An analysis of European Social Survey 21-item value types in an organisational context

Introduction
Organisations need to adapt and develop management practices that can respond quickly to changing global environments.  This point has been ever present through 2020 with the onset of COVID-19 and the implications it has brought to organisations as they adopt new practices to ensure business continuity.  Khurana, et at (2020) in their assessment of the pandemic slowing economic activities highlighted the need for organisations to be resilient and provide a pathway to change through governance in rebuilding both industries and societies.  Achieving this objective is best reached through collaboration as employees are unified to a set of related and specific performance goals.
The proposition of this study examines values and the association to collaboration in an organisational context.  The literature review will examine values as our values have a significant bearing on the way we react to situations and provide insight to our beliefs and behaviour.  Values define what is important to us and shape our lives, give meaning and provide the foundation to our beliefs.  They influence our decisions, actions and behaviours.
As our life experience increases, we supplement our layers of learning which accrue over time and expand our ideals of how things ought to be and how one should interact with the world.  If our values are aligned with our work, they support and provide motivation. 

Literature Review
Our values are a fundamental aspect of cognition (Jones, et. al. 2016) and represent the deep-rooted inner beliefs that we hold.  They are the red lines which we simply avoid crossing and if crossed, we become uncomfortable as they can cause conflict which Lencioni (2002) observed as deeply ingrained principles.  Our core values are shaped by life experiences and influence our beliefs, behaviour, skills and the environment to which we interact.  Our environment, behaviour and capabilities are numerous, situation specific and are readily changed depending on the social interactions we have.  
Researchers have explored values from several paradigms (Graves, 1970; Rokeach, 1973; Scheler, 1973; Schwartz, 1992; Hofstede,1980; Quinn and Rohrbaugh, 1983) and developed meaning from multiple perspectives.  Max Scheler (1874-1928), a German philosopher known for his work in phenomenology and ethics, set out a hierarchical theory of values and emotions (Cutting, 2016) and postulated an organised hierarchy of separate levels which contain agreeableness, vitality, mentality and holiness.  For each lower or vital level, there are positive and negative examples of generic values and examined as if something is agreeable or disagreeable.  Scheler considered the mental level to be known to someone of higher mind and could appreciate that something could be right or wrong in a moral sense as opposed to the lower level where it is correct or incorrect.  Typically, at this higher level there is comprehension of culture awareness and an ability to perceive if things can be true or false which underpins the very possibility of philosophy and science (Cutting, 2016).  At the fourth level, Scheler considered values to relate exclusively to those allied to the holy or unorthodox.
Graves (1970) considered that people and systems react and develop in response to external factors as he considered levels of psychological maturity.  Graves theorised that nature is not a set thing and is emergent and continuously evolving as it is a dynamic open-ended system.  Graves’ values system advanced the theory of Maslow’s hierarchy of needs where a person’s values evolve over time and in a fairly predictable manner with some notable differences.  The evolution is more subtle and there is no fixed level of self-actualisation that can be generalised; a person will repeatedly cycle through towards and away strategies during the self-actualisation journey and each level of maturity encapsulates the prior level rather than seemingly leave them behind.  Value systems could be conceivably built from levels of self-actualisation, as systems and people develop further.
Fulton, Manfredo and Lipscomb (1996) postulated a framework for studying values towards wildlife and expressed values in different levels and depicted in Figure 1.  
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Figure 1. Cognitive hierarchy model and adapted from Fulton, Manfredo and Lipscomb (1996)

The conceptual framework is an example of exploring the lower hierarchical levels defined by Scheler.  Cognitive hierarchy is postulated to be built like an inverted pyramid with values setting the foundation.  Held values reflect the ideals or red lines which we would avoid crossing and reflect the correct or incorrect generic values of how an individual would interact with the world.  The held values are Ideological and exhibited in our modes of behaviour, our loyalty, our qualities and provide the basis for preference and judgements.  Assigned values are shaped by the held values and express the relative importance of worth of an object to an individual or group for a given context.  Assigned values are influenced by factors such as experience and perception and intrinsically focused on the interaction of the factors as they are born from comparative judgement.  They are a better predictor of behaviour then a deeply held value.
Relational values are context specific and expressed more openly, involve feelings and develop from a preference of the relationship between a subject and an object.  These felt values are evolved from a personal understanding or experience, give relative importance, worth and/or significance something has for an individual and draw attention to the interaction between memory and emotion.  A situation or object if made explicit from the relational values will draw out the assigned and held values when externalised.
The model provides an opportunity to go beyond the foundations of behaviour at a superficial level which can be influenced by the environment and prevailing skills or capabilities in a specific context or situation.  It creates the opportunity to explore the more fundamental and slower moving aspects of cognition but is generic and does not consider the value types.  Consideration also needs to be given to our experiences, as these accumulate over time and supplement our levels of learning which accrue over time and expand our ideals of how things ought to be and how we should interact with the world.  
The concept of hierarchy of levels is not limited to cognitive theories.  Bateson (2000) examined five levels to the learning process which at level 0 depicts repetitive behaviours and akin to being stuck in a rut.  Learning at level I is gradual as it takes place by making corrections and adaptions through behavioural flexibility, but remaining in the same system or mode of thinking.  At level II, learning is discontinuous and is an instantaneous change and reflective of using the same processes, just a different mode of thinking.  The next level is evolutionary change and where the behaviours are stretched beyond the boundaries of the current system or mode of thinking.  It can be considered as out of box thinking and reflective of transition of role, brand or identity.  At the highest level IV and akin to Scheler’s hierarchical holy value, learning is revolutionary and is not just a new mode of thinking, it is completely unchartered possibilities and reflective a new world / universe.
The psychological standpoint of our values transcending situations as they are very slow to change and that we generally have very few was developed through the works of Rokeach (1973).  Rokeach proposed terminal (an individual’s goals that they would like to achieve over their lifetime) and instrumental (preferred behavioural modes) value classifications which consisted of 36 items that are ranked based on an individual’s relative importance.  Through his research, he demonstrated links between the importance of values and diverse beliefs and behaviours (Hanel, Litzellachner and Maio, 2018) but fell short of developing a method to predict the linkage between different values and their associated beliefs and behaviour.
Schwartz (1992) built upon the works of Rokeach and explored an association between value types and their motivational dynamics which led to the postulation of 11 value types.  Each value type considered a sub-set of two to nine values and ordered across two dimensions of openness versus conservation and self-transcendence versus self-enhancement but did not consider spirituality.  Through continued research into value types, Schwartz has continued to document an association with his proposed structure of human values noting (Schwartz, 2012) a trade-off exists between relevant, competing values which guide an individual’s beliefs and behaviours.  Values therefore influence an individual’s response to a given situation by activating the deep-rooted inner belief.





	Value Name
	Basic Value Definition

	Achievement
	Personal success through demonstrating competence according to social standards

	Power
	Social status and prestige, control or dominance over people and resources

	Benevolence
	Preserving and enhancing of the welfare of those with whom on is in frequent personal contact

	Universalism
	Understanding, appreciation, tolerance and protection for the welfare of all people and for nature

	Security
	Safety, harmony, and stability of society, of relationships and of self

	Tradition
	Respect, commitment, and acceptance of the customs and ideas that traditional culture or religion provide the self

	Conformity
	Restraint of actions, inclinations, and impulses likely to upset or harm others and violate social expectations or norms

	Self-Direction
	Independent thought and action choosing, creating, exploring

	Stimulation
	Excitement, novelty, and challenge in life

	Hedonism
	Pleasure and sensuous gratification for oneself



Table 1.  Schwartz (2012) Basic Value Types

In Schwartz’s 2012 overview of basic values, the value types are reduced to 10 and illustrated in Table 1.  The theory postulates that the value types are defined by the motivation that underlies each value and considered to be universal as they are grounded in biological, social and welfare needs of individuals.  Schwartz also observes that some values compete against one another and as such it would be difficult to pursue personal achievement as this could typically conflict with benevolence values.  However, substitute benevolence for power values and these would be complimentary.  The pattern of congruence or conflict is summarised in Figure 2 as it illustrates the bi-polar nature of competing value types and assists to explore the inter-relationships of a higher order value continuum as openness to changes competes with conservatism and self-enhancement contrasts with self-transcendence.
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Figure 2.  Schwartz (2012) Theoretical model of relations among motivational value types

Adopting a circular model, Schwartz is not only expressing a motivational continuum, but is also implying the basic value types can relate to several variables (beliefs, behaviour, age, gender, etc).  The circular model is implicit in demonstrating that an individual’s behavioural response is drawn from any number of basic value combinations in reaction to a given circumstance or environment and demonstrate that values transcend situations and are organised into a value system.  A typical system gives structure to the values and prioritises them to meet universally important biological and social needs.  The dynamic relationship and trade-offs that take place between these universal value types cluster together to form a value orientation that guides behaviour.  Conceptually, understanding how a pattern of value-based preferences is constructed will enable a greater understanding of how people prioritise values in changing environmental circumstances or behavioural situations.
Through the 2012 revision to the model, Schwartz supported the concept of the motivational continuum by including 19 components by apportioning the now 10 basic value types into more narrowly defined values.  In doing so, Cieiuch et. al. (2014) noted that these values added significant worth and facilitate predicting various attitudes.
The data collection instrument is the Portrait Values Questionnaire (PVQ) and was developed (Schwartz, 2012) to measure the 10 basic values with respondents that emphasise abstract, free-thinking.  The PVQ includes 40 portraits of people to gender-match with the respondent and describes a person’s goal’s, aspirations, ideal’s and wishes to implicitly elicit importance of the value to the respondent.  Each value described with in the PVQ consists of between 3 to 6 portraits to represent the breadth of the values.  Through Schwartz’s development of the PVQ, this has been reduced to a 21-item version which is adopted by the European Social Survey (ESS).  Schwartz (2012) observes that although the reliability is compromised by the reduction in items, repeated assessment of the instrument across cultures demonstrates validity.
The research herein explores the variables of age, gender, occupation, working tenure and time in full-time education in relation to the basic value types.  A test is conducted of the higher order values in relation to occupation that depict the business functions of a global manufacturing business, Control Techniques (CT) located in Newtown, Mid-Wales.

Research Methods
The secondary data came from the European Social Survey (ESS Round 9, 2018) and was released June 15, 2020.  The ESS was awarded European Research Infrastructure Consortium (ERIS) status in November 2013 by the European Commission and provides clear structure and governance as its researchers provide data collected from different national surveys.  The ESS sets out a clear specification for the data collection process and outlines the tasks and responsibilities of the National Coordinators and the Survey Agency in conjunction with its ethics policy.  The ESS aims to ensure that data collected is of a high quality and comparable across each participating country.  The source questionnaire is constructed around a core module which is designed to capture changing attitudes and values across Europe and a rotating module that is selected from proposals presented for each survey round.  The Questionnaire includes a supplemental questionnaire that is included within the core module and collects responses from the 21-item measures of human values by Professor Shalom Schwartz.
Samples are representative of all persons above the age of 15 that are resident in private households across 27 countries and regardless of nationality, citizenship or language.  Participants in the survey are selected on random probability methods with each country submitting data from a minimum of 1500 participants or 800 in countries with a population of less than 2 million.  Quota sampling or substitution of non-reporting households is not permitted.  The data collected is from face to face interviews with adjudication from a National Coordinator to uphold the specification of data collection set out by the ESS and maintain standards of the interviewer behaviour.  To maintain good quality data, the ESS sets a minimum target response of 70% where interviewers are trained to sufficiently secure a good level of cooperation.  However, the ESS does recognise that there is a margin of error with the type of data collection methods used and provides a Survey Quality Predictor to predict the reliability and validity of the survey questions.
The survey data provided by the ESS reports 47,086 respondents with a mean age of 51.13 years (Median=52 and Standard Deviation (SD)= 18.63) with females accounting for 53.8% of the survey population. The data provides responses to 532 questions from 559 occupations which are represented across both genders.  In the interests of this study, the survey has been reduced to focus on 10 countries that account for the European operational territories of Control Techniques Ltd (CT) with a further data reduction to focus on 80 occupations (Appendix I) that best represent CT’s core business activities.  Occupations including Government, Healthcare, Education, Welfare and Service sectors are excluded.  This change reduces the final survey data to 3,297 respondents and changes the gender demographic with female representation reduced to 38.7%.  Whilst this does represent a significant change in gender and occupation demographic it does permit focus of the values of respondents that best represent the occupations at CT.  If the values of each occupation were being considered then 21 occupations would further be reduced as there are <10 respondents, but as values are being considered for the working population, then no further data reduction is considered.  The final sample (Table 1) is represented by the same age range from 16 to 90 (Mean = 51.40, Median = 51 and SD= 16.48) with the mean age of males being 55.02 (Median=51, SD=58.13) compared to 50.86 (Median=51, SD=15.96) for females and includes a review of tenure and period spent in full time education.
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In order to assess the associations of age, a classification was adopted from Sweiry and Willits (2012) which defined 5 age groups of 16-24, 25-49, 50-64, 65-79 and 80+.  The groups defined an additional variable which was created in SPSS-26 to provide data simplification and ease of assessment.  The demographics of the respondents (gender, age, country, tenure and time in full-time education) largely matched the statistical population except for Spain where the country population was under-represented (5%) compared to Germany (14%) and UK (14%).  
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Ethical considerations are maintained through the survey with anonymity of the respondent and interviewer.  The survey uses semi-quantitative methodology as it uses a combination of scale data (numerical data with fixed intervals, for age, tenure and time in full time education), ordinal data (data that can be ranked as size of organisation and can be subjective) and nominal data (which describes categories and includes occupation and country).  With this combination of data, the number of false negatives or false positives is reduced as it is considered as insensitive.  Analysis of this nature lends itself well to a positivist epistemology (Crotty, 2015).  However, in discussion, a pragmatic paradigm is considered as values systems are explored in future research with a qualitative enquiry and case study methodology.
The 21-item values are measured through the Portrait Value Questionnaire (PVQ) (Schwartz, 2012) where respondents are required to read a statement relating to a fictitious person of the same age and gender as them and rate using a Likert scale.  The scale is ranged from 1 (like me) to 6 (not like me at all) and includes options for refusal, don’t know and no answer.  Analysis of the PVQ, Schwartz recommends calculating mean score for all 21 value items for each respondent and refers to the variable as MRAT.  The centred items represent the basic value types (Schwartz, 2012) which had reliabilities between α = 0.664 (Achievement) and α = 0.694 (Universalism) using Cronbach’s alpha (Appendix II) and therefore recognises the reliability of the survey.

Data Analysis
The aim of the analysis was to statistically explore associations between variables of age, gender, years of service and time in education.  The analysis then develops an assessment of the 21-item values and how they compare for the shortened survey to the basic values developed by Schwartz (2012).  Although ESS provides multiple data formats, SPSS-26 was used to conduct the analysis of the survey data.  A series of descriptive tests were used to assess the structural relations among the variables using frequency and chi squared across age, country and occupation.
To aid the analysis an assessment of the associations between age, gender, tenure and occupation were made with multivariate analysis of variance (MANOVAs).  Non-parametric associations of age, occupation and high order values were assessed through Kruskal-Wallis and Pairwise before considering the Pearson coefficient of 21-item values.  Considering the association of basic values, multi-dimensional scaling (MDS) was performed with the PROXSCAL procedure in SPSS-26 using default setup before conducting an explorative factor analysis on the 21-item values with the focused 80 occupations.
Through the statistical assessments, the data was cleansed by excluding “refusal”, “don’t know”, “no answer“ responses and blank cells which were denoted missing responses.  It is also assumed that the data analysed constituted a normal distribution from the survey results.

Results
The first area explored with the survey is the tenure or length of service of the respondent and association with age and time in full education.  For each variable, the mean, median and mode was calculated.  The mean values indicate that average respondent was 51.40 years of age and has 31.27 years of service with 14.87 years in full time education.  The median values indicate the midpoint of the data and with 51.0, 30.0 and 15.0 respectively, indicate an even distribution of the data as they are close to the mean values.  However, the mode which indicates the value that occurs most often is a close match for age (49) and years of education (13) but is 20 for years of service which indicates the distribution range is high.

	

	
	Gender
	Age of respondent, calculated
	Length of Service
	Years of full-time education completed

	N
	Valid
	3297
	3287
	3115
	3270

	
	Missing
	0
	10
	182
	27

	Mean
	1.39
	51.40
	31.2726
	14.87

	Median
	1.00
	51.00
	30.0000
	15.00

	Mode
	1
	49a
	20.00
	13

	Std. Deviation
	.487
	16.475
	17.52726
	4.056

	Variance
	.237
	271.434
	307.205
	16.448

	Minimum
	1
	16
	.00
	0

	Maximum
	2
	90
	80.00
	50

	Percentiles
	25
	1.00
	38.00
	17.0000
	12.00

	
	50
	1.00
	51.00
	30.0000
	15.00

	
	75
	2.00
	64.00
	45.0000
	18.00

	a. Multiple modes exist. The smallest value is shown
Table 3. Data demographic



To examine which variables relate more strongly to age, a Pearson’s correlation was undertaken.  Table 4 below indicates the strongest correlation exists (0.962) between age and length of service as this is closest to 1.  Whereas the weakest correlation is between tenure and time in full time education.  It should be noted in both assessments that the number of respondents in each group is not identical, but the number of respondents remains over 3000.

	

	
	Age of respondent, calculated
	Years of full-time education completed
	Length of Service

	Age of respondent, calculated
	Pearson Correlation
	1
	-.231**
	.962**

	
	Sig. (2-tailed)
	
	.000
	.000

	
	N
	3287
	3260
	3110

	Years of full-time education completed
	Pearson Correlation
	-.231**
	1
	-.288**

	
	Sig. (2-tailed)
	.000
	
	.000

	
	N
	3260
	3270
	3094

	Length of Service
	Pearson Correlation
	.962**
	-.288**
	1

	
	Sig. (2-tailed)
	.000
	.000
	

	
	N
	3110
	3094
	3115

	**. Correlation is significant at the 0.01 level (2-tailed).


Table 4. Pearson correlations of age, full time education and tenure

The scatter graph in Figure 4 illustrates the highest correlating variables with age being positively correlated to length of service and demonstrated by the trendline whilst the weakest correlation is represented in Figure 5.  There is a slight negative correlation between length of service and time in full education which could be anticipated as there are more educational opportunities today in comparison to older generations who were encouraged to earn a salary rather than study.
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		Figure 4	. Age and tenure		Figure 5. Tenure and time in education

Recognising the shortened survey data has changed the gender demographic, the association of gender (two groups) and tenure (scale variable) is analysed using an Independent T-test to establish if there was a statistically significant difference (Appendix III).  The mean length of service for males (31.7 years) is closely matched to females (30.60 years) and the null hypothesis was accepted as the p-value (0.84) was greater than 0.05, so there is no difference between gender and length of service.  Completing this assessment is important as it negates the need to repeat the following analysis by gender.
The second area of analysis is the relationship of occupation to the respondents.  Initial assessment was placed on investigating if there was a relationship between gender and occupation. The objective was to establish if there was a statistically significant difference between gender and the shortened list of 80 occupations.  Testing the association between the categorical variables, a Chi Squared test was used (see Appendix V for breakdown of gender and occupation).  The null hypotheses, i.e. no difference between gender and occupation was rejected as the p-value is <0.05. 

	

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	794.455a
	79
	.000

	Likelihood Ratio
	879.238
	79
	.000

	Linear-by-Linear Association
	87.880
	1
	.000

	N of Valid Cases
	3297
	
	

	a. 42 cells (26.3%) have expected count less than 5. The minimum expected count is .39.


Table 5. Chi-Squared test of gender and occupation

Continuing the assessment of occupation of the respondents, an objective as set to consider the association of education and occupation.  A one-way ANOVA was used (Table 6) where the null hypothesis was rejected as the p-value <0.05, indicating that there is a difference of highest level of education and occupation.

	

	Occupation, ISCO08  

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	1707812692.806
	25
	68312507.712
	31.114
	.000

	Within Groups
	7170794114.084
	3266
	2195589.135
	
	

	Total
	8878606806.890
	3291
	
	
	



Table 6.  One-way ANOVA of highest level of education and occupation

In this final assessment of occupation, the relationship between respondents age and occupation was explored.  A Chi Squared test (Table 7) was used to consider the categorical variables and the null hypotheses was rejected here too as the p-value is less than 0.05.  Thus, indicating statistically that there is a difference between age and occupation.


	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	617.286a
	316
	.000

	Likelihood Ratio
	612.518
	316
	.000

	Linear-by-Linear Association
	7.268
	1
	.007

	N of Valid Cases
	3287
	
	

	a. 243 cells (60.8%) have expected count less than 5. The minimum expected count is .04.



Table 7. Chi-Squared test of age and occupation

The 21-item values are the prime area of analysis to explore the inter-relationship with the respondents.  An initial assessment considered the association of the respondents age and how satisfied they are with life.  In this instance the objective was to establish if there was a statistically significant difference between age (scale variable) and satisfaction (groups defined by a Likert scale).  As there are more than two groups, a one-way ANOVA statistical test was used.  The null hypothesis (no association between age and being satisfied with life) was rejected as the p-value is <0.5 and illustrated in Table 8 below.  The alternate hypothesis, that there is a difference in age and the midpoints of how satisfied with life is accepted and illustrated in the figure 6.
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Table 8. One-Way ANOVA				Figure 6. 
Age and satisfaction with life			Age group and satisfaction with life


Table 9 considers the Pearson’s coefficient for each of the 21-item values and segments the correlations into the higher order values (Schwartz, 2012).  Whilst the table replicates the broad higher order values, the coefficients are relative to the focused occupations and reduced survey sample.  To consider this further and consider the association of the 21-item values for the focused population Exploratory Factor Analysis was used.  The objective of this statistical assessment was to identify the strongest correlations and identify underlying factors.  Using SPSS-26 the total variance was initially assessed and identified 5 factors with eigenvalues greater than 1 which are illustrated on the Scree Plot below (Figure 7). 
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Figure 7.  Scree Plot of 21-item values
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Table 9. Pearson’s Coefficient of 21-item values

SPSS enables a rotated component matrix to be compiled and identifies which variables measure which factors.  The factor represents what the variables have in common and for simplicity these have been grouped by colour in Table 10
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Table 10. 21-Item value rotated component matrix

Discussion
The study sets out to explore variables of age, gender, occupation, working tenure and time in full-time education in relation to the basic value types (Schwartz, 2012).  Secondary data, accessed from ESS provides data from all 27 member European countries which, although comprehensive, does not blend with the operational territories of CT or fully align to the organisation’s functions.  Whilst reducing the sample data could increase the margin of error, the number of respondents assessed remained over 3000 and with Cronbach alpha scores above 0.6 reliability is maintained.  However, it worth noting that Cronbach’s alpha results are sensitive to the number of items on a scale (Gray, 2018).
The limitations of Microsoft Excel to statistically examine the ESS with available statistical tests and management of missing data were overcome by migrating to SPSS-26 which then enabled exploratory factor analysis to be considered with the data assessment and hypotheses associations.  The respondents analysed limited the field of analysis to 10 predominant territories in Europe for CT and excluded the remaining 17 European countries or potentially the consideration of the global respondents reported through the World Values Survey.  The final limitation considered with this study is regarded to the data reporting and knowing which respondent is actively in employment, seeking employment, retired or not available for work may have some influence on the results.
Schwartz’s theoretical model of relations among motivational value types indicates that value types can be assessed among variables including age, gender, occupation, etc.  Utilising the focused sample data, the age demographic remained broadly consistent with the original data, but the female demographic was observed to reduce by 15.1% to 38.7% of respondents.  Although this change provides a dominant male gender in the respondents, it also reflects the current gender demographic within CT.  Considering the change to gender demographic, a T-test to assess association of gender and length of service showed no difference and employing the Pearson coefficient to the 21-item values (Table 9), the results broadly confirmed the basic value types and can therefore accept the focused set of respondents supports Schwartz’s model. The model can therefore be considered repeatable and reliable.
ESS aims to measure the 21-item values in a context-free manner.  They are recorded from households and intended to capture respondents across all situations, cultures, etc.  Schwartz identified 10 value types, which are organised into a value system.  A typical system gives structure to the values and prioritises them to meet universally important biological and social needs.  The dynamic relationship and trade-offs that take place between these universal value types cluster together to form a value orientation which guides behaviour.  Conceptually, understanding how a pattern of value-based preferences is constructed will enable a greater understanding of how people prioritise values in different value systems.  Detert, Schoeder and Mauriel (2000) considered a system to be of shared values defining what is important with norms defining appropriate attitudes and behaviours which is a notion supported with Schwartz’s basic values.  Dilts (2003) explores this further by examining that we belong on average to 160 systems and it can be argued that the ESS does not capture the specificity of work-based values or how individual’s values could adapt across occupations.
The focused set of respondents used in this study give the opportunity to explore the association of the 21-item values in a sub-group of occupations which reflect the business functions in a global organisation.  The results from the exploratory factor analysis in Table 10 indicate 5 factors which represents commonality over 5 variables.
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Table 11.  Pearson’s coefficient. 21-item values re-grouped

The 5 common variables have been overlaid to the 4 higher order values described by Schwartz (2012).  Conservation (5,14,9,20,7,16), Self-Enhancement (2,17,4,13) and Openness to Change (1,11,6,15,10,21) broadly overlap with the variables defined in this study as Conformist, Leader and Explore but some disruption exists to the 21-item values order with respect to the occupations considered for self-transcendence (12,18,3,8,19).  The emergence of the fifth variable, which is defined here as Courteous, could be considered resultant of a work-based value materialising from within the survey data and recognising that collaboration is prevalent in a work based context.  Korn Ferry Institute (2015) recognises collaboration as leadership competence and in a work-based context, building relationships and working collaboratively with others to meet shared objectives implies courteousness as individuals participate with integrity in an open dialogue from a wide variety of contributors or stakeholders.  With 51% of the respondents reporting that they are responsible for others, Appendix V illustrates a significant association between occupation and being responsible for others so it can be considered that occupation is not the main driver for courteousness as a potential work-based value.
Consiglio et al (2017) report limited studies into work-based values and in their own assessment cross referenced Schwartz (1992) theory to postulate work-based values.  Their study broadly reports similar values in a work-based context to the individual values reported through the 10 basic value types.  It does not assess how work values influence an individual.  Leuty and Jansen (2011) comment further in their research that there is no common construct to define work values and call for guidance in selecting a measure of work values with academics.
Spirituality is an aspect not considered by Schwartz (2012) in the value types as earlier research (Schwartz, 1992) postulated that spirituality did not demonstrate a consistent meaning across cultures.  The focus was capturing an individual’s religion through Benevolence and Tradition basic values types as opposed to considering the impact of a universal spirituality value.  This hypothesis contrasts with Scheler’s hierarchy of values which considered values to relate exclusively to those allied to the holy or unorthodox.  Burnes and Jackson (2011) however, explored Graves’ Emergent Cyclical Levels of Existence Theory (ECLET) to proport a method for determining and aligning value systems.  Graves’ theory considers a hierarchical relationship between eight core value systems and their motivation to move from one to another.  The theory has further developed through the 1980’s to hypothesise a further 4 levels which exist beyond our level of consciousness and therefore could represent the universal spirituality-value that Schwartz omitted in the 2012 revision of the value types and is a component explored by Spinelli, Nelson-Becker and Ligossi (2019).
Understanding the values in play across an organisation can therefore play an important role in averting conflicts during change or potentially having the change derailed in its entirety.  An organisation having studied the values at play would be able to assess the management strategies and plans that might impinge on the individuals and/or the organisation.  Where misalignment is identified, then business leaders would be able to focus on these employees with specific communication that acknowledges and addresses the divergence and assure collaboration with key stakeholders.
The study enforces the need to consider how personal values would affect strategic decision making (Hambrick and Mason, 1984)  as a project leader or manager’s filtering process of external factors could have a bearing on how information is perceived and interpreted (Arthur, Herdman and Yang, 2016).  Equally, considering implications of Scheler’s hierarchy of values for mentality in an organisational context with a higher level of comprehension could have a significant bearing of how a project is led if this value is absent from the leader.
As our deep values change over long periods, it is conceivable that there is a spectrum of held values.  Understanding the respective value system hierarchy may provide insight and understanding to delivering organisational change.  Developing these theories further could have a significant bearing on how individuals transcend between value systems and advance academic research in this field.  Our values become enriched through transformative change which is where the learning and the how to learn happen simultaneously.  If value systems are transcended by individuals, then it is conceivable that as value systems overlap, a new system is created.  If this process has an identifiable and unique relationship with its held value’s then further research in this field would benefit to develop a framework that seeks to comprehend and intuitively adjust cognitive behaviour through transcending the value systems and will be key to unlocking the success of comprehending cognitive change.



Summary
The study provides empirical support for the use of Schwartz’s value types and the reliability of the PVQ ensured assessment of the focused occupations was valid.  Through empirical assessment, an emergent 5th variable came from within the study to consider courteousness across stakeholders in an organisational context which indicates collaboration is inherent within our values.  The research gives rise to explore an emergent framework to postulate the association of values an individual may hold toward protecting the status quo during fundamental change as they may also assign these held values towards a specific place, process, group or object.
[bookmark: _GoBack]Future study would benefit by considering a pragmatic enquiry to test the association what is valued, why and by whom and to intervene at more than one point in the value system and/or held value in association to work based values.  Exploring a business leader’s own set of values to deliver transformational change could cultivate the emergent 5th variable, courteousness, to draw on a critical mass of people into amending their own held and assigned values.  The effect of individuals transcending value systems would advance the field of knowledge and develop cognitive change in an organisational context.
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Appendix I
Valid ESS Occupation Summary and comparison to focus occupations.
	Occupation, ISCO08
	Raw Data
	Shortened

	
	Frequency
	Percent
	Valid Percent
	Frequency
	Percent
	Valid Percent

	Managers
	55
	0.1
	0.1
	30
	0.9
	0.9

	Chief executives, senior officials and legislators
	4
	0
	0
	3
	0.1
	0.1

	Managing directors and chief executives
	352
	0.7
	0.8
	147
	4.5
	4.5

	Administrative and commercial managers
	31
	0.1
	0.1
	6
	0.2
	0.2

	Business services and administration managers
	12
	0
	0
	4
	0.1
	0.1

	Finance managers
	107
	0.2
	0.3
	67
	2
	2

	Human resource managers
	97
	0.2
	0.2
	52
	1.6
	1.6

	Sales, marketing and development managers
	14
	0
	0
	10
	0.3
	0.3

	Sales and marketing managers
	227
	0.5
	0.5
	108
	3.3
	3.3

	Research and development managers
	61
	0.1
	0.1
	26
	0.8
	0.8

	Production and specialised services managers
	41
	0.1
	0.1
	21
	0.6
	0.6

	Manufacturing managers
	239
	0.5
	0.6
	117
	3.5
	3.5

	Supply, distribution and related managers
	182
	0.4
	0.4
	74
	2.2
	2.2

	Information and communications technology service managers
	70
	0.1
	0.2
	36
	1.1
	1.1

	Professionals
	23
	0
	0.1
	15
	0.5
	0.5

	Science and engineering professionals
	32
	0.1
	0.1
	20
	0.6
	0.6

	Engineering professionals (excluding electrotechnology)
	29
	0.1
	0.1
	13
	0.4
	0.4

	Industrial and production engineers
	97
	0.2
	0.2
	39
	1.2
	1.2

	Environmental engineers
	9
	0
	0
	2
	0.1
	0.1

	Mechanical engineers
	115
	0.2
	0.3
	64
	1.9
	1.9

	Engineering professionals not elsewhere classified
	135
	0.3
	0.3
	86
	2.6
	2.6

	Electrotechnology engineers
	5
	0
	0
	3
	0.1
	0.1

	Electrical engineers
	63
	0.1
	0.1
	22
	0.7
	0.7

	Electronics engineers
	38
	0.1
	0.1
	14
	0.4
	0.4

	Business and administration professionals
	50
	0.1
	0.1
	2
	0.1
	0.1

	Finance professionals
	12
	0
	0
	9
	0.3
	0.3

	Accountants
	481
	1
	1.1
	146
	4.4
	4.4

	Financial and investment advisers
	127
	0.3
	0.3
	83
	2.5
	2.5

	Financial analysts
	53
	0.1
	0.1
	25
	0.8
	0.8

	Management and organization analysts
	163
	0.3
	0.4
	99
	3
	3

	Personnel and careers professionals
	102
	0.2
	0.2
	61
	1.9
	1.9

	Training and staff development professionals
	38
	0.1
	0.1
	27
	0.8
	0.8

	Sales, marketing and public relations professionals
	11
	0
	0
	5
	0.2
	0.2

	Advertising and marketing professionals
	136
	0.3
	0.3
	80
	2.4
	2.4

	Public relations professionals
	56
	0.1
	0.1
	25
	0.8
	0.8

	Information and communications technology professionals
	19
	0
	0
	15
	0.5
	0.5

	Software and applications developers and analysts
	16
	0
	0
	6
	0.2
	0.2

	Systems analysts
	107
	0.2
	0.3
	51
	1.5
	1.5

	Software developers
	145
	0.3
	0.3
	81
	2.5
	2.5

	Web and multimedia developers
	21
	0
	0
	4
	0.1
	0.1

	Applications programmers
	63
	0.1
	0.1
	39
	1.2
	1.2

	Software and applications developers and analysts not elsewhere classified
	58
	0.1
	0.1
	43
	1.3
	1.3

	Database designers and administrators
	16
	0
	0
	4
	0.1
	0.1

	Systems administrators
	39
	0.1
	0.1
	10
	0.3
	0.3

	Computer network professionals
	9
	0
	0
	2
	0.1
	0.1

	Legal, social and cultural professionals
	17
	0
	0
	15
	0.5
	0.5

	Legal professionals
	10
	0
	0
	1
	0
	0

	Legal professionals not elsewhere classified
	85
	0.2
	0.2
	37
	1.1
	1.1

	Technicians and associate professionals
	27
	0.1
	0.1
	24
	0.7
	0.7

	Science and engineering associate professionals
	9
	0
	0
	9
	0.3
	0.3

	Electrical engineering technicians
	91
	0.2
	0.2
	45
	1.4
	1.4

	Electronics engineering technicians
	28
	0.1
	0.1
	11
	0.3
	0.3

	Mechanical engineering technicians
	110
	0.2
	0.3
	42
	1.3
	1.3

	Physical and engineering science technicians not elsewhere classified
	161
	0.3
	0.4
	65
	2
	2

	Manufacturing supervisors
	308
	0.7
	0.7
	121
	3.7
	3.7

	Business and administration associate professionals
	19
	0
	0
	17
	0.5
	0.5

	Financial and mathematical associate professionals
	18
	0
	0
	14
	0.4
	0.4

	Accounting associate professionals
	392
	0.8
	0.9
	188
	5.7
	5.7

	Statistical, mathematical and related associate professionals
	20
	0
	0
	15
	0.5
	0.5

	Commercial sales representatives
	316
	0.7
	0.7
	149
	4.5
	4.5

	Buyers
	119
	0.3
	0.3
	51
	1.5
	1.5

	Business services agents not elsewhere classified
	56
	0.1
	0.1
	30
	0.9
	0.9

	Office supervisors
	213
	0.5
	0.5
	111
	3.4
	3.4

	Legal secretaries
	53
	0.1
	0.1
	35
	1.1
	1.1

	Administrative and executive secretaries
	300
	0.6
	0.7
	168
	5.1
	5.1

	Information and communications technology operations and user support technicians
	18
	0
	0
	6
	0.2
	0.2

	Information and communications technology operations technicians
	37
	0.1
	0.1
	15
	0.5
	0.5

	Information and communications technology user support technicians
	77
	0.2
	0.2
	42
	1.3
	1.3

	Computer network and systems technicians
	29
	0.1
	0.1
	19
	0.6
	0.6

	Web technicians
	8
	0
	0
	5
	0.2
	0.2

	Broadcasting and audio-visual technicians
	16
	0
	0
	7
	0.2
	0.2

	Clerical support workers
	47
	0.1
	0.1
	37
	1.1
	1.1

	Customer services clerks
	15
	0
	0
	7
	0.2
	0.2

	Payroll clerks
	77
	0.2
	0.2
	32
	1
	1

	Service and sales workers
	60
	0.1
	0.1
	9
	0.3
	0.3

	Sales workers
	70
	0.1
	0.2
	1
	0
	0

	Electrical and electronic equipment assemblers
	118
	0.3
	0.3
	35
	1.1
	1.1

	Assemblers not elsewhere classified
	107
	0.2
	0.3
	36
	1.1
	1.1

	Manufacturing labourers
	27
	0.1
	0.1
	5
	0.2
	0.2

	Manufacturing labourers not elsewhere classified
	268
	0.6
	0.6
	97
	2.9
	2.9

	Total
	42381
	90
	100
	3297
	100
	100




Appendix II
Cronbach’s Alpha reliability test on basic values
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Appendix III
Independent T-test of gender and length of service
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Appendix IV
Gender demographic of occupations.
	
	
	Gender
	Total

	 
	 
	Male
	Female
	 

	Occupation, ISCO08
	Managers
	21
	9
	30

	 
	Chief executives, senior officials and legislators
	2
	1
	3

	 
	Managing directors and chief executives
	123
	24
	147

	 
	Administrative and commercial managers
	4
	2
	6

	 
	Business services and administration managers
	4
	0
	4

	 
	Finance managers
	37
	30
	67

	 
	Human resource managers
	19
	33
	52

	 
	Sales, marketing and development managers
	8
	2
	10

	 
	Sales and marketing managers
	78
	30
	108

	 
	Research and development managers
	16
	10
	26

	 
	Production and specialised services managers
	15
	6
	21

	 
	Manufacturing managers
	98
	19
	117

	 
	Supply, distribution and related managers
	51
	23
	74

	 
	Information and communications technology service managers
	32
	4
	36

	 
	Professionals
	11
	4
	15

	 
	Science and engineering professionals
	18
	2
	20

	 
	Engineering professionals (excluding electrotechnology)
	11
	2
	13

	 
	Industrial and production engineers
	27
	12
	39

	 
	Environmental engineers
	2
	0
	2

	 
	Mechanical engineers
	57
	7
	64

	 
	Engineering professionals not elsewhere classified
	72
	14
	86

	 
	Electrotechnology engineers
	2
	1
	3

	 
	Electrical engineers
	20
	2
	22

	 
	Electronics engineers
	11
	3
	14

	 
	Business and administration professionals
	2
	0
	2

	 
	Finance professionals
	6
	3
	9

	 
	Accountants
	70
	76
	146

	 
	Financial and investment advisers
	43
	40
	83

	 
	Financial analysts
	17
	8
	25

	 
	Management and organization analysts
	75
	24
	99

	 
	Personnel and careers professionals
	25
	36
	61

	 
	Training and staff development professionals
	13
	14
	27

	 
	Sales, marketing and public relations professionals
	3
	2
	5

	 
	Advertising and marketing professionals
	52
	28
	80

	 
	Public relations professionals
	11
	14
	25

	 
	Information and communications technology professionals
	11
	4
	15

	 
	Software and applications developers and analysts
	4
	2
	6

	 
	Systems analysts
	45
	6
	51

	 
	Software developers
	78
	3
	81

	 
	Web and multimedia developers
	2
	2
	4

	 
	Applications programmers
	34
	5
	39

	 
	Software and applications developers and analysts not elsewhere classified
	32
	11
	43

	 
	Database designers and administrators
	4
	0
	4

	 
	Systems administrators
	10
	0
	10

	 
	Computer network professionals
	2
	0
	2

	 
	Legal, social and cultural professionals
	9
	6
	15

	 
	Legal professionals
	0
	1
	1

	 
	Legal professionals not elsewhere classified
	22
	15
	37

	 
	Technicians and associate professionals
	20
	4
	24

	 
	Science and engineering associate professionals
	8
	1
	9

	 
	Electrical engineering technicians
	42
	3
	45

	 
	Electronics engineering technicians
	10
	1
	11

	 
	Mechanical engineering technicians
	36
	6
	42

	 
	Physical and engineering science technicians not elsewhere classified
	47
	18
	65

	 
	Manufacturing supervisors
	103
	18
	121

	 
	Business and administration associate professionals
	7
	10
	17

	 
	Financial and mathematical associate professionals
	9
	5
	14

	 
	Accounting associate professionals
	58
	130
	188

	 
	Statistical, mathematical and related associate professionals
	7
	8
	15

	 
	Commercial sales representatives
	85
	64
	149

	 
	Buyers
	23
	28
	51

	 
	Business services agents not elsewhere classified
	13
	17
	30

	 
	Office supervisors
	47
	64
	111

	 
	Legal secretaries
	4
	31
	35

	 
	Administrative and executive secretaries
	9
	159
	168

	 
	Information and communications technology operations and user support technicians
	5
	1
	6

	 
	Information and communications technology operations technicians
	12
	3
	15

	 
	Information and communications technology user support technicians
	30
	12
	42

	 
	Computer network and systems technicians
	19
	0
	19

	 
	Web technicians
	4
	1
	5

	 
	Broadcasting and audio-visual technicians
	5
	2
	7

	 
	Clerical support workers
	12
	25
	37

	 
	Customer services clerks
	1
	6
	7

	 
	Payroll clerks
	8
	24
	32

	 
	Service and sales workers
	4
	5
	9

	 
	Sales workers
	1
	0
	1

	 
	Electrical and electronic equipment assemblers
	15
	20
	35

	 
	Assemblers not elsewhere classified
	21
	15
	36

	 
	Manufacturing labourers
	1
	4
	5

	 
	Manufacturing labourers not elsewhere classified
	46
	51
	97

	Total
	 
	2021
	1276
	3297






Appendix V
Occupation vs responsible for managing others


	Correlations

	
	Occupation, ISCO08
	Responsible for supervising other employees

	Occupation, ISCO08
	Pearson Correlation
	1
	.325**

	
	Sig. (2-tailed)
	
	.000

	
	N
	3297
	3290

	Responsible for supervising other employees
	Pearson Correlation
	.325**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	3290
	3290

	**. Correlation is significant at the 0.01 level (2-tailed).
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Age Tenure

FT 

Education 

(Yrs)

Age Tenure

FT 

Education 

(Yrs)

Age Tenure

FT 

Education 

(Yrs)

Mean 51.40        31.29        14.87           55.02         31.72         15.09           50.86        30.60        14.51          

Standard Error 0.29           0.31           0.07             1.29            0.41           0.09             0.45           0.49           0.11            

Median 51 30 15 51 31 15 51 30 14

Mode 49 20 13 50 20 13 49 19 13

Standard Deviation 16.48        17.53        4.06             58.13         17.80         4.06             15.96        17.08        4.02            

Sample Variance 271.43      307.36      16.45           3,379.58   316.81      16.49           254.67      291.89      16.19          

Kurtosis 0.80 -          0.78 -          4.84             238.65       0.81 -          4.68             0.74 -          0.73 -          5.25            

Skewness 0.16           0.24           0.64             14.84         0.22           0.63             0.22           0.27           0.65            

Range 74 80 50 983 80 47 74 80 50

Minimum 16 0 0 16 0 3 16 0 0

Maximum 90 80 50 999 80 50 90 80 50

Sum 168950 97521 48612 111198 60585 30240 64745 36936 18372

Count 3287 3117 3270 2021 1910 2004 1273 1207 1266

Missing data 10 180 27 7 111 17 3 69 10

Male Female Total

Table 2.  Gender Demographic
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.089

**

.201

**

.145

**

.239

**

.189

**

.086

**

.106

**
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.296

**

18

Important to be loyal to 

friends and devote to people 

close
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.228

**

.331

**

.336

**

3

Important that people are 

treated equally and have 

equal opportunities
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** 0.012

.041

* 0.023
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**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).
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7Important to do what is told and follow rules 0.573

4Important to show abilities and be admired 0.745

13Important to be successful and that people recognise achievements 0.723

2Important to be rich, have money and expensive things 0.664
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15Important to seek adventures and have an exciting life 0.359 0.628
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1Important to think new ideas and being creative 0.319 0.532
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Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

a Rotation converged in 8 iterations.
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**. Correlation is significant 

at the 0.01 level (2-tailed).

*. Correlation is significant 

at the 0.05 level (2-tailed).
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