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Socio-cultural values as the basis for the formation of economic behavior of consumers in the
system of international marketing

Yu. Ten

It is considered the value system as the important element of socio-cultural factors of the
international marketing environment. The analysis of the structure of culture as "iceberg" allows
marketers  to  reveal  more  fully  the  features  of  economic  behavior  of  consumers  in  different
countries.
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