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Domesticating the French Fry:
McDonald’s and
Consumerism in Moscow

Melissa L. Caldwell

During my yearly research trips to Moscow, [ periodically visited my friend Veronika
who lives in a small town several hours outside the city. Concerned that Moscow’s
metropolitan setting was sapping my energy and giving me an arypical view of
Russian life, Veronika insisted that these visits and her home-cooked meals would
both rejuvenate me and provide a more “authentic” Russian experience. Shortly
after arriving at Veronika’s apartment in summer 2000, my hostess arranged a large
bowl, electric mixer, fresh strawberries from her garden and vanilla ice cream on her
kitchen table. She explained that an acquaintance had told her about the latest craze
in Moscow: the “milk cocktail™ (molochnyi kokteil). More commonly known as
W to American consumers, these milk cocktails were introduced to
Russia_by McDonald’s in_the carly {990s. Given that I am an American and
presumably experienced in such matters, Veronika asked me to do the honors.
When I was done mixing, my friend called her 85-year-old father, a decorated
Second World War veteran, into the kitchen to have a sample. The older man
skeptically took his glass and left the room. Within minutes, he returned with an
empty glass and asked for a retill.

Today, with more than 73 outlets throughout Russia, McDonald’s is a prominent
feature 1 the local landscape. In Moscow, where the majority of restaurants are
located, the physical topography of city streets and pedestrian walkways is shaped
by large red signs with recognizable golden arches and arrows directing pedestrians
and motorists to the nearest restaurant, and local residents use McDonald’s resraur-
ants as reference points when giving directions to friends from out of town. Political
demonstrators use McDonald’s restaurants as landmarks for staging and dispersal
areas such as during an anti-government and anti-American demonstration in early
October 1998, when marchers first assembled at the McDonald’s store at Dobrynins-
kaia metro station and were then joined by additional supporters when the procession
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<ont past the outler at Treniakovskaia station. Muscovite acquaintances who partici-
rediinthe dcm(mstmtum ate lunch beforehand at the McDonalds at Dobryninskaia
wiro station. Whercas school groups tormerly rook culralexcursions o sites such
- L enin’s tomb, museums and factonies, today these same groups take educational
s through McDonald's restaurants and the McComplex production facilities,
sl o S
\Muscovites™ experiences of McDonalds offer an instructive intervention into
hearies about the nature of globalization and the local/global tensions that social

434

enusts have aseribed to transnational movements. Specifically, Muscovites® effores
o mcorporate McDonald's into their daily lives complicate the argumentss proposed

Gidderns 11990, 20007, Ritzer (20047, Tomlinson (1999) and others char the
homogenizing etfects of global movements such as McDonaldization elide meaning

tom daily Tifem Tnstead, Muscovites have publicly attiemed and embraced MCD6:
nakd’s and s products as x‘iuniﬁcant ;md mcaningful clements in thcir s‘ucial worlds.
Vore importantly, howev
more intimate_and scntnncnml spaces of thc:r pcr«;onal lives: family «.‘clchmtmns,
casine_and_discourses about what it means to be Russian today. In so doing,

\uscovites have drawn McDonald's into the very processes by which local culeural
torms are generated, authenticated and made meaningtul. It is by passing through
this process of domesticaton that McDonald's has become localized. )

In this arnicle, Fam concerned with the wayvs in which Russian consumers’ experi-

cnees with McDonald's depart from local/global paradigms that juxtapose “the
slobal” with an anthenuc and unquestionably indigenons “Tocal™. Xs Twill doscribe.
Russtan consumers are blurring the boundaries berween the gmal and the local, the
new and the original, through a ser of domestcating ractics grounded in tlexible
weologies ot trast, comfort and intimacy. Through the application of these prin-

ciples, Russian consumers render McDonalds restaurants and tood as locally con-
sututed (and, more importantly, as locally meanmgful) phenomena and not simply
as transnational ennnies with focal features or as local entities enmeshed in trans-
national torces. Ultimarely, my task in this analysis_is to explore how the “local”
wselt is remvented through processes of domestication.

This motif of “domestication” calls attention 1o Tiissian pracoces of consumprion
that link 1deas about home and mtimacy with ideas about the nation. Tny Russm. ateer
an mal period in the carly and mid- 19905 whcn foreign goods were valued
precisely for their_jorergmiess, Russian _consumers have refocussed their attentions
on the merits of domesncally Lrpg!ugcd I"goods. WhHen making selections in the
markerplace, RussmIWmIirics as the cultural heritage and
cthnic background of producers and _their_products (see also Humphrey, 1999;
Pacico, 2001, The appeal of the mherent Jocalness of goods has only been
hciz_,htcncd m the wake of Russia’s August 1998 tinancial crisis, thn the mass
departure of rransnagonal firms from the country not only created oppéreunities for
domestic companies to meer market demands, but also prompted customers to
support local industries tor both patriotic and cconomic reasons. A nationwide
“Buy Russia” campaign that explicitly mvoked che rhetorics of nationalism and
msiderncss associated with the segmentary systega of Nush (“ours”} appealed to
Russian consumers to give priority to domestically pr()m)f

Because the tlexible discourse of Nash invokes claims of intimacy and tamiliariy,

It Imcorporates I)(_d\grhc‘y)’mguu_d.ﬁp.lge <>f rhc nation, ()udsmndlly rcndcrcd as
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otechestvennyi {which means “fatherland™ and ~domestic industry™, also “pan
otic”), and the physical space of the home, usually rendered as domashni (which
means (“of daily life™." Ay
approach that employs this dual sense of “home™ s critical tor understanding, the

“of the bome™), or even more simply as byviovos

larger significance of McDonald's induction mto Russian social life. Ar the sany
cime that McDonald’s and Muscovites” home lives interseet i intriguing and power
ful wavs, so that consumers are both taking McDonald’s home with them aind
bringing theirr home lives to McDonald’s, Russians’ encounters with McDonald
also retlect cheir mterest in nationally constituted Tocal cultures.

Morce important, however, while the process of Nash nplullv evokes a sense of
nationalist qualities, Russian consumers also use it more simply to demarcaie
feelings ot inthnacy-tharare not exclisively natonal. Specifically, the ¢mphasis on
sentimiental “fanmhance; trust and comfort that is embodied in the Nash ideolos
transeends absolute distinetions between local and foreign and instead creates mors
abstrace categories ot asider and oursider. As | deseribe Tarer i rhis article, rthe
Hexible and inclusive nature of Nash emerges clearly when Russians apply it o
indicare that their relanonships with forﬁi«‘n persons and produces are intimate,
ordinary and meaningful (see Caldwell. 2004). In this sense, a consideration ot
domesocation as a form of x\';\shmc;ltmn approximates the process by which
coods and values acquire a stace whereby thev seem natural and ordinary, which
Ohnuki-Tierney (1993 6) deseribes as “naturalizanon™

To pursue this cheme of domestication, | first consider how recent analyses o
clobalizavion and locahization approach the issues of meaning and home before
turning to the specitic case ot McDonald’s and an examination ot the processes b
which rhc cnmpam' and its pmducts have been il]C()prl"l[Cd into .\rluscovitcs' daily

fives. ‘
u»rpor.mons Tmu ultcrcd f()rcmn mnkcts Iw\? slﬁmltanu)ule rup()ndmg to local
practices and Cattivating new Tocalinterests or wnrc d to the company’s goals (Dunn.
F999rHortdar 2000 Warson, T997 Yan, 20000, From this discussion, T address the
processes by which Muscovite consumers have encouraged and shaped the com-
panv’s cttores to “go natve” and whart these efforts reveal abour Russian social
practice. ”

Phe material on which this article is based derives from a larger_cthnographic
project on changing consumption practices and food provisioning i Moscow that |
u)n(fﬁftai— rc‘['yxr\"c(:n 1993 ;m“d .j()07 K mwffﬁwﬁjlmmﬂ:am_dﬁidﬂwcd hc’:rc
visits, both alone and \vlth mcnds. to various Mgl)(nmld s restaurants in Mnsgow.
the company’s production and distribution tacilities in a suburb outside the ciry and
other restaurants, cafés and food shops i Moscow. Unless otherwise noted, all
These data are supplemented by surveys,
formal mrerviews and formal conversations thar 1 conducted between aurumn
1997 and autumn 1998 with middle-class Muscovites ranging in age trom school-

cthnographic observanions are mine.

children to clderly pensioners. Approximately 50 university students in Moscow
completed written survevs deseribing therr cating habies, food preterences. experi-
ences with foreign toods and views on foreign toods such as McDonald's. | con-
ducted personal interviews with tive university students. Group interviews were
conducted at three schools i the Moscow region: two sets of interviews with nine
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<hildren aged five to seven; two sets of interviews with nine children aged eight to
11; and three sets of interviews with 17 children aged 12 to 16. Interview questions
focussed on students’ eating habits, food preferences and experiences with McDo-
nald’'s. My conversations with older adults (mid-thirties to mid-sixties} took place
more informally over meals and visits to people’s homes.

Locality, Home and Meaning in Globalization Theories

Fhemes of origins, home and homeland have been important in examinations of the
Intersection of food practices and global systemmm
Goldfrank, 1994; Mankekar, 2002; m%. National origins have attracted
particular attention as foreign products have been alternately accepted and rejected
by local consumers precisely because of the national traits and tastes rhat are
associated with those products (Miller, 1998; Terrio, 2000: 248-56; Wilk, 2002).
In her work on foodscapes, Ferrero argues that, “in transnational contexts, ethnic
tfood is also seen as a vehicle for understanding the practices of *home cooking,’
where food practices represent a symbolic and cultural connection with the home-
fand™ (2002: 194).

Issues related to the notion of “home” have also emerged as key themes in
localization/globalization studies. The increasing interconnectedness of peoples
and cultures throughout the world facilitates the global colonization of local com-
munities so that the individuals who inhabit the realm created by these processes are
increasingly caught between the local spaces where they live their everyday lives and
the global arenas where they interact with other global citizens (Featherstone, 1995;
Ritzer, 2004; Robertson, 1992; Tomlinson, 1999). Through these processes of
displacement or deterritorialization, distinctive and meaningful local communities
are replaced by “non-places™ that are noticeable precisely because they are “forms
lacking Tn_distincrive substamce™tRitzer, 2004: 10). Featherstone describes these
processes thus: “Localism and a sense of place give way to the anonymity of ‘no
place spaces’, or simulated environments in which we are unable to feel an adequate
sense of being at home™ (1995: 102). Building on this theme, Giddens notes (1990:
140) that this tension is “a complex relation. .. between familiarity and estrange-
ment”, a feature that Hannerz describes in his observation that cosmopolitans “are
never quite at home again in the way real locals can be” (1990: 248). By extending
this notion of the non-place, we can see, in Sassen’s idea (1991) of the “global city”,
a similar loss of the familiarity and intimacy that come with a “home town”. Thus,
local spaces characterized by familiarity and intimacy, such as those embodied in the
notion of home, are accessible only via the imagination as an object of nostalgia
(Ritzer, 2004; Tomlinson, 1999) or as a new_postmodern_imagined community
(Appadurai, 1990, 1996). T

At the same rime, global processes present opportunities for localities not only to
assert_and affirm themselves, but also to recast the global according to locally
particular and meamngiulways (Friedman, 1990; Jing, 2000; Metcalf, 2002; Miller,
1995; Watson, 1997; Wilk, 1995, 2002; Yan, 2000). In some cases, social actors
refashion imported elements to fit preexisting community standards and practices,
such as Watson describes for the assimilation of McDonald’s in Hong Kong (1997).
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In other cases, these actors appropriate imported elements and give them meaning as
signs of local distinctiveness, as Wilk describes for Belizean cuisine (1995, 2002},
What is common to both perspectives is that these processes are a “culture’s way ot
/fik%?-w and unusual things part of itselt” (Mintz, : 12
tiop-#volves_processes of familiarization, e shamng
(Featherst()ne, 1995; Giddens, 1990; Lozada, 2000; Wilk, 2002),
i ipterplay between localities and globalities is captured in the notion
Lre()luqn()n/m which different cnlrural meanings are tused to create new forms
an, 1994 Hannerz, 1987, cited in Barber and Waterman, 1995). A variation
is that proposed by Robertson’s idea of “glocalization™ (1992: 172) whereby “the
universal and the particular” coexist. Barber and Waterman caution, however, that
despite Friedman’s, Hannerz’s and Robertson’s visions of diversity and newly
¢reated cultural forms, models such as creolization and globalization in fact reity
distinctions between “‘ndigenous’ (traditional, Tocal) and ‘Tmipotied’ (modern,
global) elements” (1995: 241). This warning raiscs an important point about the
~Tistinction between content and process. Specitically, impli¢ localization theorics
such as those described above is an acceprance that it is possible to identify and
preserve the specific cultural practices and beliefs that constitute Tocal cultures. For
Watsor's subjects, for instance, there i smmmmcmbly
Chinese that is affirmed in the ways in which they interact with McDonald’s (sce
also Lozada, 2000). This insistence on_authentic original content also emerges in
Bourdieu's (1984) schemas of cultural distinction and Ritzer’s (2004} distinction
berween entities that possess mearing and value and those that do not.

This emphasts on cultural content is insufficient for conveving the complexities ot
the local/global experience in Russia where the origins of specific goods and behav-
iors are often less important than the values that Russians attach to them. Even as
local and foreign observers_depict McDonald’s as the ultimate symbol of Cultural

imperiahism (Love, 1986; Luke, 1990), many Russian consumers who support local

businiesses and commodities _have transferred that support_to McDonald’s.”

_ ASMCDoHAldS has lost its strangeness and become familiar and comtfortable, it
hagBecome, in very tangible ways, domesticated. Thus, an approach thar focusses
sn the Processes by which the local is invented and rendered familiar is more

productive for understanding the case of McDonald’s in Moscow. As Appadurai-
B pp 7

notes [T9967183), the production of the local is a continuous process of creativity
and adjusrment (see also Pilcher, 2002). What this means is that aithough the
social processes of localization mav be culturally specitic, the content of local cultur
is continually invented.

In the rest of this artcle, I explore the processes by which Muscovites and
McDonald’s have collaborated to achieve this domestication. This process of do-
mestication is twofold and retlects the cooperative efforts of McDonald’s and
Russian consumers. The first section presents a more familiar narrative of how
McDonald’s interprets local interests and carefully responds to — or exploits ~
them (Ritzer, 1996). The second section, however, presents an alternartive vision of
the domestication of McDonald’s in Russia. Specitically, by illustrating how Russian
customers actively rework McDonald’s to fit their own needs and values, this section
emphasizes the agency and autonomy ot Russian social actors as theyv engage with
global processes.
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From the Exotic to the Mundane: Cultivating Friendship,
Intimacy and Trust

“ithm consumption studies of postsocialist societies, McDonald’s has emerged as a
crime symbol oF the processes and stakes ar work in negotiations among local,
cevonal, national and global forces (Czeglédy, 2002; Flarper, 1999; Shekshnia
tal, 2002; Watson, 1997; Yan, 2000). For the specific case of Russia, the for-
suiflocal tension is particularly significant in light ot McDonald’s role among
Rastan insttutions and its place within Russian culinary traditions. Throughout
Hussia’s hustory, food has been both a celebraged aspect LR[MMUII

md polincal Tife and an evocative symbol of national rastes and practices (Glants
vd Toomre, 19973, This importance was heighrened during the Sovier period when,
v other socialist states, control of the food services sector provided a key venue

‘o arniculating and implementing political shilosophics and social control (Borrero,
tng and implementng potitical philose soctal s

997 Goldstem, 1996; Osokina, 1999; Rothstein and Rothstein, 1997,
soviet leaders linked cherr visions of an cgalitarian communise sociery with the
woals of producing and distributing sutticient food supplies for the population.” To
iwcomplish these tasksauthorities puc the entire sphere of food services under stare
control: the culinary ares were standa rdized through the professionalizaton oFfood
norkers and rhe regulation of cuisine, l’()()gl_p‘r’(l(l}\lcpi}“)ﬂ shifted from home kirchens
ants to_communal_kitchens, state-owned Gafeterias” and ™ food

e canteens and cafererias run by consumers’ socicties (Borrero, (9977

wd private res
hops, workplace canteens and catere L :
Rothstein and Rothsteimn, 1997; see also Fitzpatrick, 1999; Kotkin, 1995). It was
within dchis modernise vision ot industrialized food services that privately owned

rransnational food corporations such as McDonald's firse emerged.
Afrer T vears of negotiations wich Soviet authorities., George Cohon, president of
MeDonald’s Canada and nof MeDonalds USA = a4 distinction thar Sovier leaders
T e . . . 5 .
requested because of political tensions berween the Sovier Union and the US -
apened Russia’s first outlet in 1990, To areract new customers, the company quickly
immersed TCIT 0 Russian daily [ife by highlighting not 1ts novelry

ted irselt as

i foreignness,
3 a place where
srdinary people work and visit, In a continumg, cffort to cultivate these images of
fumiliaricey, responstvencss and accessibifiey,  McDonald's pertodically conducres

but its very ordinariness, Specitically, the company crafted

marker survevs. In 2000, 1 sat ar a nearby table as a voung female emiplovee stopped
voung adults and asked them a series of questions about how much they would be
willing to pay for different food items. The emplovee questioned respondents about
how trequently chey visited McDonald’s and what they tvpically purchased. Then,
pomting to picrures on a card, she asked respondents how much they would pav for
paracular icems and it a specitic price would be roo expensive or acceprable.

More revealing, however, are McDonald’s explicitettorts to position itself vis-a-vis
Russians” cherished principle of Nash as a marker of trust, momacy and sociality.
Fiese, MeDonald’s acknowledged the value thar Russian consumers have historically
placed on SGUATTHCEWorRs and concepts of collective responsibility (Caldwell, 2004:
Ledeneva, 1998 Pesmen, 20007 by situating itself as a responsive member of the local
community. In addition to such activities as sponsoring achletic events and donaring

protits ro a children’s oncology program. the company has collaborated with local
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officials to develop fire safety programs in the ¢ity and established a Russian branch of
the Ronald McDonald Children’s Charity Fund. On a more individual level, McDo-
nald’s directly facilitates connections among consumers. In summer 2000, displays in
several restaurants invited children to join a collectors’ group to exchange toys and
meet new people. Children treat the statue of Ronald McDonald that is invariably to
be found in cach restaurant as a friend with whom they sit and visit.

McDonald’s officials next responded to local ideas abourt health and nutrition as
essential qualities of Nash products (see also Gabriel, 2003). Russian consumers
articulate food preferences through evaluations of the purity and healthiness of
particular foods. Many Russians initally found the anonymity and technological
‘mcl)(mald’s austére and sterile kitchen facilitics, as well as the mass
manufacture of foodstulfs, unnatural and disquieting.” One college student ex-
plained his discomfort with McDonald’s by equating it to a transnational candy
corporation that he had visited; referring to the latter, he commented, It was too
clean™. A middle-aged Muscovite friend complained that McDonalds impersonal
mdustrial kitchen was unsanitary, and several high school and university students
complained thac the tvpes of tood served at McDonald’s were nort as healthy as foods
prepared at home.”

In contrast, Russians determine the healthiness and _authennicity of foods
according to where they are produced and by whom. More spummlh consumers
'pnvxlcgc fruits and vegetables that are grown on farms in the Russian u)untrvwde or
i gardens at private summer cottages (dachas) and then collected or prepared by
friends OF Felafive AT Ome cotfegestudent comniented, auchentically Russian foods
“grow here™ and are eaten by Russians. This insistence on territorial origing emerged
in the comments of many other informants such as Masha, a middle-aged mother
who asserted that Russians are healthy precisely because they eat produce taken
directly from the ground. Another college student acknowledged the importance of
Russia’s organic economy when she commented that Russian products are those
grown by peasants. When buving commercial products, Muscovites ¢laim to preter
domestically produced meats and dairy products over American and other products
that are known to be tilied with additives and preservarives. As part of their daily
shopping practices, Muscovites ask salespersons and market vendors to verify the
focal origins of food items. For their part, salespersons attract customers by volun-
reering the information that particular products are locallv grown or manutactured.

In their responses to these local preterences, McDonald’s executives have joined
other Russian companies in promoting the local origins of their produce.” Using
billboards, signs on the sides of freight trucks and tray liners, McDonald’s advertises
its contract with a Russian agricultural corporation whose name explicitly invokes
the svmbolic power of the Russian countryside and personal g ardenmg/mu ~ha
white cotrage™). McDonald’s thus réassures customers not only that its produce is
Russian-grown, bur also that it mects “the standards accepted by the Russian
Federation™ and thart it uses “only the highest quality meat withour addirives and
fillers™."" In 1998, tray liners guaranteed that “The high quality of the products of
the firm *McDonald’s® begins with the highest quality ingredients. ... *"McDonald’s’ -
it 1s qualiey!™ Finally, special advertising supplements, available in Moscow restaur-
ants in summer 2000, assured customers that McDonald's provides “The taste that
vou love, the quality that you trust™
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McDonald’s efforts to cultivate a sense of trust among Moscow consumers
cmerged most visibly when the company explicitly appropriated the rhetoric of
Nash.'" Russian marketers frequently include the word “Nash” on their brand labels
and present Nash goods with images and themes that invoke shared Russian origins
and qualities. As such, Nash belongs to a larger discourse about the value of
domestic production, such as was seen in a billboard slogan during a recent adver-
using campaign to promote domestically produced goods that reminded Musco-
vites, “When we buy domestic, we live better” (Pokupaem otechestvennoe — thivém
luchshe). More significant, however, is that although Nash is more exclusive than
labels such as “domestic™ or “Russian” because it delineates subgroups within larger
national or ethmic groups, it in fact supersedes concrete origins and identities
because of its emphasis on trust and familiarity. As Elena, a 28-year-old artist,
explained: “{Nash}] does not depend on one’s nation....It is a spiritual belief.
|Nashi people} are the people to whom [ tell my problems. You can switch from
foreign |chuzboil to native {rodnoi] in a minute.” Elena concluded thar Nash
conveyed a sense of trust and helpfulness.

By summer 2002, McDonald’s had begun invoking the rhetoric of Nash in posters

that reminded consumers that the company was “Our McDonald’s" (Nash Makdo-
nalds). This move enabled McDonald’s to position itself within the parameters of the
ir;;;;jncd — and, more importantly, frusted — collectivity to which its Muscovite
customers belonged. Moreover, McDonald’s claimed status as a local entity by
cultivating whar Featherstone sees as the essential features of local culture: “this
sense of belonging, the common sedimented experiences and cultural forms which
are associated with a place™ (1995: 92},

Although Giddens argues that notions of intimacy, familiarity and tradition are

themselves products of modernity (1990, 2000), they are nonetheless the markers by
which Russians articulate their connections with local culture. It is perhaps more
instructive, however, to consider how Russians are autonomous social actors who
themselves encourage, accept, shape and discipline this sense of familarity and
intimacy. Rosaldo persuastvely describes this process with his ideas about cultural
invisibility: “As the ‘other’ becomes more culturally visible, the ‘self” becomes
correspondingly less so” (1993: 202). As the Russian McDonald’s case illustrates,
this process 1s one that Russian consumers are actively producing and fashioning. In
the next section, I turn to a discussion of how Muscovites express their autonomy by
creatively incorporating McDonald’s into their most intimate and personal activ-
ities: their home lives.

Feeling at Home: McDonald’s as Comfort Food

Initially, Muscovites’ relationship with McDonald’s was framed through themes of
novelty and exoticness.'* In 1995, my landlady Anva, a retired geologist, recalled
that when McDonald’s and the pizza restaurants first opened in Moscow, it was
precisely their foreignness that prompted long lines of curious customers.'? Her
brother-in-law expressed a sentiment similar to that I heard from other Muscovites
when he commented that he and his teenaged son had tried McDonald’s once simply
tor the experience, but that in general his family did not like the taste of McDonald’s
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food and so had not rerurned. Several vears later, during a dinner conversaton on an
anrelated topic, a close friend tarned o me, asked if Thad ever tried McDonald's
food and then confessed that he had tried it and could not understand why a person
would cat such food more than to v it once. Yer, even as urbanttes such as mv

friends express their dishike for the raste of McDonald’s tood, they agree that the

company has a certain appeal tor the uninitated and uncultured. I a 1998 inter
view, a Moscow university student remarked, “People from the provinees. the firat
place they would go, | think, s McDonald's”

Despite these ndividuals’ emphasis on the novelry and soctal distinctiveness of
MeDonald’s, whart is more revealing is a more protound shitt in Muscovites” arni-
tudes towards McDonalds. Specifically, formiany. Suscovites, McDonald’s has
hecome so ordmary thar it is no longer culeurally marked. This shift to invisibility

emerged vividly m conversations with \Lh()uldnldwn JIILI college students abow

what Sonstituted Russian foods. Intrigmngly, i (heir responses, students ofren
mdudcd tulnan[l(mA] Toods. such_as Mebonald’s and Coca-Cola. When asked
why they had included these items as “Russian™, students evpically replied thar
they simply took them for granted and did nor contemplare their orgims, One
college student put it this wav: 1 am used to them. Thev are tasty and casy o
buy.™ fn conrrast, he said, new or foreign foods were those that he was not used to
thinking abour and with which he did not have a “menwal association™: “They do not
appear momy mind.”

Another example that illuserates this process ot domestication is the extent to

which Russtan consumers have aceepred, “and cven facilitated, the mclusion of
NcDonald's t()ods n Rusxmn cutsine. As i many countries, cuisine has occupied
an important place in Russian culture and social lite (Glants and Toomre, 1997),
and NMuscovite acquaintances express great pride o bemng able to prepare authen-
tic Russian dishes."™ Despite a long culinary history, however, Muscovites” food
pracrices are changing as imported foods become more avalable. As one voung
woman observed: o Moscow it is impossible ro distinguish berween Russian and
forcign toods because thev are so nuxed.™ A specific example of these changes is
evident i the “milkshake craze™ that my friend Veronika described when we
prepared milkshakes at her home. By the end of thie 1990s, milkshakes were
avatlable i both fast food and high-end restauranes throughout Moscow as well
1s at remporary stdewalk rood stalls. Even vendors e the Tobbies of NMoscow’s
finest theaters and opera houses had added fresh mitkshakes o therr more tvpical
mrermission offerings ot clegant chocolares, open-taced sandwiches, topped with
smoked fish and caviar, and champagne. Russian restaurant owners now provide
French fries with their main courses, and vendors at walk-up sidewalk stands
include, among the usual assortment of candy bars, chips and nuts, Russian-made
knock-offs named Big mak and eamiburgr roial (as Quarterpounders are called in
Russia).

\'c\‘cr[hclcss these c\';lmplcs puinr ()HI\' w thc s‘prc;ld of f()ods' mspiru lw McDo-

\\]mh \lusu)ntc have mu>rp()|‘1tcd \lLl)oxmld 5. Into rhur Immc u)()l\mg

domashehian pishehai,”a domain that Muscovires consider unuuclv Russian.
One coliege student, who said that she was able to idenuty distimctively Russian
foods. explaimed: I remember what my grandmother cooked and how myv mother
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cooked.” In a similar comment, another student observed: “People who cook at
home cook ‘Russian’ because they buy ingredients and then cook like they did
carlier.” An academic researcher in his mid-30s stated: “I prefer home cooking
ldomashnuiu pishchu| because home is more comfortable.”

What was particularly instructive about these individuals’ insistence that foods
prepared at home are authentica ian was that their fépertoires of Russian
Ccliisife mnclu itations of McDonald’s foods. Like several middle-aged miothers

linterviewed, my landlady Anya periodically attempts to make hamburgers at home

to please her children and grandchildren, who want to eat at McDonald’s, but are
unable, owing to cost or time constraints, to do so. In some cases, cooks have
resorted to highly crearive culinary reinventions such as the meal described by one
of my students. When the student’s sister studied in Moscow, her host family offered
to make McDonald’s hamburgers at home. The promised meal turned out to be fried
cabbage between two pieces of bread.'”

More revealing, however, were the responses | received from schoolchildren
whom I interviewed about Russian cuisine in 1998. During two sets of interviews,
one at a school in Moscow and another in a town located two hours away and
without a McDonald’s, I asked nine children aged five to seven to draw pictures of
their favorite Russian foods. In response, four out of nine children independently
depicted Russian-style fried potatoes (zharennye kartoshki), a staple in most fam-
ilies” meals, in recognizable McDonald’s French fry boxes. In a similarly illuminating
incident ar a birthday party [ attended, the guest of honor, a friend’s four-year-old
daughter who loved French fries, could barely contain her excitement at the news
that we would have fried potatoes for dinner. When she was presented with the
homemade French fries, however, she took one look at them and shricked in h()rror

“But they’re not McDonald’s!” crtor ST

Collectively, these_transformations imtecgl fovd hablts reveal that Muscovites

have effegeively turned the tables on McDona’fc??jmd transformed it not simply into
somerhmg\m‘m—rs—iamdxar and ordinary, but _into something tharts—authericatty
indigenous as well as desirable and personally meaningful. More significantly, as the
comments and actions of the schoolchildren whom T interviewed illustrate, McDo-
nald’s has become the local standard against which Russians’ own food practices are
measured. In this respect, as McDonald’s has been more fully domesticated, it has
lost its distinctiveness as something alien and visible and has instead become part of
everyday life.

The routinizagion and habituation_ot McDonald’s into the most ordinary and
intimate_aspects_of Muscovites’ daily lives are most vivid within the context of
negotiations over the parameters of both domestic and domesticated space. As
illustrated in the previous section, Muscovites are taking aspects of McDonald’s
into their homes. Yet, more and more, they are also taking their home lives into
McDonald’s, a practice that Muscovite emplovees facilitate by rarely limiting the
amount of time that customers spend i the Testaurants. For individuals without
accommiodation, such as visitors to the city and homeless persons, McDonald’s
serves as a surrogate home. [ have frequently observed visitors using the bath-
rooms to bathe themselves and to wash out their clothes and dishes. Street
children also find the restaurants to be safe havens. The store managers of a
central Moscow McDonald’s allow these children to sit at the tables and eat food




190 MELISSA L, CALDWELL

that has been left on diners” travs. On one occasion. | watched as the sror.
manager engaged several homeless children i triendly conversation and offere
to help then with their problems. Fven Muscovites who have apartments and job
nearby elect 1o go o MeDonalds o sit and enjov their homemade Tunches (e
~ometimes even a borttle of heer or twor that they have broughe wich them into th
restaurant.,

Other NMuscovites have rransterred their social ves to MceDonald's, Instead ol
cathering for meals ar someones home, as was a more usul pracuce durine
sovier davs \\lun meals m privare l\mhvns were more cost-ciiective and sal
from the pnm

(\k\ of others, fricnds.” zcl‘m\m and colle AEUCS NOW Mmecet
MeDonalds ro \(Kl]]l/L or conduct business. One fricnd reported that when she
and several other friends tried o organizc an outing to a muscunt, one of the
women decided which muscum they could vivie according to the Tocation o
the Mebonalds where she wanted chem to have Tunch. Children and reenagers
who Tve outside Moscow spend their weekends traveling ro the iy simply 1o
visit MeDonald's - Durmg meerviews thar | eonducted wirh a group of schoolchil
dren who Ticed several hours awav trom Moscow (and the nearest MeDonaldsi,
the students exarredly desertbed how frequentle they traveled o the ey with
ther frends simply o have dinner ac McDonalds. Sinndarby, several college
~students contessed rhat betore they had come to Moscow (o sudh., they were
sifamihar with MeDonabd™so Afrer spending o tew months i the atv, however,
they had quickly begun congreganng at McDonalds with their tfriends tor lare
micht meals and conversanons.,

mrh(lll\ parties, which Muscovites generallv observe ar home or at the ity

cottage. now upuu NE RS TIIOST o he o s ORampte ot these THOFS 10 refashion
NEDGHAld S o 1 domestic and soctally wigmiticant space. Brighelv colored posters

and e mvice ildren ro cele ln ate therr lmthdl\s with o tormal parey oreamzed

and hosted by MeDonalds staft. ™ Such events oceur requl: nlx throughour the iy

VRO TR TR FOSEATanes are often busy with multiple paroes takimg place
simultancoustve During one such parey thar | witessed in Seprember 1998, fwo
female MeDonald's emiplovees supervised a aroup of abour fifreen TO-vear-olds. As
several parents chartred and snacked ar a nearby table, the children plaved games,
save presents 1o the brrhdav cuese, are hambureers and Freneh fries and drank
sodas, Atrer the parny, the rwo emplovees cleaned up the area and removed birthday
decorations trom the swalls. \luxumux wath more Iinuted resourees organeze therr
own birthday paroes ar MeDonald s T5ar near one such party and \mnhu as a
szrmqv-ﬁf”chﬁdrt‘ﬁ“dﬁmﬁfm“ﬁh\'L‘Ll together ar o ml\lc that their parenrs had
decorated themselves, The parents firse delivered dheir tood orders from the counter
and later divided o cake and other sweers that thev had broughe with them from
home.

\s these exampies show. the emphasis that Muscovites place on the comrores and
mumacy associated with home emerees i the wavs thar [hu mreract with NMcDo-
nald’s. For these mdividualse MceDonalds ovcupres an important space wichin the

aruab and ideals that give meamng ro their daily lives. As o place mvested wirh

'xm animg, values delighe and] more importandy. heizheemed sock: oy, MceDonald's i

o mermsically and authenticallv Tocal space . Giddens, 1990: Riter. 004
Tomlinson, 1‘)‘)() )
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The Domestic Other: Creating the New Local

In many ways, Muscovites experiences with McDonald’s appear to resonate with the
premises underlying the McDonaldization thesis: that the routinizing nature of
McDonald’s facilitates its insinuation into the organization and regulation of daily
lite and that McDonald’s inherent rationality replaces indigenous, and hence more
authentic, meaning with its own set of values and practices. At this point in time,
however, it is impossible to predict whether complete McDonaldization will eventu-
ally be achieved in Russia. Yet preliminary comparison of McDonald’s with other
tood transnationals in Moscow suggests that, as of now, McDonald’s has not yet
achieved the same degree of rationality in Muscovites’ everyday Tives.”
Specifically, we can look to the spread of coffee shops and sushi bars (sometimes
coexisting in the same caté) across Moscow during the past three years. There is an
obvious sameness particularly among Russian coffee shops, as managers_educate
their clientele as to proper (i.e. American-style) coffee etiquette and tastes. The
manager of one coffee shop boasted that his goal was to turn_his Russian patrons
into American coftee connoisseurs,-Muscovite cohsumers have visibly adapted
themselves to these changes by substituting cappuccinos and espressos for their
more usual afternoon teas or instant coffees and by learning to debate the subtletics
of muffins, bagels and other American pastries. Most notice i hange in
social relations that has accompanied these shifts: previowly, afterno
social occasion when co-workers would stop working for a fe
socialize with each other. In Moscow’s Coffee shops, however, it is common to see
individuals sitting alone and working on school or work projects while drinking a
cup of coffee. In contrast, even as Muscovites treat coffee shops as impersonal and
generic settings, they continue to approach McDonald’s as a trusted social space
where they gather with friends and relax. More importantly, Muscovites arc actively

manipulating McDorald’s by tefashioning the eating experience to feflect their own
ideas of what ¢§ €sprivate space and personally meaningful activities. Hence,

at this stage, McDonald’s has not yet reached the same degree of homogeneity as
that pursued and promoted by its competitors.

I have grounded my analysis in an ethnographic perspective (Caldwell, 2004) that
_proposes that Muscovites are autonomous social agents — even when their choices

}

are constrained by external forces. Thus, by focussing on Muscovite consumers as j

individuals who actively engage with_the institutions and forces with which they
coexist, I have drawn attention to the ways in which Muscovites produce and enact
the domesticating process of Nash. Although Muscovites may in some ways be
complicit partners with McDonald’s in this process, it is ultimately these consumers
who set the indigenous standards that McDonald’s must exploit and satisfy. Finally,
because my intent in this article was to highlight the ways in which Muscovites are
finding and making meanings within new cultural systems, 4 IocuUs on the domiesti-
cating process of Nash as a particular form of Tocalization calls attention to the ways
iir-witch Muscovites do 1ot simply appropriate and refashion foreign elements as
familiar and special, as happens in processes of glocalization, but rather reorient
their attitudes, feelings and affections rorder toexpertencemd know the foreign as
something mundane and, hence, part of the local landscape. Despite the power of

@,
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McDonalds to position itself as local, Muscovites are the final arbiters of this
distinction.

In this article, T have suggested that the uniqueness of McDonald’s experience in
Russia is evident in the ways that consumers affirm its place in local culture not
simply by embracing it as just another part of the ordinary routines of daily life, but

moré accarately. by faking it for granted. For_many Muscovites, McDonald’s has

become, in Rosaldo’s terminology, “invisible™. Furthermore, at the same time as
NMuscovite consumers have accepted McDonald’s as a local and personally mean-
gtul experience, they have privileged it over other, more visibly foreign and
uncomfortable, experiences. This quality of domestication emerged clearly when
two Muscovite friends, a young middle-class married couple, recounted their driving
vacation across the USA. Vera commented that because she and her husband
were comfortable with the service and food at the McDonald's near their home in
Moscow, they stopped ata McDonald’s restaurant along an American interstate, but
were surprised to find dirty facilities. They were even more astonished, she added, to
discover that the food in the American McDonald’s was not as tasty as that in
Russta. Ulumately, Vera and her husband decided not to visit another McDonald’s
while they were on vacation, but to wait until they returned to Russia. As Vera
noted, the McDonald’s restaurants in Moscow_were familiar and trustworrhy and
thus distinct Frow their North American prototypes.

By ¢xtending values of trust and intimacy to McDonald’s, not only are Russian
consumers reworking local understandings of such fundamental concepts as the
private and the public, the domestic and the foreign, the personal and the popular,
but they are also setting the standards that McDonald’s must meet in order to
tlourish. McDonald's is more than a Jocalized o r_a glocalized entity in Russia. By

undergoing a spcuhmllv Russian_process of localization — Nashification. — it has
become a focally meaningtul, and hence domesticated, enity.

NOTES

b A photograph that appeared in newspapers throughour the US in 1999 caprured the image
ot an elderly Russian veteran, dressed in a suit adorned with medals, eating at McDonald’s
following a political parade (Loversky, 1999).

For a more detailed discussion of these trends, see Caldwell (2002).

I thank an anonymous reviewer for adding byvtoror.

See Caldwell (2002, 2004).

Tim Luke describes the McDonaldizarion of the Soviet Union as the “McGulag Archipel-
ago” {Luke, 1990).

6 Food production offers a vatluable insight into gender roles and expectations during the
sovier and post-Soviet period, particularly since mdustrial tood production was intended
to liberate women from the duties of the domestic realm. Because an extended analysis of
this topic is bevond the scope of this arnicle, | would refer interested readers to Goldstein
$1996) and the essavs 1n Glanrs and Toomre (1997),

This conrrasts sharply with whar Yunxiang Yan describes regarding Beytng consumers
who see McDonald’s as a paragon of nutrition and technoscientific development ( Yan,
1997).
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§ Cf. Ohnuki-Tierney (1997) for a related perspective on japan.

9 I discuss this in more detail in Caldwell (2002).

10 These quotations were taken from McDonald’s tray liners.

1L See also Humphrey (1995) for a discussion of the ideology of Nash in Soviet and post-
Soviet practice.

12 See Campbell (1992] for a discussion of the role that novelty plays in consumer choice.

13 Awriter for Fortune magazine ironically compared attendance at Moscow’s McDonald’s .
to that of another major Moscow attraction, Lenin’s tomb. While the 1990 attendance
rate at Lenin’s tomb decreased to 3.2 million visitors (9,000 daily average), the attend-
ance rate at the new McDonald’s just blocks up the street soared to almost 10 million
{27,000 daily average). A young Muscovite professional explained her preference for
standing in a two-hour line at McDonald’s instead of at Lenin’s tomb in this way: “At
least you can get something to eat here. Who wants to stand in line to see some dead

guy?” - A
I+ Moscow’s Museum of Public Dintnig ffers a fascinating look at the important role that

cuisine has played in Russian culture throughout the last several centuries. Former chefs
guide visitors through impressive collections of cooking implements, menus, cookbooks
and plastic food displays. As further proof of the value placed on cuisine, several walls in
the museum are devoted to pictures honoring chefs and other individuals known for their
contributions to Russia’s culinary traditions.

One reviewer pointed out that the Russian kotleta might be analogous to this cabbage
hamburger. I agree that this is likely, but it is nonetheless significant that the hostess in
this story chose to call her dish a *“McDonald’s hamburger”. I thank Mary Kay Taylor for
this story.

16 Compare with Yan’s descriptions of birthday parties in Beijing (2000: 216~17).
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