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DESIGNING YOUTH CONSUMPTION STYLE IN SOCIAL MEDIA

Social networks are now becoming more common and popular among young consumers in Kazakh-
stan. Young consumers see the flow of content from firms on social networks, but either this content
useful to them. The purpose of the work is to study the impact of social networks on consumption and
style design among Kazakhstani youth. The results of youth survey, which were carried out online among
consumers aged 21 to 30 years in the city of Almaty, are provided in this article.

The article presents in great detail the concepts by V.lLIlyin, S.Fris, E.L.Omelchenko, P.Bourdieu,
T.Luckman, l.Hoffman, I.N.lvanova, as well as classical sociological theories (K.Marx, M.Weber,
G.Zimmel, T.Veblen, V.Zombart). Socio-economic situation of the individual is considered as a deter-
mining factor in consumer behavior.

Although social media has many benefits for consumers, they all boil down to one thing: informa-
tion. Consumers need information in order to make purchasing decisions quickly and reliably, and social
networks have made this information available at hand. Social networks are also a form of expression for
consumers and allow their voice to reach the companies and brands that they usually buy. The practical
significance of the study contains several recommendations for optimizing the benefits of social net-
works for young consumers.

Key words: social media, youth, consumption, design of consumption styles, Kazakhstan, shopping
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OAeYMETTIK MEAMAAA XKACTapPAbIH, TYTbIHY CTUAIHIHIH, KaAbINTacybl

OAeYMETTIK >KeAirep Kasipri yakbiTTa KasakCTaHHbIH >Kac yprafbl YLWiH aKrnapaT aAyAblH KeH
TapafaH >kaHe TaHbIMaA KypaAbl BOAbIN OTbIp. OAEYMETTIK XeAirepae rpmanap, OpeHATep KeHe
OAAPAbIH TayapAapbl TypaAbl YAKEH aKrapart aFbiHbl 6ap. TyTbIHYLUbIAQD CaTbIM aAy TyPaAbl WELiMA| Te3
>KOHE CEHIMAI KabblAAQy YLIIH OCbIHAQM aKMapaTTbl KAXKeT eTeAi. ©3 Ke3eriHAe SAeYMETTIK XXeAirep
OYA aKnapaTTbl KOA XETIMAI eTTi.

Makanapa oAeymeTTiK KeAairepaiH KasakcTaH >kactapbiHblH  6eAriai - 6ip TyTbiHY CTMAIH
KAABINTACTbIpyAaFbl ©cepi TaaAaHaabl. AAMaTbl KaAacblHAQ TypatbiH 21-30 >kac apaAblFbIHAAFbI
>KacTapAblH, OHAQMH-CayaAHaMacCbIHbIH, MBAIMETTEPI YCbIHbIAFAH. TyTbIHYLIbIAQPAbIH, MiHE3-KYAKbIHbIH,
aHbIKTayLIbl (DaKTOPbl OAAPAbIH OAEYMETTIK-3KOHOMMKAABIK, XKarAaibl OOAbIN TaObIAATbIHABIFbIH €CKepe
OTbIpbIM, 3epTTey Ke3iHAe PeCroHAEHTTEPAIH BAEYMETTIK-3KOHOMMKAAbIK, ©A-ayKATbIHA epeklle KOHIA
GOAIHAI, SIFHM OAAP BA-ayKATbIHbIH AeHreni GorbiHIIa TonTacTbipbiAFraH. COHbIMEH KaTtap, XKacTapAblH
SAEYMETTIK-3KOHOMMKAABIK, TOMTapbl GOMbIHLIA TYTbIHYLIbIAbIK, APTbIKLbIABIKTAPFa CAAbICTBIPMAAbI
TaAAQY XXYPri3iAAi.

B.M.MNabmH, C.®puc, E.A.Omenbuenko, [1.bypabe, T.AykmaH, W.fopmaH, WM.H.MBaHOBaHbIH
KOHLUEenuMsAapbl, CcoHbiMeH kartap K.Mapkctii, M.Bebepain, I.3ummenbain, T.BebaeHbaiH,
B.30M06apTTbiH KAQCCMKAADIK, OAEYMETTIK TEOPUSIAAPbI KAPaCTbIPbIAAAbl. AAbIHFAH AEPeKTep HerisiHAe
’KaC TYTbIHYLIbIAQD YLUIH SAEYMETTIK >KEeAIAePAIH apTbIKWbIAbIKTAPbIH OHTaMAAHAbIPY 6OWMbIHLLA
NpakTMKaAbIK, KEHECTEpP YCbIHbIAFAH.

TyiiiH ce3aep: aAeyMeTTiK MeAMa, XKacTap, TYTbIHY, TYTbIHY CTUAbAEPIHIH KaAbiNTacybl, KasakcTaH,
LLIOMTMHT.
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KoHCTpyMpoBaHue CTUASI NOTPEOAEHUSI MOAOAEXKH B COLLMAAbHBIX MeAMA

CoumaAbHble CETU B HACTOSsILLIEE BPeMsl CTaHOBSTCS Bce BoAee pacnpOoCTPaHEHHbIM M MOMYASIPHbIM
CpPeACTBOM MOAYUYEHMS MHAPOPMALMM AASE MOAOAOTO MokoAeHUust B KazaxcTaHe. B coumanbHbIX ceTsx
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Designing Youth Consumption Style in Social Media

AOCTyNeH 6OAbLLIONM NMOTOK MHOPMaLMK O rpmax, BpeHAax 1 nx ToBapax. [loTpebuTean HyKaAal0TCS
B TaKOM MH(OPMaLMK, YTOObI ObICTPO M HAAEXKHO MPUHMMATL pelleHus o Nokyrke. B cBoto ouepeab
COLIMAAbHbIE CETU CAEAAAM 3Ty MH(DOPMALMIO AOCTYMHOM.

B crathe aHaAM3MpYeTCs BAMSHME COLMAAbHbIX CeTeil Ha (DOPMMPOBAHKME OMPeAEAEHHOro
NOTPEOGUTEABCKOrO CTUMAS  KA3axCTaHCKOM MOAOAEXM. [lpeAcTaBAeHbl AaHHblE OHAAMH-OMpoca
MOAOABIX AloA€el B Bo3pacTe oT 21 A0 30 AeT, NpoxKMBaloLWmx B ropose AAMaThbl. YunTbiBag TOT PakT,
4TO OnpeAeAsiowM (hakTOPOM MOBEAEHUS MOTPEOUTEAEN SIBASIETCS MX COLMAAbHO-3KOHOMMYECKOE
MOAO>KEHWNE, BO BPEMS MCCAEAOBaHUSI 0CO60€e BHUMAHME ObIAO YAEAEHO COLIMAaAbHO-IKOHOMMYUECKOMY
OGAAroCOCTOSIHMIO PECMOHAEHTOB, KOTOpble ObIAM CrpyMnnMpPMPOBaHbl MO YPOBHIO 6GAAroCOCTOSIHUS.
Tak>ke OblA MPOBEAEH CPAaBHUTEAbHbIN aHAAM3 NMOTPEOUTEABCKUX MPEANOUTEHUI B Pa3pe3e COLMAAbHO-
3KOHOMMYECKMX TPYMI MOAOAEXKM.

PaccmatpumBatotcst koHuenumn B.M. MabuHa, C. ®puca, E.A. Omeabuenko, 1. bypabe,
T. AykmaHa, M. Topmana, M.H. MBaHOBOI, a Takxke KAaCCMUYeCKMe COLMOAOrMYeckne Teopuu
K. Mapkca, M. Bebepa, I'. 3nummens, T. BebaeHa, B. 3ombapta. Ha ocHOBE MOAyYEHHbIX AAHHbIX
NPeACTABAEHbI MPAKTUUYECKME PEKOMEHAALMM MO ONTUMU3ALMK NMPENMYLLECTB COLLMAAbHbIX CETel

AASI MOAOABIX MOTPEOUTEAEI.

KAtoueBble CAOBa: COLMAAbHblE MEAMA, MOAOAEXb, MOTPeOAEeHME, KOHCTPYMpPOBaHWE CTUAEN

notpebaeHms, KazaxcraH, WOMNMMHr.

Introduction

Social networks are now becoming more
widespread and popular among young consumers in
Kazakhstan. Currently, companies are realizing how
important is to use social networks to communicate
with young people. Social media strategies are
constantly evolving and becoming better. Companies
are experimenting with all kinds of social networks,
and this makes the research more interesting.

The problem with the research is that there
have been few recent studies on the use of social
networks and their impact on consumer behavior of
young people in Kazakhstan. In particular, there is
little research on the benefits that young consumers
can get in developing countries. There is also a
need for extended formal research that goes beyond
theoretical or predicted results, so that we can gain
real knowledge about real-world applications. The
purpose of the research is to study the influence of
social networks on the consumption and construction
of style among Kazakh youth. The subject of the
study is the consumption of youth in social networks
and its influence on the construction of style. The
object of the study is Kazakh youth aged from 21 to
30 years. The research method is a survey of young
people, and this article also provides data collection
carried out using an online survey of consumers
aged 21 to 30 years in Almaty city. The research
hypothesis suggests that social networks have a
strong influence on the consumer behavior of young
people.

Theoretical and methodological basis for the
study of youth consumption and social construction
styles is the socio-constructivist paradigm,
represented by V.LIlyin’s activity — constructivist
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approach and his concept of the socio-cultural
field. In addition, the methodological basis of the
research is the cultural approach (“cultural studies™)
to the analysis of youth, presented by the concept of
C.Frith, where author considers youth as an active
subject of consumption. And the interdisciplinary
concept of youth cultures by E.L.Omelchenko,
which analyzes various phenomena of modern youth
everyday practices in terms of differences in their
life-style strategies. Also, in classical sociological
theories (K.Marx, M.Weber, G.Simmel, T.Veblen,
V.Sombart), the socio-economic status of an
individual considered as a determining factor of
consumer behavior, and consumption in society is
determined by its class structure.

The social constructivist direction is represented
by the activity-constructivist concept of V.LIlyin
and the structuralist-constructivist concept of
P.Bourdieu. Both concepts allow us to consider
consumption as a two-way process. The social
environment that has an external character in
relation to the individual, with the help of various
social institutions, constructs of consumption styles,
forms, according to V.LIlyin, both the limits of
consumer choice and desire. But, on the other hand,
this environment is formed by people and exists
only to the extent that people reproduce its norms
and values in their activities. A person participates in
the construction of their own style of consumption,
but this construction takes place within the space
offered by the social environment. Particular
importance for the conceptual definition of social
construction is also the reference to the works of
PBerger and T.Lukman, which note that social
reality is constructed in the process of joint activity
of people, and the key element of construction is the
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person. [.Hoffman’s research on the construction of
social reality in everyday life, I.N.Ivanova’s ideas
that the social construction of consumption style
acts as a social process that is influenced by many
forces and factors.

Theoretical and practical significance of the
research is determined by the objective need to
identify and analyze the mechanisms of social
construction of youth consumption styles. The
author’s research on the process of designing
consumption styles, development of the typology
of consumption styles, identification of the main
mechanisms and agents of their construction
contribute to adeeper interdisciplinary understanding
of the nature and mechanisms of social construction
of youth consumption styles.

The results of the research allow us to expand
the theoretical concepts of consumer sociology
and youth sociology as areas of national sociology.
The practical significance of the research is that the
results obtained in the study can serve as a basis for
developing programs on youth policy in accordance
with the real needs and everyday practices of young
people.

Methodology

Social networks are technologies that facilitate
social interaction, make collaboration possible, and
provide discussion between stakeholders. These
technologies include blogs, wikis, tools for sharing
media (audio, photo, video, text), networking
platforms  (including  Facebook, Instagram,
Vkontakte, Facebook) and “virtual worlds” (Bryer,
Zavattaro, 2017:325). One of the advantages of
the Internet is that it allows businesses to reach
customers around the world, so that customers can
research, select, and purchase products and services
from businesses around the world.

Social media is the background in which social
networking occurs, and it completely changes the
way consumers make their purchasing decisions.
Social media is very interactive, and users share
information and process it with others (Kailani,
Kumar, 2018:76). Manufacturers and firms have
benefited from this new channel, and most firms
now carry out a significant portion of their marketing
through social media, allowing them to engage their
consumers in a more personal and cost-effective
way. Thanks to technological advances, social
networks provide access to reliable information at
convenient times, even when customers are at home,
and therefore they can make comparisons and better
monitor from anywhere in the world. Of course, this
is directly related to the style of consumption. Youth

consumption styles act as a social construct that is
formed both by the social environment, which has
an external character in relation to the person, and
by the person himself, reproducing the norms and
values ofthe environment in their everyday consumer
practices. The methodological possibility of such
consumption styles consideration is determined by
the application of a participatory approach, which is
a synthesis of a socio-constructivist methodological
direction, the concept of a socio-cultural field, and
a culturological approach to the analysis of youth
consumption styles (Prasad, Totala, 2014:166).
The style of youth consumption is a complex
phenomenon that manifests itself primarily in
everyday consumer practices and built by young
people themselves within the socio-cultural spaces
in which they fit (Palmer, Koenig-Lewis, 2019:162).

Youth consumption styles are presented as a
space of everyday consumer practices and described
based on three principles: “spatial”, “situational”,
and “style”. The “spatial” principle allows us
to consider the space of consumer practices as
divided into peculiar “consumption zones”, or
using V.Ilyin’s terminology, “socio-cultural fields”
of consumption (Ilyin, 2014:25). The “situational”
principle describes the context of consumer practices
and aimed at the subject aspect — the description of
the subject and the situation of consumption. The
principle of “style” is directly aimed at describing
the style of consumption, while the research focus
shifts to describing how consumer practices are
implemented (Ilyin, 2014:29).

The typology of student consumption patterns
is based on three main parameters: the source
of attracting resources, the way resources are
distributed, and the destination of consumer
practices. Depending on the source of attracting
resources, located in the “I-others” continuum, there
are two styles of consumption: “independent” (the
individual primarily attracts his own resources) and
“borrowing” (the individual borrows the resources
from others). Depending on the method of resource
allocation, there are three styles of consumption:
“Optimal” (consumer practices are maximally
calculated, a person has a clear idea of the goal and
compares it with the resources that need to be spent
on achieving it), “Economical” (the individual is
guided primarily by considerations of saving various
resources), “Spontaneous” (the individual enjoys
consumer practices “here and now”, his consumption
is often spontaneous, and consumer practices are
subjected to stress relief, entertainment). Depending
on the addressee of consumer practice (located in
the continuum “I-others”) consumption styles differ
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in terms of the consumption process and in terms
of the consumption result. From the point of view
of the consumption process, consumption styles are
considered as an “individual” (consumer practices
are mostly individual) and “joint” (preference
is given to joint consumer practices). In terms
of the result of consumption, “consumption as
representation” (consumer practices are focused on
others, evaluated by others) and “consumption as
self-realization” (consumer practices are focused on
themselves, self-realization) differ from each other
(Nair, 2016:45). Thus, we have formulated two
research questions: (1) What factors of individual,
family and social levels have an impact on the
consumer demand of young people? (2) What factors
of these three levels have the main effect of calling
for action?

Search procedure and review parameters

The main active agents in building youth
consumptionstylesaresocialinstitutions(educational
institutions (school, university), family institutions,
media institutions, peer groups (“peer groups”)).
Main mechanisms for building consumption styles
in these institutions are existing mechanisms for
transmitting and perceiving consumer standards
and models, which are manifested in three main
components: resource opportunities (primarily
economic resources), the “cultural program”
(manifested in a system of norms and values that
regulate consumer behavior of students), the
social and communication system (the language of
consumer practices). Each of these components, in
turn, is an object of social management, which allows
us to consider the very construction of consumption
styles as a manifestation of management (Adams,
2012:326).

This research is based on primary data, main
purpose of which is to provide information about
the patterns of social networks use when making
purchasing decisions. Article uses a combination
of primary and secondary data to understand
how consumers benefit from social networks.
The research is conducted in the commercial and
financial capital of Kazakhstan, Almaty. Data is
collected through an online consumer survey of 145
social media users aged 21 to 30. The information
was obtained directly from respondents via the
Internet from February 5 to March 10, 2020. We
have specially chosen this period, because in this
period there are two holidays (like Valentine’s Day
and 8" of March). Responses to this questionnaire
then were analyzed to find out why people really
use social networks and what benefits they get from
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them as consumers. We used a convenient sampling
method, which implies a sample with unreliability.

Results

Value Social networks are important for 52%
of respondents and especially important for 17%.
They don’t matter much to the 23%, whereas they
don’t matter at all to the 8%. Women seem to think
that social media is much more important than men,
with 74% considering it important compared to
26% of men and 84% considering it very important.
Instagram, Facebook and WhatsApp have proven
to be the most widely used social networks used in
Mumbai. Facebook is one of the most widely used
social networks in the world, as well as the most
flexible in terms of what content can be published.
Its popularity can be attributed to the wide variety
of content it hosts, including text, images, videos,
and more. The growth in the number of smartphones
has sparked the popularity of What’s App, which is
now not only the main messaging app for mobile
phones, but is itself a mobile social platform. The
growth of What’s App signals about the popularity
and potential of mobile social networks.

95.8% use social media to keep in touch with
friends and family, which shows that social media
is still perceived as an interaction tool rather than
anything else, and most of its other benefits are
secondary. However, the second most frequently
mentioned reason is “follow the news and
celebrities”, which was mentioned by 50.3% of
respondents. This shows how social networks have
made people bigger consumers of news by making
it easy to read news on websites like Facebook or
Twitter. Most news agencies now have a Facebook
and Twitter pages that make news more interactive
and reader-oriented. In addition, most celebrities
now use online social networks, which have made
them more accessible to their fans, which can also
be called consumers of the celebrity brand. 33.6%
of respondents use social networks to track trends,
which again benefits consumers as a source of
information.

70.6% used social media to follow news
pages, which only supports the early claim those
social media benefits news readers/consumers by
allowing them to follow news agency pages and
get the latest news directly in their feed. 60.3%
also followed fashion and style brands, which show
how consumers can use social media to shop online
by following their favorite brands online. 50% of
respondents follow social causes online, which
makes it easier for them to donate and volunteer for
causes, not to mention raise awareness about them.
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41.9% follow celebrities, which again confirms that
social media has made celebrities more accessible to
their celebrity fans/consumers.

39.7% follow technology pages. These pages
not only help consumers make better purchasing
decisions, but also show them how to make the best
use of their existing technological devices. 32.4%
follow social network icons, such as bloggers and
weiners (video bloggers). Although these icons are
more popular among young people, they benefit
people of all ages. Not only do they allow consumers
to follow topics that interest them, but they often
recommend products to their readers and, like
technology pages, show how consumers can make

the most of what they already have. Consumers who
shop online can benefit the most from social media,
since most of the content on social media is targeted
at online shoppers. Only 20.3% of respondents said
that they never make purchases online. However,
the majority of respondents’ answers (81.2%) relate
to a lower scale of online shopping frequency,
which shows that although social networks can have
an impact on consumers, change is slow, as most
people still prefer personal purchases. What about
the impact of social media on shopping, 65.7%
of respondents admitted that a social media post
“sometimes has some influence” on purchasing
decisions (see figure 1).

Figure 1 — Influence of social networks on the purchase

While this may not strongly indicate the
importance of social media to consumers, when we
consider that most people are unwilling to disclose
or unaware of how influential an ad campaign can
be, we can safely conclude that brands’ social media
posts influence to customers. This can be useful for
consumers by providing information about products
and trends, as well as personalizing the advertising
process. However, it is also possible that consumers
will be forced to buy things that they do not need.
This may be one of the disadvantages of social
media for consumers.

Also, during the analysis, we found that 38%
of respondents block ads and advertising messages

in social networks, although only 6.3% often
block them. However, an excess of such messages
in social networks not only leads to overload
of information for the consumer, but is often
undesirable. This demonstrates the disadvantages
of social networks for consumers. But blocking ads
on social media means that consumers can’t take
benefits of other social media advantages, such
as being able to track trends, track discounts and
offers. To maximize the benefits of social networks,
you need to find a balance between them. We also
sought to understand whether consumers check
information online before purchasing a product
(see figure 2).

Figure 2 — Checking information before purchasing on social networks
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In response to this question, 25% said that they
check information, 42% check it sometimes, 21% of
respondents do not check this, while 12% claim that
they did not think about it and noted “I do not know”.
Analysis of the relationship between consumer
income and attitudes to product verification on the
Internet shows that people with lower income levels
often check all information about a product on the
Internet before making a decision to buy it.

Discussion

The impact of social media among young people
cannot be ignored. Not only the number of social
network users are increasing, but also types of social
networks and number of social network platforms.
Now all apps have a “social” element, even a normal
app whose main purpose is another, can act as a social
media platform, connecting users to each other. In
these circumstances, social networks should play a
role in the lives of consumers. Social networks are
undoubtedly important and valuable for business.
According to the study, social networks can have
several advantages for young consumers. While
social media has many advantages for consumers,
they all come down to one thing: information.
Consumers need information to make purchasing
decisions quickly and reliably, and social media
has made this information available at hand. Social
media is also a form of expression for consumers
and allows their voice to reach the companies and
brands they usually buy. The younger generation in
Kazakhstan lives more in the virtual world than in the
real world, and this has become a kind of addiction.
This platform is also well suited for those who are
looking for attention. Companies in Kazakhstan
are significantly increasing their spending on social
media marketing, although the effectiveness of
this requires further study. In this study, we would
like to suggest that each company chooses the
most appropriate social networks according to the
characteristics of the organization.

Conclusion

From the many consumer decision models,
the model that is basically the main, offers three
important steps: searching for information,
evaluating various alternatives, and post-purchase
behavior. In this way, consumers evaluate various
products and then make a decision. This becomes the
most important reason why today all corporate and
commercial companies should be present in social
networks. This is because 74% of consumers rely
on social media when making a purchase decision.
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Businesses and social media platforms can reduce
the harm caused by disadvantages and optimize the
benefits of social media for consumers in several
ways, such as:

1. Filtering ads and advertising messages by
audience, so that they reach only the target segment.

2. Improve the security of websites and servers
to avoid hacking and information leaks.

3. Watch out for pages that are possible scams
and appear unreliable. These pages should be
deleted immediately.

4. Use of specialized social networks in contrast
to conventional social networks. Although the
audience is decreasing, it becomes more likely that
the message reaches the target segment and doesn’t
bother other social media users.

5. Showing customers that you really care about
their experience

6. Continuous tracking, conducting surveys and
monitoring keywords in social networks.

7. Create long-term customer loyalty through
digital thank-you notes, personalized messages, and
other interactions.

Young consumers are also responsible for their
social media experience and can expand it by using
specialized social networks, where they are more
likely to find information that helps and interests
them. Also, do not provide personal information to
ensure Internet security. Check the security of the
website they are using. Search social media pages
by topic to find more variety that interests them.

These proposals, if implemented, could ensure
that social media is not only a platform for firms to
promote to the market, but that consumers of the
platforms can benefit the most if companies find
that their social media campaigns are not working.
The answer is no, to put the idea on hold, but update
this. Today, the Kazakh consumer is extremely
cautious about how they spend their hard-earned
rupees. Companies should create innovative
pages that contain the correct data and feedback
from satisfied customers, rather than populate the
pages with company information. The future of
social media marketing in Kazakhstan looks very
promising. The social media platforms themselves
are developing and undergoing stages of innovation
along with new features. Companies should
test different strategies, take note of which ones
work best, and focus on these strategies. Treating
social media as a means of serving customers and
enriching the overall shopping experience is vital
for business in the future. In this way, businesses
can create loyalty and communicate with their
commitment to customers.
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