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Abstract 

The symbolic approach to the analysis of meanings of goods of the country in the consumer’s consciousness
of the country-recipient is one of the most relevant in cross-cultural marketing. Companies often turn to:
cultural,  social,  mythological,  religious, political or ethnic symbols of the country for the organization the
advertising communications with the consumers of other countries. For centuries political- economic, socio-
cultural  contacts between France and Russia have led to shaping the positive image of the goods from
France in the minds of the Russian consumers. At the beginning of the 21st century, this situation begins to
change. The author’s hypothesis consists of the suggestion that under the pressure of the policy of economic
sanctions of France against the Russian economy and the deterioration of the financial and economic well-
being of  the Russian inhabitants,  the demand for  French goods begins to  decline.  The purpose of  the
research is to analyze the symbolic meaning of the French goods in the consciousness of modern Russian
youth.

The research is interdisciplinary and the author integrates concepts, theories and methods from philosophy,
sociology, political science, intercultural communication and marketing. The empirical basis is based on the
results of a sociological survey among the Russian students. It is also uses phenomenological and post-
structuralism’s approaches. The empirical materials are based on the results of the sociological surveys of
the Public Opinion Research Centres and the author’s survey. The author’s survey was conducted in April -
October 2018 in Rostov-on-Don among students. The number of the respondents is 780 (450 females and
330 males). The respondents consist of the students at the Universities (18 - 25 years old from different
regions of the Russian Federation). 3% of the respondents are married and 97% are single. The 60% of the
respondents had the monthly income between 5,000 and 10000 rubbles. 72% of those responding had less
than 21 years old. Gained results are analysed by comparative method of analysis.

One of the results is disclosing of identification symbols associated with France among Russians. It is also
revealed the measure of valuable of the French goods for consumer behaviour for young peoples. 27% of
the  respondents  cannot  identify  the  national  symbols  of  France.  According  the  opinion  of  the  majority
correspondents, Paris is not the capital of the current fashion, and more than 80% respondents do not want
to live in France. Results connected with Russian perception and valuation of the list of the concrete food
and non-food French goods reveals that 72% of young people recognize the traditional French food goods
(cheese, chocolate, perfume, cognac, etc.). Furthermore,  majority of young people have knowledge about
the top-brands of the French origin. In the whole all consumer goods from France are rated as high quality
products. However, the Russian young men and women prefer to buy cheaper, but no less quality from
consumer goods from: Russia,  China,  India,  the  Eurasian Economic Union (EAEU) countries than from
France. The exception is 7% of the young people who prefer to buy exclusive French food goods. More than
53% of young people prefer to buy non-food goods (these are categories such as baby products, cosmetics,
perfumes) of French origin because they think that the quality of these goods is higher than from the states
of RIC (Russia, India, and China) and. 

Author  comes to  conclusion  that  the  goods from France  are  already  beginning  to  lose  their  traditional
symbolic  meaning  in  the  minds  of  the  Russian  youth.  The  results  are  illustration  of  the  process  of
globalization  in  the  Eurasian economical  system when the  traditional  consumer  good from one country
(France) is changing with the analogue good from the home country (or closed economic partner-state). 
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