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The changes which occurred in the Russian society over 
the last ten years affected all spheres of life: economy, 
politics and culture. Both objective data and subjective 
perceptions testify that a successive “change of 
landmarks” took place and that today’s Russian society is 
significantly distinguished from the Russian socium of the 
period of intial accumulation of capital of mid-90s.  
 
Meanwhile, in describing different social groups, we often 
follow decade-long persistent stereotypes. For instance, 
describing the youth, many researchers, ad makers and 
marketeers reproduce the image, most prominently 
reflected in one of the top 3 mobile operators advertising 
“Future depends on you”: a successful, purposeful, 
responsible and enthusiastic professional – an ideal builder 
of capitalism. We’ll try our best to prove that this positive 
image is to a great extent outdated. «The landmarks have 
changed» and for a significant part of contemporary youth 
the slogan “Future doesn’t depend on you” is more 
relevant.    
 
The basis of this research has been formed by the data, 
obtained during the analysis of Russian-speaking blogs, 
virtual communities and forums, i.e. all the sources which 
are called by a fashionable term “blogosphere”. Blog 
choice was stipulated by several factors.  

 
Primarily, recently virtual means of communication have 
acquired a great importance. If only five years ago, it was 
reasonable to divide real and virtual components of young 
people’s life, now this division has become meaningless. 
Currently virtual means of communication have acquired a 
great importance and become really massive. 
Representatives of the young generation are writing, 
communicating and living simultaneously in both 
dimensions – real and virtual.    
 
Secondly, out of a small and to some extent elite society, 
the blog-sphere has turned into a space for communication 
involving millions of young people. As of June 2007, in 
Russia the amount of blogs exceeded 2,257,000. Their 
quantity is permanently increasing, expanding threefold  a 
year.  
 
Blogs are the strongest culture-forming factor. Most of 
new trends of youth culture – entertainments, slang, 
fashion, etc. are emerging and being spread through blogs. 
Distribution analysis of trends in youth environment can 
substantitate a claim that what is considered fashionable in 
the environment of Moscow and Petersburg “advanced 
youth” in a couple of years or so, will become fashionable 
in major provincial cities and in two years will penetrate 
into even smaller and more remote provincial centres. 
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Analyzing bloggers’ lifestyle and value system  we speak 
of a multitudinous, but rather a limited segment, both 
geographically (predominantly Moscow and Saint-
Petersburg) and socially (predominantly people with good 
education). Nevertheless, there is good reason to believe 
that their lifestyle and values will soon become topical to a 
more significant part of youth. 
 
This article is based on the complex of qual and quant 
research projects involving focus groups, in-depth 
interviews, observations and web-based survey among 
males and females 18-34 y.o. (representative sample of 
general population n=462, bloggers n=158).  
 

Jobs: From self-seeking to “who cares” 
attitude 
The 1990s generation worked extremely hard. Having 
hardly started adult life, and even before that, young 
people started active labor. Plans for successful career-
building were nurtured at quite a young age – experience 
and knowledge, which would be demanded in the future, 
useful acquaintances, necessary connections – many 
teenagers thought of that even at the tenth grade and most 
certainly during their first year in college.  Any job was 
assessed primarily from the viewpoint of its prospect for 
building further career opportunities.  
 

 
The 1990s gave rise to a generation of people for whom 
work and career were principal values in life. These have 
since become significantly devalued. Present-day young 
people take a different view about a career. They 
consciously avoid working in major corporations. They 
don’t accept work which is associated with money-earning 
only and which doesn’t give an opportunity for self-
actualization.  
 
Young people of 1990s were dreaming of becoming 
lawyers, commercial and finance directors. The 
professional ideal of young people of the 2000s is of a 
journalist, designer, programmer, PR manager. These 
professions provide less money, however open large 
opportunities for creativity. Freelance has become a bright 
sign of times.  
 
Devaluation of career in young people’s consciousness is 
indirectly linked to rise of value of liberty. Young people 
of 1990s and emerging Russian business were primarily 
governed by the desire to earn more money and receive 
social recognition, rather than by a love to extract freedom. 

More exactly, freedom had a certain value, but was 
interpreted in a very narrow sense – as an opportunity to 
gain material independence, as an opportunity to purchase 
different commodities and services, etc. (see figure 1). 

 

 
 
 
Young people of the 2000s recognise freedom as 
independence from any circumstances and as spontaneity –
as an opportunity to change job, place of residence, way of 
life, to start their life with a blank sheet at any moment. 
For the young people of today, freedom is one of key 
values, while free way of life is a direct contrariety to 
“corporate serfdom”. For them, freedom is not an abstract, 
but a very specific value (see figure 2).  
 

Breakout from mass culture 
Cultural requirements of young people of the 2000s are 
characterized with ambiguity. On the one hand, present-
day young people are kids of mass culture and this is 
pretty well realized. On the other hand, they’d like to 
distance from this culture as far as possible. 
 

 
Present-day young people 
clearly realize their 
cultural “up-to-dateness” 
(“progress”), this is a matter of their pride.. From the 
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viewpoint of young people, all other “average” men in the 
street are characterized with low level of education and 
culture, by lack of interests and amusements, except for 
primitive consumerism and intolerance to others’ views. 
Attitudes to them is rather arrogant (see figure 3, 4 and 5).  
 
TV is considered a species of grayness, mass character and 
hackneyed style (especially humor programs, serials and 
reality-shows). The overwhelming majority of 
contemporary young people watch TV rather rarely, and if 
so, exceptionally with a view to laugh at “stars’ of the air.  
 

Apart of TV, cinema 
and print advertising 
is a favorite theme 
for mockery. Logos, 
advertising 
commercials, slogan 
are redone. Being 
placed on the 
internet, virtually any 
more or less vivid 
advertising starts 
living its own life, 
not always following 
the scenario designed 
by its authors (see 
figure 6 and 7). 
 
Attitude to policy 
also reflects clearly 
expressed aspiration 
of young youth to 
distance itself from 
the “mass” character. 
Young people merely 
ignore any forms of 
political activity. 
They don’t 
participate in the 
elections because in 
accordance with 

commonly adopted 
opinion in youth environment,  the result of the elections 
in no way depends on their participation.  
 
Some bloggers visit different political events, but the basic 
motivation is rather a desire to get FUN rather than taking 
part in these events as a representative of this or that 
viewpoint.  Observation of political events may give rise to 
an article in the blog or to allocation of series of 
photographs, but not to propaganda of a certain viewpoint.  
 
As for the attitude of present-day young people to politics 
in actual political terms, one can say that their viewpoint is 
that of a “passive observer”. In fact young people prefer 
observing political life, making sharp critical notes and not 
interfering in anything herewith. Absurdist ‘flashmobs’ 
have become an expression of such easy attitude. 
Flashmob is a preliminarily scheduled collective action, as 
a rule bearing absurd, carnival and in terms of most regular 
citizens, a hooligan character. For instance several tens or 
hundreds of young people can rally and start 
simultaneously dropping curtseys and jumping, or 

repeating one and the same word or addressing foolish 
questions to one and the same person. More advanced 
flashmobbers were coordinating their actions with various 
political events.  
 

 
In fact, flashmobbers have no specific purposes. On the 
whole, this is typical for the entire generation of the 2000s 
– lack of long-term purposes and “research” approach to 
their own destiny (“life will prompt the targets one has to 
aspire to”). Nevertheless, apart of their own desire to 
provoke the audience, there’s a certain, although not 
always conscious protest in flashmobs. This is a protest 
against hackneyed thinking, correctness, tunnel vision of 
political and social life in general. A protest against lack of 
new ideas. A protest in such an inactive and ironic form, 
which is extremely typical to present-day fugitives from 
the society of mass culture.  
 

Amusements 
and leisure also 
demonstrate 
fierce desire of 
young people 
to distinguish  
themselves, 
«not to be like 
all others». 
Traveling has 
become one of 
the most 
favorite ways 
for leisure. 
Young, “anti-
tourist” 
travelers aspire 
to live, eat and 
dress the same 
way as the 
local 
population, to 

speak the same 
language and generally not to be frowned upon as tourists. 
Such travelers find jobs (or continue working online for 
their respective companies). 
 
In most cases such traveling requires rejection of 
customary way of life, “simplification”, i.e. decrease of the 
social status. However, should contemporary young people 
(potential travelers of the third type) stop considering 
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social status to be important, they painlessly become moe 
simple and lead a simple life somewhere in Europe, Asia, 
Africa or America. Today numerous groups of such 
travelers from Russia exist in virtually every European 
capital.  
 
The hitch-hikers’ movement has become the essence of 
long travels (there are several large hitchhiking centres, 
but the largest and most authoritative is probably the 
Academy of Free Travelers »). For contemporary youth 
hitchhiking is not only a means of traveling, but an entire 
way of life based upon rejection of mass values.  
«We belong to the last generation of travelers. The world 
is sweepingly getting uniform: asphalt, democracy and 
dollars quickly spread all over the planet surface. 
 
Ancient fortresses, monuments and ruins, discovered by 
the archeologists and travelers 100-120 years ago, became 
tourist centers, ticket collectors and sellers of postcards 
and souvenirs graze around each ancient temple or a 
pyramid.  
 
Uniform goods are brought aboard the steamers to the port 
worldwide: asphalt roads are constructed everywhere; 
crafts and local lifestyle are dying, coca-cola, Kodak-
service and jeans are coming instead».  
 
Hitchhiking philosophy is not only a brilliant way to 
declare your non-conformism but also a passionate search 
of new impressions and anticipation of new discoveries on 
the planet, where everything seems to have been long ago 
described and studied. Hitchhikers are searching for 
genuine essence, which hasn’t been privatized by mass 
culture, evaluated, replicated and displayed for sale.  
 

 
 

Down shifters or children of consumption 
society 
 
Changes in the value system and lifestyle of the youth, 
occurring at the turn of the centuries, of course, have 

exerted a strong influence on purchasing behavior of this 
social group. A special type of consumer has shaped, 
including both already familiar features and completely 
new peculiarities.  
 
The basic distinction lies in the fact that for present-day 
young people conspicuous consumption is not typical. The 
youth of the 1990s was mad about status. There was a 
clear imperative – if you prosper you should wear Gucci or 
Armani, drive Mercedes or BMW, drink Hennessey and 
smoke Davidoff or Parliament. The list of prestigious 
brands could be wider but generally a young person of the 
90s was strongly limited in choice – an imperative of that 
time was “dress/ drink/ smoke/ live by your status”.  
 
For young people of the 2000s status no longer possesses 
absolute value. At least, contemporary young people are 
not inclined to purchase goods merely due to their prestige 
and giving evidence to material welfare in the eyes of 
others. It’s impossible to say that young people nowadays 
don’t pay any attention at all to public opinion. However, 
if a decade ago in the course of consumption, young 
people aspired to display their wealth, these days they try 
to accentuate their individuality. 
 
Purchasing commodities and services, a present-day young 
person primarily aspires to form his / her own style, to be 
“not like others”. A suit of the representative of the 
generation of the 2000s may incorporate both expensive 
and cheap brands along with non-branded items:  emerging 
combination should accentuate individuality – this is 
essential. A young person of the 1990s, purchasing well-
spinned-off brands, aspired to merge with a certain 
(reference) social group. A young person of the 2000s 
purchasing unknown and often non-branded goods aspires 
to stand out to the maximum extent, to accentuate his or 
her individuality (see figure 8 and 9). 
 
The advent of “individual” consumption, replacng status, 
has significantly confused the marketologists’ cards. A 

decade ago, it 
was more or 
less easy to 
structure 
young 
consumers, 
depending on 
their belonging 
to this or that 
consumer type. 
For instance 
the probability 

that a young 
person having 
an income of 
USD 1000 
and a young 
person with 
an income of 
USD 3000 
would 
purchase 
cloths, 
household 

A new young people generation has been formed during the recent 
ten years in the Russian society. Their values and lifestyle 
strikingly differ from the values of previous young generations. A 
successful „Yappi“ was the idol of the young people in the 90-
ties, – a place-hunter and venerator of high-status consumption, 
capable of forming strict goals and reaching them with all one‘s 
utmost. The youth of the new millennium seems to become tired 
of place-hunting and impetuous consumption. The image of a free 
artist has become trendy, a free person floating quietly in the life 
flow without spending time and efforts for building career and 
purchasing the high-status goods. Today these values are specific 
to a rather limited number of the most advanced young people or 
trendsetters. However, there is a good reason to believe that the 
trendsetters‘ lifestyles and values would become actual for the 
whole young generation. These changes and transformations have 
strongly influenced the young people consumption behavior. The 
modern young people (apart from their predecessors) don‘t feel 
like purchasing prestigious goods; they spend seriously less time 
for the process of shopping and using various services. Moreover, 
they don‘t believe in advertising and try to do all they can to 
distance themselves from the consumption society. The 
downshifting tendency is not a unique Russian phenomenon; it 
has appeared in many other countries, too. 

Abstract 



Central and East Europe – Russia 
 

 
planung & analyse / „market research 2007“  www.planung-analyse.de  5 

7 12 Plasma TV 

10 21 Playstation 

11 27 Home theatre 

55 56 Audio system 

20 36 Video camera 

82 71 Digital camera 

80 83 DVD player / 
recorder 

61 39 Notebook PC 

85 82 Desktop PC 

14 10 Dishwashing 
machine 

9 14 Air conditioner 

69 77 Microwave 

88 89 Washing machine 

Bloggers Representative 
10 Ownership, % 

12 

Buy a car 

Buy an apartment 

Spend on education 

Repair / refurbish apartment 

Buy new clothes 

Spend on fun and entertainment 

Travel in Russia 

Invest in own business 

Deposit in bank 

Travel abroad 

% would get if won in a lottery 

11 Ways to spend a million roubels, top 10 
items 

31 
28 

38 
36 

24 
23 

26 
10 
10 

32 
27 
26 

23 
21 

19 
18 
18 

21 

33 
42 

Representative 

Bloggers 

appliances and cigarettes of various brands of different 
price level was very high. Today quite often we can meet 
young people purchasing cloths of unfamiliar and 
inexpensive brands, smoking premium cigarettes of the 
same brand, spending spare time together practising 
extreme sports. Meanwhile there’s a significant difference 
in their income (see figure 10). 
 
On the whole, present-day young people pay less attention 
to the process of purchasing commodities and services. 
Increased interest in shopping is considered a sign of 
narrow-mindedness among young people. Representatives 
of generations of the 2000s prefer not to spend time on 
such worldly and useless activities as shopping.  
 

 

However, there are some exceptions relating to goods and 
services, immediately related to work or hobby. For 
instance, attention is paid to the purchase of PC’s and 
computer softwares because for present-day young people 
computers are not only working tools but also means of 
entertainment and communication. They possess a large 
selection of items related to hobbies – such as sport 
equipments or cameras. Purchase of other items - no 
matter how expensive they may be - is perceived as an 
unpleasant, time-consuming obligation (see figure 11).  
 

Generation of the 2000s may be called that of skeptics by 
right. Young people don’t believe in advertising, don’t 
trust mass media, and are very skeptical about different PR 
companies. They realize that there’s a particularly 
pragmatic desire behind advertising actions – to sell goods. 
That’s why present-day young people have a skeptical 
attitude to advertisers’ attempts to conceal or to veil this 
desire.  
 

 
A new “semi-expert” attitude to advertising has shaped in 
the young environment. Young people amuse themselves 
evaluating commercials, trying to guess the target 
audience, the values it should represent, the way it should 
influence brand image etc. «Battle for the consumer’s 
consciousness” is perceived by contemporary consumers 
as a peculiar game – «Companies aspire to conciliate our 
good attitude and bombard us with ads and PR actions, 
we’ll regard these attempts with interest». The question of 
trust to advertising is not posed at all, everyone realizes 
that advertising cannot contain totally reliable information. 
 
In spite of a fierce desire to distance oneself from mass 
culture, present-day young people are “children of 
consumption society» to a great extent. Declaring 
“downshifting” values, not all representatives of the 2000s 
generation are ready to reject a comfortable way of life. 
They don’t aspire to purchasing expensive and 
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conspicuous items but hardly imagine their life without at 
least a dozen of personal care items, without high-quality 
goods, without sushi, expendable dishware and many other 
fancies of civilization (see figure 12). 
 

Summary  
In the environment of “advanced” youth a trend to 
rejection of “achievement” values - status, success and 
consumption – has been noted. For the generation of the 
2000s individuality, freedom and variety of life 
impressions are more relevant.  
 
There is reason to believe that coming into the age of 30, 
the overwhelming majority of bloggers will get integrated 
into various professional communities, get married, have 
children. High educational standard and availability of 
various social connections will guarantee them rather high 
social status. 
So, within a few years’s time a segment of consumers with 
values and behavior different from that of present-day 
average consumers is likely to be formed in the Russian 
society. This doesn’t mean that most young people will 
give up dull jobs and go hitch-hiking to southern seas. 
Most of them will probably continue working in offices. 
However, continuing to drag the life of an “office 
plankton” they will be dreaming about free traveling, 
creating distinctive individuality, etc. 
 
From the marketing point of view such a modification of 
values implies a change of promotion strategies of various 
goods and commodities. Placement of mass, “universal” 
brands on market will be linked to complications. The 
market will most probably face segmentation and an 
increase in number of brands in order to satisfy the 
purchasers’ demand to create their own individual style.   
 
Brand managers will have to face the fact that it’s not only 
them but also the consumers who work on brand design. 
The brands with more effective interaction between 
marketologists and consumers will be developed in a more 
effective way. 
 
Undoubtedly, significant changes are lying ahead of the 
advertising industry: new carriers, new forms and 
undoubtedly new plots.  In the nearest future one should 
expect active use of values of freedom instead of status 
and achievement in the advertising (especially in that of 
youth brands). 

This presentation results from a complex study of the 
Russian speaking blogosphere. The choice of blogs for the 
study was determined by several factors that follow: 
The virtual communication methods have acquired and 
outstanding significance during the recent times. Five 
years ago we could split the life of young people into real 
and virtual components but today this segmentation has 
lost all its sense.  
 
The Small and somewhat elitist blogosphere community 
has finally turned into a vast communication universe 
inhibited by millions of young people. The data obtained 
from September 2006 showed about 1.15 million blogs in 
Russia. The number of blogs increases gradually by three 
times a year. 
Finally, the Russian blogosphere is a potent factor of 
cultural formation. The most of the juvenile culture trends, 
which are hobbies, slang, style etc., firstly appear on and 
spread across the blogsphere. 
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