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If in the previous 10 years the consumer market lived up to the "baby boomers"
born before Kazakhstan gained independence, then in the next 10 years it would
have to be kept up to the "digital generation", which does not know the world
without a smartphone.
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WHAT AWAITS THE
CONSUMER MARKET IN THE
NEXT 10 YEARS?
For the previous 10 years, the consumer market
expanded due to the "baby boomers" generation of
the late 1980s - their needs, incomes and credit
opportunities grew.



The next generation of the most active consumers will
be significantly smaller than the current one.



If the economy is unable to generate additional
productivity growth, then there is a high probability of
stagnation or even a decline in domestic
consumption.

"Baby boomers" will get older:
services and entertainment sector will be strongly
affected;
products typical for the middle age group, such as
household appliances, household goods and
young children, are waiting for a smooth
narrowing of demand;
the growth of secured demand for consumer loans
and, accordingly, for market segments that are
highly dependent on them will slow down.

The market focus will shift to the "digital
generation":
the transfer from traditional retail in favour of ecommerce will accelerate;
we expect dynamic growth of online platforms of a
new interaction between suppliers and consumers.
For example, food delivery, performing various jobs,
etc. This will affect more strongly the regions. If
Almaty and Astana are just strengthening current
trends, then the regions are waiting for a
significant transformation of forms of
consumption.

WHAT AWAITS THE CONSUMER MARKET IN THE NEXT 10 YEARS?
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INTRODUCTION

The speed of the changes taking place and the
different propensity to adapt to them of different
age groups form their own, familiar and preferred

Every citizen of Kazakhstan has on average started

ways and methods of consumption for each

to consume 20% more goods and services over the

generation of Kazakhstan citizens. At the same

past 5 years. The domestic market has increased by

time, the intergenerational gap is growing, which

more than $24 billion under the influence of

will significantly impact the structure of the

economic and demographic factors.


domestic market in the next 5, 10, and 15 years.



All in a breath, large-scale structural changes are
taking place in the consumer market:
they began to use cash less, replacing them with
mobile transfers, card payments and
contactless;
we can make purchases without leaving home,

We have considered the following in this study:
How did the "baby boomers" generation affect
the scale of consumption?
What will change in the consumer market with
the increasing influence of the "digital
generation" of Kazakhstan citizens?

and if there is not enough money, then with a
few clicks get a loan;
we order food delivery f rom our favourite
restaurant, call a taxi, find specialists for repairs
and housework via mobile applications;
listen to music, buy movies and video games,
take educational courses and get medical advice
online.



The year 2020 – the COVID-19 pandemic and social
distancing influenced these processes, significantly
accelerating the "digitalization of consumption".
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There have been 3 periods of "baby boom" in

THE “BABY BOOMERS”

Kazakhstan over the past 70 years:

GENERATION IS LEAVING
the first generation is 58-63 years old now —
this group is no longer so numerous, it is
The entry of a large generation into the labour

gradually leaving the labour market and

market and the growth of its consumption

reducing consumption, and their peak activity

opportunities are important factors for any country.

occurred in the second half of the 1980;

The "baby boomers" significantly accelerated

the second generation is 32-36 years old now–

economic growth in the United States and Western

the group that forms the basis of the labour

European countries in the 1970s and 1980s.

market, with the highest incomes and a

Conversely, the weak economic integration of large

propensity to consume;

groups of young people caused economic, social

the third generation is less than 8 years old now,

and political instability in the countries of the

and they will determine the structure of

Middle East in the 2010s.

consumption in the next 20-30 years.

Chart 1. Number of newborns, thousand people
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How does demography affect the
consumer market?
The volume and structure of the market are
influenced by:

The market power of "baby boomers"
To understand how consumer activity changes in
different periods of a person's life, Jusan Analytics
team has developed a Consumer Activity Index. It
is based on data on wages, expenses, loan debt and
propensity to consume of different age groups.

the number of consumers is demographics;
their income is the productivity of labour in the
economy;
the propensity to consume is age.
The ideal situation is when a large group of the
population is at the peak of consumer activity. But
when this group is replaced by a smaller generation,
this will lead to a decline in the domestic market, if
the decline in numbers is not compensated by an
increase in productivity of course.



For example, 32–36-year-old Kazakhstan citizens
(the second generation of "baby boomers") are 500
thousand more people than at the age of 21-25
years. This, with the same level of income, gives a
difference in consumption of 2.6 trillion tenge per
year. But the difference in consumption becomes
more significant when income is taken into
account. According to our data, the median wage of
Kazakhstan citizens aged 21-25 years is 2 times less
than of 31-35 years ones. And given the difference in
the number of age groups and their income level,
the volume of consumption at the age of 32-36 is 7.3
trillion tenge per year more than at 21-25 years.
Thus, a strong decline in the birth rate of the late
1990s over the next 10 years will lead to a decrease in
the number of high-income consumers, which will
affect the overall volume and dynamics of the
domestic market.

THE “BABY BOOMERS” GENERATION IS LEAVING
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Chart 2. Consumer activity, number of consumers and their market share, by age group
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39%
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1,4
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30-34
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21%

35-39
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18%
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1,3

13%
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1,1

10%
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* the level of consumer activity is calculated based on data on income, consumption expenditures, level of loan debt and the propensity-to-save of various age groups.
The higher the value, the higher is the consumer activity of the age group. Calculations were made based on aggregated customer data of Jusan Bank.

Источник: БНС, Jusan Data Science, расчеты Jusan Analytics

Following our data, the Index increases due to the

growth of wages and a high propensity to consume

Why is consumer activity declining
after 40 years?
We have analyzed more than 640 thousand individual

data on wages and expenses in all regions of the country
over the past 12 months.



And found out that there are 2 main factors of the

decline in consumer activity of people after 40 years old:
1 incomes. The general dynamics of wages in the

economy are related to the productivity and
expenditures of the state budget, and it applies to all
age groups. At the same time, we also observe
"organic" changes in wages that occur as employees
gain experience and recruitment. So, from 20 to 40
years, the median wage increases by more than 2
times. However, in the age group of 40-44 years, the
median wage level is 10% lower, and in 45-49 years it
is 24% lower than in 35-39 years. We do not have

THE “BABY BOOMERS” GENERATION IS LEAVING

up to the age of 40, and there is a gradual
decrease in activity after 40 years old. Peak
consumption occurs at the age of 30 to 39 years.
enough historical data to empirically establish the
reason for lower incomes after 40 years, but our basic
hypothesis is that this situation is due to the
difference in the productivity growth rates and
wages. That is, productivity grows faster before the
age of 40, so every next generation of 30-39 years
gets higher wages than the previous one;

2 less propensity to consume. Older age groups

spend a smaller share of income on consumption
and get fewer loans. And according to our estimates,
the average propensity to consume at the age of
40-49 is 15% lower than at 30-39 years. That is, with
the same level of income, a person aged 40-49
spends on average 15% less.
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Kazakhstan is going through
a period of flourishing
consumption
The core of the domestic market was formed due to
the high purchasing activity of the largest group
of the adult population — 3 million people aged 30
to 39 years, who provide about 40% of the domestic
demand for consumer goods and services. The basis
of the age category is the second generation of
"baby boomers". As a rule, these are family people
with 1- 3 young children. Over the past 5 years, their
incomes (organic wage growth), the desire to
consume and the ability to lend have been growing
rapidly.



The younger generation of Kazakhstan citizens – 2.4
million people aged 20-29 years – is less numerous
due to the fall in the birth rate of the 1990s and early
2000s and does not have sufficient purchasing
power. Their share in the domestic market is 17%.
Consumer activity will grow in the next 10 years, but
they will have less effect on the overall dynamics of
the market.

With a decrease in activity after 40 years, the share
in the consumer market also decreases from 12.5%
(for 41-45 years) to 4% (for 61-65 years).

THE “BABY BOOMERS” GENERATION IS LEAVING

Who moved the market?
The conditions of the past 10 years have not been
very favourable for the domestic market. The
number of key consumers – the adult population
aged 20-65 years – grew by 0.5% per year on
average, and has increased by only 5% in 10 years.
This period was also along with economic shocks,
which led to a slowdown in real income growth.
Median household income in real terms has
increased by only 8% over 10 years. 



However, the final consumption of households
increased by 47% during this period. The main
source of the domestic market expanding was the
growth of the purchasing power of the second
generation of "baby boomers". The number of the
age group of the most active consumers (30-39
years old) has increased by 552 thousand people in
10 years with a reduction in less active groups. And
according to our estimates, the demand in the
domestic market increased by 3.3 trillion tenge in
2021 prices due to this.
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Chart 3. Increase in the number of age groups in 2011-2021, thousand people
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Chart 4. Influence of factors on the growth of final consumption of households, billion tenge in prices of 2021
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The importance of the demographic factor is
especially noticeable in 2014-2018. During this
period, the fall in oil prices and the first wave of
sanctions against Russia led to an almost twofold
devaluation of the tenge and an acceleration of
inflation to more than 17% by mid-2016. Wage
growth has not kept pace with prices, and as a
result, the median household income in real terms
decreased by 6.3% relative to the level of 2013 by
2018. And during these years, the contribution of
factors related to changes in the demographic
structure to the overall increase in domestic
demand amounted to more than 50%, and in
2016-2017 exceeded 70%.



Another important trend in the consumer market,
especially in the last 5 years, has been the rapid
growth of lending. Since 2017, the total volume of
loans issued to individuals has increased by 8
trillion tenge, or almost 3 times.



To a great extent, this was the result of the growth
of consumer activity of "baby boomers" in the
conditions of stagnation of real incomes. At the
age of 30-39, most Kazakhstan citizens already have
families and raise children. Their needs are
increasing, they are going through the life period of
the most dynamic income growth. But due to the
devaluation of 2015 and high inflation, real
purchasing power grew slowly. And there was a
high demand for loans in such conditions.

THE “BABY BOOMERS” GENERATION IS LEAVING

Lending has supported high activity in the
domestic market, but at the same time imbalances
have formed also. Since 2016, the total consumer
spending of households has significantly exceeded
their incomes. The annual gap is from 2 to 4 trillion
tenge, which is 2.5%-5% of the country's GDP. A
slowdown in the growth of consumer lending will
lead to a significant decrease in domestic
consumption.

Will demographics save us
again?
The domestic market is gradually feeling a negative
demographic effect due to the decline in the birth
rate of the 1990s and early 2000s. If the last decade
was a period of growth in the consumer activity of
"baby boomers", then in the next 10 years it will
decrease, and the new generation of the most
active consumers will be 600 thousand people less
than the current one.
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Chart 5. Number of the most active consumer group(30-39 years old), thousand people
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Chart 6. Number of age groups in the context of consumer activity levels, thousand people
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The issue is that:

The numerical reduction of the 30-39 age group by
25% is minus 3 trillion tenge to the volume of
consumption (in 2021 prices) in 10 years. The losses

productivity growth has been slowing down

will be partially compensated by increasing the

for 20 years. If before the global financial crisis,

number of age groups 40-49 years and 20-24 years. 



the average annual productivity growth was 8%
in 2002-2007, then in 2011-2014 it decreased to

But that's not enough. Additional productivity

4.3%, and in the last 5 years to 2.4% per year;

growth (productivity-based income) will be

there are no prerequisites for changing the

required by an average of 1.5 percentage points per

trend. There are significant risks of further

year to maintain the current dynamics of the

decline in dynamics in the next 10 years since its

domestic market.

growth and consumption growth in previous
years was supported by the transition of "baby
boomers" to a more productive age group – from
20-29 to 30-39 years.

Chart 7. Productivity growth, in % compared to the previous year
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Moreover, with a slowdown in productivity growth
in 2019 and 2021, there was an outstripping increase
in household incomes due to wages in the public
sector and social transfers. Income growth
significantly outstripping productivity growth
causes medium-term macroeconomic risks, which
are expressed in higher inflation, higher imports,
deterioration of the current account of the balance
of payments and pressure on the exchange rate
towards weakening.

What is the danger of the
productivity gap and income
growth?
Productivity characterizes the volume of domestic
output per person, that is, the supply of goods and
services, and income forms the demand for them. 



Households have more money when incomes grow
faster than productivity, and therefore, demand
increases. At the same time, the economy does not
produce enough goods and services to meet this
demand. As a result, imports are increasing and
prices are rising, especially in the "non-tradable"
sectors.

Chart 8. Components of the expansion of the domestic market, in % by 2011
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To summarize
Demographic factor has been one of the main
factors in the domestic market expanding in the
last 10 years.


The situation begins to break out: the consumer
activity of the most numerous generation will
decrease, and a smaller number of consumers will
replace it. This will lead to a slowdown in the
dynamics of the domestic market expanding.



The demand for consumer lending will also slow
down, and this will increase the negative effect.

“DIGITAL GENERATION” IS COMING

The decline in productivity growth is likely to
continue under the influence of demographic
factors. For this reason, non-inflationary income
growth will not be able to compensate for the
demographic losses of the domestic market.



There is a risk that the slowdown in domestic
consumption caused by structural demographic
changes may be perceived as a cyclical crisis with a
corresponding easing of monetary policy and fiscal
interventions to maintain household incomes. And
in this scenario, Kazakhstan will enter high inflation
and systemic weakening of the tenge period.
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“DIGITAL GENERATION” IS
COMING
With the expectable stagnation of the domestic
market and a decrease in the number of the most
active consumers, large-scale structural changes
will occur. The "baby boomers" born in the late
1980s will be replaced within 10 years by the "digital
generation", whose consumer behaviour is
significantly different.

“DIGITAL GENERATION” IS COMING

Generation gap
In the traditional offline segment, behavioural
differences are insignificant. The growth and
decrease in the activity of age groups have a high
correlation with changes in income. As well as a
general consumer activity, spending on restaurants,
supermarkets, food and household appliances
grows up to 40 years and then gradually decreases.
And after 40 years, the cost per consumer is
reduced by 11% for each subsequent 5-year group.
According to our assessment, the overall demand in
traditional markets is expected with an increase in
the share of e-commerce to change slightly under
the general demographic trend. 



And in the online segment, consumer activity
practically does not correlate with the income level
of age groups. The share of 20-29-year-olds in online
spending is 45%, which is higher than that of a
larger and financially secure group of 30-39-yearolds. After the age of 30, online activity decreases
sharply: every next 5-year-old age group has an
average per capita spending of 30% lower. This
characterizes the behavioural gap between
generations in the ways of consumption, which can
be conditionally designated by the age of 30. And
the gap will grow with the increase in the market
influence of the "digital generation".
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Chart 9.1. Estimation of the share of age groups in total consumer spending, %
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Chart 9.2. Relative level of consumer activity*
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* relative expenditure per person. The value is indicative within one group of expenses
and incorrect when comparing different categories of consumer spending
“DIGITAL GENERATION” IS COMING

Source: Jusan Data Science,Jusan Analytics calculations
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1

Market transit
The market power of the second generation of
"baby boomers" is on the decline. If in the previous
10 years the consumer market lived up to the
generation born before Kazakhstan's
independence, then in the next 10 years it would be
necessary to change it to the "digital generation",
which does not know the world without a
smartphone.

And under the influence of demographic factors,
two key trends have formed in the consumer
market that will determine structural changes.
Expansion of the "digital generation". Today, those
born after 2000 account for only 1.9% of the
domestic market. But the changes will be very fast.
The volume of consumption over the next 5 years
will grow 6 times and almost 18 times by 2032,
reaching about 30% of total consumer demand.

Сompanies focused on the online segment will
benefit from this increase. For the market, this
means that:
the transfer from traditional retail in favour of ecommerce will accelerate. In 2022, we estimate
the share of e-commerce at 4% of the final
consumption of households. An increase in the
number of the "digital generation" will lead to an
increase in its share to 8% by 2027 and 13% by
2032.
we expect dynamic growth of online platforms
for interaction between suppliers and
consumers, such as food delivery, performing
various jobs, etc. And regions will be more
affected by this. If Almaty and Astana are just
strengthening current trends, then the regions
are waiting for a significant transformation of
forms of consumption.

Chart 10. Consumer activity in the online segment *

Low
Average for Kazakhstan**

High
Astana

Almaty

* the indicator value is calculated based on the average per capita spending on online purchases: music, movies, food delivery and taxi requesting

** - without Astana and Almaty cities

Source: Jusan Data Science, Jusan Analytics calculations
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2. The transition of "baby boomers" from the
middle age group (30-39 years) to an older one.
Consequently, expectations of future income
growth will decrease, and this will make them more
pragmatic about spending and new loans.
According to our estimates, the average propensity
to consume at the age of 40-49 is 15% lower than at
30-39 years. That is, with the same level of income, a
person aged 40-49 spends on average 15% less.

The decline in demand for services, entertainment
and durable goods from the "baby boomers" will be
mitigated by the new consumers. This will keep the
overall demand from a strong reduction, but the
market structure will change a lot. The number of
adherents of traditional offline consumption will be
rapidly reduced and replaced by the online
segment.

In general, we expect the following changes in the
consumer behaviour of "baby boomers" when
moving to an older age group:
the greatest decrease in activity will be
experienced in the services and entertainment
sector. We estimate the reduction of expenses of
"baby boomers" in this segment for 10 years at
the level of 35%-40%;
the reduction in spending on durable goods
(household appliances, clothing, footwear, etc.)
will be moderate – at a level not exceeding 5%;
the demand for food and household goods will
not change;
the secured demand for consumer loans will
slow down, as the 40-49-year-old generation has
fewer borrowing needs. This will affect market
segments dependent on loans and instalments;
the demand for investment and savings tools
will increase.

“DIGITAL GENERATION” IS COMING
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Disclaimer:
Jusan Analytics is an analytical structural division of “Jusan Bank” JSC.
This work is for informational purposes only and is not an offer or attempt to provide report,
business, financial, investment, legal, tax or other professional advice or services by Jusan
Analytics. The publication is based on information that we consider reliable and obtained from
dependable open sources, but we do not confirm that all the information provided is
absolutely accurate.



We are not responsible for the readers' use of the information that is contained in the work to
make his independent financial decisions. "Jusan Bank" JSC represented by Jusan Analytics
team does not undertake to regularly update the information contained in the publication or
correct possible inaccuracies. At the same time, the information in the work is not exhaustive
and may be changed at any time without prior notice.



The information published in the work is available for personal use, but is not intended for
commercial distribution and cannot be reproduced, transmitted or published, in its entirety or
in sections, without the prior written permission of Jusan Analytics.
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