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Abstract. The current book market is controversial: the number of books is one hundred thousand 
for more than ten years, yet the publication circulation is rapidly falling. The book trade remains 
relatively stable, while retail sales are declining. Stability is mainly achieved by the book distrib-
utors’ strategy—increasing the prices. This study focuses on the problem of consumer behavior 
on the book market and the factors that influence choosing and then purchasing a book, as there is 
little research on this topic. Admittedly, there are VTsIOM, Levada Center, and various magazines 
and journals about books (for example, Book Industry), which conduct reading studies. The Fed-
eral Agency for Press and Mass Communications publishes an annual industry report with all the 
necessary information on the book market, indicative statistics, mentioning also related studies. 
However, the behavior of younger consumers remains insufficiently studied. The results of the 
study have shown that young people access necessary information concerning book production 
mostly from social networks, or their friends and acquaintances. Most consumers, when choosing 
a book, rely on its content, price, and availability. Demand for book production is declining due 
to the changing role of reading in the population’s leisure, high prices for books, and the ability to 
download books on the Internet (for young people, at least). The sociological research studying 
behavior of young consumers of the city of Tyumen was conducted by the method of questionnaire.
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INTRODUCTION
The book market is an industrial market consisting of many other markets that 
together form a whole system. Its main feature is that it covers only one product — 
a book. E. D. Dinershtein, exploring the concept of the “book business”, notes that 
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“the object of the book market is the book that acts as a consumer product that 
meets the intellectual (cultural, educational, recreational, etc.) needs of buyers” 
[3, p. 87]. 

A huge amount of literature is striking in its diversity. Another feature of the book 
market is the fact that the book is a special product, the value of which is determined 
primarily by its meaning and the information inside, followed by the emotions and 
psychological experiences that it invokes. The book is a source of information; it 
promotes personal, mental, competential, and professional development of a person 
and society as a whole.

A reasonable person is a person, who thinks, reads, analyzes, and can realize all 
these abilities thanks to writings and books. Reading is an important component 
of a person’s life, which helps one to acquire new information, rest, study, and 
develop oneself mentally. Largely because of books, a person can become proficient 
at different fields.

The development of technological production and writing led to the creation of 
such unique product as a book, which has both a material form and spiritual con-
tent. In different historical epochs, there were opportunities for printing, book 
design, and illustration. In terms of content, the book has always been (and remains) 
a source of knowledge and emotions, culture, and morality. Reading has a signif-
icant impact on the emotional and spiritual world of a person, forming one’s out-
look. With the growing knowledge of the world in all its diversity, a book printing 
business developed, followed by the unique role and purpose of literature.

Nowadays, in the age of enormous development of the Internet and new infor-
mation technologies, other visual methods of cognition are used, e. g., education-
al videos. They certainly give a better visual representation of a particular object, 
phenomenon, and situation. However, these visual materials prevent the develop-
ment of human imagination, as they are aimed at the assimilation of images creat-
ed by someone else.

The development of writing has led to the fact that people always have access 
to reading—either at home, or at city, university or school libraries and information 
centers. In the contemporary society, in addition to a printed book, there are huge 
resources of online libraries: many books can be simply found on the Internet for 
free. In addition, there are many other types of learning leisure, such as television, 
movies, and TV series, and recently—colorful and realistic video games that allow 
complete immersion into a new stunning and unknown world.

As a result, people started reading less books, and even rarer—buying them. 
The book market is still afloat, mainly due to measures taken by the state and 
publishers: some of them are effective, while others are not. Result is the same—
people are less likely to visit book stores nowadays. Even if they do, they buy 
anything relatively rarely; instead, they just look at book covers. Such assessments 
are often expressed concerning contemporary youth, who, according to a number 
of studies, not only read less, but also prefer to download books from the Internet 
instead of buying them in print. It should be emphasized that the decrease in 
demand among today’s young people for books largely contributes to the perma-
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nent increase in prices in stores for printed products. Therefore, the purpose of 
this article is to analyze the consumer behavior of young people in the book 
market of Tyumen.

MATERIAL AND METHODS
The book market is a specific type of market: 

“in the economic theory, the market is a set of economic relations between eco-
nomic agents concerning the movement of goods and money, which are based 
on mutual agreement, equivalence, and competition, which is the foundation of 
the market economy” [7, p. 247]. 

One may agree that 
“the book market functions as a mediator between the author of an intellectual 
work and the consumer by producing, reproducing, and distributing the published 
material in the form of books, brochures, notes, geographical atlases, maps, and 
other media” [7]. 

According to Chernova, 
“the whole modern economy is based on the concept of consumption and on 
people’s belief that buying is not only a necessary element of our lives, but also 
an attractive and encouraged way of behavior; that buying is good in itself, in 
its essence. The saturation of the market led to greater choice and competition 
between goods” [2, p. 7].

The study of consumer behavior in the 20th century became an independent sci-
entific trend, which, supposedly, was started by James F. Engel [4, p. 394]. 

Consumer behavior can be understood as a multi-stage and multi-factor process 
of developing human intentions and forming one’s final decision to purchase a 
product or service. As a result of purchasing a product or service, one shifts from 
the status of a potential consumer to a real one. Consumer behavior is significant-
ly influenced by such factors, as the price of goods and the amount of money avail-
able to the buyer. It is important to take into account the specifics of consumer 
behavior of different categories of buyers (clients) when forming the nature of 
supply in the market of goods and services.

As N. V. Chernov rightly indicates, 
“A consumer is a person who feels the need for a product. A buyer is a visitor 
to the store, who makes a specific purchase. The term ‘client’ implies the exist-
ence of certain relationships between the buyer and a specific brand or retail 
point for some time” [2, p. 18]. 

The study of consumer behavior involves the analysis of the motivation under-
lying it. In the contemporary academic literature, there are many approaches to the 
definition of the concepts of motive and motivation. The format of this article does 
not imply a detailed analysis of these concepts. In accordance with the purpose of 
this work, the authors note that in certain conditions, a book itself may become a 
motive for purchase. Yet, more often, the motive for a purchase is a certain goal, 
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set by external circumstances or internal aspirations of the consumer. For example, 
that may include preparing for an exam or a course work, a birthday or holiday 
gift, as well as a simple interest in a particular written work. N. A. Shcherbakova, 
having studied the motives of reading among the contemporary youth, concludes 
that in the current conditions, the most common motives of reading include emo-
tional experiences brought by a book, its particular textual features, or informative 
motivation. According to the respondents, the most insignificant motives included 
the influence of the social environment, the status of the work, and communicative 
motivation [14]. The motive for a purchase can also be the fame and popularity of 
an author and publisher.

The socio-demographic factors influence greatly the consumer behavior. In par-
ticular, one of the most important socio-demographic groups is the youth, who have 
their own specific attitude to books and purchasing them. In fact, young students 
are more focused on reading and buying educational and academic literature than 
the representatives of any other social groups. Postgraduates and doctoral students 
are more inclined to reading and purchasing academic literature required for stud-
ies and preparation of their theses.

According to O. V. Kurysheva,
“young people occupy an important place in the economy and act as the main 
source of replenishment of labor resources. Having creative abilities, developing 
their physical, mental, and social qualities, young people are among the carriers 
of the intellectual potential of society, and they have a great social and profes-
sional perspective. They are capable of faster acquisition of new knowledge, 
occupations, and professions than any other social group” [9, p. 67]. 

It becomes a source of their cognitive and professional interest, as well as the 
desire to improve their educational and professional level. Accordingly, they are 
more inclined towards professional literature, which often implies purchasing it.

As I. S. Kon notes, 
“youth is a socio-demographic group, allocated according to their aggregated 
age characteristics, features of social class, and other socially-psychological 
characteristics” [9, p. 63]. 

The sociologist V. T. Lisovsky agrees with such definition [12, p. 32].
Young people have psychological features that are manifested directly in their 

consumer behavior. The formation of the ideology of consumerism had an impact 
on the way of life for the contemporary youth, including their leisure. Students’ 
leisure activities outside of consuming recreational services or goods decreased to 
a minimum. Overall, consumption for leisure prevails over other spheres of activ-
ity [13]. These features of young people affect the fact that they tend to something 
new and unusual, which can usually be found in books.

The book has become a part of the ‘consumption’; a person, buying a book, 
believes that it should entertain, please, and teach him or her anything for the mon-
ey spent. In this case, the problem is the quality of reading [12], which differs 
significantly in different periods of humankind. So do the requirements for the 
books’ content and design.
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RESULTS AND DISCUSSION
For better understanding of the situation in the book market and consumer behav-
ior, the authors have conducted a secondary analysis of the Russian research data. 
In the second half of 2015, the Russian Public Opinion Research Centre (VTsIOM) 
published data on how many books on average Russians had read over the previous 
three months and what genres they preferred. 1,600 people were interviewed in 
130 settlements in 42 Russian regions, territories, and republics [5].

It turned out that in 2014, the Russians began to read more — an average of 4.55 
books in the previous three months, while a year before that (2013), this figure was 
4.23, and in 2011—3.94. However, this figure still does not exceed the level of twen-
ty years ago: 5.14 books in 1992. Residents of big cities (over a million of people) 
often preferred reading (6.26). Women read much more often than men (5.07 vs. 
3.76) [5].

It is reported that 35% of respondents did not read books, compared to 27% in 
2009. One may also note the following interesting trend: the smallest number of 
respondents who never read books, was in the category from 18 to 24 years old 
(26%), while the largest—in the category of 60 years and older (42%). At the same 
time, on average, people 18-24 y. o. read least of books in three months (3.56 
books), while 60 y. o. and older — most (5.28).

According to the authors’ research, conducted on the target group of students 
and young consumers of the book market, this can be explained by the fact that 
leisure activities (such as walking with friends, social networking, the Internet, 
movies, and TV shows) took over reading. More than a third of respondents called 
it one of the main types of their leisure activities. In addition, more than two-thirds 
(70.1%) read less than three hours a week. Thus, the importance of reading for 
young people is very low.

This attitude towards books may to some extent explain the behavior of the youth 
in the book market.

The study of the Tyumen youth in 2018 (the target sample included 204 people) 
showed that 72.3% of surveyed young people follow their friends or acquaintances’ 
advice when looking for new books; 64.4% find information about books on social 
networks; 26.7% are looking for such information on the spot, i. e. in bookstores, 
and 19.9% browse bookstores’ websites; 8.9% of respondents visit the publishers’ 
websites, and 6.3% read book reviews in various magazines. Other options includ-
ed “recommendations of book bloggers” and “one’s own preferences”.

A cluster analysis of consumer attitudes to different factors identified two groups 
of consumers who buy books. There are similarities between them on three issues. 
The range of products in shops and their price are fairly important for both groups, 
and the content of the book is very important. 

However, there are some differences. The quality of purchased books for the 
first cluster is very important, while the second cluster finds it fairly important. The 
graphic design of purchased books is fairly important for the first cluster, although 
it is it is fairly unimportant for the second one. The popularity of the book, its au-
thor, and series are fairly important to the first cluster, while they are fairly unim-
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portant for the second one. The publisher who published the book is fairly impor-
tant for the first cluster and not at all important for the second. Special offers and 
promotions offered by bookstores are fairly important for the first cluster and 
fairly unimportant for the second cluster. 

The clusters turned out to be different in their sizes. The first cluster is the small-
est: it included 43 respondents, i. e. 21.1% of the total number of respondents. The 
second cluster is larger: there were 143 respondents, i. e. 70.1% of the total number 
of respondents; 18 values (8.8%) were omitted.

Thus, the first cluster can be characterized as people who find any factor more 
or less important while selecting books; and the second one (the most numerous) — 
as people who only care about the book being in stock, having a reasonable price, 
and being interesting.

As for the fall in demand for books, more than two-thirds of respondents said 
they purchased books, but 57.8% of them did so only every six months and rarer. 
The vast majority of respondents bought one or two books at a time. 

However, what is the reason for such fall in demand? Among its reasons, the 
respondents indicated a very high price (68.9%). That is an obvious reason. Ac-
cording to the industry report of the Federal Agency for Press and Mass Commu-
nications, book publishers deliberately increase the cost of book production (more 
than 1.5 times since 2008) to compensate for the decline in sales in real terms [6]. 
Yet, the survey data show that consumers (in this case, young people) are dissat-
isfied with the state of affairs. Publishers may need to think of another way to 
sustain the market, otherwise, it will collapse before they come to their senses. 

In addition, the respondents also noted that they could refuse to buy the book, 
because they could read it on the Internet. Book piracy has flourished in Russia for 
a very long time. Sufficiently active measures to combat piracy and protect copy-
right have not been applied until relatively recently. Therefore, accustomed to al-
most any information—books, movies, TV series, music, etc.—being freely avail-
able (in particular, on torrent trackers), Internet users believe it will continue this 
way. Human society cannot develop without supervision and management, im-
proving its forms and methods. Thus, it is the role of the management to solve this 
problem. It is either necessary to dispel people’s hopes by tightening the policy on 
piracy, or to offer legal ways of accessing the information. The price for the latter 
should be affordable, too, as high prices for books also turn young people to less 
expensive (or totally free) ways to access the necessary information (the book), 
which are often pirate sources. 

Copyright owners who have invested in the creation of a work, have every right 
to the remuneration, there is no doubt about that. However, the whole culture with 
all its diversity is the heritage of the whole humankind. It is, therefore, necessary 
to find a solution that satisfies both parties. 

One of the external factors of consumer behavior includes groups and environ-
ment. Consumers of books often find information in social networks or receive it 
via friends and acquaintances’ advice. They rarely visit bookshops’ and in particu-
lar publishers’ websites. Thus, social networks seem best for advertising book 
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products, as it will significantly promote the information about books among young 
age groups.

CONCLUSION
This article was aimed at analyzing consumer behavior of youth within the Tyumen 
book market. The study assessed the importance of reading for young people, in-
cluding as a leisure activity. Reading remains relevant to the youth, although the 
youth spends relatively less time when doing so. The most important form of leisure 
for young people is communication—they obtain all the necessary information 
about books for the further purchase this way, asking their friends and acquaint-
ances (personally or via social networks). Information about books is best distrib-
uted on social networks; moreover, it would be useful to reorient social networks 
so that they could sell book products.

Most consumers when choosing a book are interested in its content, price, and 
availability. Therefore, some book publishers (of niche publications) may not need 
to invest heavily into book printing quality and graphic design. That will only in-
crease the price with little to no profit, while doing otherwise may reduce the loss-
es and contribute to the improvement of the situation on the book market. 

A consumer may refuse to buy books because of the high price, which is a con-
sequence of the policy of publishers to keep the book trade at the same level in 
monetary terms when sales fall in physical terms. Another reason for refusing to 
buy a book can be the availability of books on the Internet thanks to pirate sites. 
These two reasons explain the fall in demand for printed books on the market.

The state is the guarantor of the rights and obligations of its citizens. In this 
regard, the state should take measures either to strengthen the fight against piracy 
or to provide less expensive yet legal access to the information.

In general, the observed trend of decreased printed books purchases will most 
likely continue, as gradual replacement of printed books with digital options can 
be observed in the contemporary world.
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