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GENERATIONAL DIFFERENCES IN CONSPICUOUS CONSUMPTION
IN KAZAKHSTAN IN THE CONTEXT OF DIGITALIZATION

Consumer behavior is a fundamental indicator of the state of contemporary transitional society. This
study examines patterns of conspicuous consumption in the Republic of Kazakhstan under the influence
of digitalization and shifting generational paradigms. The aim of the research is to identify the socio-
cultural and structural mechanisms that shape consumer choice and credit behavior among Generation
Z in comparison with older generations (Generations Y and X). The scientific significance of the study
lies in its empirical examination of the widespread media stereotype that young people are inherently
financially irrational. Its practical significance is reflected in the potential application of the findings to
improve public financial literacy programs and enhance banking credit-scoring models by incorporating
the socio-cultural drivers of indebtedness. The research is based on a mixed-methods design, combining
a quantitative survey with a series of semi-structured in-depth interviews. The findings reveal a notable
pattern: although utilitarian motives remain dominant across all generations, consumption has become
institutionalized for Generation Z as a primary means of constructing social identity. High levels of credit
activity among young people are driven not by hedonistic motives but by status-oriented aspirations,
reinforced by the seamless architecture of digital financial ecosystems, particularly installment payment
platforms. The study contributes to the field by systematically applying the concept of habitus to contem-
porary empirical data from Kazakhstan while incorporating the emerging phenomenon of «digital debt»
This approach advances the sociology of consumption by providing new insights into the relationship
between digitalization, consumer behavior, and social inequality. The practical implications of the study
include the development of evidence-based recommendations for improving public policy aimed at
regulating consumer lending and strengthening responsible financial behavior.

Keywords: conspicuous consumption, sociology of consumption, youth, generation, habitus, sym-
bolic capital, credit behavior, digitalization, responsible consumption.
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LincbpAaanabipy xaFAaibiHAaFbl Ka3akcTaHAaFbl KOPCETIMAI
TYTbIHYAbIH, YPriaKTap apacblHAAFbl aibIPMaLLbIAbIKTapPbl

TYTbIHYLBIABIK, MiHE3-KYAbIK, KQ3ipri eTneAi KOFamMHbIH, Kai-KyMiH CMNaTTanTbIH Heri3ri KepceTkiLl-
TepAiH 6ipi. 3epTTey UMMPAAHABIPYAbIH, >KOHE TAPUXM HETI3AEATeH YPMaKThIK, NapasvrMarapAblH aybl-
cybl acepiHeH KasakctaH PecrnybAnKacbiHAAFbI KOPCETIMAI TYTbIHY YAFIAEPIH yFbIHYFa apHaAFaH. 3epT-
TeYAiH MaKcaTbl — XXacTapAblH, (Z ypriaFblHbIH) TYTbIHYLUbIAbIK, TaHAQYbl MEH KPEAUTTIK MiHE3-KYAKbIH
ANKbIHAQMTbIH DAEYMETTIK-MOAEHW >KOHE KYPbIAbIMABIK, TeTikTepai Y >koHe X yprnakTapbIMEH CaAbIC-
TbIPMaAbl TYPFbIAQ aHbIKTay. 3epTTEYAiH FbIABIMU MaHbI3ABIAbIFbI XKaCTapAbIH KAp>KbIAbIK, MiHE3-KYAK bl
TypaAbl KEH TapaAFaH MEAMA-CTEPEOTUNTEPAI KaTaH, SMMUPUKAAbIK AEPeKTep HeridiHAe KanTa 6arasay
KaXKETTIAITIMeH HerizaeAeai. [pakTUKaAbIK, MaHbI3AbIAbIFbI KAP>KbIAbIK, CayaTTbIAbIKTbl apTTbipyFa 6a-
FbITTAaAFaH MEMAEKETTIK 6arAapAaMarapAbl XXETIAAIPYAE XKOHE KapbI3AbIK, MiHE3-KYABIKTbIH HAKTbl MO~
A€HU (DaKTOPAAPbIH eCKepe OTbIPbIN GaHKTEPAIH KPEAMTTIK CKOPUHT MOAEAbAEPIH AaMbITyAQ 3epTTey
HOTMXKEAEpPIH NanaaAaHy MYMKIHAITIMEH cMnaTTaAaAbl. 3epTTey apaAac dAiCHamara HerispeAreH: cas-
AbIK, CayaAHaMa >KYPri3iAin, KapTblAai KypPbIAbIMAAAFAH TEPEHAETIATEH Cyx6aTTap YibIMAACTBIPLIAAbI.
3epTTey HOTUXKEAEPi KbI3bIKTbl 3aHABIAbIKTbI KOPCETTI: 6APAbIK, yprakTapAa TYThIHYAbIH YTUAUTAPADIK,
yoxAepi 6acbiM 6oAFaHbIMEH, Z ypriaFbl YiUiH TYTbIHY 9AEYMETTIK BGipererAikTi KaAbINTaCcTbIPYAblH, He-
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ris3ri TiAiHe aiiHaAraH. YKacTapAbiH, >)KOFapbl KPEAUTTIK OEACEHAIAIN @ AOHUCTIK YMTbIABICTAPMEH eMEC,
SAEYMETTIK MapTebere YMTbIAYMEH TYCIHAIPIAAT XXoHe BYA YPAICTI LM PABIK Kap Kbl SKOXKYMEAEPIHiH,
acipece 66AIN TeAey NAAT(POPMAAAPbIHBIH, KOAXKETIMAIAITT KyLIENTeAl. 3epTTeyAiH FbIAbIMU KYHAbIAbI-
Fbl — «UMQPABIK, Kapbi3» (hEHOMEHIH eckepe OTbIpbIn, rabUTyC TY>KbipbIMAAMAChiH KasakCcTaHHbIH M-
NMMPUKaAABIK, MaTepUAAbIHA XKYEAl TYPAE KOAAQHYBIHAA. BYA TCiA OTAHABIK TYTbIHY COLLUOAOTMSICBIHbIH
TEOPUSIABIK, )KOHE SMMMPUKAAbIK 0a3acblH TOAbIKTbIPYFa MYMKIHAIK Gepeai. 3epTTey HOTMXEAepiHiH
NMPaKTUKAABIK, MaHbI3bl TYTbIHYLLbIAbIK, KDEAUTTEY Al PETTEY, XaAbIKTbIH LaMaAaH TbIC Kapbi3AaHYbIHbIH
AAAbIH Ay XKOHEe BAEYMETTIK CTPAaTUMMKALMSAHBIH, TYTbIHY apKbiAbl KAAbINTACy TETIKTEPIH TYCiHy 6a-
FBITbIHAQFbl MEMAEKETTIK CasiCaTTbl FbIAbIMM HETI3AE XKETIAAIPYTre MyYMKIHAIK 6epyiMeH anKbIHAQAAAbI.

TyHiH ce3aep: KOPCETIMAI TYTbIHY, TYTbiHY BAEYMETTaHYbI, XacTap, yprak, rabutyc, CUMBOAADIK,
KanuTtaa, KpeAMTTIK MiHE3-KYABIK, LM(PPAAHABIPY, CaHAAbI TYTbIHY.
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MokoAeHuYecKkue pasAnuns AEMOHCTPATUBHOIO NoTpebAeHus
B KasaxcraHe B ycaoBusix undppoBusaumm

MoTpebrTeAbCKOE MOBEAEHUE BLICTYMAET (DYHAAMEHTAABHBIM MHAMKATOPOM COCTOSIHUSI COBPEMEH-
HOrO TPaH3MTHOro obLlecTBa. McCAeAOBaHME MOCBSLLEHO OCMBICAEHMIO MAaTTEPHOB AEMOHCTPATUBHOMO
notpebAeHms B Pecriyb6anke KasaxcraH noa BO3AEMCTBMEM LIMIPOBU3ALIMU U CMEHbBI MCTOPUYECKM 06-
YCAOBAEHHbIX MOKOAEHYECKMX MapaArrm. LieAb paGoTbl 3aKAIOHAETCS B BbIIBAEHUM COLMOKYAbTYPHbIX
M CTPYKTYPHBIX MEXaHU3MOB, AETEPMUHUPYIOLLMX MOTPEBUTEABCKMIA BBIGOP M KPEAUTHOE MOBEAEHME
MOAOAEXM (MOKOAEHUSt Z) B KOMMapaTMBHOM MEPCreKTUBE CO CTapLUMMM BO3PACTHbIMKM KOrOpTamu
(nokoaeHnsmu Y 1 X). HayuHast 3HauMMOCTb paboTbl 06YCAOBAEHA HEOBXOAMMOCTBIO AEKOHCTPYKLMM
MOMYASIPHOrO MEeAMa-CTEPEOTHMNA 00 UCKAIOUMTEABHOM (DMHAHCOBOM MPPALMOHAABHOCTU MOAOAEXKM
MOCPEACTBOM CTPOrOM 3MMNMpryYeckor Bepudmkaumm. [NpakTnyeckas LEHHOCTb 3aKAUAETCS B BO3-
MOXHOCTM aaanTaLuy roCy AAPCTBEHHbIX MPOrpamm MoBblleHUs (DMHAHCOBOM rPaMOTHOCTU 1 COBEp-
LIEHCTBOBAHMS GAHKOBCKMX CKOPUHIOBbIX MOAEAEN C YUYETOM PEAAbHbBIX KYAbTYPHbIX APaiBEPOB AOA-
ra. MeToAOAOrMst OMUPAETCs Ha CMELLIAHHbIA MCCAEAOBATEAbCKMIA AM3AiH: MPOBEAEH KOAMYECTBEHHDI
AHKETHbIM OMPOC M peaArM3oBaHa Cepusl MOAYCTPYKTYPUPOBAHHBIX TAYGUHHBIX MHTEepBblo. OCHOBHbIE
pe3yAbTaTbl AOKA3blBAlOT MaPAAOKCAAbHbIN (PeHOMEH. YTUAMTApHAs MOTUBALMS YCTOMYMBO AOMMHU-
PYeT BO BCEX MOKOAEHMSX, OAHAKO AASI MOKOAEHUs Z MoTpeOAeHUe MHCTUTYLMOHAAM3UPOBAAOCh KaK
6a30Bbli 93blK KOHCTPYMPOBAHUS MAEHTUUHOCTU. BbiCOKas KpeAMTHas akTMBHOCTb AETEPMUHUPOBAHA
He reAOHUCTUYECKMMM UMIYAbCaMM, @ CTaTyCHOM MOTMBALIMEN, KOTOpasi akTUBHO MOAAEPXKMBAETCS
6ECLLIOBHOM apXMTEKTYPOI LIMGIPOBLIX IKOCUCTEM (B UaCTHOCTU, MAAT(IOPMamMM paccpodkm). LieHHoCTb
MPOBEAEHHOIO MCCAEAOBAHUS 3aKAIOUAETCS B CUCTEMHOM MPUMEHEHUM KOHLEMNUUM rabuTyca K Kasax-
CTaHCKOMY 3MMUPUYECKOMY MaTepMaAy C yuyeTom (heHOMeHa «LM(POBOro AOAra», UTO BOCTIOAHSIET
KPUTMYECKUIA MPOBEA B AOKAABHOM COUMOAOTUM. [pakT1yeckoe 3HaueHre UTOroB PpaboTbl COCTOUT B
NMPEeAOCTaBAEHUM HayYHO 0BOCHOBAHHOM 6asbl AAS KOPPEKTMPOBKM COLMAABHOM MOAUTUKM FOCYAAp-
cTBa B chepe peryAMpoBaHus arpecCMBHOIO PO3HUYHOTO KPEAMTOBAHUS M MOHUMAHUS MEXaHW3MOB
COLMAALHOM CTpaTUMKALIMK Yepes BELLM.

KAloueBble CAOBa: AEMOHCTPATMBHOE MOTPeOAEHUE, COLMOAOTUS MOTPEOBAEHUS, MOAOAEXKD, MO-
KOAEHWe, rabuUTyc, CUMBOAMYECKUIA KarUTaA, KPEAUTHOE MoBeAeHUe, UMQPOBU3aLIMS, pasyMHOE Mo-
TpebAeHue.

Introduction

Human consumption is driven less by the ac-
quisition of physical commodities than by the pur-
suit of symbolic meaning. The post-independence
trajectory of the Republic of Kazakhstan has been
marked by a profound structural upheaval, which
fundamentally recalibrated the societal stratification
matrix. This evolution transitioned the nation from a
rigid command economy, defined by systemic prod-

uct scarcity, toward a hyper-saturated, globalized
digital retail environment. Within this context, the
prevalence of household indebtedness has reached
alarming proportions. National financial regula-
tory data indicates that the overwhelming majority
of the country’s working-age population maintains
outstanding credit obligations. Of particular note is
the explosive adoption of instant installment-pay-
ment schemes among the 18-22 age demographic.
Despite the state’s proliferation of financial literacy
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initiatives, their actual efficacy remains statistically
negligible.

The impetus for this investigation arises from a
stark discrepancy within current social conditions.
A substantial chasm persists between the publicly
stated financial awareness of the populace and the
pragmatic, day-to-day patterns of debt accumula-
tion. The urgency of this topic is underscored by the
current deficit of comprehensive scientific inquiry
into the deep-seated sociocultural drivers of this
phenomenon, notwithstanding widespread institu-
tional interest in the debt crisis. Existing domestic
academic and regulatory statistics remain predomi-
nantly descriptive; they meticulously document
loan volumes, delinquency rates, and card issuance,
yet they fail to interpret the underlying meanings
embedded within these financial transactions.

From a sociological perspective, it is essential to
move beyond recording transactions toward exam-
ining the mechanisms that produce them, including
habitus, the distribution of available forms of capi-
tal, the influence of significant reference groups, and
the institutional environment in which completing a
purchase requires only a few actions within a mobile
application. In this context, digitalization should
not be viewed merely as a background condition.
Rather, it establishes new rules of access to goods,
shortens the distance between desire and payment,
embeds debt obligations into routine digital inter-
faces, and thereby transforms the very practice of
consumption.

The object of this study comprises the consumer
behavior of various generational cohorts within the
Republic of Kazakhstan, examined through the lens
of pervasive financial service digitalization.

The subject of inquiry encompasses the primary
consumption motivations, the symbolic utility of
routine expenditures, and the specific credit strate-
gies deployed by generations X, Y, and Z.

The central thesis of this research posits that
generational differences in credit and consumption
patterns are not contingent upon formal financial
literacy levels, but rather upon the reconfiguration
of the generational habitus, wherein material goods
serve as essential symbolic capital necessary for so-
cial survival. Generational affiliation is treated as
an important, but not autonomous, characteristic. It
is analyzed in conjunction with respondents’ age,
life-course stage, and socioeconomic status, since
individuals belonging to the same age cohort may
include university students, salaried employees, en-
trepreneurs, and people with different income levels
and varying degrees of financial independence.
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To test this, the following objectives were estab-
lished: to identify dominant consumption motives
across three generational segments (Generation X:
45-68; Generation Y: 30—44; Generation Z: 18-29)
via quantitative metrics; to uncover the latent sym-
bolic meanings of mundane acquisitions; and to
analyze the obscured determinants of debt-based
behavior.

The methodological framework utilizes a mixed-
methods approach, synthesizing statistical math-
ematical analysis (index construction and regression
modeling) with phenomenological interpretation
(in-depth qualitative interviewing). The research
hypothesis contends that Generation Z exhibits the
most significant disconnect between stated rational
financial attitudes and actual consumption strate-
gies, a phenomenon rooted in their unique habitus.
In this structure, social recognition via visible con-
sumption functions as an absolute priority, facili-
tated seamlessly by contemporary digital financial
infrastructure. This work aims to provide a radical
re-evaluation of neoclassical economic approaches
to retail debt, grounding the analysis within the rig-
orous perspective of sociological theory.

Literature review

In contemporary sociology, consumption is in-
terpreted as a multilayered social activity, where
material objects act merely as carriers of semantic
codes (Arnould & Thompson, 2022). In contrast
to the classical economic model, which portrays
the consumer as a cold rationalist, the sociological
perspective focuses on irrational motives rooted
in social structure (Schiffman & Wisenblit, 2019).
Researchers identify a continuum of consumer prac-
tices: from the utilitarian satisfaction of biological
needs to symbolic exchange (Holt, 2016). In this
context, things become a means of producing social
distance, and consumption a means of constructing
a fragile identity in the context of fluid modernity
(Bauman, 2018; Belk et al., 2023).

Consumer society is characterized by the pen-
etration of market mechanisms into the structure of
everyday life, transforming communication into an
exchange of signs (Baudrillard, 2017). Status is no
longer determined by class; It is conveyed through
stylistic choices (Kotler & Keller, 2022). This dy-
namic was predicted by T. Veblen, who introduced
the concept of conspicuous consumption: the high
price of a product serves as a marker of financial
superiority (Veblen, 2015). Today, this mecha-
nism has acquired a global scale, being transformed
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through digital media, where the visual image of a
product dominates its usefulness (Lee & Watkins,
2016).

E. Durkheim applied the concept of anomie to
interpret consumer chaos, when the absence of ethi-
cal constraints leads to dissatisfaction (Durkheim,
2016). G. Simmel, analyzing fashion, pointed to the
duality of the human psyche: the desire to simultane-
ously merge with the masses and isolate themselves
from them (Simmel, 2020). These ideas anticipated
the development of algorithmic platforms that shape
group taste (Prensky, 2016). In turn, M. Feather-
stone described the aestheticization of the everyday,
transforming routine shopping into a kind of perfor-
mance (Featherstone, 2022). Contemporary cohorts
(X,Y, Z) develop specific consumer habituses influ-
enced by the historical context of their adolescence
(Mannheim, 2020), which determines their political
and social positions (Inglehart & Norris, 2019).

Habitus and Symbolic Capital as a Basis for So-
ciological Analysis. The theoretical foundation of
this study is P. Bourdieu’s concept, which makes
it possible to consider consumption not as a set of
individual preferences, but as a practice rooted in
an individual’s social position and reproducing re-
lations of distinction between social groups (Bour-
dieu, 2022). Within this perspective, habitus repre-
sents a system of internalized schemes of perception,
evaluation, and action formed under the influence of
social origin, life experience, and one’s position in
the social space. It does not determine consumer be-
havior mechanically; however, it defines the bound-
aries of what an individual perceives as desirable,
prestigious, acceptable or, conversely, excessive.
Therefore, the choice of a particular brand, automo-
bile, digital device, clothing, or leisure format can
be interpreted as a practical expression of habitus
through which individuals simultaneously demon-
strate their social belonging and draw a symbolic
boundary between “us” and “them.”

The relationship between habitus and the vari-
ous forms of capital is of particular importance for
the analysis of conspicuous consumption. Economic
capital determines access to material goods, cultural
capital influences the ability to recognize and appre-
ciate symbolically significant goods and lifestyles,
social capital ensures inclusion in networks of so-
cial relations, while symbolic capital emerges when
certain resources and qualities are socially recog-
nized as valuable and legitimate. In this context, a
consumer object acquires significance far beyond
its functionality: its value is determined not only by
its price or utility, but also by its ability to commu-

nicate the owner’s position within the social space.
Conspicuous consumption thus becomes a practice
of converting economic capital into symbolic rec-
ognition, as well as a means of maintaining or en-
hancing perceived social status. At the same time,
the nature of such status display depends on social
position and accumulated capital: some groups sig-
nal status through real estate, education, and family
achievements, whereas others do so through brands,
digital devices, appearance, and contemporary
forms of leisure. Consequently, the same material
object may perform different social functions for
representatives of different generations and social
groups (Bourdieu, 2022).

The cognitive biases described by D. Kahneman
(2016) demonstrate how «fast» thinking dominates
planning in the face of aggressive marketing. Social
learning in groups only reinforces these behavioral
cycles (Bandura, 2018).

Characteristics of the Kazakhstani consumer
environment are associated with a high debt burden
(ARRFR, First Credit Bureau, Bureau of National
Statistics, 2024), which is reflected in analytical re-
ports (Adam Research, 2024). For the younger gen-
eration, digital socialization (Pew Research Center,
2024) creates a demand for continuous image updat-
ing on social media (Twenge, 2017). Despite high
engagement in online shopping (Capgemini Re-
search Institute, 2023), young people demonstrate
a conflict between environmental values and real
consumer pressures (Deloitte, 2023). Local studies
show that Kazakhstani youth balance affordability
with the desire to meet brand standards (Potluri et
al., 2024). The development of fintech ecosystems
(Kaspi.kz, 2024) simplifies lending, which requires
the implementation of new educational strategies
(National Bank of the Republic of Kazakhstan,
2023). Consumer behavior in Kazakhstan is a com-
plex combination of global trends and local histori-
cal experiences (UNICEF Kazakhstan, 2023).

Materials and methods

The methodology employed in this study inte-
grates quantitative data with qualitative insights. To
verify the proposed hypotheses, a mixed-methods
research design was adopted, synthesizing quanti-
tative objectification with phenomenological inter-
pretation. The field research phase was executed
between March and April 2026.

The quantitative phase comprised a structured
online questionnaire. The sample (N=170) was se-
lected using quota sampling to represent the age
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distribution of the economically active population
in Kazakhstan’s urban centers. The cohort distribu-
tion was as follows: Generation Z (18-29) at 35.3%,
Generation Y (30-44) at 35.3%, and Generation X
(45-68) at 29.4%. Strict gender parity was main-
tained throughout the sample. The research instru-
ment consisted of 31 closed and semi-closed ques-
tions.

To achieve precise mathematical operational-
ization of consumption motives, five specific ana-
lytical indices were developed: utilitarian, status-
driven, hedonistic, symbolic, and social. Each
index was calculated as the arithmetic mean of
responses across a logically connected battery of
Likert-scale questions (ranging from 1 to 5). To
identify latent predictors of credit-related behav-
ior, a multiple linear regression model (OLS) was
constructed and tested, with the aggregate credit
activity index serving as the dependent variable.
Data analysis was performed using the Python en-
vironment.

The qualitative phase expanded upon the statis-
tical findings through a series of semi-structured in-
depth interviews (N=18). Data collection occurred
from April 13 to April 19, 2026. The sample was
purposively constructed using snowball sampling,
with control variables applied for gender and age
group (six representatives from each generation:
nine women and nine men). The average duration of
each interview ranged from 45 to 60 minutes. The
interview guide contained 23 open-ended questions
addressing biographical attitudes toward money,
the analysis of iconic purchases, and subjective per-
ceptions of credit. The resulting textual dataset was
transcribed and analyzed via thematic coding, which
enabled the extraction of latent meanings within ev-
eryday practices that are fundamentally inaccessible
through quantitative surveys.

Results and discussion

Material Goods as Social Signals and the Con-
struction of Identity. A substantial part of the survey
was devoted to measuring conspicuous consump-
tion—the elusive extent to which material posses-
sions “‘communicate” specific information about an
individual. Classical theories of consumption, from
Veblen to Baudrillard, documented a paradigmatic
shift: material goods have ceased to be merely func-
tional objects. Instead, they have become integral
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components of social communication, serving as
visible markers of status, identity, and social be-
longing. The survey findings provide an opportu-
nity to examine the extent to which these theoretical
propositions remain relevant across different gen-
erations of Kazakhstanis today.

When respondents were asked what first attracts
their attention upon meeting a person, behavior and
communication style emerged as the dominant fac-
tor across all generations: 80% among Generation
X, 70% among Generation Y, and 78.3% among
Generation Z. This suggests that people of all age
groups formally place personal qualities well above
external material attributes. However, this is where
the intergenerational similarity largely ends. Cloth-
ing and personal style consistently ranked second,
but with markedly different significance across
generations: 34% for Generation X, 36.7% for Gen-
eration Y, and as high as 48.3% for Generation Z.
Younger respondents are objectively more likely
to pay close attention to another person’s appear-
ance. Moreover, Generation Z was considerably
more likely than older cohorts to notice a person’s
car (25%), smartphone brand (15%), and personal
accessories (15%), whereas these indicators were
substantially lower among representatives of Gen-
erations X and Y.

Particularly noteworthy is the response option
“It does not matter”, which was selected by only
6.7% of Generation Z respondents, compared with
24% of Generation X and 21.7% of Generation Y.
Thus, younger people are significantly less likely
to express indifference toward the external mark-
ers associated with conspicuous consumption. This
should not necessarily be interpreted as evidence
of superficiality. Rather, it reflects a considerably
greater sensitivity to the symbolic dimension of the
social world, in which visual cues enable the rapid
categorization of social actors.

Particular scientific interest arises from respon-
dents’ answers regarding the automobile as a social
symbol. For younger respondents, a car is directly
associated with income level and, more importantly,
with the owner’s personality. In other words, it is
perceived as a clear and unambiguous social signal.
By contrast, representatives of the older generations
predominantly viewed the automobile pragmati-
cally, considering it merely a utilitarian means of
transportation. The gap in sociocultural perceptions
proved to be substantial.
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Figure 1
Indicators used to assess a person’s success
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When asked about their reaction to a significant
purchase made by someone they know, respondents
from Generations X and Y generally demonstrated
social indifference toward other people’s consump-
tion. In contrast, Generation Z respondents were
considerably more likely to search for information
about the newly purchased product or seriously
consider buying a similar item themselves. This
finding indicates that younger individuals are sub-
stantially more responsive to signals of conspicuous
consumption within their immediate social environ-
ment, which is fully consistent with the logic of so-
cial comparison theory.

Particular attention should also be paid to the
question of which indicators people use to evaluate
another person’s success in life. Across all genera-
tions, occupational position and place of employ-
ment ranked first (approximately 64% on average).
Beyond this shared pattern, however, pronounced
sociological differences emerged. For Generation X,
formal educational attainment (38%) and restrained,
respectful behavior (68%) remained important indi-
cators alongside employment status. Among Gen-
erations Y and Z, the second most significant indica-

tors were elements of a carefully constructed public
image, including branded clothing and premium
automobiles. Younger respondents also frequently
evaluated success by where a person spends their
vacations and how often they travel (35%). These
findings demonstrate that, for younger generations,
success is increasingly interpreted through a vis-
ible lifestyle and its external manifestations rather
than solely through formally recognized profession-
al achievements. Consumption thus becomes not
merely a consequence of success but one of its most
salient and socially recognizable markers in the con-
text of contemporary urban anonymity.

It is noteworthy that, when directly asked
whether there were any material possessions with-
out which they would no longer feel like them-
selves, the overwhelming majority of respondents
answered negatively. This represents a predictable
socially desirable response. However, among those
who openly acknowledged a strong psychological
attachment to material possessions, 58% belonged
to Generation Z. This result is consistent with the
broader findings of the study. Younger respondents
are not only more sensitive to the symbolic dimen-
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sion of other people’s consumption but are also
significantly more likely to recognize that material
objects can constitute an integral component of their
own personal identity.

Deconstructing Credit Behavior: The Myth of
Financially Irresponsible Youth. A separate analyti-
cal component of the study examined respondents’
credit behavior. The findings challenge widely ac-
cepted media narratives. According to responses to
Question 20 of the survey, Generation Y exhibited
the highest level of bank loan utilization: 40% re-
ported using loans frequently, while an additional
35% did so occasionally. Generation X followed
closely, with 36% using bank loans frequently and
38% doing so from time to time. Both cohorts are
at a stage of the life course characterized by ma-
jor capital-intensive expenditures, including home
purchases (mortgages), family vehicles, and the
replacement of major household appliances. This
life-cycle context provides a logical explanation for
their greater reliance on formal credit instruments.

The most unexpected and paradoxical finding
concerned Generation Z. Nearly half of the young
respondents (48.3%) reported that they do not use
traditional consumer loans and have no intention
of doing so in the foreseeable future. Only 16.7%
indicated that they frequently rely on conventional
bank credit. These findings directly contradict the
widespread public and media stereotype portraying
young people as a “heavily indebted and financially
irresponsible generation.”

To examine generational attitudes toward bor-
rowing in greater depth, a Credit Loyalty Index was
constructed by averaging respondents’ scores on
survey items 22.1-22.5. The results revealed that
Millennials (Generation Y) demonstrated the high-
est level of acceptance of credit (index = 2.9), fol-
lowed by Generation X (index = 2.8). Generation Z
exhibited the lowest level of credit acceptance, indi-
cating the most cautious attitude toward borrowing
among the three generations studied.

Several explanations may account for this phe-
nomenon. First, a substantial proportion of the
youngest respondents have not yet reached full fi-
nancial independence and therefore have limited
need for large-scale borrowing, as they continue
to rely on parental financial support. Second, their
attitudes may be shaped by observing the negative
borrowing experiences of older relatives and peers.
Nevertheless, the widespread assumption that young
people constitute the most heavily indebted seg-
ment of society requires substantial revision. This
conclusion is reinforced by a more detailed intra-
generational analysis. When Generation Z was di-
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vided into two age subgroups—younger respondents
(18-21 years, predominantly university students)
and older respondents (22-29 years, primarily em-
ployed young adults)-a considerable difference
emerged. The Credit Loyalty Index equaled 2.15 for
the younger subgroup and 2.93 for the older sub-
group. In other words, attitudes toward bank credit
are determined not only by generational affiliation
but also by an individual’s stage in the life course:
the older the respondent and the greater their social
and financial responsibilities, the higher their will-
ingness to use credit.

Patterns of borrowing purposes also differed
across generations. Respondents from Generations
X and Y most frequently obtained loans to finance
major household appliances, home renovation, and
household goods. Generation Z, when seeking ex-
ternal financing, primarily used borrowed funds to
purchase personal mobile devices and digital gad-
gets.

The Architecture of Consumer Motivation: An
Index-Based Analysis. To examine the motivational
structure of consumption across age groups in great-
er detail, five thematic indices were calculated. Each
index represents the average level of a specific type
of consumer motivation, measured on a five-point
scale. The results are presented in Table 1.

The Utilitarian Index measures rational and
functional consumption motives, including product
characteristics, durability, convenience, and prac-
tical usefulness. Generation Y recorded the high-
est score (3.87), followed closely by Generation
X (3.79), while Generation Z ranked third (3.61).
Although the differences between the groups are
relatively modest, they remain consistent across all
analyses. These findings indicate that the older gen-
erations place greater emphasis on the functional
utility of consumer goods.

The Status Index reflects orientation toward so-
cial prestige and conspicuous consumption, includ-
ing the importance of brands, expensive appearance,
and the opinions of others. The highest score was re-
corded for Generation Z (2.58), providing empirical
support for the theoretical proposition that younger
people exhibit substantially greater sensitivity to the
symbolic dimension of consumption.

The Hedonic Index captures the emotional mo-
tives underlying consumption, such as shopping
for pleasure and purchasing items as a form of
self-reward for personal effort. A remarkably clear
linear age gradient was observed: Generation X —
2.44, Generation Y — 2.89, and Generation Z — 3.35.
Younger respondents are significantly more likely
to perceive everyday consumption as a quick and



G. Burakanova et al.

reliable source of positive emotions and personal
satisfaction.

The Symbolic Index reflects the extent to which
consumption functions as a means of self-presenta-
tion, with material possessions serving as expres-
sions of personal identity and a way of signaling
belonging to a desired social group. The average
score was 2.80 for Generation Z, compared with
2.32 for Generation Y and only 2.11 for Generation
X. These findings suggest that, for younger consum-
ers, material possessions are perceived as a genuine
extension of the self.

Table 1

The Social Influence Index measures the im-
portance of explicit verbal approval from one’s so-
cial environment. Surprisingly, this index recorded
the lowest and most stable values across all three
generations: Generation X — 2.20, Generation Y —
2.18, and Generation Z — 2.43. Respondents consis-
tently reported that direct social pressure has little
influence on their purchasing decisions. This find-
ing suggests that social regulation of consumption
in Kazakhstan operates primarily through implicit
cultural norms and shared expectations rather than
through explicit advice or overt social pressure.

Mean Scores of Consumer Motivation Indices Across Generational Cohorts

Generation Utilitarian Index Status Index Hedonic Index Social Index Symbolic Index
X (45-68) 3,79 2,17 2,44 2,20 2,11
Y (30-44) 3,87 2,31 2,89 2,18 2,32
Z (18-29) 3,61 2,58 3,35 2,43 2,30

Note: Values represent the mean scores for each consumer motivation index across the three generational cohorts. Generation X
includes respondents aged 45-68 years, Generation Y respondents aged 30—44 years, and Generation Z respondents aged 18—29

years.

Figure 2

Consumer Motivation Indices Across Generational Cohorts
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When these indices are considered collectively,
two stable patterns emerge. First, pragmatism has
not disappeared. Utilitarian motives remain domi-
nant across all three generations. Second, as respon-
dents become younger, the status, hedonic and sym-
bolic indices increase consistently and substantially.
This indicates that younger consumers are no less
rational than their parents when searching for dis-
counts or evaluating functional product characteris-
tics. The key difference lies elsewhere: they supple-
ment rational economic calculations with additional
layers of meaning, including emotional gratification
and identity construction. For them, consumption
is determined not only by what a product does, but
also by what it communicates about its owner—a de-
fining characteristic of conspicuous consumption.

Regression Model of Credit Behavior Determi-
nants. To identify the underlying factors influencing
credit behavior among Kazakhstanis, an ordinary
least squares (OLS) regression model was estimat-
ed. The Credit Activity Index served as the depen-
dent variable. The model included 158 complete ob-
servations and proved to be statistically significant
(F=11.05;p <0.001). The coefficient of determina-
tion was R? = 0.224, indicating that the sociological

Table 2

predictors included in the model explain approxi-
mately 22% of the variance in credit behavior. For
behavioral research in the social sciences, this level
of explanatory power can be considered more than
satisfactory.

Analysis of the regression model demonstrates
the following results. Of the four predictors, only
two proved to be statistically significant. The utilitar-
ian index demonstrated a strong and stable negative
effect (B =-0.539). Individuals who are accustomed
to calculating, comparing, and carefully analyzing
product characteristics systematically avoid debt.
In contrast, the status index showed a statistically
significant positive effect (B = 0.175). The desire to
appear socially successful and to conform to pres-
tigious standards inevitably drives individuals to-
ward borrowing, encouraging them to spend beyond
their current financial means. The most striking re-
sult was obtained for the hedonic motive. Its effect
was virtually zero (B = 0.000; p = 0.990). Emotional
motivation (the desire to reward oneself) does not
predict borrowing. Emotional needs are generally
satisfied using personal funds, whereas loans are
primarily taken to achieve social status, that is, for
conspicuous consumption.

Linear Regression Model of the Effects of Motivational Factors on Credit Behavior

Predictor CS(:erlg(?iriitZ?g) p-value Effect Interpretation
Utilitarian Index -0,539 < 0,001 Rational orientation significantly inhibits credit activity
Status Index +0,175 0,033 Status orientation significantly stimulates credit activity
Hedonic Index ~0,000 0,990 Emotional motives do not significantly predict indebtedness
Subjective Income +0,099 0,100 A tendency is observed, but it does not reach statistical significance

Note: R?= 0,224, F= 11,05, p < 0,001.

Socio-demographic heterogeneity of the results.
Additional analysis shows that some of the observed
differences intersect with education, employment
status, income, gender, and place of residence. Re-
spondents with incomplete higher education, the
majority of whom were university students, demon-
strated high status (2.59) and hedonic (3.28) indices,
along with a comparatively low utilitarian index
(3.58). This profile may be associated simultane-
ously with age, educational status, and limited eco-
nomic independence. Entrepreneurs reported using
credit on a regular basis more frequently, whereas
salaried employees more often indicated occasion-

116

al credit use. Among respondents with an income
below 100 thousand tenge, credit activity was rela-
tively low, while the highest proportion of frequent
borrowers was observed among middle-income
respondents. Residents of Astana more frequently
reported impulsive and non-essential purchases,
whereas women demonstrated higher hedonic and
symbolic consumption indices. Within Generation
Z, employed young adults used credit more ac-
tively but had a lower status index than university
students. Thus, generational and age affiliation de-
scribes only one dimension of the observed differ-
ences; consumption practices vary together with in-
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dividuals’ social position and the volume of capital
available to them.

To gain a deeper understanding of the mecha-
nisms underlying the identified quantitative pat-
terns, we turn to the findings of the semi-structured
in-depth interviews. Thematic coding identified six
key mechanisms: the object as a passport to a signif-
icant social group; appropriateness as a norm shaped
by class and professional position; the digital sepa-
ration of installment payments from the perception
of debt; protective consumption aimed at avoiding
social embarrassment; family legitimation of major
expenditures; and the biographical memory of scar-
city. These themes transcended generational bound-
aries, although they manifested themselves with
varying degrees of intensity.

The Smartphone as an Entry Ticket. The smart-
phone proved to be the absolute marker of the era.
For Generation Z, purchasing an iPhone is not a
matter of choosing an operating system but a rigid
marker of social belonging. K., 18 years old, states:
«Almost everyone has iPhones. It feels like nobody
uses Android anymore» This is a Baudrillardian
simulacrum in its purest form—not communication
is being purchased, but legitimacy within the group.
For Millennials (Generation Y), the gadget reflects
career status. D., 39 years old, shares: «My sister
told me: it’s time for you to match your level» Gen-
eration X, by contrast, evaluates a phone exclusive-
ly as a piece of plastic with microchips: «The main
thing is that it makes calls and the battery lasts» (M.,
49 years old).

Clothing and Appropriateness. A similar seman-
tic divide is observed in attitudes toward clothing.
For the older generations, neat clothing serves as an
external signal of basic social decency and respect
for others. For Generation Y, appropriateness and a
style reflecting one’s level of earnings come to the
forefront. For Generation Z, clothing has become
a manifesto of their complex inner identity. A., 22
years old, summarizes: «Clothing is your reflection;
through it, you show who you are»

The Paradox of Digital Debt: Credit vs. Kaspi.
Attitudes toward debt obligations revealed one of
the most powerful psychological phenomena of the
digital era. Generation X is deeply afraid of debt,
perceiving it as a loss of existential control («A
loan means living on someone else’s money» Zh.,
51 years old). Millennials view credit as a purely
mathematical instrument for achieving their goals.
However, the most important finding concerns the
perception of installment payments (particularly
products within the Kaspi ecosystem). Virtually all

young respondents perceive installment payments
in a mobile application psychologically differently
from a traditional bank loan. Owing to the seam-
less, gamified architecture of digital marketplaces,
installment payments are stripped of the heavy, stig-
matizing burden traditionally associated with debt.
They are perceived not as debt, but as a convenient
modern subscription to life. The technological inter-
face has fundamentally transformed the very nature
of financial responsibility.

Success and its markers. When asked what suc-
cess looks like, respondents’ answers differed, al-
though not in the way one might expect. F22: “A suc-
cessful person is someone who can live the way they
want.” M58: “Success is when you have a home, your
children are educated and settled in life.” Younger
respondents described success in terms of personal
freedom and individual choice, whereas older respon-
dents associated it with family well-being and stabil-
ity. The former perspective is more individualistic,
while the latter reflects a more collective orientation.
At the same time, all generations identified material
markers of success, although these varied consider-
ably. For young people, success was associated with
travel, appearance, and lifestyle; for Generation Y,
it was linked to owning an apartment, a car, and the
ability to support their children; for Generation X,
success was represented by owning a house, having
stable employment, and seeing their children become
financially independent. Although the specific mark-
ers differed, the underlying logic remained the same:
success should be visible.

The Kazakhstani context. The interview ques-
tion concerning how attitudes toward money and
consumption in Kazakhstan differ from those in oth-
er countries proved to be one of the most informa-
tive. By encouraging respondents to adopt the po-
sition of an outside observer, the question enabled
them to discuss issues that they were more hesitant
to address when speaking directly about themselves.

Across virtually all generations, similar themes
emerged: the importance of public opinion, fear of
social disapproval, toi culture, and the habit of com-
paring oneself with others. M49: “Sometimes people
spend their last money just so they don’t look worse
than everyone else.” F43: “For Kazakhs, what other
people say is extremely important.” At the same
time, many respondents criticized these practices
while simultaneously acknowledging their own par-
ticipation in them. This should not be interpreted as
hypocrisy. Rather, it reflects the way cultural norms
operate: individuals may disagree with these norms,
yet still find it difficult to step outside them.

117



Generational differences in conspicuous consumption in Kazakhstan in the context of digitalization

Protective Consumption and «Toy» Culture.
The interviews indicate that, in Kazakhstani soci-
ety, conspicuous consumption is often driven not so
much by a desire to demonstrate superiority as by
the need to conform to the collective expectations
of one’s immediate social environment. Unlike the
more individualized patterns of status consumption
described in many Western societies, a considerable
proportion of consumer practices in Kazakhstan
continue to be rooted in collectivist values. Respon-
dents repeatedly explained that purchasing expen-
sive goods or organizing large family celebrations
was motivated by the desire “not to feel ashamed
in front of relatives,” “to meet expectations,” or “to
live up to the family’s expectations.” Consequently,
conspicuous consumption performs not only the
function of symbolically displaying social status but
also that of maintaining social reputation within sig-
nificant social groups.

This mechanism is particularly evident in the
institution of the traditional celebration (Toy),
which remains one of the most important social in-
stitutions in contemporary Kazakhstan. Weddings,
anniversaries, and other family celebrations serve
as public arenas in which not only the family’s
material well-being but also its social capital and
embeddedness in kinship and community networks
are displayed. In these situations, expenditures ac-
quire symbolic meaning because they signal not
only the family’s economic capacity but also its
willingness to comply with culturally embedded
norms of reciprocity, hospitality, and respect for
relatives. For this reason, some respondents re-
garded taking out a loan as an acceptable means of
preserving the family’s social reputation. A char-
acteristic example is provided by a 43-year-old
female respondent: “He gets married only once.
People are watching.” In this case, credit is per-
ceived not merely as a financial instrument but as
a means of fulfilling a socially approved role and
preserving the family’s symbolic capital.

Biographical Background. Among informants
from Generation X and older representatives of
Generation Y, discussions about money and spend-
ing were consistently embedded in biographical
narratives referring to family, childhood, and the
experiences of the 1990s. It was within this life ex-
perience that the basic attitudes toward consump-
tion were formed and continue to shape their con-
sumer behavior today. M49, Kairat: “In our family,
we were taught not to spend money unnecessarily.
If you buy something, it should be something you
really need.” F56, Bakytgul: “My mother always
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used to say, ‘akmrana ue 6on’ (Take care of your
money).” These statements reflect the Soviet ethic
of thrift, internalized through family socialization
and subsequently reproduced as a personal value
system. Scarcity was perceived as the norm, saving
as a virtue, and spending as an action that required
justification.

At the same time, for many respondents the
1990s were associated with a profound social trans-
formation. Store shelves became full, yet people’s
financial opportunities differed dramatically. It was
during this period that consumption acquired the
function of a social language: material possessions
became visible indicators of social position. The gap
between the growing availability of consumer goods
and the unequal distribution of economic resources
generated a specific social tension that continues
to influence Kazakhstani society today. Wanting
expensive goods became socially acceptable. Dis-
playing one’s possessions also became normalized.
Admitting that purchases were made primarily to
signal social status, however, remained socially
undesirable. This ambivalence emerged repeatedly
throughout the interviews.

Across all generations — but particularly among
Generation X and Generation Y — consumer expen-
ditures were strongly family-oriented. Money was
spent less on oneself than on children, parents, other
relatives, and the household. M45, Timur: “I don’t
mind saving money on myself, but never on my
family.” F48: “I can easily do without something
for myself, but if my children need it, of course I’1l
buy it.” Even status-related expenditures, such as
weddings, cars, or home renovations, were justi-
fied not in individual terms but as investments made
for the family, for the children’s future, or to avoid
embarrassment in front of relatives. This fundamen-
tally distinguishes the Kazakhstani context from the
Western model of individualism.

The identified characteristics of conspicu-
ous consumption should be considered within the
broader socio-historical context of Kazakhstan’s de-
velopment. Contemporary patterns of consumption
have been shaped by several interrelated processes.
On the one hand, the values of traditional nomadic
collectivism, emphasizing the importance of family
reputation, mutual obligations, and public recogni-
tion, continue to play a significant role. On the other
hand, the market reforms of recent decades, the ex-
pansion of consumer lending, and the development
of digital financial services and social media have
significantly expanded opportunities for the sym-
bolic display of prosperity.
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Institutional changes have played a particularly
important role in this transformation. The develop-
ment of national digital ecosystems, the widespread
use of cashless payments, installment payment ser-
vices, and online marketplaces has made the acqui-
sition of status goods considerably more accessible.
As a result, conspicuous consumption has ceased to
be exclusively a marker of high income and has be-
come part of the everyday practices of various social
groups. At the same time, cultural norms aimed at
maintaining family prestige and meeting the expec-
tations of one’s immediate social environment con-
tinue to shape the content of these practices. Thus,
contemporary patterns of conspicuous consumption
in Kazakhstan are formed through the interaction of
cultural traditions, economic transformations, and
the digital institutional environment.

Conclusion

The research objective was achieved. Based on
a comprehensive quantitative and qualitative analy-
sis, it was demonstrated that the specific features of
credit and consumer behavior across different gener-
ations in the Republic of Kazakhstan are determined
not so much by the level of financial literacy as by
the transformation of generational habitus, within
which material objects function as symbolic capital
and become instruments of social identification, rec-
ognition, and status maintenance. The findings chal-
lenge several established stereotypes. In particular,
the widely held assumption that young people are
economically irrational proved to be largely a media
construct. The utilitarian motivation index remained
dominant across all age groups. However, as respon-
dents’ age decreased, status-oriented, hedonic, and
symbolic motives increased markedly, indicating a
growing prevalence of conspicuous consumption.
Members of Generation Z perceive material posses-
sions not merely as functional objects but also as
communicative symbols and extensions of personal
identity. The regression model further demonstrated
that the propensity to use credit is significantly as-
sociated with status motivation, whereas emotional
(hedonic) motives have no statistically significant
effect on borrowing behavior.

To achieve the research objective, all research
tasks were completed. First, the dominant motives
of consumption among representatives of Genera-
tions X, Y, and Z were identified. The findings in-
dicate that utilitarian motives remain predominant
across all age groups; however, the importance of
status, symbolic, and hedonic motivations increases

significantly among younger respondents. This con-
firms the existence of pronounced generational dif-
ferences in the mechanisms underlying consumer
behavior.

Second, the hidden symbolic meanings of ev-
eryday consumption were identified. The analysis
revealed that for Generation Z, consumption has
evolved beyond its purely functional role and has
become a means of constructing social identity,
self-presentation, and integration into significant so-
cial groups. Among older generations, the symbolic
function of consumption also persists, although it is
primarily expressed through housing, family, and
long-term material assets, whereas younger people
more frequently communicate social status through
digital devices, brands, and elements of a contem-
porary lifestyle.

Third, the latent factors determining credit be-
havior were analyzed. The results of the regression
analysis showed that the likelihood of using bor-
rowed funds is statistically significantly associated
primarily with status motivation, whereas the influ-
ence of hedonic factors proved to be insignificant.
This finding suggests that the high level of credit
activity among young people is driven mainly by
the desire to meet social expectations and maintain
the desired level of symbolic capital rather than by
impulsiveness or poor financial discipline.

Thus, credit and consumer behavior in Kazakh-
stan represent a complex sociocultural phenomenon
rather than merely the result of financial illiteracy.
Household indebtedness is reinforced by the fear of
social exclusion, defensive consumption («so as not
to feel ashamed»), and the substantial pressure of
implicit norms embedded in traditional society that
have been transferred into the digital environment.
The digital transformation of the consumer envi-
ronment has changed the ways in which status con-
sumption is practiced. The development of digital
financial services, installment payment platforms,
and e-commerce has significantly lowered barriers
to accessing high-priced goods and normalized the
use of credit instruments in everyday life. Install-
ment payment ecosystems (such as Kaspi) have
technologically normalized debt, removing its psy-
chological stigma for younger generations. Genera-
tional differences lie not in the presence of conspic-
uous consumption motives—which are characteristic
of all generations—but in the domains through which
they are expressed: older generations signal status
through family and real estate, whereas younger
generations do so through digital devices and digital
lifestyles.
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The findings of this study have direct practical
implications. For the banking sector, these results
provide an opportunity to substantially improve cred-
it-scoring models by incorporating behavioral predic-
tors specific to different generational groups rather
than relying solely on formal income indicators.

Conventional government financial literacy pro-
grams based exclusively on mathematical and eco-
nomic reasoning cannot achieve the required level
of effectiveness because they overlook the symbolic
power of material possessions and the mechanisms
of social shame. To effectively mitigate the growing
burden of household debt in Kazakhstan, it is neces-
sary to develop innovative social policies aimed at
transforming the underlying cultural norms — from
conspicuous consumption toward conscious con-
sumption.

Limitations of the Study

The findings of this study should be interpreted
in light of the characteristics of the research design
and sample. The approach adopted made it possible
to identify consistent patterns and relationships in
conspicuous consumption across different genera-

tions in contemporary Kazakhstan; however, several
aspects warrant further investigation. In particular,
future research would benefit from expanding the
sample, employing longitudinal research designs to
better distinguish generational, age, and socioeco-
nomic effects, and conducting comparative analyses
of users of different digital financial services and
e-commerce platforms. Such research would con-
tribute to a deeper understanding of the mechanisms
underlying the formation of conspicuous consump-
tion in the context of the ongoing digital transforma-
tion of Kazakhstani society.
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