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Abstract
In the last few years Russian society has been going through a stage of political, cultural and eco-
nomic transformation that brings change to the lifestyle, attitudes, and the worldviews of
Russian citizens. The process of development has embraced not only science and technology, but
also social and cultural aspects of life. The contemporary image of Russia is in many ways defined
by its younger generation that grew up with new economic, social and political standards. Young
people’s values, attitudes and aspirations differ from those of the adult generation of Russians,
since the last years have been marked by transformations inside the country, as well as by some
global changes. This paper demonstrates the results of a study which aimed to identify the rela-
tionship between individual values and attitude towards innovation. 380 respondents, young
and adult representatives of the Russian population, took part in the research. The respondents
belonged to the younger generation (under 25 years old) or to the adult generation (over 45
years old). The principal instrument used was the method of questionnaires. The methodical
inventory consisted of three main blocks oriented to the study of the following constructs: the
PVQ-R Method of Measuring individual Values (Schwartz et al., 2012) and the method of Self-
Assessment of Innovative Qualities of a Personality (Lebedeva & Tatarko, 2009).The goal of the
research was to reveal the age differences in values and attitudes towards innovation, and to find
which values determine positive or negative attitude towards innovations among representatives
of different generations of Russians. The younger generation values of Individually Directed
Thought, Stimulation, Achievement, Power/Dominance stimulate the adoption of innovations.

Keywords: cultural values, values of individual level, innovation, attitude towards innovation.
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has embraced not only science and
technology, but also social and cultural
aspects of life. Psychology of innova-
tion is quite a new branch of psycholo-
gical science, and specialists involved
in the research in this field in Russia are
not numerous. On a larger scale, psyc-
hology of innovation is an interdiscipli-
nary field of knowledge that owes its
development to increasing processes of
globalization and modernization in the
society. Today, in the world of business,
innovations are not only vital for the
growth of an enterprise, but also for its
survival on the market. Companies
have to introduce innovations in order
to remain competitive in the quickly
changing market conditions. Culture is
one of the major factors determining a
person’s behaviour, including the crea-
tive behaviour; and one of the factors
playing a crucial role in the way culture
regulates social behaviour is whether
an individual apprehends and uses the
values of a given culture well enough,
and then how individual values are for-
med. The identification of cultural
values is currently one of the essential
questions in psychological science in
Russia and worldwide. As noted by
N. Lebedeva, and later by L. Cherka-
sova, in spite of large amounts of rese-
arch in creativity, the analysis of cultu-
ral peculiarities is frequently omitted.
This is why, when planning the steps
for developing innovations, one has to
take into account cultural factors in the
presence of which these innovations
will be introduced and spread (Lebede-
va, 2009; Cherkasova, 2012). Now an
entire series of research papers demon-
strates the existence of a connection
between cultural values and the ten-
dency of bearers of a culture to bring
and accept innovations, but this con-
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nection has not yet been sufficiently
studied. To the present moment just a
few solitary instances of such research
have been carried out in Russia
(Lebedeva & Gizatulina, 2009; Yasin &
Lebedeva, 2009; Lebedeva, 2008, 2009;
Lebedeva & Bushina, 2013; Lebedeva
& Grigoryan, 2014). In the West rese-
arch papers on the subject of the con-
nection of cultural values and the atti-
tude to innovations are published more
frequently (Venkataraman, McMillan,
& McGrath, 1992; Herbig & Dunphy,
1998; Herbig & Kramer, 1994; Jones &
Herbert, 2000), but their number is still
insufficient to get the whole picture.
The contemporary image of Russia is
in many ways defined by its younger
generation that grew up within new eco-
nomic, social and political standards.
Young people’s values, attitudes and
aspirations differ from those of the adult
generation of Russians, since the last
years have been marked by transforma-
tions inside the country, as well as by
some global changes. The orientation of
the values shared by this active part of
the society will determine the future of
the country. The mere category of
“value”, being quite a dynamic construct,
entails changes in other spheres, inclu-
ding the attitudes towards innovation.

The problems of correlation
between cultural values and
innovative attitudes

Our research is based on the idea
that the general propensity to innova-
tion can be shaped by values, and that
the attitude towards innovation can be
revealed at an individual level and is
expressed through specific innovatio-
nal attitudes. Culture is one of the
major factors that determine human
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behaviour, including creative behavio-
ur; and one of the decisive factors in a
culture’s regulation of social behaviour
is how well the individual has assimila-
ted the values of this specific culture,
and then how individual values have
formed on this background.

Smith and Bond, on the grounds of
empirical research, have established the
connection between the personality
characteristics related to creativity and
cultural values (Smith & Bond, 1993).
Creativity is bound to Openness to
Change and Introversion. Masculine
culture concurs with personality traits
that are most advantageous for creative
work. A high degree of individualism,
bound to other values such as freedom
of initiative, autonomy, and indepen-
dence, is supposed to be important for
creativity (Jones & Herbert, 2000).

In Russian psychology the issue of
innovation is the object ofattention with
specialists of various disciplines: sociolo-
gy, economy, management, social psycho-
logy etc. Thus, Russian psychologists
have conducted empirical studies of psyc-
hological readiness for innovation, which
resulted in distinguishing the following
social and psychological types: “active
reformers”, “passive reformers”, “passive
supporters of innovation”, “self-overco-
ming”, “inefficient”, “temporizing”, “blind
executants”, “passive opponents”, and
“active opponents” (Zhuravlev, 1993).
The obtained results point to the reality
of the multi-factor nature of innovations
and the psychological readiness of vario-
us social categories of citizens for social
innovation. One may suppose that repre-
sentatives of different generations of
Russians can also be relegated to a certain
social and psychological type based on
their dominant values and their attitudes
towards innovation.

L. Cherkasova made an attempt to
define value determinants of creative
behaviour in Russia. The method of her
study utilized S. Schwartz’s Portrait
Values Questionnaire (PVQ-R) to
work out the prevailing values, and
S. Dollinger’s method of assessing crea-
tive behaviour (Dollinger, Burke, &
Gump, 2007). The survey was taken by
students of Moscow tertiary institu-
tions (n = 353). As a result of this rese-
arch it was found that creative behavio-
ur correlated to a block of values asso-
ciated with Openness to Change and
that there was a positive correlation
between creative behaviour and attitu-
des to innovation with such values as
Individually Directed Thought, Stimu-
lation, Benevolence/Care and Univer-
salism/Care for Nature. The innovati-
vity index showed correlations to the
values of Hedonism, Achievement,
Power/Resources, Power/Dominance,
and negatively correlated to the
Conformity/Rules value orientation
(Cherkasova, 2012).

Another study performed by
O. Kovalyova made a distinction bet-
ween two groups of people: innovators
and conservators. It also contained an
attempt to reveal a correlation betwe-
en values and the attitude towards
innovations (Lebedeva, 2009). The
results of the performed multiple
regression analysis showed that typical
values for innovators are that of being
Individually Directed (related to crea-
tivity) and Hedonism (related to the
personality innovational index). For
conventionalists, attitudes to innova-
tion correlate with Stimulation and
Security (which correlates with the
general innovativity index of the per-
sonality and their orientation to the
future).
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N.M. Lebedeva guided a research
project exploring the influence of valu-
es on attitudes towards innovations in
Russia and in China (Lebedeva, 2009).
The research demonstrated cultural
differences in the individual values of
Russian and Chinese students: specifi-
cally, Russian students have a preferen-
ce for values that convey the interests
of individuals (Openness to Change
and Self-Enhancement). The results of
the multiple regression analysis of the
correlation between values and attitu-
des towards innovation evidentiated
that the value of Openness to Change
favours the positive attitude to innova-
tion, while the value of Tradition disco-
urages it (Lebedeva, 2009).

So, culture is an important factor
determining human behaviour, inclu-
ding creative behavior. One of the ele-
ments playing the major role in a cultu-
re’s regulating social behaviour is how
well the individual has assimilated
values of this culture, and then, how
individual values are formed. At the
present moment identification of valu-
es is one of the most important pro-
blems in foreign and Russian psycholo-
gy. The author’s approach consists in
the ideas that, firstly, a general tenden-
cy towards innovation and new deve-
lopments may be conditioned by the
values. Secondly, the attitude to inno-
vation is revealed, above all, on the
individual level and is expressed in spe-
cific innovational attitudes. Thirdly,
the period in which an individual’s
values were formed has a significant
impact on the attitude towards innova-
tion, which means that the values and
innovational ideas of young people are
different from those of adult people.

The research conducted in the USA
by S. Dollinger and co-authors has
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shown that students with more appa-
rent creativity have a different set of
values compared to their less creative
classmates: a strong correlation has
been found between success in comple-
ting test tasks in a creative way and the
preferred values of being Individually
Directed, those of Stimulation, and
Universalism in the older version of S.
Schwartz’s theory of ten values
(Dollinger, 2005, 2006).

So, a value system is an important
factor determining creative behavior.
The attitude towards innovation ref-
lects, in our opinion, not only psycholo-
gical preparedness for novelty, but also
an individuals’ willingness to generate
innovation and novelty by themselves.
So, the research hypotheses are:

1. There are differences within indi-
vidual values: young people prefer
values that express the interests of indi-
viduals and the adult generation lays
weight on values pursuing the interests
of a group.

2. Attitudes towards innovations
differ from generation to generation:
attitudes of young Russian people are
more positive than those of the older
generation. Creativity and Risk for
Success, the General Innovativity
Index of a Personality would be higher
in young Russians than in their adult
generation.

3. Individual values (Individually
Directed Thought, Stimulation, Uni-
versalism, Hedonism, Achievement,
Power/Dominance) stimulate the
younger generation of Russians to
accept innovation.

4. The values of Humility, Con-
formity/Rules, Security and Traditions
have a negative correlation with positi-
ve attitude to innovation. These values
form a basis for interpersonal behaviour
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in a collectivist culture and may impede
the acceptance of innovations by the
older generation of Russians.

Method

A principal instrument used was the
method of questionnaires. The metho-
dic inventory consists of two main
blocks oriented to the study of the fol-
lowing constructs: the PVQ-R Method
of Measuring Individual Values
(Schwartz et al., 2012) and the method
of Self-Assessment of Innovative
Qualities of a Personality (Lebedeva &
Tatarko, 2009).

time every value contains three affir-
mations that a respondent has to assess.
For instance, the Individually Directed
Action value includes an assessment of
the following sentences: “Broadening
his mind is important to him”, “Having
his own point of view is important to
him”, “Having his own idea of things is
important to him”. The value of
Stimulation includes such affirmations
as “It is important for him to always
search for variety in his activities”, “He
values hazard in his life even though it
implies some risk”, “Getting varied
experience is important to him”. Then,
the value of Achievement comprises an

1 The PVQ-R individual valuesassessment of these descriptions: “Ha-

measuring method. To study the struc-
ture of values at an individual level we
used a revised version of S. Schwartz’s
questionnaire (PVQ-R). This method
contains 57 questions that allow asses-
sing the manifestation of 19 values:
Individually Directed Thought; Indivi-
dually Directed Action; Stimulation;
Hedonism; Achievement; Power/Do-
minance; Power/Resources; Reputa-
tion; Personal Security; Societal
Security; Traditions; Conformity/
Rules; Interpersonal Conformity;
Humility; Benevolence/Dependabili-
ty; Benevolence/Care; Universalism/
Concern for Others; Universalism/
Care for Nature; and Universalism/-
Tolerance. The instruction is the follo-
wing: “Given below are descriptions of
various people. Please read each desc-
ription and think how much each per-
son is similar or not similar to you”. The
degree of agreement or disagreement is
indicated using a 6-point scale: 1 —not
similar to me at all, 2 —not similar to
me, 3 —a little similar to me, 4 —mode-
rately similar to me, 5 —similar to me,
6 — very similar to me. At the same

ving ambitious goals in life is important
to him”, “Being very successful is
important to him”, “It is important to
him that people acknowledged his
achievements”. The Conformity/Rules
value features phrases like “Never brea-
king a rule or an instruction is impor-
tant to him”, “It is important to him to
respect the rules, even when no one
sees him”, “Complying with all laws is
important to him”.

2. The method of Self-Assessment

ofInnovative Qualities ofa Persona-
lity (Lebedeva N.M., Tatarko A.N).
This method represents a questionnaire
that contains 15 affirmations with a
5-points scale for assessing the agre-
ement or disagreement: 1 — Strongly
disagree, 2 — Somewhat disagree, 3 —
I dont know, I'm not sure, 4 — Some-
what agree, 5 — Strongly agree. Then,
according to the key, points are calcula-
ted for each of the three scales that
were found by means of exploratory
factor analysis using the method of
principal component analysis and vari-
max rotation of the correlation matrix
(Creativity, Risk  for  Success,
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Orientation to the Future). The mean
value ofthe three scales became an integ-
ral Innovativity Index of a Personality.
Approbation and adaptation of this met-
hod was done during three studies (1053
respondents): the first study was con-
ducted in 2007 with 637 respondents
(360 Russians and 267 representatives of
Northern Caucasus peoples); the second
study was conducted in 2007-2008 with
123 managers; the third study took place
in 2008 with 293 staff members of an
international company.

Participants

380 respondents, young and adult
representatives of the Russian popula-
tion, took part in the research. The res-
pondents belonged to the younger
generation (under 25 years old) or to
the adult generation (over 45 years
old) (Table 1). In our study we use the
following sample: college students from
Moscow, Perm, St. Petersburg, Nizhny
Novgorod and the adult residents of
these cities. The sample embraced 203
college students from:

1 National Research University
Higher School of Economics, Moscow,
Russia, N=47.

2. National Research University
Higher School of Economics, Perm,
Russia, N = 58.
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3. National Research University
Higher School of Economics, St. Pe-
tersburg, Russia, N = 37.

4. Perm State University,
Russia, N = 28.

5. Perm National Research Polytech-
nic University, Perm, Russia, N = 33.

Students from HSE-Perm, Perm
State University and Perm National
Research Polytechnic University filled
out questionnaires with a researcher
present; students from other universiti-
es were provided on-line questionnai-
res.

The sample embraced 177 adults
from the above-mentioned universities
(academic staff, students of second hig-
her education) and the staff of the
Ministry of Culture (Perm region).

Statistical data manipulation will be
performed via a program package SPSS
21.0. Methods of mathematic and stati-
stical manipulation will be used for the
research of interrelation between cul-
tural values and attitudes towards
innovations. These methods include a
comparison method with t-test, corre-
lation analysis by the Spearman met-
hod and the method of multiple regres-
sion analysis. Also Criteria of Kolmo-
gorov-Smirnov were also used to
estimate the normalcy of distribution.
To determine the internal consistency
of innovational attitudes Cronbach’s

Perm,

Table 1

Characteristics of the respondents

Adult
Number 177
Men (persons) 82
Women (persons) 95

Average age

46 years (Max —72 Min —45)

Young
203
96
107
23 years (Max — 18, Min —25)
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alpha coefficient was calculated. To cal-
culate and analyze the performance
distribution center of cultural values
and concepts of ethics methods of desc-
riptive statistics will be used (median,
average arithmetical, standard devia-
tion).

Results

Intergenerational differences in the
individual values and attitude
towards innovations

The descriptive statistics for the
PVQ-R scales are presented in Table 2.

One can see that, at the individual
level, differences may be observed for
the following blocks of values: Indivi-
dually Directed Action, Individually
Directed  Thought, Stimulation,
Hedonism, Achievement, Power/Do-
minance, Reputation, Personal Secu-
rity, Traditions, Humility, Benevolen-
ce/Dependability, Benevolence/Care,
Universalism/Tolerance. In this case,
the values of Individually Directed
Thought, Hedonism, Achievement,
Power/Dominance, Personal Security,
Benevolence/Dependability, Universa-
lism/Tolerance, and Stimulation have
proved to be higher in young respon-
dents.

The significance of the intergenera-
tional differences in the innovational
attitudes is presented in Table 3.

From the obtained data we can
conclude that there are significant dif-
ferences between the groups of young
and adult respondents for the following
innovational attitudes: Risk for Suc-
cess, Orientation for the Future, and
the General Innovativity Index of a
Personality. These parameters are more
important for young respondents who

feel comfortable in an unstable envi-
ronment, are ready to risk for the sake
of success and to invest funds into
innovation.

Each factor was analyzed from the
point of view of variable coherence (see
Table 4).

Cronbach’salpha evaluations on the
highlighted factors have high indexes,
consequently, the variables making up
factors are coherent among each other
and scales formed by them are valid.

Interrelation between values and
attitudes towards innovation

During the study two types of ana-
lysis were used. The correlation analy-
sis will identify the relationship betwe-
en values and attitudes. And the use of
the regression analysis provides for spe-
cific information about the nature of
the dependence between the studied
variables.

The results presented in Table 5
show the correlation between values

and attitudes towards innovation
among the adult generation of
Russians.

The correlation analysis of the sur-
vey sample of adult respondents has
provided evidence of significant positi-
ve correlations between Creativity and
Individually Directed Action, Indivi-
dually Directed Thought, Stimulation,
Hedonism, Achievement, Power/Re-
sources, Power/Dominance, Societal
Security, Humility, Benevolence/De-
pendability Universalism/Care for Na-
ture, Universalism/Tolerance. The valu-
es of Individually Directed Thought,
Stimulation, Hedonism, Achievement,
Power/Resources, Power/Dominance,
Universalism/Care for Nature, and
Universalism/Tolerance have positive
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Table 2

The significance of the intergenerational differences in the individual values (using t-test)

Adults
Scale

M SD
Individually Directed Action 5.21 0.63
Individually Directed Thought 435 0.69
Stimulation 3.97 0.79
Hedonism 446  0.63
Achievement 446 0.75
Power/Resources 4.65 .0.89
Power/Dominance 3.95 084
Reputation 493 059
Societal Security 5.00 0.59
Personal Security 583 0.69
Conformity/Rules 457 084
Interpersonal Conformity 484 0.75
Tradition 426 0.78
Humility 532 0.60
Benevolence/Dependability 487 0.56
Benevolence/Care 543  0.53
Universalism/Concern for Others 489 0.64
Universalism/Care for Nature 447 071
Universalism/Tolerance 3.95 0.64

M
4.89
4.87
454
4.80
4.98
4.70
4.69
4.72
4.54
5.28
4.25
4.29
3.98
4.88
491
5.35
3.54
4.21
4.19

Young Russians

Sb
0.59
0.64
0.61
0.50
0.60
0.89
0.88
0.66
0.81
0.61
0.65
0.84
0.78
0.48
0.70
0.56
0.08
0.92
0.76

Effect size
Cohen’sd

0.16**
0.35%**
0.39***
0.33***
0.29***
0.12

0 37***
0.16**
0.63
0.15%**
0.13***
0.69
0.19***
0.18**
0.08**
0.09**
0.62
0.17
0.15**

Table 3

The significance of the intergenerational differences in the innovational attitudes (using t-test)

Adults
Scale
M SD
Creativity 3.41 0.72
Risk for Success 3.45 0.65
Orientation for the Future 3.36 0.63
General Innovativity Index 3.21 0.70

p < 0.05, *p < 0.01, **p < 0.001.

M
3.9
3.96
3.93
3.97

Young Russians

Sb
0.74
0.59
0.62
0.56

Effect size
Cohen’sd

0.18
O 37***

0 49%**

0.48***
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Variable coherence (Cronbach’s alpha)

Scale
Creativity
Risk for Success
Orientation for the Future

General Innovativity Index

Table 4
Cronbach’s alpha
0.8
0.7
0.8
0.6
Table 5

Correlation of values and attitudes towards innovation: results of correlation analysis
(adult generation): method of Spearman

Values Creativity
Individually Directed Action 0.17*
ITnhdol\ljlgdhutally Directed 0.40%*
Stimulation 0.61**
Hedonism 0.46**
Achievement 0.61**
Power/Resources 0.46**
Power/Dominance 0.62**
Societal Security 0.22*
Personal Security -0.15*
Conformity/Rules 0.18
Humility 0.22*
Benevolence/Dependability 0.23**
Universalism/Care for Nature 0.17*
Universalism/Tolerance 0.49**

*p <0.05, *p <0.01, **p <0.001.

correlations with the Risk for success,
Orientation for the Future, and the
General Innovativity Index. Risk for
Success, just like Creativity, is negati-
vely correlated to the personal security.

We have also tested the relations
between values and innovative attitu-

Risk for Orientation for General inno-
success the future vativity index
0.21* 0.11 0.16*
0.60** 0.52** 0.43**
0.57** 0.55** 0.57**
0.56** 0.40** 0.51**
0.55** 0.54** 0.68**
0.49** 0.39** 0.45**
0.65** 0.54** 0.60**
0.21* -0.18 0.19**

- 0.12* 0.56 0.13
0.29** -0.37 0.11
0.16* 0.29 0.17**

-0.19 0.55 0.25**
0.16* 0.28** 0.24**
0.29** 0.42** 0.52**

des among adult generation using mul-
tiple regression analysis. The results are
presented in Table 6.

So, the independent choice of
actions and research activities, autono-
my in taking decisions, the desire for
power and dominance, for novelty and
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Results of multiple regression analysis (adult generation)

Independent variables

Creativity
Individually Directed Action fi 0.13
Individually Directed Thought fi 0.86
Stimulation fi 0.78**
R2 0.56
F 21.88***
Hedonism fi 0.17
Achievement fi 0.74%**
Power/Resources fi 0.58**
R2 0.23
F 14.26**
Societal Security fi 0.13
Personal Security fi -0.29*
Humility fi 0.38**
R2 0.09
F 13.71*
Benevolence/Dependability fi 0.38*
Universalism/Care for Nature fi 0.24*
Universalism/Tolerance fi 0.56*
R2 0.17
F 23.54***

*p <0.05, **p < 0.01, **p < 0.00L.

deep feelings stimulate the develop-
ment of creativity in adult respondents.
The independence in planning actions,
autonomy in taking decisions, craving
for novelty, the need of achievements
and the desire to control other people
and resources, along with the tolerance
to very different communities, are rela-
ted to positive attitudes towards inno-
vations and stimulate new inventions

Table 6
Dependent variables
Risk for Orientation for Gener_al_
Success the Future Innovativity
Index
0.38** 0.44 0.32
0.63** 0.74*** 0.54*
0.25 0.55 0.64**
0.09 0.19 0.24
7.26** 9.63 19.56**
0.66** -0.01 0.87**
0.28 0.02 0.64**
0.62* 0.31 0.53**
0.04 0.18 0.17
6.43* 7.51** 11.29*
0.3* 0.11 0.08
-0.35* 0.27 0.06
0.37* 0.15 0.13
0.24 0.11 0.02
22.47** 14.84 13.79
0.21 0.11 0.27*
0.07 0.3* 0.47**
0.42* 0.73** 0.34
0.09 0.13 0.25
11.22** 12.78** 28**

and developments. The need to feel
protected has a negative impact on the
willingness to take risks for achieve-
ments and to invest money into innova-
tions.

At the closing stage of our work we
studied correlation between values and
attitudes towards innovation among
the younger generation of Russians.
The results are presented in Table 7.
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The values of Individually Directed
Thought, Stimulation, Achievement,
Power/Resources, Power/Dominance,
Conformity/Rules are in a positive cor-
relation with Creativity, Risk for
Success, Orientation for the Future and
the General Innovativity Index. Besides
this, the values of Societal Security,
Interpersonal Conformity and Univer-
salism/Concern for Others negatively
correlate with all innovational attitudes.
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Hedonism and Individually Directed
Thought are positively correlated with
creativity and the General Innovativity
Index. So, the hypothesis can be confir-
med that these values encourage positi-
ve attitude towards innovations.

After that we tested the relation
between values and innovative attitu-
des among young generation using
multiple regression analysis. The
results are presented in Table 8.

Table 7

Correlation of values and attitudes towards innovation: results of correlation analysis
(young generation): Method of Spearman

Values Creativity
Individually Directed Action 0.32**
ITnhdol\Jlgdhutally Directed 0.29%*
Stimulation 0.43**
Hedonism 0.20**
Achievement 0.35**
Power/Resources 0.48**
Power/Dominance 0.39**
Reputation 0.20*
Societal Security -0.16*
Personal Security 0.39**
Conformity/Rules 0.16*
Interpersonal Conformity -0.25**
Humility 0.28**
Benevolence/Dependability 0.19
Benevolence/Care 0.42**
gPhl\e/fSrsallsm/Concern for .0.30%%
Universalism/Care for Nature 0.21
Universalism/Tolerance -0.54

p < 0.05, *p < 0.01, **p < 0.001.

Risk for Orientation for General inno-
success the future vativity index
0.16* 0.21 0.23**
0.46** 0.60** 0.51**
0.55** 0.62** 0.62**
-0.77 0.19** 0.21*
0.35** 0.23** 0.36**
0.44** 0.43** 0.53**
0.52** 0.54** 0.56**
o g - 0.21% 0.14
-0.16* -0.24** -0.21%
0.29 0.33 0.23**
0.15* 0.28** 0.22*
-0.43** -0.29** -0.37**
0.24 0.25** 0.23**
-0.27** 0.11 -0.48
0.65 -0.32 0.22*
-0.42** -0.17* -0.35**
-0.27** 0.15 -0.15*
-0.13 0.25** 0.29



728

Results of multiple regression analysis (young generation)

Independent variables

Individually Directed Action fi
Individually Directed Thought fi

Stimulation
R2
F

Universalism/Care for Nature fi

Hedonism fi
Achievement fi

R2

=

Power/Resources fi
Power/Dominance fi
Reputation fi

R2

=

Societal Security fi
Personal Security fi
Humility

R2

F

Interpersonal Conformity fi

Conformity/Rules fi

Benevolence/Dependability fi

R2
E

Universalism/Concern for Others fi

Universalism/Care for Nature fi

R2
=

Universalism/Concern for Others fi
p <0.05 *p < 0.01, **p < 0.001.

Creativity

0.45**
0.34
0.09
0.14
10.09*
0.07
0.3*
0.47*
0.11
5.74**
0.64*
0.14
0.06
0.24
19.36*
-0.36*
0.44**
0.24**
0.14
8.72**
-0.37*
0.13
0.67*
0.21
13.45%**
-0.45**
0.03
0.07
4.76*
-0.45**

Dependent variables

Risk for Orientation
Success for the Future

0.28** 0.45
0.11 0.84**
07** 0.75**
0.26 0.23
21.47** 18.53***
-0.34* 0.61
0.18 0.38
0.5* 0.09
0.18 0.03
10.23* 7.98
0.55 0.74*
0.57* 0.45
0.11 0.15
0.12 0.24
4.89* 19.85*
0.81 -0.42*
0.34 0.01
0.13 0.64
0.07 0.23
8.47 16.79*
-0.52* 0.19
0.27 0.63
0.76 0.22
0.18 0.05
14.49%** 7.92
- 0.6** 0.77
-0.34* 0.54
0.15 0.33
9.82** 8.49**
- 0.6** 0.77
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Table 8

General Inno-
vativity Index

0.37**
0.58**
0.64**
0.29
25.18
0.76
0.38*
0.46**
0.11
6.65*
0.68**
0.68*
-0.36**
0.18
19.73**
-0.34*
0.04
0.48**
0.15
9.82***
-0.44*
0.35*
0.32**
0.09
10.63*
0.49**
0.26
0.16
10.70**
0.49**
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The independence in the choice of
actions, autonomy, ambition, the need
to be successful, craving for achieve-
ments and the desire to dominate over
other people and resources stimulate
the acceptance of innovations by the
young generation of Russians. Other
interesting results have been obtained:
in particular, the values of Power/
Resource and Power/Dominance sti-
mulate the acceptance of innovations.
Interpersonal Conformity and Repu-
tation, on the contrary, interfere with
innovations.

Discussion of the results

At first we tried to find differences
within individual values. From the
obtained data it can be observed that
the Individually Directed Action num-
bers are higher for adult people, and the
Individually Directed Thought num-
bers are higher for the young Russian
people. This data confirms earlier stu-
dies (Cherkasova, 2012; Lyasina, So-
kolov, & Khvan, 2014). In spite of
numerous research works that testify
to the independence, autonomy, activi-
ty, and self-confidence of young
Russian people, many of the latter still
depend on their parents and cannot
always act independently only taking
into account their own interests and
motives. For this reason the
Individually Directed Action value has
higher numbers for adults, and the
Individually Directed Thought value
has better representation among the
young generation. We also have detec-
ted differences in the values of
Hedonism, Power/Dominance and
Achievement, and they are more
important for young people than for the
adult. The principal thing in the

Hedonism group of values is delight or
material pleasures, while Achievement
is personal success reached through
competence, in the view of existing
social standards (Magun & Rudnev,
2010). As a result, on the one hand,
representatives of Russian youth long
for pleasant pastimes; they find it
important to enjoy life’s pleasures and
use any opportunity to have fun; on the
other hand, they have ambitious goals
in life and want to be successful. Then,
numbers for the Personal Security and
Conformity/Rules blocks of values are
higher in young respondents, conse-
quently, it is more important for them
to feel protected, to be safe, they try to
keep healthy and live an active life.
Conformity is a value derived from the
requirement to restrain inclinations
that have a negative social impact. The
importance of such values as Bene-
volence/Dependability and Universa-
lism/Tolerance is also higher in the
young, which proves that it is impor-
tant for them to feel that their acquain-
tances and relatives fully believe in
them and can rely on them and their
help. Young people have a more expres-
sed value of Stimulation that is under-
stood as craving for new things and
deep feelings.

Values that dominate with adult
respondents are Reputation, Tradi-
tions, Humility and Benevolence/Care.
For adults it is more important to
maintain their reputation with other
people and never to be humiliated or
dishonored. For adult respondents it is
more important to maintain traditional
values and views, to follow family con-
ventions or religious practices, and to
honour traditions of their culture. They
are modest in their behaviour and words,
try not to boast, not to be arrogant, they
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do not long for public attention or
approval. Schwartz divided the value
Benevolence into two types:
Benevolence/Care and Benevolence/
Dependability. The first type prevails
with adult respondents, which means
that it is important for them to take
care of their loved ones, to help them,
and to minister to all their needs.

Unlike representatives of the adult
generation, the young people believe
that changes are a way to success, cur-
rent losses are not necessarily negative
for the society, and opportunities are
only given to those who actively search
for them and show initiative. This data
proves earlier studies (Cherkasova,
2012; Lyasina et al., 2014; Mastikova,
2013; Fedotova, 2015). Young respon-
dents are more likely to accept and
introduce innovation; they believe that
changes are a means to gain success;
they are ready to risk in order to achie-
ve a goal; they appreciate variety in life;
they are willing to create and invent
new things; they are curious; they are
ready to invest into innovations and
feel comfortable in an unstable envi-
ronment.

There is an interrelation between
values and attitudes towards innova-
tion among adults. Using correlation
and regression analysis we found out
that independence in the choice of
actions, research activities, autonomy
in taking decisions, the desire for power
and dominance, for novelty and deep
feelings stimulate the development of
creativity in adult respondents. The
independence in planning actions,
autonomy in taking decisions, craving
for novelty, need of achievements and
desire to control other people and reso-
urces, along with the tolerance to very
different communities, are related to

V.A. Fedotova

the positive attitude towards innova-
tions and stimulate new inventions and
developments. The need to feel protec-
ted has a negative impact on the wil-
lingness to take risks for achievements
and to invest money into innovations.
At last, values have the impact on atti-
tude towards innovation among adults.
The values of Humility, Conformity/
Rules, Security and Traditions are fun-
damental for the interpersonal beha-
viour in collectivist cultures and may
prevent the adult generation of
Russians from accepting innovation.
But the Societal Security value, mea-
ning that an individual needs social
order and has to be sure that the
country is strong and will protect its
people in case of a threat, on the cont-
rary, stimulates the acceptance of inno-
vations.

At the closing stage of our work we
studied the correlation between values
and attitudes towards innovation of
the younger generation of Russians.
The independence in the choice of
actions, autonomy, ambition, the need
to be successful, craving for achieve-
ments and the desire to dominate over
other people and resources stimulate
the acceptance of innovations by the
young generation of Russians. Some
other interesting results have been
obtained: in particular, Power/Resour-
ce and Power/Dominance stimulate
the acceptance of innovations. Inter-
personal Conformity and Reputation,
on the contrary, interfere with innova-
tions. The desire to keep good reputa-
tion, to commit only socially approved
actions, to act always in accordance
with others’ interests, — all of these
affect negatively the processes ofaccep-
ting and implementing innovations
among young people.
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The research has also demonstrated
the difference in the interrelation bet-
ween values and innovational attitudes
among different generations of Rus-
sians. The value of Societal Security in
adult respondents has a positive corre-
lation with positive attitude towards
innovation, and in the young group of
respondents, —a negative correlation.
On the contrary, in young people
Personal Security is something that
obstructs innovation, and for adult res-
pondents the impact on innovational
attitudes is positive.

So, finally we can make the follo-
wing conclusion:

1 The hypothesis of the variety in
individual values of different genera-
tions of Russians has been partially con-
firmed. Young people have more expres-
sed values of Individually Directed
Action, Individually Directed Thought,
Stimulation, and Universalism as in
Universalism/Tolerance. For adults
prevailing values are those expressing
the interests of a group: Traditions,
Benevolence/Care and Humility.

2. The suggested hypothesis of
intergenerational differences in attitu-
des towards innovation finds some con-
firmation: young Russians’ attitudes
are more positive than the older gene-
rations’. Young people have a greater
appreciation for such parameters as
Risk for Success, Orientation to the
Future, and the General Innovativity
Index of a Personality.

3. The values of Humility, Confor-
mity/Rules, Security, and Tradition
constitute a foundation for interperso-
nal behaviour in collectivist cultures
and therefore can interfere with the
acceptance of innovations by the adult
generation of Russians. The Personal

Security value prevents adult respon-
dents from accepting innovations.

4. The values of
Directed Thought, Stimulation, Achie-
vement, Power/Dominance, and Po-
wer/Resource stimulate young people
to accept and implement innovations.
Universalism/Concern for Others and
Interpersonal Conformity, in their
turn, impede the acceptance of innova-
tions. Hedonism and Individually
Directed Action have positive connec-
tions with Creativity and the General
Innovativity Index in the Russian
youth.

Conclusion

Innovation has always promised
development for a society. Now that the
pace of life is faster than ever before
and there is an intense competition,
innovational development is a necessa-
ry condition for survival, both for stan-
dalone events and an entire society.
The modern innovational society sho-
uld not only be open and adaptive to
innovation, it should constantly gene-
rate it. Mere technical innovation is
not sufficient anymore; this is why, in
the contemporary world, innovational
thought which is understood as the
intellectual and psychological urge for
novelty and new development becomes
as important as innovation itself.

This research is based on the idea
that a general predisposition for novel-
ty and innovation can be conditioned
by individual values. Values are not a
static once-built phenomenon; they
change with time, and the period in
which they were formed means a lot.
Individual values exert a significant
influence on young people’s attitude

Individually
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towards innovation, and their values
and their innovational mindset are dif-
ferent from those of adult Russians. The
data obtained as a result of our empiri-
cal study can enhance mutual under-
standing and adaptation skills in people
of different ages working for companies
and corporations. The results of our
research may turn out useful in the

V.A. Fedotova

work of administrative stuff, for instan-
ce, to develop a motivational system
and to prevent conflicts, should person-
nel consist of both young and older staff
members. Besides that, if one has an
idea of various values and innovational
attitudes, it will be easier for them to
establish certain procedures for adapta-
tion and training of the personnel.
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734 B.A. ®efoToBa

LleHHOCTH pocCnAH B KOHTEKCTE MEXXMOKO/1IEHHbIX OTHOLLEHWIA
B.A. ®epoTtosa”

aHaunoHanbHbIi MccneaoBaTeNbCKNA YHUBEPCUTET «Bbiclas LKona 3KOHOMUKM», 614046, Poccus,
Mepmb, yn. CTyaeHyeckas, 4. 38

Pe3tome

O6wwas npeApacnoNoXeHHOCTb K HOBAaTOPCTBY M HOBOBBEAEHUAM MOXET ObITb 06YCN0OBNEHA
LeHHoCTAMM. OTHOLUEHMe K MHHOBaLMAM MPOABAAETCA, MPexje BCero, Ha UHAMBUAYaNbHOM
YPOBHE Y BbIpaXKaeTcs B KOHKPETHbIX MHHOBALMOHHBIX YCTaHOBKaX. Lienbto fJaHHOro uccnefoBsa-
HUA BbLICTYNaNo BbIBNEHWE B3aMIMOCBA3N MeXAY LeHHOCTAMW WHAUBMUAA W MHHOBATWUBHBLIMU
yCTaHOBKaMMn M pasnunyunii BO B3aMMOCBS3N 3TUX ABYX KOHCTPYKTOB Y NpefcTaBuTeneil pasHbix
NMOKONEHWNIA poccusiH. B kauecTBe PecrnoHAEHTOB BbICTYNWAW ABe TPYNMbl POCCUSH: Monogoe (B
Bo3pacTe Ao 25 neT) u B3pocnoe nokoneHus (nocne 45 net). MeTOANYECKUIA MHCTPYMEHTapuii
BK/OYAN METOAMKY U3MEPEHUS MHAMBUAYaNbHbIX LeHHocTell PVQ-R (LWBapy n gp., 2012) n
MeTOANKY «CaMOOLeHKN WHHOBATMBHbLIX KayecTB AU4YHOCTU» ([lebepeBa, TaTapko, 2009). B
pe3ynbTaTte 6bIN0 BbIABMEHO, UYTO LEHHOCTM «CKPOMHOCTb», «KOH(pOPMHOCTb-NpaBunia»,
«Bbe30nacHOCTb: NNUHas», «Tpaguums» MewwaroT NPUHATUIO MHHOBALWIA y B3POCIION0 NOKOEHUS
poccuaH. A LeHHOCTb «be30omacHOCTb: OOLECTBEHHaA», HAmNpPoTUB, CTUMYNMUPYET MPUHATUE
WHHOBALMA. Y MONMOAEXWN LEHHOCTM «CaMOCTOATENbHOCTb MbICAWU», «CTUMYNALUN»,
«JJjocTmxeHme», «BnacTb: AOMUHMpPOBaHME», «BnacTb: pecypcbl» CTUMYIUPYHOT NPUHATUE U
BHeApPeHMe MHHOBaUW. «YHUBepcann3m: 3abota 0 Apyrmx» n «KOHHOPMU3M: MEXINYHOCT-
HbI», HAa060POT, NPENATCTBYIOT NPUHATUIO MHHOBALMIA. BblN Takxe BbIABNEHbI Pasnnynsa Bo
B3aMMOCBA3M MeXJy LeHHOCTAMW N MHHOBATMBHbLIMW YCTaHOBKaMMW y NPeAcTaBuUTeNeil pasHbIX
NOKONEHMNIA POCCUSAH. A UMEHHO LIEHHOCTb «5e30MacHOCTb: 06LLECTBEHHAA» Y B3POC/bIX PECMOH-
[leHTOB MOJI0XKMNTENbHO B3aMMOCBA3aHa C MO3UTUBHLIM OTHOLLEHWEM K MHHOBALMAM, a y MOJIO-
[0 rpynnbl PeCnoHAEHTOB - OTpuuaTenbHO. LieHHOCTb «Be30nacHoCTb: InYHas», HaobopoT, y
MOJIOAEXW NPenATCTBYET MPUHATUIO MHHOBALWIA, & y B3POC/ON FPYMMbl PECNOHAEHTOB MOOXU-
TEe/IbHO CKa3blBAeTCs HA MHHOBATUBHbIX YCTaHOBKAX.

Kntouesble cnoBa: KynbTypa, LeHHOCTN, UHAVBUAYANbHbIE LIEHHOCTU, NHHOBALWK, NHHOBA-
TUBHbIE YCTAHOBKMW, B3aMMOCBA3b MeXAY LEHHOCTAMW U NHHOBaUNAMW.

depnoToBa Bepa AnekcaHpoBHa —CTapwiuii npenogasaTenb, (akynbTeT IKOHOMUKN, MeHe K-
MeHTa U 6U3Hec-MHMOPMaTNKK, AenapTaMeHT MeHeMXMeHTa, HauuoHanbHbIl nccnefoBaTesb-
CKUI YHMBEPCUTET «BbicLlas WKona aKOHOMUKMU» (MepMb), MarnucTp NCUXonoruu.

Ctpepa HayUHbIX MHTEPECOB: COLManbHas NCUX0N0rus, NCUX0Norna 6rusHeca, opraHn3aLMoHHas
ncuxonorus, obLas NCUXoN0rms, Kpocc-KynbTypHas NCUXON0rus.
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