization of the modern human consumer, who falls
under the power of external manipulative influences, is noticed.

However, the consumer’s willingness to pay is subjected to various ways
of managing and manipulating by consumer’s desires and needs and making
him or her impossible to control personal preferences. For instance, P. Heine in
his work "Economic Way of Thinking" demonstrates on the basis of examples
how marketing adjustment of market prices affects the willingness of
consumers to purchase the certain product. This can be a discount on several
packages of yogurt when purchasing a large volume, the introduction of a tax
on a certain type of product, a reduction of tax on another type of product, and
other marketing actions that affect demand.

Quite often, the irrational desire to obtain immediately something cheap
and unnecessary as well as overestimate things that are more expensive but
actually have no value are triggered. Meanwhile, wise and meaningful
decisions referring to attempts of rational assessment, calculation for the sake
of making a choice are changed by the realities of specific situations in life
itself. Indeed the rationality of the "economic man" is replaced by irrational
principles, since in specific situations people are guided by irrational principles
of behavior, irrational manifestations, which can be reduced to certain models,
and therefore, consumers become completely predictable.

In this context, it is worth paying attention to the research of
D. Kahneman, who in his interview reveals the forces that influence the
multiplicity of variations of irrational behavior, preventing their attribution to a
single theoretical model. The author reduces the peculiarities of behavior to
two main aspects of the irrational:

—"a person does not understand himself, and therefore loses the
opportunity to make the right decision";

—"it is naturally for humans to simultaneously have disproportionate
desires or strive for conflicting goals" (Dyson, 2011).

And that is why the consumer goes beyond the scope of the "logically
thinking automaton" and makes the final decision not due to the taking into account
the maximization of benefits and the minimization of costs and risks, but rather on
account of a whole series of factors that go beyond the bounds of rationality.
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It is also worth noting the complexity of consumer behavior and providing
the choice of needs process in the conditions of spreading information in the
economic space. For example, information can be understood in the context of the
fundamental property of reality as a degree of the open systems organization. The
main properties of information are: dimensionlessness in space and time; the
ability of new connections through the possibility of embeddedness in old ones
(additivity); indifference of information to physical carriers; emergence of new
qualities under the condition of its quantitative accumulation (emergency); entropy
of information as a measure of randomness, its uncertainty, probability and
unpredictability (Soni & Goodman, 2017).

We emphasize that information at all stages of economic development
played a significant role in the socio-cultural space, however, in the network
economics, it reaches the level of strategic value. After all, information and
time are declared to be the primary and determining condition for the formation
of a new economic system. Information is used in various spheres of human
existence, and therefore, it is an extremely important need. The participants of
economic relations are involved in the society information resources due to the
information and communication technologies.

It is significant that at the initial stages of the World Meeting at the
highest level devoted to the issues of society informatization, held in Geneva
(2003), Tunisia (2005), a lot of questions were raised about the reduction of
digital inequality and the need for the information and communication
infrastructure at the national and regional levels. Some of the issues related to
the human rights providing and free access to information based on the
maximum using of ICT in the discussion and decision-making projects.

However, in marketing activities, information involves the prompt arrival
of data that ensure the successful operation of the enterprise and communication
links between entrepreneurs and consumers (Cohen, 2017). It is mainly focused
on consumers, their needs, preferences, features of economic behavior. In
addition, marketing information is aimed at ensuring adaptation to changes in the
market environment, sales stimulation, demand formation, organization of an
advertising company, improvement of commercial activity results.

At the same time, the motives and preferences of consumers are not
explained only by the phenomenon of a rational subject. The psychological
foundations of consumers’economic behavior also matter. Typically, managing
the consumer choice, which is concerned to meeting needs, presupposes, first
of all, the implementation of intelligent procedures for comparing requests with
one’s ability to pay.

However, the presence of neuronal systems of the brain influence the
behavior of individuals, acting as essential decision-making mechanisms
(Demchenko, 2022) and reactions. That is why a number of psychological and
neurobiological studies related to the study of consumer behavior substantiate
the essential role of psychological and emotional factors in their ability to
inhibit the requirements of common sense for making a rational and effective
decision (for instance, owning credit cards leads to the phenomenon of loss of
self-control in impulsive, unconscious processes of spending credit funds, etc.).

What is more, the needs associated with utility and those associated with
the experience of pleasure activate different neural areas. That is why the
neurophysiological methodology makes it possible to exert a targeted influence
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on the consciousness of the subject, to stimulate the purchase of the appropriate
product or service, manipulating the economic behavior of consumers. We
have to admit the effectiveness of such sources of obtaining information by the
consumer as advertising, trademark, marketing services.

It is clear that there are an increase of potential opportunities for
consumer choice due to free access to the world’s global computer networks,
diversification of offers and expansion of the assortment — on the one hand, and
the risks of misinformation, unconscious choice, when the emotional criterion
largely determines the behavior of consumers and reduction of incomes of the
population of Ukraine, etc., — on the other hand.

The activity of humans economic behavior and the desires of consumers are
largely determined by advertising and marketing strategies, and the egocentric
focus on consumption becomes habitual, prominent characteristic of a person in a
"consumer society" (Baudrillard, 2010; Baudrillard, 2016; Consumer society,
2016, 2008). On that basis, Z. Bauman analyzes a society in which an individual
experiences doubts about the correctness of the choice, "willless towards objects of
desire, which quickly lose their attractiveness and changes in appearance in
accordance with the requirements of fashion" (Bauman, 2013).

As a consequence, the new industrial society of the second generation,
which is established as post-industrial, makes some adjustments to the traditional
understanding of demonstrative consumption. In the semantic space of
demonstrative consumption, the struggle for status in society and attachment to
symbols that contribute to obtaining a higher status position in society are tracked.
After all, the sign-symbolic understanding of the consumption process (Bourdieu,
1992; Baudrillard, 1994; Baudrillard, 2016; Consumer society, 2016) takes the
consumer beyond the traditional boundaries of the problem of human needs and
ways of satisfying them. In this case, the emphasis is shifted to the consumer’s
attitude toward other people, things, and nature. The problem of the symbolism of
goods and ways of manipulating them becomes especially important, since the
goods are not reduced to an object of consumption, but a sign that has a much
higher price than the one aimed at covering the cost price and making a profit.

Things consumed by subjects become expressions of status and prestige.
That is why consumption acquires a symbolic expression, and the consumer is
considered not so much from the standpoint of meeting the necessary needs of
life, but as an "object of design, marketing, merchandising" (Baudrillard,
2016). Symbolic exchange is based on the understanding and possession of
symbolic codes and the awareness of the comprehensive role of design, which
penetrates into all spheres of human living space — from living spaces, things
and spectacles to the most intimate depths of human existence.

Actually, the defining role in the information society is played by
symbolism (a sign that carries certain information) both in production and
consumption, and simulativeness (shifting the emphasis from the object to the
peculiarity of its perception). As a matter of fact, the creation of a
computerized, cybernetic and informational mass media space often leads to
the loss of personal identity and immersion in virtual reality, fragmentary clip
culture with the establishment of a game principle.

According to J. Baudrillard and G. Deleuze, reality is transformed into an
image, a sign, a simulacrum, leading to the elimination of the ability to distinguish
the real world of human existence from the simulative and imaginary. In
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particular, J. Baudrillard speaks of the displacement of reality by the pseudo-
reality of the simulacrum as a pseudo-thing and a pseudo-image, and G. Deleuze
defines a simulacrum as "an image devoid of similarity" (Deleuze, 1990).

In this case, the need to create and transmit information in order to reflect
the real state of affairs is being modernized to include it in the process of
creating simulacra and building a new hyperreality. The truth of the matter is
that human dissolves in the flow of information and a comprehensive
visualization of the world due to the penetration of advertising images into the
human consciousness, which distance a person from reality. As a result, the
symbolic environment crowds out a human beyond any factuality boundaries.

Conclusions. To summarise, information culture is the sphere where
communicative processes of human life take place, a market of needs is
formed, among which the needs of status and prestige become the most
prioritized in the life of society. Viewed in this way, the phenomenon of
satisfying human needs is considered not from the standpoint of vital
consumption, but from the perspective of prestige, image, and demonstrability.
This would mean that there is a clear desire to show one’s status, well-being or
create the appearance of its existence through the demonstrative consumption
of both material goods (things) and immaterial goods (the sphere of services,
the spiritual sphere, the educational sphere).

Information culture appears as the sphere of simulacra production and
simulations, symbols mainly act as mediators of interactions in both the socio-
cultural and economic spheres. It is the usefulness and functionality of
consumption that is complemented by its symbolic meaning, giving goods and
services socio-cultural measurements. The possession of symbolic objects of
status, power and prestige determines human role and place in society, its
hierarchy and structure. This also contributes to the explanation of consumers
differentiation on the basis of unequal opportunities to acquire material and
immaterial goods as well as the social tension of social inequality, and an
orientation towards consumption as a dominant value.

There are some factors of information culture that influence consumer
needs such as advertising, fashion, and branding. They can regulate the
psychological, hedonistic, and image-based economic behavior of consumers to
some extent, reflecting those transformations that take place in the information
network and social cultural space. Therefore the main consumer orientation is
not on needs, but on symbols, among which there are symbols of social position,
status, lifestyle and the dominance of intangible emotional needs.
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Anna 3AJTYKHA, Anton 3AJTYKHUM, Tamapa IIIATIOK

TH®OPMAIIMHA KYJbTYPA Y KOHTEKCTI
YIPABJIIHHSA IOTPEBAMMU CIIOKUBAYIB

AHoTtanis. CTaTTs MPUCBsUCHA BUBYCHHIO 3MICTOBHX OCOOJMBOCTCH KOHIICHTYasi3amii
inell B3aeMoJii E€KOHOMIYHHX MOTped 13 COLIOKYJIBTYpHUMH. 3’5COBaHO, IO YIPaBIiHHS
noTpedaMy CHOKUBAHHS 3YMOBJIEHE €KOHOMIYHUMH, COLIOKYJIBTYPHUMH Ta iH(pOpMAaIiiiHO-
KOMYHIKallitHUMH (haKTOpaMH.

B xoni mocimimkeHHsT BCTAaHOBJIEHO, 10 KOHIenTochepa NoTped CroxuBada 0aduThCs
Cy4acHHMH JOCIIHUKaMU K CUCTEMa CTPYKTYPYBaHHs BHIIB MOTped Ha OCHOBI OakaHb,
yrono6ans 1 npedepeHmiil crioxuBaya, BCTAHOBJICHHS! PiBHEBOI i€papXii morped, BU3HAYCHHS
TUITIB E€KOHOMIYHOI TOBEIIHKM Ta XapakTepy B3aeMOJii EeKOHOMIYHMX TOTped i3
COLIOKYIbTYPHUMH.  BimMidaeTbcs, 1m0 OOHIEIO 13 BH3HAYANBHUX  OCOOIMBOCTEH
COMLIIOKYJIBTYPHOTO PO3BUTKY HOCTIHIYCTPiabHOI AOOW € ITOMiHYBaHHS JIOMUHH Mach Ta ii
30pIEHTOBaHICT, Ha KOM(OPT Ta BWIOBHIIA, IO 3YMOBIIOE IEpeBary Crenu(ivHoro TUITY
CIIOKMBAHHS, XapaKkTepHHUMH pUCAMH SKOTO € CTEPEOTHIHICTh, JIEMOHCTPATUBHICTB,
OJTHOPIHICTb, YHI(QIKOBaHICTh Ta (peTHIIM3aIis MaTepiaabHUX IOTPEO.

Jlanuii THD  CIIOXKMBAaHHSI  HA3UBAETHCA  JIEMOHCTPATHBHUH, BIH CyMiCHHH 3
ippaioHaTbHUMHU (hOpMaMH TTOBEIIHKH CIIOXKHBaya, JUIsl SIKOi BIIACTHBI CHMBOJIYHI 3HaYeHHS
CHOKUBAHHA SIK TPOSIBU TIPECTHXKY, CTAaTYCHOCTi, MaTepiaJIbHOro J100poOyTy, BOJIOAIHHS,
CIiTyBaHHSA MOXI YM TPEHAY, a TaKOX CHMYJIATHBHICTH SK 3MIIICHHS aKIEHTIiB 3 00’€KTa
CHOXKUBYOTO IHTEpECy Ha OCOONMBICTH #Oro copuiiHsaTTa. Ha mnporuBary maHoMy THITY
CHO)KUBAaHHA OOIPYHTOBYEThCS —pallioHabHA EKOHOMIYHA TIOBEAiHKA, SKY TpPaAULIiHHO
BH3HAYAIOTh TaKi PUCH SIK ypaxyBaHHsS MaKCHUMaJli3allil BUTOAX Ta MiHIMi3allii BUTPAT Ta PU3MKIB.

3BepTacTbcsl yBara Ha Te, IO CKJIAQJHICTh IOBEIIHKH CIIOXXHBAYiB MOSICHIOETHCS
HACHYCHICTIO CY4aCHOTO €KOHOMIYHOI'O IMPOCTOPY iH(GOpPMAIIi€l0, 0 € BaAXKIUBOKO MOTPEOOIO
0c00H, a TAKOXK KOHCTPYKTOM iH(OpMaIliiHO-MepeKeBOl eKOHOMIKH H, BiATak, HaOyBae piBHA
JIOMIHYIOUOI'O CTpaTeriyHoro 3HaueHHs. BoaHoyac, 3ayBakeHO, IO BUIBHHMH JOCTYH [0
iHpopMalii He JHIIe 30UIbIIYE MOXKIMBOCTI CIIOKMBYOTO BUOOpPY, ajie i MICTHTh MOTEHIIHHI
pU3UKK e3iH(GOPMYBaHHS CIIOKUBAYiB, CXWISIHHA JO HEYCBIJIOMJICHOMY BHOOpY depe3
MaHIIMyJISITHBHUI MICUXOJIOTTYHUH BILIHB.

Knrwowuogi cnosa: nompebu, cnodcusants, CRoJiCUBay, ynpaesiinHs, ingopmayiina
KYIbmypa, CoyioKyabmypra cghepa, cumgonu, CUMYIAYIs, CUMYISAKPU.
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