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Introduction
It is hard to imagine modern daily life without instant access to information — pop-

up news alerts, social media, entertainment programs tailored to satisfy every whim, search
engines ready to answer any question within a second — billions of hours of content that no
single person can consume in her lifetime. What makes people choose one content over
another is the focus of this project. Departing from the selective media exposure hypothesis,
which states that people prefer information confirming their worldviews and disregard
challenging content, I analyze the phenomenon of selectivity from the position of different
scientific disciplines and advance the methodology to provide more comprehensive

evaluations of the spread of the phenomenon.

The need for the current research comes from the contradictory empirical findings
obtained by scholars of different disciplines. While psychological studies do not doubt
cognitive processes responsible for selectivity and scrutinize the conditions of their
functioning in experiments (e.g. Fischer et al., 2011), researchers interested in the
phenomenon at the macro-level (i.e. echo chambers, products of media selectivity) find no
traces of selectivity in real life (e.g. Dubois & Blank, 2018). How these conflicting
positions coexist and how the presence (or absence) of selectivity affects individuals and
society interests not only scholars but politics and society more broadly as well. Such
knowledge is highly relevant for policymakers dealing with sources of political
polarization, distrust in institutions and the media, and the spread of misinformation. The
general public may use this knowledge to develop greater awareness of their media habits

resulting in greater media literacy and enhanced informational hygiene.

The project reviews theoretical propositions and empirical findings from
psychology, sociology, communication, and political science and shows that each of those
fields approached the issue of selectivity from a rather narrow perspective and prioritized
some aspects while simplifying or ignoring others. I argue that in order to reveal whether
media selectivity exists outside of research laboratories, an integrative perspective on how
people interact with information is needed. The aim of the project is to develop a theoretical
and methodological framework that would enable comprehensive analysis and prediction
of people’s habits of media use depending on their individual characteristics and those of

their societies.

The project consists of two parts. Part 1 reviews past literature and discusses how

individual differences, power relations within societies and societal characteristics affect
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the ways people interact with information. This part of the dissertation aims to analyze how
echo chambers are constructed and highlights the need for further elaboration on the
mechanisms of media consumption and the development of relevant research methodology.
Part 2 is more analytical and searches for the tools that would allow answering the question

what echo chambers consist of.

Part 1 addresses the mechanisms of echo chamber development (the How) and aims
to provide a comprehensive account of how patterns of people’s interaction with
information vary depending on their individual characteristics (micro-), the status of their
group and dynamics of the intergroup relations (meso-), and societal characteristics (macro-
level). The analysis of past research shows that qualitatively different types of echo
chambers are likely to exist: The driving forces and mechanisms of their development, as
well as their consequences for individuals and societies, would differ dramatically. A
typology of echo chambers that should not be interpreted in the same way is the theoretical
contribution of Part 1. Furthermore, this is the first study to address the phenomenon of
echo chambers from a global perspective and to challenge existing research agendas
focused exclusively on media consumption in liberal democracies, where the freedom of
the press is a value and states do not control their citizens’ access to information. Part 1

consists of one conceptual paper (Paper 1).

Part 2 of the dissertation focuses on the content of people’s media diets (the What).
The aim of this part is to reveal whether most of the media content a person consumes
indeed match her worldview. The operationalization of the said worldview is, perhaps, one
of the biggest challenges of selective exposure and echo chamber research. A
comprehensive analysis of media consumption in real life requires a comprehensive
measure of the worldview that can characterize any member of society and could be
reflected by media materials of any kind. Most past studies, however, were taking the
opposite strategy by focusing on a rather narrow category of political preferences. That
strategy leads to the exclusion of many undecided and moderate respondents from samples
and treating more than 90% of the available media data as unsuitable for analysis (e.g.
Flaxman, Goel, & Rao, 2016). In this project, I aim to address this issue and propose an
alternative operationalization of the worldview — through people’s values, abstract ideas of

what is important and desirable (Schwartz, 1992).

To introduce values as a motivational force that can navigate a selection of the

media content, I ran four empirical studies presented in Papers 2-5. Papers two and three
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test whether values are suitable for the prediction of the exposure to information with no
explicit political content — news about the Olympic Games. Paper 2 presents a survey used
to examine which values underlie the attitudes (conventional predictor in past selective
exposure studies) towards the Olympics. Paper 3 presents an experiment that tests how
people with different value priorities react to a set of media messages about Olympic
athletes. In Paper 4, I investigate how values can be expressed in a variety of online content.
The final, fifth, Paper tests whether and to which extent values of people guide their
exposure to information online. For that paper I collected web browsing histories of nine
volunteers, qualitatively analyzed their content to reveal which values they reflect, and
matched those results with the value priorities of respondents. Overall, Part 2 proposes an
alternative approach to the analysis of the content of people’s media diets which allows a
more comprehensive evaluation of whether a given individual resides in an echo chamber.
The new approach also has potential for comparisons of people’s media habits across social
groups and societies. This is the methodological contribution of Part 2. This part of the
dissertation consists of a theoretical framework that discusses the adequacy of values in the

selective exposure and echo chamber research and four empirical papers.

Parts 1 and 2 together represent a framework for the future investigation of the echo
chambers in comparative perspective. Part 1 discusses the phenomenon of echo chambers
from a global perspective and highights how people’s experiences of interaction with the
media may vary within and across societies. This part aims to build a niche for future
comparative echo chamber research and proposes a multilevel framework which specifies
the sources of variations in people’s experiences with the media. However, Part 1 does not
suggest how such research can be conducted. It leaves outside the scope the question which
beliefs of people navigate their interaction with the media and how the media contents
people consume should be analysed in order to provide material comparable across
different social contexts. This is the aim of Part 2, which proposes to treat individual values
as such universal basis for the analysis of selective exposure. The four studies of Part 2 are
stepwise in-depth analysis of the relationships between individual values and media
consumption. In sum, this entire project is a series of preparatory steps for future

comparative multicountry studies.

This project proposes a more inclusive approach to research of media consumption
as it allows studying people uninterested in politics and media content that are not explicitly

political. It is the first project to address the phenomenon of media selectivity as an outcome
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of the interplay between individual-, group-, and societal characteristics. Finally, it opens
up a new research direction for comparative research of media consumption habits across
social groups and societies. A deeper understanding of how people interact with the media
is especially relevant nowadays, as we live in a world where the use of the media grows

while the freedom of press and speech declines (Reporters without borders, 2018).
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Part 1. Selective media exposure in daily life

Paper 1. A multilevel framework for cross-cultural research on echo chambers and
political participation?

The questions of whether echo chambers exist, and what their potential effects on
political participation are, is the focus of heated scholarly and public debate. While some
researchers claim the plausibility of echo chambers’ existence (e.g. Sunstein 2007; Garrett,
2009; Quattrociocchi, 2017; Goldie et al., 2014), others show that in fact, very few people
consume one-sided information only (e.g. Dubois & Blank, 2018; Dvir-Gvirsman, Tsfati,
& Menchen-Trevino, 2014; Flaxman, Goel, & Rao, 2016; Haim, Graefe, & Brosius, 2018).
Past studies also provide inconclusive results of how overreliance on one-sided information
relates to political participation: the described effects vary from increased participation
online (Feezel, 2016) to misinterpretation of the current public opinion climate (Tsfati,
Stroud & Chotiner, 2014) and consequent decrease of participation (Westwood, Messing,
& Lelkes, 2020), to hostility against political rivals (Lueders, Prentice, & Jonas, 2019).
Moreover, interaction with the media affects differently users’ willingness to express their
opinions: while some with minority views or identities have adopted self-censorship
(Gearhart & Zhang, 2014), others have built solidarity and become increasingly outspoken
(Jackson & Foucault Welles, 2015). The answer to how the same behavior can lead to so
different outcomes may lie in the more in-depth analysis of the circumstances and purposes

of media consumption, variables largely neglected by past studies.

This essay aims to bridge that gap by examining how societal characteristics may
affect the individual experiences of interaction with the media and consequent political
participation. By taking the perspective of construct universalism, which assumes only
limited comparability of observed phenomena of social life across societies (Fontaine,
2011), we argue that qualitatively different types of echo chambers can be observed in
societies with varying levels of access to ideological diversity, which differ for individuals
within a society who hold majority or minority perspectives on contentious political issues.
Furthermore, we argue that different types of echo chambers relate to political participation

differently across and within societies.

! Khaptsova. A., Menchen-Trevino, E., & Filip, A. (unpublished manuscript). A
multilevel framework for cross-cultural research on echo chambers and political
participation.
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This paper addresses the issue from a global perspective and proposes a theoretical
framework for the investigation of the relationships between media consumption and
political participation. Because the traditions and available forms of said participation vary
greatly across societies, we focus on whether echo chambers make their residents more
outspoken and willing to make themselves visible on the domestic political arena in
whichever form relevant for their society. To inform future cross-cultural research, we
propose a multilevel framework, which accounts for the position of an individual within
society (ideological majority vs. minority) and societal characteristics likely to affect
individual experiences (access to ideologically diverse information and general level of
tolerance to diversity). We then outline the characteristics of the four types of echo
chambers. Finally, we hypothesize how each of those would affect people’s willingness to

(dis)engage politically.
Echo Chambers — Individual-level Phenomena in Social Context

The emphasis that past studies place on the results of media consumption and
observed patterns of human behaviors resulted in the view on echo chambers as a collection
of media content consumed by an individual that can be characterized by a) their degree of
homogeneity, and b) the extent to which this content confirms the beliefs a person holds
(Sunstein, 2007; Lewandowsky, Ecker & Cook, 2017). What was often left outside the
scope in past studies is the social conditions and psychological mechanisms of echo

chambers’ development.

While focusing on media consumption in liberal democracies (e.g. in the USA,
Flaxman, Goel & Rao, 2015; in Israel, Dvir-Gvirsman, Tsfati & Menchen-Trevino, 2016,
in the UK Dubois & Blank, 2018), past studies assumed the universality of the processes
involved in the construction of people’s media diets. However, the production,
dissemination, and consumption of information functions differently across societies with
different media systems and political cultures (Halin & Mancini, 2004; Voltmer, 2011). For
example, comparative media systems theory aims to describe the national conditions that
lead to the press playing a particular political role in society (Hallin & Mancini, 2004).
Dimensions such as the development of markets for media, the extent to which the press
reflects existing political divisions, the level of journalistic professionalism, and the type
and extent of state intervention are typical indicators of the role of the press. The variations
in those indicators across societies also yield different conditions in which people construct

their media diets.
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However, the Hallin and Mancini model (2004) was developed explicitly to
compare western liberal democracies to each other, and the models derived from this
original work are limited in their ability to adequately describe systems outside of this
framework (Hallin & Mancini, 2011). While political differences in western liberal
democracies have tended to be arranged along left-right or liberal-conservative dimensions,
they can also be arranged primarily on religious, ethnic, or clientelistic dimensions —
providing less of a “middle ground” (Voltmer, 2011). Furthermore, while not emphasized
in the original framework, "limits on news content and press freedom are probably the most
important dimension to distinguish media systems on a global scale." (Briiggemann et al.,

2014, p. 1041, emphasis original), and this will be one key dimension we focus on.

The characteristics of societies people live in affect many social processes and daily
practices of people (Berry et al., 2002). Yet, their role in the consumption of information
was rarely addressed in previous selective exposure or echo chamber studies (for
exceptions see: Bright, 2018; Stier et al., 2020). Investigating potential variations in echo
chambers in different contexts requires identifying the role the media and societal
characteristics play in shaping information consumption. While entering the realm of
comparative social research, we need to take a methodological position that will clarify the
extent to which psychological phenomena, like decisions and behaviors, that potentially
lead to the development of echo chambers, are affected by the contexts people live in. That
will inform how behaviors resulting in echo chambers should be interpreted when observed,
and which effects of information consumption on political engagements are to be expected

in different contexts.

Cross-cultural psychology which has a long tradition of questioning the
comparability of observations from different societies (Berry, 1969; Berry, Poortinga,
Segall, & Dasen, 2002), offers a variety of such positions (Adamopulos & Lonner, 1994;
Fontaine, 2011). The extreme positions that advocate either individuals’ full dependence
on or complete independence from their cultures are relativism and absolutism. Relativists
argue that every culture yields unique ways of acting and thinking and no comparisons
between people from different cultures are possible. Absolutists, in turn, believe that
cultures do not affect psychological mechanisms and thus no comparisons between cultures
are necessary. While the extreme positions discard the opportunities to investigate what

people from different societies have in common and how they differ, the position in
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between — construct universalism? (Fontaine, 2011), — offers a middle ground. That position
suggests that basic psychological phenomena and mechanisms are universal to all people,
however, cultures moderate their functioning and inform the meanings of daily practices.
We, thus, take the position of construct universalism and assume that there are universal
mechanisms that shape people’s interaction with information, however, social contexts

inform those interactions.

Basic Psychological Mechanisms of Information Selection and Processing

There are two theoretical accounts that explain how people deal with incoming
information — informational and motivational (see Bohner, Moscowitz, & Chaiken, 1995,

Fischer, 2011, for integrated perspectives):

The informational account explains how the mind processes information. Cognitive
schema theory (Bartlett, 1932/1995; Fiske & Linville, 1980) proposes that everything
people know about the world is not stored in memory in the form of the original
impressions, but rather the mind transforms that information into units of knowledge -
schemata. Those units are interconnected and form hierarchies, where units of knowledge
about specific objects and situations add up to theoretical models of how different parts of
reality function. Those help to predict future events and make judgments about unobserved
objects (Rumelhart, 1980/2018). At the same time, schemata form expectations about the
world, those may bias perception and interpretation of the incoming information (Rabin &

Schrag, 1999).

Schemata that have proven their usefulness in daily life are resistant to change
(Axelrod, 1973). That presents an obstacle to interaction with any information that does not
go in line with expectations formed by a schema, as it threatens the internal consistency of
the picture of the world that people typically strive to maintain (Gawronski, 2012). People
experience that inconsistency as a cognitive dissonance that leads to negative arousal and
a desire to reduce it (Festinger, 1957). The reduction of dissonance can be achieved in two
ways: Revision of what one knows about the world or devaluation and avoidance of
inconsistent information (Axelrod, 1973). While the extent of fit between new information
and schema can point to how people would evaluate that information, it does not explain

how the actual selection of information happens.

2 As against repertoire universalism, which is closer to absolutism (Fontaine, 2011)
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The second — motivational - account explains what drives people when they
encounter new information. Past research distinguishes three types of motivations:
Accuracy motivation guides interaction with information when people need to make a
decision (Dummel, Rummel & Voss, 2016). In that situation, no suitable schema is
available, and, thus, all available evidence becomes valuable (Bohner, Moscowitz, &
Chaiken, 1995). The opposite effect has defense motivation which helps to assure the
correctness of one’s pre-exposure position by actively preferring congenial information
over challenging one (Knobloch — Westerwick & Tsang, 2017). The third type of
motivation, cognitive economy (Fischer, 2011), comes into play when new information fits
a pre-exposure schema and, thus, does not require deep processing. Interestingly,
motivations of defense and cognitive economy result in the systematic preference of
homogenous media content, which may result in the construction of echo chambers. Driven
by different motivations, those echo chambers, however, would have different functions in
one's daily life — some would help to reassure the correctness of one’s position, others
would help one to stay up to date without investing too much energy in the selection and

processing of information.

Overall, we take the desire to maintain an internally consistent picture of the world,
and the activation of various motivations depending on the circumstances of media
consumption as culture-universal mechanisms. A meta-analysis by Hart et al., (2009)
supports this argument and shows that regardless of the country of residence (USA, Canada,
Germany, Austria, or Italy) people are more likely to prefer information that goes in line

with their preferences.

Processing Information Within Social and Cultural Contexts

To reveal how echo chambers may differ across societies, it is necessary to discuss
which societal characteristics are likely to affect the functioning of psychological
mechanisms responsible for the preference of like-minded information. First, an echo
chamber represents a collection of media content selected by an individual from the
available alternatives. As the homogeneity of content is a crucial characteristic of echo
chambers (Sunstein, 2007), it is necessary to consider how that homogeneity was achieved
and how many opportunities to escape like-minded media consumption people have in the
first place. Second, as selective exposure research shows (e.g. Fischer, 2011), the
preference for like-minded information may be motivated by either the need to defend one’s

beliefs or by the desire to reduce efforts needed to process new information. Thus, the
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presence of a real or perceived threat that societies pose to the beliefs of their members is
the second characteristic likely to affect the motivations. We, therefore, focus further
discussion on two issues: the diversity of available media content and the sense of threat to

one’s beliefs created by the environment.

Opportunities for Exposure: Diversity of Available Information

The observed consumption of homogeneous content would not have the same
causes in free and non-free media environments as their residents do not experience the
diversity of available options in the same way. In completely free and balanced
environments, a rather common setup in experimental selective exposure studies (e.g.
Hastall & Knobloch-Westerwick, 2013; Brenes Peralta et al., 2017; Tsang, 2017), different
viewpoints have equal chances to be accessed by people. In that setting, people can
compose their media diets based on their preferences with no structural constraints in
navigating content. However, if the media environment is restricted, as if there was only
one source of information, people have access to homogeneous information only. In this
condition, the actual preferences of people play a less important role in guiding interaction
with information. In the real world, both situations are unlikely to be observed in their ideal
states, yet the degree of press freedom (Freedom House, 2018) and the media landscape
differ from country to country which does not give people around the world equal

opportunities to construct a media diet in accordance with their preferences.

The limitations that non-democratic regimes put on media and information
dissemination distort the diversity of opinions available to media users. For example, in
North Korea, Eritrea, and Turkmenistan the state has full control over the media and it
alone decides which information the citizens receive (Reporters without borders, 2018).
While those are extreme cases, the interference of the state in the information dissemination
is not infrequent. According to Freedom on the Net report (Freedom House, 2017), only 10
out of 65 studied countries do not experience censorship of online content initiated by state
authorities. While state censorship of the media impacts a large portion of the world’s
population to some degree, even those in semi-authoritarian media systems have content
options that provide different views and represent different identities, within limits,
particularly in the social media era. In China, for example, moderate environmental
activists have been allowed to express their views (Ho & Edmonds, 2007), and criticism of

the government is quite common on social media (King et al., 2013). That is, even with
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more limited choices, people in such media environments have choice of how to construct

their media environment in terms of political diversity.

Free societies, in turn, while being free from direct censorship, do not create media
environments where every existing viewpoint has the same weight and an equal chance to
reach consumers. Countries differ significantly in what and how many issues their residents
see as important (Peter & de Vreese, 2003). Moreover, particular opinions on those issues
may prevail in the media, resulting in silencing the existing legitimate alternatives (Werder,
2002). Yet, the importance of an issue at the societal level does not necessarily mirror the
preferences and interests of every single individual. Such imbalance creates different
conditions in which members of a given society interact with the media — while the
proponents of the dominant position may find themselves surrounded by congenial
information, the proponents of the alternative positions may experience a scarcity of
content confirming their opinion. Those who are in the minority based on their identity or
beliefs may choose to participate in a marginalized public sphere where they can discuss
their views and identities in a separate space from the dominant group, if available (Squires,
2002). Today such spheres often form online and involve sharing and interacting with
congenial media. Such marginalized groups are not typically labeled ‘echo chambers,’
which tends to have a negative connotation, but even though the behavior may be similar,
the dominant view is often encountered by minority members who participate in the

dominant society, and the social context is distinct.

Motivation for Exposure: Presence of Threats to the Integrity of One’s Opinions

In an experiment, Knobloch — Westerwick and Tsang (2017) demonstrated how the
experience of a threat to the legitimacy of one’s identity or beliefs stimulates defensive
mechanisms and associated with the selective approach and avoidance of media content.
While those results demonstrated the general mechanism, in the real world, exposure to
diversity does not always mean a threat. Societies differ significantly in how much diversity
they permit (Zanakis, Newburry & Taras, 2016) and how those diverging from the
mainstream are treated (Gelfand et al., 2011). Those differences may affect how much
threat to their opinions people sense, with those experiencing high levels of threat relying

more on defense motivation in their daily interactions with the media.

Ideologies and legal regulations. The value of political tolerance has been
recognized by various institutions at national (e.g. as documented in the constitutions of

many countries) and international (e.g. Universal Declaration of Human Rights, United
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Nations, 1948) levels. Liberal democracies treat political tolerance as a norm and provide
equal protection to anyone regardless of their positions (Merkel, 2001). In such a setting,
the presence of political diversity does not objectively threaten the existence of anyone’s
ideological position. While the media environment may not trigger the defensive
consumption of confirming information, overreliance on one-sided information may still
occur as it is less cognitively demanding. Yet, reminders of the value of opinion diversity

can restore the balance in one’s media exposure habits (Munson, Lee, & Resnick, 2013).

[lliberal democracies and non-democratic regimes, in contrast, create conditions
when supporters of the current administration feel entitled to claim their position as the
normative one (Zakaria, 1997). That feeling may be reinforced by the presence of relevant
legal regulations and sanctions, as they affect what people perceive to be normative
(Nyborg et al., 2016; Acemoglu & Jackson, 2017). In the context of media consumption,
those regulations specify which information becomes available to the public and, as
Deutsch Karlekar, Radsch, and Sierra (2011) show, often focus on the threats to the security
of the state, groups of people, or particular individuals. In that situation, ideological
minorities are likely to experience their environment as threatening and may actively
engage in selective exposure to congenial information to ensure the validity of their position

(Fischer et al., 2011).

Strength of cultural norms and social sanctions. Non-institutionalized
regulations can affect the sense of security as well. Social norms serve as a source of
limitations on what people should consider right to do and believe in (McDonald &
Crandall, 2015; Nyberg et. al., 2016, Nolan et al., 2008). A systematic account of how the
strength of social norms regulates the life of people was proposed by Gelfand et al. (2011).
Cultural “tightness”, as against “looseness”, is a characteristic of a society that describes
how strongly members of a society are expected to follow social norms and how strict the
punishments for those who deviate are. In tight cultures norms are strict; people are
expected to follow them closely, with strict punishments for deviating behaviors. In those
countries, supporters of non-mainstream ideas can feel threatened. Loose cultures, on the
contrary, allow people to be different and apply less strict sanctions to diverging
individuals. The strength of norms develops under the influence of ecological (e.g. presence
of pathogens, climatic challenges) and human-made threats (e.g. wars) occurring
throughout the development of a particular society. In modern days, the strictness of social

norms may serve as an indicator of how likely members of society feel threatened if they
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disagree with the mainstream. Another term for this distinction is the level of political
tolerance in a society, which may be influenced by the amount of psychological dogmatism

of individuals (Hinckley, 2010).

Both legal and social sanctions may apply when information is seen as threatening
the security of the state, culture, or norms of morality (Howard, Agarwal, & Hussain, 2011).
The strictness of sanctions then defines the conditions of interaction with information for
proponents of different opinions, with those deviating from mainstream more likely to see
their media environment as threatening (Tsfati, 2007). Legal and social sanctions also work
through different channels. While the enforcement of legal regulations allows for the
prosecution of violators on a case-by-case basis, implementation of social norms functions
on a daily basis and can be applied, for example, through social media which provide ample

opportunities for that (Crockett, 2017).

The diversity of available media content (FreedomHouse, 2018) as well as the
presence of sanctions (Reporters without borders, 2017; Gelfand et al., 2011) regulating it
vary across societies. These two characteristics may affect both the motivation for and the
actual interaction with information at the individual level. Taking into consideration the
societal characteristics, thus, may facilitate the interpretation of the observed patterns of

media consumption.

Two Dimensions of Echo Chambers

The amount of diversity and its value vary across societies creating unique
conditions in which people interact with information in their daily lives. As we outlined,
societies differ in (1) how easily people can access information that corresponds to their
beliefs, and (2) how likely people feel threatened for holding their opinion. We thus propose
a two-dimensional continuum that will help to identify different types of echo chambers
that may develop under the influence of societal characteristics. The first dimension is
structural; it describes how the homogeneity in one’s media diet was achieved. The second
dimension is functional; it describes the motivational aspect of homogenous information

consumption.

Structural Dimension: Self-constructed vs. Imposed echo chambers

The reason for the systematic consumption of homogenous media content is not the
same in situations when there are many options to choose from and when the options are

scarce, as, for instance, in free and non-free media environments. The non-free
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environments provide individuals with highly homogenized information and leave little
opportunities to choose the content. In that case, echo chambers are imposed on people and
do not depend on their actions. In contrast, free environments provide substantial freedom
of choice where people experience no limitations in interacting with information. In that
case, echo chambers are self-constructed, as they are the results of the directed actions of
people. The degree to which environments provide opportunities to choose affects the
extent to which individual differences and actions play a role in constructing people’s

media diets.

Functional Dimension: Defensive vs. Energy-saving Echo Chambers

The function of homogeneous information consumption will differ for people who
see their environment as threatening in comparison to those who do not. The threatening
environments, which may exist in tight cultures or illiberal societies, are likely to activate
defense motivation, as like-minded media consumption helps to assure the correctness of
one’s beliefs. Safe environments created in liberal societies and loose cultures, provide, in
contrast, no need for defensive actions. Yet, while various pieces of content are equal in
their “safety”, they differ in how much effort they require for processing. Thus, the
preference for like-minded information in a safe environment helps to stay informed about
the current issues without investing too much. The continuum, thus, yields four types of

echo chambers that can be observed in different conditions.

Majority vs. Minority Perspective and Dynamic of Intergroup Relations

Until now the discussion was mainly focused on how echo chambers can vary across
societies. However, every society consists of groups that vary in size and status. Depending
on the dynamics of intergroup relations, the members of those groups may see the societal-
level media environment differently, and thus different types of echo chambers can develop

within society simultaneously.

If a societal-level media environment covers different opinions proportionally to the
number of their proponents, then for the majority, interaction with confirming information
may require little effort. Most of the media content reflects the opinion of the majority,
while the encounter of disconfirming information may never take place. For the minority,
however, the media environment looks differently: confirming information is scarce and
thus finding it requires certain efforts, while the encounter of the disconfirming opinions is

almost inevitable. In that situation, majority and minority members not only have different
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chances to fall into echo chambers but those echo chambers are likely to differ in their
characteristics. The majority of members may find themselves in an imposed echo
chamber. The minority members, in turn, would either keep a diverse media diet and stay
outside an echo chamber or would have to deliberately search for like-minded content and

may result in self-constructed echo chambers.

The groups are also likely to have an unequal sense of power and status, that is not
necessarily connected to their sizes. The more powerful groups, who are certain in the
normative status of their opinion, are unlikely to experience a need to defend their opinion.
In that situation, they may either stay outside of the echo chamber and preserve diversity
in their media diets or may slip into an energy-saving echo chamber. The less powerful
groups, if feeling discriminated against, can search for support in the defensive echo

chambers.

The dynamics of intergroup relations, the changes in the groups” sizes and status
may also shift the dynamics in echo chambers development. The situations that challenge
the status quo as, for example, periods of open confrontations, i.e. elections, conflicts,
changes in policies, or the introduction of new regulations trigger the consumption of one-
sided information. For example, Barbera et al (2015) found that users of Twitter are more
likely to exchange information with like-minded individuals when the topic was relevant
to the anticipated changes in the distribution of power between the groups, i.e. presidential

elections in the USA, but not when no explicit change was in focus (the Olympic Games).

Interestingly, involved parties are not susceptible to selective exposure to the same
extent. For example, Young and Anderson (2017) found a more homogenized media diet
among supporters of the Democratic party in 2017, the year when the Republican party
overtook the power in the USA. A few years earlier in 2012-2014, during the term of a
Democrat president, supporters of the Republican party engaged less in cross-ideological
information consumption and sharing (Barbera et al., 2015). These findings may confirm
that the group that feels less powerful, in this case, the opposition to the government, is also
more likely to become defensive. The attendance to disconfirming information and cross-
ideological communication can be restored if all participants feel secure and respected

(Cambre, Klemmer, & Kulkarni, 2017).
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Echo Chambers and Political Participation Among Ideological Minority and
Majority

Finally, the different echo chambers that can develop within different societies
would also have different effects on political participation among ideological minority and

majority members:

The first type of echo chamber is the Self-constructed defensive one. The majority
may engage in media exposure resulting in a self-constructed defensive echo chamber if
they believe the very presence of the minority threatens the status quo. For example, in a
society where a majority tends to be suspicious about the minority, the majority may take
preemptive steps towards the protection of their positions by deliberately discrediting the
minority. They can even become aggressive towards the minority as they believe in the
superiority of their position and a right to sanction the minority. In this situation, an echo

chamber would stimulate political engagement.

The minority, although they have fewer chances to fall into an echo chamber, can
choose to surround themselves with like-minded information. The strictness of the
anticipated sanctions would however moderate the outcomes for the willingness to stand
for their positions and enter public debate. When marginalized groups participate in the
public sphere to add their perspective to the dominant conversation, Squires (2002) terms
this type of marginalized public as a counterpublic. If the sanctions are to be mitigated
externally, for example, when a minority can expect support from the state, engagement
with like-minded information is likely to boost the minorities' self-confidence and increase
participation. However, if the sanctions are too strict, the minorities can choose to become
less politically visible by creating closed communities and going underground, what

Squires (2002) terms a marginalized enclave.

Self-constructed energy-saving echo chambers can develop in societies where
members of different ideological groups do not feel threatened by their opponents but at
the same time do not wish to engage with the diversity of available positions. Such habits
of media consumption may decrease political participation among both majority and
minority members. In the lack of diversity in their media diet, the majority may perceive
society to be more homogenous than it is. In that situation, they may believe that nothing
needs to be done as the society moves in the desired direction without their active

involvement. Among the minority members, the same habit may lead to a decrease in their



25

outspokenness as they may fall into the illusion that there are more proponents of their
position than there really are. Minority members may then think that others would speak

on their behalf.

The imposed echo chambers imply that most available media content presents an
image of society that is more homogenous than in reality. That for instance may happen if
certain topics are absent from the public discourse and never discussed in the media. In
that situation, while part of the majority may prefer to remain quiet or fear speaking out,
the other part may remain ignorant of the existence of minority positions. The minority in
this situation may either abandon their position and join the majority of rebel and try to
raise awareness of its position despite potential consequences. In all those scenarios, media
exposure does not affect political participation as the media diet is not able to vary, and

variations in the patterns of participation are affected by other variables.

Conclusion

This paper aimed to discuss how societal characteristics can affect the development
and functions of echo chambers across societies. We relied on the methodological position
of construct universalism (Fontaine, 2011) to identify the context-independent and
contextually informed processes involved in the development of echo chambers in the
social context of media systems (Halin & Mancini, 2004). Departing from the literature
that explains why people sometimes prefer information that corresponds to their pre-
exposure positions, we elaborate on the role of societal characteristics in the functioning of
the processes involved in selective exposure. More specifically, we suggest that the
available diversity of media content and the social mechanisms regulating that diversity
can affect the chances to observe echo chambers across societies. Moreover, those echo
chambers are likely to differ in their nature and functions. Finally, we argue that the effects
of one-sided media consumption on political participation of consumers depend on the
dynamics of intergroup power relations and the social environment. This paper proposes a
multi-level framework for future research that will examine the mechanisms of like-minded

media consumption more systematically.



26

Postface and transition to Part 2

The aim of Part 1 was to discuss how social contexts in which people live affect
their experiences of interaction with the media content and how that can result in echo
chambers of different types. Paper 1 also argues that it is important to consider those
differences if the relationship between one-sided information consumption and real-life
behavior are the focus of research. While presenting echo chambers as products of
interaction of people with information in different conditions, Paper 1 focused on the
contextual sources of variations in people’s experiences but simplified those at the level of
individuals. The paper only mentioned that people strive to maintain their beliefs,
conceptualized as cognitive schemata, as long as those are useful in daily life. What was
left outside the scope of the paper is that any belief has a content (e.g. a statement like “The
Earth is a globe” is a belief about characteristic of an object that people may agree or
disagree with) and that a person who interacts with the media may evaluate some content
as (mis)matching her believes. How beliefs with different contents (in this project,
individual values) relate to preference for the media content and its interpretation is the

focus of Part 2.

It is important to highlight that while Part 2 searches for tools suitable for
conducting research within the framework proposed in Part 1, i.e. for multi-country studies,
Part 2 focuses on one country only — Russia. I intentionally narrowed down the scope of
Part 2 to one country: first, the empirical evidence that individual values are relevant in the
investigation of selective media exposure are very scarce. Because of that a comprehensive
examination of the role of values in people’s media consumption is needed. Second, Part 1
emphasizes that the context in which person interacts with the media matters in the
interpretation of the observed outcomes of that interaction. As nobody resides in an
ideologically homogenous environment, it is important to have an overview of available
positions that a member of that society can be exposed to. That requires a lot of preparatory
work: apart from gathering the variety of such positions (and some of them can be a subject
to censorship even in relatively free environments, Herman & Chomsky, 2002) that exist
at the societal level, it is also necessary to account for how people are likely to interpret
those positions and link to values. In this light, the case of Russia should be treated as a

pilot study, a first step towards larger multi-country studies.
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Part 2. Individual values as a basis for selective media exposure

Selective exposure: Conceptualization, operationalization, measurement

Part 2 of this project further elaborates on echo chambers, this time from the point
of view of their content. It is often assumed that what makes one’s media diet an echo
chamber 1s the homogeneity of its content and their correspondence with a person’s beliefs
(Lewandowsky, Ecker & Cook, 2017). In other words, there is a match between what a
person believes in and the media content she usually prefers. Despite the simplicity of the
definition, it is not very helpful in empirical research. For example, some past studies (e.g.,
Garrett, 2017; Karlsen et al., 2017; Dubois & Blank, 2018) conceptualized an echo chamber
as a situation when a politically conservative/progressive person mainly consumes
politically conservative/progressive media. People with such narrow media preferences
indeed exist however they constitute a very small minority in the general population (Dvir-
Gvirsman, Tsfati & Menchen-Trevino, 2016, Flaxman, Goel & Rao, 2016). That however
does not mean that echo chambers or selective exposure are not widespread in real life. If
the reality of how people use the media is considered, expecting anybody to consume just
politics when a wide variety of other types of content also exist, is strange. In reality,
anybody’s media diet contains also weather reports, TV shows, sports transmissions, hobby
programs, social media, etc. Those, however, often cannot be classified as politically
explicit, and then a political orientation of a person is not a suitable predictor of the
exposure to those content. And yet they were chosen from a variety of available

alternatives.

At the same time, political preferences do not navigate people’s lives alone —
numerous non-political beliefs, attitudes, and values guide people in different situations
too. One strategy to make the analysis of someone’s media diet more comprehensive is to
consider a number of beliefs that a person holds at the same time as complementary sources
of motivation of exposure. The problem is that people hold very many beliefs at the same
time, and measuring them all is impractical and probably also impossible. The problem
becomes even worse when the media diets of a group of people are considered because the
composition of belief systems, as well as importance of different beliefs, can vary from

person to person.
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These two strategies have their advantages and disadvantages: it is likely that there
are beliefs held by most people (e.g. political views), focusing on those, however, does not
allow a comprehensive analysis of their media diets, as their components are always more
diverse than politics. Increasing the number of beliefs-predictors could overcome this issue,
yet it is unclear which beliefs are present in the minds of most people and could at the same
time be relevant for the analysis of most media content. In the studies presented in Part 2,
I aim to address this problem by testing whether individual values can serve as a universal

tool for the comprehensive analysis of people’s media diets.

Finding such a universal basis for the analysis of people’s information behavior is
especially relevant in light of comparative cross-cultural research on echo chambers. As
Paper 1 discussed, the circumstances in which people interact with the media can vary a lot
across societies resulting in the construction of echo chambers of different types. Each of
those echo chambers however consists of some media content. The degree of the content’s
homogeneity is indicative of the presence of selectivity in people’s exposure habits.
However, the questions of which content should be taken into account and how it should
be analyzed were left outside the scope of Part 1. Considering how much the experiences
of different members of a society can differ and how diverse the available media content
could be across societies, it is necessary to find a disposition valid in different contexts in
order to enable comparisons. Part 2 of this project argues that individual values are suitable
for these purposes and provides an in-depth exploration of values’ potential among
Internet-users from Russia. While this is the first examination of online media selectivity
in illiberal democracy with censored media environment, the studies presented in Part 2
should be treated as a pilot study before future multi-country projects. Taken together Part
1 and Part 2 constitute a framework for the investigation and comparison of echo chambers

in different societies.

Part 2 of the project is structured as follows: I first provide an overview of how past
studies about selective exposure and echo chambers dealt with the choice of appropriate
beliefs which were hypothesized to drive selectivity or lie in the center of an echo chamber
and relevant media content. I will then discuss how reliance on individual values can
overcome the limitations of past studies and expand the investigation of echo chambers.
After that, I will discuss difficulties associated with value research and the ways to
overcome them. Finally, I will present two pairs of empirical studies aiming at testing the

utility of values in the investigation of media consumption.
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Selective Exposure in Past Research

Empirical identification of echo chambers and their residents implies that
predispositions of individuals (I label them personal predispositions) and those reflected in
the media they consume (reflected predispositions) can be measured and matched. How
researchers choose the pair “personal — reflected” affects the analytic strategies and
conclusions. Past studies applied different approaches to the operationalization of both
personal and reflected predispositions. The operationalization of personal predispositions
varied on the level of abstractness. While some studies measured attitudes towards (or
beliefs about) particular issues (e.g., same-sex marriage, immigrants, minimal wage
policies), others were focused on relatively stable combinations of attitudes, for example,
political views® or religious beliefs (Bobkowski, 2009) which in turn refer to several
specific issues. Measurement of reflected predispositions was even more diverse and varied

not only in how it was operationalized but also in the selected units of analysis.

Personal Predispositions

In this project, the division of dispositions into “specific’” and “abstract” is based on
whether they can be applied to narrow or broad categories of objects. The difference
between specific and abstract is arbitrary and for example, one can argue that only unique
objects (“the bear”) are truly specific while a category (“a bear”) is already abstract as it
does not refer to a particular specimen but signifies an infinitely large group of creatures.
However, I will classify an object as specific if it refers to an entity of objects which all
share some key characteristic and makes them a unique group. For example, all bears have
something in common that makes them bears and not a single fox qualifies as a bear. The
abstract object will stand for a group that brings together objects of different groups that
have a shared characteristic. Bears and foxes are two distinct groups of animals, yet, both
belong to wild animals. At the same time, nothing is a pure wild animal, it is always a group
consisting of representative subgroups. Returning to social sciences, references to specific
objects are typically operationalized through attitudes or beliefs about particular
phenomena of social and physical environments (e.g., immigrants, abortions, jogging, etc.).

Certain combinations of attitudes form more abstract constructs. For example, positions on

3 Political views here is an aggregated term to bring together constructs that different scholars labeled
differently, but which all refer to the same idea: political attitudes, political beliefs, political identity,
political values, partisanship, political predisposition, political self — all of them refer to person’s
disposition towards political issues.
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immigration and abortions together with few other issues constitute political views (liberal
vs. conservative). The evaluations of jogging are irrelevant in that case but can be a valuable
reference when lifestyle matters are considered. Political views are one of the most
common abstract constructs in media consumption research (e.g., Iyengar & Hahn, 2009;
Stroud, 2008; Tsfati, Stroud & Chotiner, 2014; Bakshy, Messing, & Adamic, 2015). This
conceptualization of abstract and specific I will use in this project to categorize different
psychological constructs. This definition does not match other conceptualizations of
abstractness vs. specificity, for example, the prototype theory which distinguishes between

(abstract) categories and (specific) prototypes of categories (Rosch & Mervis, 1975).

The variety of attitudes used in past studies demonstrates that mechanisms of
selectivity are independent of the topics of media messages. Numerous studies
investigating attitude-congruent selective exposure covered as diverse topics as gun
control, abortion, health care, and minimal wage (Knobloch-Westerwick & Meng, 2009),
ethnic minorities (Melican & Dixon, 2008), climate change (Feldman & Sol Hart, 2018),
beauty standards (Thomsen, et al., 2002), gender stereotypes (Knobloch-Westerwick &
Hoplamazian, 2012), pornography usage (Braun-Courville & Rojas, 2009), and so forth.

Some studies, instead of measuring every attitude separately, test whether people’s
preferences in media content correspond to their political views. (e.g. Iyengar & Hahn,
2009; Stroud, 2008; Tsfati, Stroud & Chotiner, 2014; Bakshy, Messing, & Adamic, 2015).
Those studies show that a more general political orientation is a reliable predictor of
exposure as specific attitudes towards political issues. Echo chamber studies which no
longer test how the mechanism of selectivity works, but rather aim at the evaluation of
people’s media diets and seek to describe how widespread the phenomenon is in daily life,
often rely on the political views of users as a starting point for the analysis (e.g. Lawrence,

Sides, & Farell, 2010; Dubois & Blank, 2018; Young & Anderson, 2017).

Reliance on abstract dispositions in past research was not limited to political views.
For example, Bobkowski (2009) demonstrated that religious teenagers, who were assumed
to hold traditional beliefs about social acceptability of sex and violence, tended to prefer
V-rated entertainment shows less compared to their non-religious peers. Right-wing
authoritarianism of users related to their choices of messages supporting or criticizing
capital punishment (Lavine, Lodge & Freitas, 2005). Even more abstract cultural
worldviews, which underlie political ideologies (Ripberger et al., 2012), predicted the

preferences for right- vs. left- vs. moderate-leaning media outlets in the US (Newman,
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Nisbet & Nisbet, 2018). These findings suggest that omitting the specific level can be a

viable strategy in the prediction of media consumption.

Reflected Predispositions

While the measurement of personal dispositions usually relies on self-reports, the
strategies of identification of the reflected dispositions are more diverse. This section
provides a brief overview of what past studies were looking for in the media, where they

would expect to find material suitable for analysis, and how the analysis was conducted:

The most common conceptualizations of reflected dispositions are attitudes towards
specific issues (e.g. Knobloch-Westerwick & Meng, 2009) and political ideologies (e.g.
Barbera et al., 2015). Reflections of other dispositions, like Christian fundamentalism
(Mcfarlend & Warren, 1992), morality (Tamborini, 2011), or worldviews affected by
conspiracy theories (Warner & Neville — Shepard, 2014), were also included but less
frequently. Studies that have dealt with reflected attitudes often presented their respondents
with several stimuli materials where an object of an attitude and its evaluation were present
(Knobloch-Westerwick & Meng, 2009). Operationalization of reflected political leanings
were more diverse: a sum of positions on specific relevant issues (i.e. attitudes), or
references to well-known examples of ideologically outspoken outlets like FoxNews or
CNN (Stroud & Lee, 2013). More complex strategies to measure the valence of attitudes
are also possible. For example, Newman, Nisbet & Nisbet (2018) asked respondents which
media outlets they use and then inferred how positively climate change would be presented

there.

The sampling strategies also varied from study to study. While some studies focus
on the preferences in the specialized (e.g. Twitter, Barbera, et al., 2015; Gab, Zanettou, et
al., 2018; Lima et al., 2018, or Reddit, Prakasam & Huxtable — Thomas, 2020, platforms
designed to exchange opinions) or thematically narrow sources (blogs, Lawrence, Sides &
Farrel, 2010; magazines, Knobloch-Westerwick & Hoplamazian, 2012; TV shows,
Bobkowski, 2009) others attempt to evaluate the entire media diet of people and use, for
example, web browsing histories (Flaxman, Goel & Rao, 2016; Dvir-Gvirsman, Tsfati &
Menchen-Trevino, 2016) or media repertoires (Dubois & Blank, 2018). Interestingly, those
narrowing down the search to specific topics find the selectivity prevailing in human-
information interactions (e.g. meta-analysis by Hart et al., 2009), while those looking “in

general” report that only very few people reside in echo chambers (Gvirsman, Tsfati &
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Menchen-Trevino, 2016, Flaxman, Goel & Rao, 2016) and conclude that the widespread
of selectivity is overstated (Dubois & Blank, 2018; Nelson & Webster, 2017). I found no

empirical examination of whether this observation is indeed true.

The third source of diversity is more technical and refers to the selection of a
suitable unit of analysis and analytic techniques. There is no consensus among scholars
regarding which part of the media content reflects dispositions the best. Past research
employed different approaches: from single words (Meraz, 2015) and phrases (Shin &
Thorson, 2017) to entire news articles (Knobloch-Westerwick & Meng, 2009; Tsang, 2017)
and media outlets (Nelson & Webster, 2017, Iyengar & Hahn, 2009). Finally, the analytic
strategies also varied from strict quantitative (Meraz, 2015) to more flexible qualitative.
However, the reasoning of how researchers decide whether a selected media material
indeed reflects the studied predisposition or tests of the construct validity of those measures

typically remain unreported.

To the best of my knowledge, there are no studies that would investigate how the
outlined variations in the approaches affect the observed relationships between personal

and reflected dispositions. This is a potential direction for future research.

Conceptual and Methodological Limitations of Past Studies

For research aimed at investigation of the motivations for media consumption, it is
crucial to establish the match between personal dispositions and those reflected in people’s
media diets. That sets two requirements for the measurements of both personal and
reflected dispositions: First, both personal and reflected dispositions should be available
for measurement. Second, the motivational disposition should exist before exposure and
not formed in the process of interaction with information. In case, when either of those
conditions is not satisfied, one cannot be certain whether exposure was selective, because
it is not clear what motivated selection. Each of the discussed above approaches to
conceptualization and operationalization of personal and reflected dispositions has its

advantages and disadvantages when these two conditions are considered.

Given that consumption of information is a behavior, findings on attitude-behavior
relations should be considered relevant and useful for investigations of the mechanisms of
selective exposure. The question of measurements in that field has been addressed in past

research, which demonstrated that the magnitude of attitude-behavior relations depends on
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how both variables are operationalized (Kraus, 1995). More specifically, narrowly defined
attitudes predict specific behaviors (Vining & Ebreo, 1992), whereas more general attitudes
require comprehensive measures of relevant behaviors (Weigel & Newman, 1976).
Adapting those findings to the prediction of information consumption, it appears that the
best strategy is to measure personal and reflected dispositions at the same level of
generalization. In other words, personal attitudes need to be matched with reflected
attitudes, while personal political preferences - with those reflected in the media. One
problem of relying on either specific attitudes or political views is rooted in the difficulty
to match individual characteristics and those reflected in the media at the same level of

generalization.

One branch of research relies on specific attitudes (e.g. Hastall & Knobloch —
Westerwick, 2013) to predict preferences in media content. However, the one potential
problem of this approach is a chance that respondents do not hold any specific attitude
towards the presented issue (Schuman & Presser, 1979), and thus those attitudes cannot be
reliably measured. Reliance on specific attitudes, thus, limits the research to topics that are
constantly available to media users. Yet, the media introduce new events and facts to their
audience every day, which makes it hard to predict whether a new topic will immediately
find a corresponding attitude in the user. Moreover, when a relevant attitude is formed, the
media may not pay attention to that issue anymore. Operationalization of predispositions
at a more general level may help to overcome the problem of specific attitude non-existence

as they apply to a broader range of situations and objects.

Research relying on political views and partisanship as predictors for information
preferences (e.g. Iyengar & Hahn, 2009) overcomes the problem of temporal mismatch
between personal and reflected attitudes. Reliance on a more abstract construct allows a
more flexible classification of media content which may present a very specific and novel
to the audience issue. However, the focus on the realm of the political is the main limitation
of the approach: respondents should know the content of available political positions, i.e.
what exactly left-right or progressive - conservative positions mean. Some people have no
clear political preferences, lack political sophistication, and generally have no interest in
politics (Bennett, 2000, FOM, 2016a, FOM, 2016b). How reasonable it is to rely on
measurements of their political views in the analysis of their media diets remains
questionable. Another problem of relying on political views as predictors of information

preferences relates to the measurement of those views in the media. Not all information is
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explicitly political. Moreover, Dvir-Gvirsman, Tsfati, and Menchen-Trevino (2014)
showed that political content is not the main ingredient in people’s information diet. How
the rest of the consumed media content should be analyzed remains then unclear. Thus, this
approach limits research to politically sophisticated respondents and explicitly political
media materials. In addition, the specific content of political positions varies from country

to country and thus comparative multi-country research can be problematic to conduct.

Further issues are relevant to both abstract and specific approaches to the
measurement of personal and reflected dispositions. First, some studies demonstrate that
not every attitude or belief a person holds can stimulate selectivity in information
consumption. The importance and certainty of attitudes moderate the relations between
personal dispositions and the tendency to prefer congenial information (Hart et al., 2009).
Other studies, however, show that people prefer information that they find relevant to
themselves (Bolsen & Leeper, 2013) or useful (Knobloch-Westerwick & Kleinman, 2012;
D’ Alessio, 2015). These studies tend to juxtapose themselves to more traditional selective
exposure studies because they show that people can be motivated to access information
even if it presents “unpleasant” but useful or relevant facts. I, however, will not treat those
processes as conflicting ones because the sense of relevance or utility is subjective and
depends on the priorities of people, and thus can be interpreted as another measure of
importance. What those studies show however is that conceptually different dispositions
may compete for the role of the driving force of information selection and that those
dispositions can have different importance in relation to each other. It is then the relative
importance of dispositions that navigates the behavior at the end: the more important the
disposition is, the more likely it will motivate the exposure. The problem here is that most
of the studies dealing with personal dispositions do not address their hierarchical

organization or interconnectedness.

Another issue that can potentially corrupt the results of selective exposure studies
is the tendency of some people to give socially desirable answers when asked about
sensitive issues. Although there is a number of topics that many people find sensitive (Blair
et al., 1977), any topic can become sensitive if a person anticipates disapproval of her true
preferences/ behaviors, or sees the topic as too private (Tourangeau & Smith, 1996).
Political preferences can be considered a sensitive topic too. The cases when social
desirability affected the results of opinion polls were referred to as the “Bredley effect”

(Payne, 2010) or the “Shy Tory effect” (Skibba, 2016) by some authors. Although past
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selective exposure studies argue that social desirability does not pose a serious problem to
the research, nonreporting or misreporting can bias the observations and lead to misleading

conclusions about the mechanisms and widespread of selectivity in daily life.

The outlined limitations show that an additional abstract predictor may enrich
research instruments when dealing with respondents who do not follow politics, or when
media content is not explicitly political. In this project, I propose individual values

(Schwartz, 1992) as such abstract predictors.

Individual Values as a Basis for Selective Exposure

Values are abstract beliefs that refer to desirable end-states, they motivate actions
and serve as criteria or standards against which situations, objects, and behaviors are
evaluated. Values, unlike other beliefs, have a hierarchical structure, they are ordered by
the level of subjective importance; according to Schwartz, people do not hold different
values but rather ascribe different importance to different values from the same basic set.
The system of value priorities characterizes people as individuals. Values are linked to
affect, a person feels satisfaction when her important values are fulfilled and becomes

defensive when feels that her important values are questioned (Schwartz, 1992, 2012).

The Schwartz model (1992) distinguishes ten values (Table 1), which are basic
motivations that serve as guiding principles in people’s lives. While some values express
similar motivations and can be pursued at the same time, others are incompatible and
mutually exclusive. These dynamic relationships between values have found their
reflection in the position of each value type on a two-dimensional motivational continuum
(Figure 1). One dimension represents values that share either orientation on oneself or
orientation on others — Personal vs. Social focus. The second dimension describes whether
the value emphasizes preservation of the existing order of things or the exploration of the
unknown — Anxiety-avoidance vs. Anxiety-free focus. Classification of the value types in
accordance with their position on both continua, yields two pairs of conflicting higher-order
values — Openness to change vs. Conservation and Self-Enhancement vs. Self-
Transcendence. Openness to change expresses the motivation to think and act
independently and to seek new experiences; Self-enhancement expresses motivation for
achievements and power; Conservation expresses motivation to maintain the status-quo,

follow rules, and obey authorities; Self-transcendence expresses motivation
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Table 1. Basic human values and their underlying motivations (Sagiv & Schwartz, 1995,
Schwartz et al., 2012).

Value Motivational goal Key concepts
Self- Independent thought and action — creativity, freedom, choosing own
direction choosing, creating, and exploring goals, curious, independent
Stimulation Ef)‘;ecnement, novelty, and challenge in a varied life, an exciting life, daring
. Pleasure and sensuous gratification T
Hedonism pleasure, enjoying life
for oneself
Personal success through ..
. . . ambitious, successful, capable,
Achievement demonstrating competence according . .
: influential
to social standards
. . hori Ith ial
Social status and prestige, control or aut or.1ty, wealth, social powet,
Power . reserving my public image, social
dominance over people and resources .
recognition
o ial famil i ional
. Safety, harmony, and stability of soctal order,. amily security, nationa
Security . ! . security, reciprocation of favors,
society, or relationships, and of self .
clean, sense of belonging, healthy
Restraint of actions, inclinations, and
. impulses likely to upset or harm obedient, self-discipline, politeness,
Conformity ) . . .
others and violate social expectations  honoring parents and elders
or norms
.. Respect, comm1tm§nt, and acceptance respect for tradition, humble, devout,
Tradition  of the customs and ideas that accenting my bortion in life. moderate
traditional culture or religion provide ptng my p ’
Preservation and enhancement of the  helpful, loyal, forgiving, honest,
Benevolence welfare of people with whom one has  responsible, true friendship, mature
frequent personal contact love
Undestanding,apeiaion, oS0 vl sk el
Universalism tolerance, and protection for the peace, o Y

welfare of all people and nature

with nature, wisdom, protecting the
environment
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to care about others and promote tolerance. A detailed description of what values have in
common and how they differ from one another was presented in Schwartz (2012). Rather
recently, the original model of values was refined by Schwartz et al. (2014): some of the
original ten values were subdivided into subtypes (e.g. Self-direction was divided into
Independence of thought and Independence of action) and two new values were introduced
- Face and Humility. The motivational goal of Face is the preservation of one’s public
image, the value shares some characteristics of Power and Security. The motivational goal
of Humility is acceptance of one’s portion in life, the value locates between Conformity

and Benevolence on the circle. The refined model specifies 19 values in total.

Although one person cannot pursue two conflicting values at the same time
(Schwartz, 1992), each value seems to equally legitimately occupy the position of the most
important one - people are typically satisfied with their values, regardless of the exact
hierarchy of value priorities (Roccas et al., 2014). Unlike other belief systems (like political
values, Schwartz et al., 2014), individual values were found to exist in nearly every society
in the world (Schwartz & Bardi, 2001) and to have a universal dynamic structure (Schwartz,
2012). Those findings mean that people across cultures understand the core ideas of values
similarly. Moreover, people tend to agree about (in)compatibility of different values. For
example, an aspiration to gain personal independence (Self-direction) does not come

together with obedience to authorities (Conformity) in all investigated societies.

Serving as standards for evaluations of objects, events, and actions, value priorities
help people to navigate through their daily lives. It is a broad motivational construct that
was found to guide behaviors (Rokeach, 1972; Bardi & Schwartz, 2003), intentions
(Hansla, 2011), decisions (Feather, 1995). At the same time, important values affect how
people interpret the world around them (Roccas & Sagiv, 2010) — values provide
motivations for attitudes (Beierlein, Kuntz, & Davidov, 2016 ), define concerns (Schwartz,
Sagiv & Boehnke, 2000), understanding of morality (Sagiv, Sverdlik, & Schwarz, 2011),
and expectations about other people (Mokosinska, Sawicki, Baginska, & Atroszko, 2016).

Four characteristics of values make them potentially useful for selective exposure
research: (1) values motivate behavior; (2) values elicit the core idea of other beliefs, they
underlie political preferences and group attitudes; (3) values are organized within
individuals by the level of importance; and (4) values are desirable, i.e. people are typically

satisfied with their value priorities (Roccas, Sagiv, Oppenheim, Elster, & Gal, 2014).
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Figure 1. Dynamic relationships between the 10 values (from Schwartz et al., 2014)

Values motivate behavior (Rokeach, 1973, Schwartz, 1992), they provide an
orientation of what worth doing and why. People strive to engage in those behaviors and
activities that help to fulfill their important values and avoid those precluding (Bardi &
Schwartz, 2003). Acting in line with one’s important values is rewarding; it grants the sense
of self-fulfillment and satisfaction (Sagiv & Schwartz, 2000). Relying on that theoretical
mechanism, past research finds values motivating a wide range of behaviors from lending
things to neighbors (Bardi & Schwartz, 2003) to political participation (Vecchione et al.,
2014) to helping researchers (Daniel et al., 2015). Consumption of information, as a
behavior, may also be guided by values. Besley (2008) and Meulemann (2012) show that
values affect how people choose between TV and newspapers. However, research dealing

with values — media use relations is rather scarce.

Past studies also find values motivating attitudes and political beliefs of people - the

conventional predictors of selective exposure in past studies. Values serve as a system of
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meanings that helps people interpret the world around them by locating different objects as
favorable or unfavorable. While attitudes represent an evaluation of various objects (Eagly
& Chaiken, 1993), values provide motivations for those evaluations. A person sees an
object positively when that object contributes to the fulfillment of the value and negatively
when it does not. Extensive research on value-attitude relations demonstrated that values
relate to as diverse types of attitudes as tolerance towards minorities (Beierlein, Kuntz, &
Davidov, 2016), environmental concerns (Schultz et al., 2005), or genetically modified

food (Dreezens et al., 2005).

Values, as a hierarchical system of meanings, also help people to systematize their
convictions about the world. Values represent very abstract ideas (e.g. “pleasure” or
“success’’), which people can recognize as a core idea behind different more specific beliefs
and use them to explain relationships between objects of their reality. Beliefs connected by
the same core idea, i.e. underlying value, can form internally consistent (not necessarily
objectively logical) systems of beliefs. In other words, if a person perceives two beliefs
compatible with one another it is because she sees them as sharing the same core idea. This
function of values has found its reflection in the investigation of the relationships between
basic and political values (Piurko, Schwartz, & Davidov, 2011; Schwartz et al., 2014).
Schwartz and coauthors (2014), for example, found that such political values as equality or
civil liberties are motivated by the values of Self-Transcendence, while traditional morality
or law and order are valued by those also valuing Conservation values. Attitudes, which
are a special type of beliefs, can also be grouped around values. For example, Beierlein,
Kuntz, & Davidov (2016), demonstrated that Universalism equally motivates the attitudes
towards various minority groups — immigrants, religious, sexual and gender minorities,
homeless people. They argue that what makes those groups similar in the eyes of people is
their social vulnerability; reduction of such vulnerability is one of the aims of people with

high importance of Universalism.

Values, unlike other beliefs, have a hierarchical structure, which means that some
values are held more important than others and are more frequently pursued in everyday
life than others. That characteristic is especially relevant when predictions of behavior are
concerned. Although Sagiv and Roccas (2017) argue that hypothetically any value can
guide actions, past studies show that only cognitively activated or important values guide
behavior (Maio et al., 2001; Verplaken & Hovland, 2002, Defever, Pandelaere, & Roe,

2011). Important values inform people’s selection of what they find worth attention. For
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example, Hsieh et al (2014) found that people high on self-transcendence are rather
interested in environment-related posts on social media, whereas people high on self-
enhancement prefer posts related to career. Another study shows that people with high
importance of hedonism are active users of television because of its primarily entertaining

function (Meulemann, 2012).

Values are also less prone to the issues of social desirability. People can be unhappy
about their personality traits, however, they are typically satisfied with their values,
regardless of the exact hierarchy of value priorities (Roccas et al., 2014). Sagiv and Roccas
(2017) explain this phenomenon through the inherent positivity of values. Each of the ten*
values represents desirable goals and embodies what different people find important and
worthy. Direct estimations of how likely people would misreport their values due to social

desirability also find no support for such bias (Schwartz et al., 1997).

Finally, values have another advantage over attitudes and political views - they are
comparable across cultures. Results of the studies conducted in more than 80 countries of
five continents demonstrated the universality of the structure of the relationships between
value types (Schwartz, 2012). Those findings mean that people across cultures understand
the core ideas of values (e.g. “equality of all people” in Universalism) similarly (Schwartz
& Bardi, 2001). Moreover, the value circle has been replicated across societies, which
suggests that people generally tend to agree about (in)compatibility of different values. For
example, an aspiration to gain personal independence (Self-direction) does not come
together with the approval of obedience to authorities (Conformity). What is important to
note though, is that particular expressions of values can differ from country to country
(Hanel et al., 2017, 2018). For example, what exactly people in different countries name as
instances of equality or dominance are informed by their environments and personal
experiences, yet, what all those instances will have in common is that they promote the
fulfillment of the value with the relevant core idea. The utility of values for cross-cultural

research on media use is yet to be discovered.

Overall, the characteristics of values, as a psychological construct, make them a

plausible basis for selective exposure.

4 The refined version of the model proposes to differentiate 19 values on the same motivational continuum
(Schwartz, et al., 2014)
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Personal and Reflected Values: Measurement Issues

Measurement of Personal Values

The measurement of people’s values is usually performed with self-reports. Values
are cognitive representations of desirable goals which people use as guiding principles in
their lives and to justify their actions. Those goals are likely to be available for a report
when respondents are asked directly about their priorities. An in-depth discussion of why
self-reports are the most appropriate way to measure people’s value priorities is presented

in Roccas, Sagiv & Navon (2017).

The first instrument to measure the ten values - Schwartz Values Survey (1992) -
stems from Rokeach Value Survey (Rokeach, 1973). The instrument consists of the list of
abstract values and their instantiations (e.g. “Wealth (material possessions, money)”).
Respondents’ task is to go through the list of 56 (later 57) items and rate how much each
of the presented values functions as a guiding principle in their lives. Nowadays the
approach is considered outdated and “respondent-unfriendly” because respondents are
required to operate with highly abstract constructs. As Schwartz et al., (2001) point out,
that can be challenging for people who, for example, did not attend Western-type schools
where abstract, context-free thinking is trained. However, it does not mean, those people

cannot verbalize what is important to them.

More modern instruments use a different tactic: they provide respondents with
verbal (visual for young children, Picture-based Value Survey for Children, PBVS-C,
Doring, et al., 2010; and Animated Values Instrument (AVI), Collins, et al. 2017) portraits
of different people who treat different values important. Respondents” task is to evaluate
how similar they find themselves to each person. The greater the similarity, the more
important the depicted value is to the respondent. There are several versions of the same
questionnaire that vary in length and wording of some items (PVQ40, Schwartz, et al. 2001;
PVQ21, Davidov et al. 2008, PVQ-RR, Schwartz, et al. 2012; Cieciuch et al., 2014), which
provide similar estimations of people’s value priorities. Schwartz argues that this approach
is more “respondent-friendly” and enables a more accurate estimation of value priorities
(Schwartz et al., 2001). Nowadays, this group of instruments is the most used in social

sciences to grasp the individual values of people.
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Alternative approaches to the measurement of value priorities include evaluations
of subjective fulfillment of values (Oppenheim-Weller, Roccas, & Kurman, 2018), or
instruments that offer respondents a pairwise comparison of values. Each pair includes the
definitions of two of the ten values (CPCV, Bilsky, et al. 2015). Some other methods do
not ask people about their values directly but rather rely on the analysis of the products of
their activity (e.g. public speeches Suedfeld & Brcic, 2011; Portman, 2014) to infer value

priorities.
Measurement of Reflected Values

There is no consensus among researchers regarding which part of the media reflects
values. In past literature, there are two approaches to conceptualize the reflected values
through 1) the functions the media source or outlet has in the daily routine of people and 2)

the content of media messages.

In some studies, it is assumed that values guide the choice of the media based on
the function the media play in people’s daily life - some media sources provide information
and are used to inform decisions, while others have a primarily entertaining function. Such
an approach was employed in at least two studies (Besley, 2008; Meulemann, 2010), their
results are inconsistent. Analyzing the same dataset, European Social Survey, both Besley
and Meulemann followed past findings and claimed that television plays a primarily
entertaining role in the life of people, while newspapers are used to keep oneself up to date
about current events. They however linked those needs to different values. Meulemann
argued that the use of TV is powered by Hedonism values (Openness to Change group),
while the use of newspapers — by Universalism (Self-Transcendence), because
“universalism may be defined as a concern with equity the accomplishment of which
requires knowledge about people and parties” (Meulemann, 2010, p.189). Besley (2008),
in turn, claimed that those are people with high priority of Conservation and Self-
Enhancement, who prefer televised entertainment; while newspaper readers are motivated
by values of Openness to Change group. Although the predictions of the authors are

incompatible with one another, both find empirical support for their hypotheses.

Another strand of research argues that those are content of media messages that
reflect values and potentially attract people’s attention. It is, however, important to note
that only a few of them (e.g. Hsieh et al., 2014) were linking reflected values to those of

users, the rest were only interested in the media content. Past studies used three different
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approaches to decide which text units reflect values: The first, and the most abstract, way
to identify value-relevant content suggests classifying the entire topics as expressing certain
types of values (Hsieh et al., 2014). For example, Hsieh et al. (2014) classified all career-
related social media posts as reflections of Achievement value regardless their actual
content. Another approach to the operationalization of values in texts implies that even
within topics the entire variety of values can be expressed (Suedfeld & Brcic, 2011;
Portman, 2014; Waheed et al., 2011). Yet, the interpretation of certain passages as
expressing values depends on the context they appear in. This approach implies that the
readers require certain prior knowledge to “correctly” recognize encoded values. The third
strand of research argues that particular words infuse the entire text with value-relevant
meanings (Bardi et al., 2008; Boyd et al., 2015; Sun et al., 2014). Those studies attempt to
create dictionaries containing words unambiguously related to values independent of the
context. For example, Bardi et al. (2008) argued that the word ““strength” would be a marker
of Power value in any text written in American English. While the proponents of these
approaches argue they grasp how values are communicated in texts, no prior studies tested
their utility for selective exposure research. Thus, whether the instruments relying on those

approaches are useful remains unknown.

Potential obstacles to the empirical detection of value-based selective

exposure

Tracing the connection between the values of a person and her choices of the media
can be very challenging. By definition, values are very abstract and do not refer to specific
objects and situations, they are only core ideas, like “equality”. Media materials, in turn,
depict very specific situations, like an announcement of a political decision on refugee
policies, which may be recognized by some users as an instance of a more global issue -
“(in)equality”. How specific issues become instances of abstract ideas depends on the

experience of people and their socio-cultural environment.

The abstractness of values is both their advantage and disadvantage. Values, unlike
other beliefs and attitudes, are not tied to specific parts of reality (i.e. values are
transsituational goals, Schwartz, 1992) and, thus, do not require people to have
comprehensive knowledge of the world to know what their values are. Because values do
not have a specific object, people may have in mind whatever they consider representing
the value. They are also free to interpret any incoming information through the prism of

different values. The utility of the universality of the construct is in its potential to reveal
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the meanings people ascribe to various objects and actions (Roccas & Sagiv, 2010). Due to
the breadth of objects and situations that can potentially embody values in the eyes of
people, employing this construct for the comprehensive analysis of media diets can look

very attractive to researchers.

The subjective nature of connections between values and evaluations of the objects
of social reality is a disadvantage of the value-based approach to the investigation of
selective exposure. It is a challenge because it requires to derive hypotheses about those
links and argue how and why a value of interest should relate to exposure to various media
sources or topics the media cover. In academic literature, the connections between values
and other constructs of interest are often decontextualized, they are explained from the
position of values’ definitions and interrelationships between value types or stem from past
literature. For example, Bayram (2016) investigated how values relate to the public support
for foreign development assistance in 11 OECD countries. She argues (1) the support for
such programs is common among those with high priority of equality and protection of the
vulnerable members of global society because those programs are assumed to reduce global
inequality; (2) support for those programs is also common among those prioritizing
personal independence because they see the need to increase independence and agency of
people in need through such programs; (3) the lack of support will be observed among those
valuing Self-Enhancement because those people want to accumulate wealth at the expense
of others, and (4) Conservation values will be unrelated to the evaluation of governmental
aids programs because the author argues they are irrelevant to the issue. Although she finds
support for three out of four hypotheses, the correctness of reasoning can be questioned.
Another example, Meulemann argues that Universalists read newspapers because they
want to be aware of the political situation in their country and use that information to adjust
their behavior to aid society. This hypothesis has been confirmed. However, information
from newspapers can also help to reduce uncertainty and anxiety that people with high

scores of Security strive for. This hypothesis has not been tested.

The heterogeneity of meanings that objects can have, and hence, the diversity of
patterns of the interrelationships between values and attitudes or behaviors has been first
recognized in cross-cultural psychological research. As some studies show, some patterns

of interrelationships between values and other psychological constructs replicate across
cultures (e,g, Davidov et al., 2008), but others do not (€.g. Barni et al., 2016). Those

findings show that people from different cultures have similar views on some issues but
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not others. Within societies, however, people can also have diverse understandings of the
same object or behavior (Belic et al., unpublished manuscript), or the context in which the
object is presented can dramatically change its meaning, resulting in the multitude of

potential connections to values (Ponizovskiy et al., 2019).

Another issue that has not been addressed before, is the extent of internal
consistency of the objects of attitudes in the minds of people. In past research, most of the
studied objects of interest were presented as internally consistent. Of course, members of
different social groups can have dramatically different understandings of what exactly those
objects mean to them and their society (for example, the meaning of social justice changes
dramatically as we move from left to right on the political spectrum). Proponents of
different interpretations can then engage in heated public debates and insist that only their
interpretation is correct, for example, supporters and critics of immigration. The supporters
of immigration would argue that immigration enriches the culture and facilitates the
economic development of the country. Those objecting would insist that immigration is a
threat. What is important to note, is that in such studies an option that some people may be
undecided, or even feel confused, and see immigration as a gain and loss at the same time
(or neither gain nor loss) is never discussed. Thus, past research mainly focuses on how

values relate to internally consistent objects, at least at the individual level.

The social life, however, is full of inconsistencies, doubts, and internal conflicts.
One situation when people may be encountering internally inconsistent objects is when
those objects are new (e.g. VR headsets were not available on mass-market until recently),
and hence comprehensive information about them, their significance for the society, and
the consequences of use is not yet available. Another situation of inconsistency is when the
status-quo of the familiar meanings of objects changes following the social and cultural
development of societies. For example, in the ’80s, voting for green parties was associated
with environmental concerns exclusively (Curtice, 1989). Nowadays however greens
became an attractive option for voters disenchanted with the political mainstream; that
development diversified the green electorate (Mair, 2001). Thus, voting green can be
perceived as an opportunity to exercise one’s environmentalism and a protesting mood at
the same time. Finally, the elites can attempt to “teach” people how they should correctly
understand different processes and phenomena (Gramsci & Forgacs, 2000). Furthermore,
when interacting with the media content, not all people interpret it in the way it was

intended by the communicator, some people bring in their interpretations of the message
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(Hall, 1973). In societies with restricted freedom of the press, where the dissemination of
diversity of viewpoints is biased, at least a part of media users can be aware of the
hegemonic position and know how things should be interpreted but at the same time may
have their intuition about the “true” meaning of things. Life in a social environment full of
double meanings can make objects internally inconsistent and linked to different values at

the same time.

In sum, three issues make it unclear whether values are a useful predictor of the
media exposure: the gap between abstract definitions of values and usually very specific
content of the media messages; the subjective nature of value-attitude relations, and the
unclear status of the value-laden meanings of internally inconsistent objects of the social

world.

This Project

The following steps were taken to test the utility of values in selective exposure and

echo chamber research:

First, I test whether values relate to the interest in media messages. Two papers (2
and 3) represent the consecutive steps towards the introduction of values as a predictor of
selective exposure. Both studies focus on the topic Winter Olympic Games in Pyeongchang
- one of the most debatable and salient in the media topics at the moment of these studies
planning. Paper 2 seeks the relationships between the values of people and their attitudes
towards the Olympic Games. Paper 3 makes a step forward and uses the same sample to
test whether the same relationships can be observed when interest in the media messages
about the Olympics is an outcome variable. As values are a rather abstract construct that
refers to the general ideals of what people find right and desirable, while media messages
typically describe very specific events, facts, and situations, I label this part of the project
“From abstract to specific” to indicate the direction of reasoning, i.e. I interpret the

observed relationships from the perspective of values” definitions.

The next step seeks to establish, first, that media content can indeed reflect values
(Paper 4), and, second, that the values reflected in texts correspond to those of readers
(Paper 5). These studies use data from the browsing histories of people. As these studies
start from real media messages and try to match specific words and phrases with abstract
categories of values, this part of the project is labeled “From specific to abstract”, as [ am

trying to establish whether “real” passages from the media content can be categorized as
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expressing values and then only calculate whether people indeed prefer content that
communicates their important values, without making any hypotheses of how value

priorities of people affect their interpretations of the content.

It is important to note that the studies of Part 2 make no claims about the
generalizability of specific arguments I used to derive hypotheses in Papers 2 and 3 or
specific results of Papers 2 — 4. Those arguments were built based on the analysis of
relevant country-focused literature and results of opinion polls; the obtained results
describe phenomena relevant in the modern Russian context. However, I argue that the
underlying theoretical principles (e.g. that values motivate information consumption) are
universal and can be used to derive further context-specific hypotheses about relationships
between values and preference for media content that would be relevant in other societies.
Similarly, the instrument proposed in Paper 4 can be used to collect value reflections in

texts generated or consumed by members of different cultures and subcultures.
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Part 2.1. From abstract to specific

Paper 2. Why Russians love the Olympic Games: How Individual values and nationalism
motivate attitudes towards the Olympics®.
In the Western public discourse, Russia’s involvement in the Olympic movement

was recently often perceived quite controversially. The Sochi Winter Olympics received a
lot of criticism for violations of human rights (Buchanan, 2013), for a lack of sustainability
(Mueller, 2015), embezzlement (Levada-Tsentr, 2014), and for an instrumentalization for
the consolidation of President Putin's authority (Persson & Petersson, 2014). And yet 79%
of Russians believe in their positive social and economic impact (WCIOM, 2019). The
doping investigations of 2016-2017 resulted in the suspension of the Russian National
Olympic Committee (International Olympic Committee [IOC], 2017), which led to heated
public debates in Russia. Some media outlets denied the doping infractions (Van Zundert
et al., 2017), and some people even suggested to boycott the Pyeongchang Games in
response (FOM, 2017). And yet more than 60% of the population followed the Olympics
in the media and admired the participating national athletes (FOM, 2018).

These observations could prompt us to conclude that the primary ground of the
Russians’ interest in the Olympics is their nationalistic loyalty, as indeed some authors do
(e.g. Alekseyeva, 2014; Grix & Karamareva, 2015). However, as a social phenomenon, the
Olympics go way beyond modern Russia: Historically, they go further back than the
Russian Federation which was founded merely some 30 years ago — and geographically,
since its inception, the Olympic movement has emphasized its internationalist ideology and
the status of global event. These circumstances make it seem doubtful that Russians follow
the Olympics exclusively for nationalistic reasons. Indeed, a more in-depth analysis of the
role of the Olympics in society (e.g. Sanina et al., 2014) and their place in Russian and
Soviet history and culture (Simpson, 2004; Louis & Louis, 2013) suggest that there are
different coexisting facets of the event that attract the attention of people and serve as
grounds for their attitudes. To unfold those facets, we analyze how value priorities of
people and the level of their agreement with nationalist beliefs affects attitudes towards the

Olympic Games in Russia.

> Khaptsova, A., & Fruchtmann, J. (2020). Why Russians love the Olympic Games: How
individual values and nationalism motivate attitudes towards the Olympics. International
Review for the Sociology of Sport. https://doi.org/10.1177/1012690220957526
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We argue that complex social phenomena like the Olympic Games, can equally
attract people with different value priorities, as those people would recognize different
facets of the event. In our approach, reliance on value — attitudes relations allows us to
indirectly assess, how people see the Olympics. Values are abstract ideas of what is good,
right, and desirable (Schwartz, 1992; Knafo, Roccas & Sagiv, 2011), they define what
people are concerned about (Schwartz et al., 2000) and provide motivations of why they
evaluate events and objects in one or another way (Schwartz, 1992). Attitudes, on the other
hand, are defined as such evaluations of objects with a degree of favor or disfavor (Eagly
Chaiken, 1993). Therefore, as values give meaning to attitudes, the value/attitude relations
we observe can reveal, which value-relevant meanings people recognize in the object of
the attitude (Ponizovskiy et al., 2019). Do they, for example, recognize meanings of
tradionality in the Olympic Games? If so, an association of a positive evaluation of the

Olympics with high importance of the tradition value should be observable.

Since past research highlights the salience of the nationalistic component of the
Olympics at the national level across societies (e.g. Barnard et al., 2006; Billings et al.,
2013), we undertake to empirically measure the explanatory power of nationalistic
motivations. We will, however, also try to identify more specifically, in how far nationalism

may in fact mediate the relationship between values and attitudes.

Olympic Games in the Context of Russian Culture and Politics: Olympism,

Nationalism, Tradition

The role of the Olympic movement in society is often seen from the perspective of
the Olympism — nationalism debate (Hargreaves, 1992; Iowerth et al., 2010). While the
official agenda of the Olympics calls for the promotion of solidarity and inclusion (I0C,
2018), participating states can use the event as a venue to exercise their soft power and to
revive national pride in their citizens (Jiang, 2013; Grix & Karamareva, 2015). This section
discusses how the two perspectives fit Russian social and political contexts. Based on the
analysis of the available sources (e.g. Simpson, 2004; O’Mahony, 2006; Sanina et al., 2014)
we suggest a third dimension — an interpretation of and interest in the Olympics as part of

the cultural heritage.

Olympism today depicts sport as lifestyle of a “peaceful society concerned with the
preservation of human dignity” (I10C, 2018, p.7) and emphasizes that all people must have

equal access to practicing sports in “the Olympic spirit, which requires mutual
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understanding with a spirit of friendship, solidarity, and fair play” (10C, 2018, p.7). These
statements go in line with more general propositions of the United Nations that propose
sport as a vehicle for the development of inclusive societies concerned with the protection

of human rights (United Nations, 2015).

These universalistic propositions of Olympism coexist with the perspectives of
participating states, and the latter coexists with the perspectives of their residents. Residents
of different countries do not see the Olympics in the same way (Puijk, 2000). All over the
world, the local broadcasters tend to pay more attention to the national teams and events
they participate in as much as sports commentators tend to favor athletes from their
countries (Billings & Eastman, 2002; Billings et al., 2011). The presence of a national
component becomes particularly salient with certain traditions of the Games: The Parade
of Nations, national anthems at the medal ceremonies, unofficial medal counts, etc., - all

this can become a venue for states to encourage nationalistic sentiments in their residents.

Understanding whether and how Olympism and nationalism find their reflections
in the context of modern Russia is important for the derivation of further hypotheses. Some
studies conclude that, in modern Russia, the Olympics serve the consolidation of Putin’s
authority and are instrumentalized to demonstrate a dominant position of the country in the
international arena to domestic audiences (Alekseeva, 2014; Persson & Petersson, 2014;
Grix & Karamareva 2015). These studies emphasize the salience of the nationalistic
perspective. However, it remains to be tested, whether nationalism really is the main or

even only facet relevant to Russian audiences.

In fact, a recent study shows that Russian people actually focused significantly less
on the political side of the Olympic event than their international guests when sharing their
experiences on Twitter during the Sochi Games (Kirilenko & Stepchenkova, 2017), which
indicates a separation of sports and politics in the minds of Russians. These findings also
underline the conclusions of Grigoryan and Ponizovskiy (2018), who show that admiration
for the sporting achievements of Russian athletes is an element of what they call cultural
patriotism rather than nationalism — a form of pride of ones countries’ cultural heritage that

does not imply a comparison with other countries.

In Russia, the importance of the Olympic Games developed during the communist
period. The involvement of the Soviet Union in the Olympic movement was discussed

somewhat controversially: Some criticized that the Soviet state used sports as an arena for
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the demonstration of the superiority of the socialist ideology at the price of the wellbeing
of athletes (Riordan, 1993a). On the other hand, the Soviet Union displayed a deep respect
for the principles of Olympism (Riordan, 1993b). It promoted sports practicing among
women (Kobchenko, 2010), facilitated sports relationships with neighboring states, offered
instruction for coaches from developing countries (Riordan, 1988), and opposed South

Africa’s involvement in the Olympic movement (Kidd, 1988; Riordan, 1993Db).

At the national level, the Soviet Union put a lot of effort into the de-elitization of
competitive sports and made them an integral part of the Soviet "New Person’s” lifestyle
(Simpson, 2004). Starting at elementary school, children received compulsory physical
education and were expected to join sports clubs in their free time. Adults had access to
training facilities at their workplaces with an opportunity to participate in various
competitions, including the “Ready for labor and defense” comprehensive examination of
sports skills (Louis & Louis, 2013). The promotion of sports as an embodiment of socialist
ideals was intensively facilitated by contemporary art and popular culture (Simpson, 2004;

O’Mahony, 2006).

The peak of sports-related enthusiasm among the Soviet people came with the
hosting of the Olympic Games in Moscow. Despite the boycott by Western countries,
Russians even today consider the Olympics of 1980 a great success for the Soviet Union
and see them among the most important events of the 20" century (WCIOM, 2008;
WCIOM, 2010). Collective memories of the Moscow Games strongly affect the perception
of the Olympics in modern Russia, even today. Sanina et al. (2014) show that the intensive
marketing of the Sochi Games as a nationally significant event by the media did not
influence attitudes towards the Games in Russia. Instead, it rather were informal
conversations with friends and family and the nostalgic memories of senior family
members about the Moscow Games that set a general atmosphere of festivity for the
Olympic Games in Russia 2014. Such blending of memories about the past with
perceptions of the present together with a general prevalence of nostalgic sentiments about
the Soviet period (Levada-Tsentr, 2018b), and a juxtaposition of the USSR to modern
Russia (Kasamara & Sorokina, 2015), challenge the proposition that the Olympics are
merely a direct reflection of the current political situation. Rather than restricting ourselves
to the mere dichotomie of nationalism vs. Olympism we therefore suggest to consider a
third perspective on the motivation of attitudes towards the Olympics: Russians may see

them as a part of their tradition.
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Value — Attitude Relations as a Proxy for Meanings of the Olympics

In this study we argue that an analysis of the relationship between individual values
(Schwartz, 1992) and attitudes towards the Olympics can provide insights into how people
interpret this phenomenon. The following section outlines the theoretical link between
values and attitudes and provides an overview of past studies which show how differently

people with different value priorities see the world.

According to Schwartz (1992, 2006), values are abstract beliefs about what is
important, worthy, and desirable. The theory distinguishes ten value types (Table 1) which
serve as guiding principles in people’s lives. According to Schwartz, people do not have
“different values”, instead they ascribe different importance to these same values. Values
are the abstract principles that stand behind preferences and attitudes, they motivate what
people like or dislike. Important values also serve as standards against which events,
objects, situations, and people are evaluated. If, for instance, a person gives high priority to
the value of Universalism, which emphasizes the importance of social equality, she would
evaluate the world around her through the prism of that value. That person would see some
object positively if it promotes equality, and negatively if it does not. This function of

values was demonstrated, for example, by Beierlein et al. (2016).

The abstractness of values allows researchers to use them as a tool to uncover how
people understand different social phenomena. For example, Schwartz and colleagues
(2014) investigated cross-country differences in political value clusters by relating them to
individual values. They found that values reveal significant differences in how people
understand certain aspects of political ideology across European societies. These findings
prompt that observed relations between values and an object’s evaluation indicate that, in
the eyes of the respondent, the object carries a meaning relevant to that value. If, on the
other hand, no such relation is observed, an individual most likely does not recognize the
relevance of the object to the value. This idea also found its reflection in a study by Piurko
et al. (2011). They used values to interpret the differences in the content of left-right

political orientations between liberal, traditional, and post-communist European countries.

We argue that the meaning of the Olympic Games can be decomposed through the
analysis of value-attitude relations. Based on the review of past studies, we identified three
coexisting interpretations of what the Olympics may mean to Russians: they can be

predominantly seen as a vehicle for the promotion of Olympism, as a venue for exercising
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nationalistic pride, or rather as a tradition. Each of those facets may stand out as the
dominant one to people with different value priorities. We hypothesize that the following
three values correspond to these three interpretations of the Olympics: Universalism,
Power, and Tradition (Tablel). A predominance of the value of Universalism resonates
with the ideas of Olympism, a strong orientation towards Power will resonate with the
nationalistic interpretation of the event, whereas a leniency towards the value of Tradition

will correspond with a perception of the Olymics as a tradition.

The first facet of the Olympics we discussed was the promotion of Olympism. The
Olympic ideals prioritize inclusion, solidarity, and fair play. We assume this to be
particularly appealing to people who ascribe high importance to the value of Universalism.
This value highlights the importance of “understanding, appreciation, tolerance, and
protection for the welfare of all people (Schwartz, 2012, p. 7). People with a high priority
of Universalism are likely to see members of outgroups as equals and avoid prioritizing the
ingroup over outgroups. Therefore, if people who value Universalism see the Olympics
positively, we conclude that this would be because they perceive of the event in the spirit
of Olympism, which centers on treating the representatives of different countries as equals.
Consequently, we expect to observe a positive relationship between values of Universalism

and attitudes towards the Olympics (H1a).

The second facet attractive to some people about the Olympics is that they can be
seen as an opportunity to experience and express national pride. In contrast to Olympism,
this emphasizes the differences not only between the athletes but rather between the nations
they represent. Since most people have access to the Olympics only through their national
media, which tend to favor national athletes (e.g. Barnard et al., 2006 ), a sense of
superiority of their own country is likely to develop (Billings et al., 2013). Medal count and
the achievements of national athletes may be seen as a sign of one’s own country’s
superiority. Such a wish for superiority is likely to be appealing to people with a high
importance of Power values, which emphasize the importance of “social status and prestige,
control or dominance over people and resources” (Schwartz, 2012, p. 5). It therefore seems
plausible to expect Power values to positively relate to attitudes towards the Olympic

Games (H1b).

Third, we have shown that in Russia the Olympic Games can be seen as a tradition
of their society, and a bridge between the Soviet past and modern days bridges the Soviet

past with modern days. This might be especially appealing to people who feel nostalgic
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about Soviet times or who are concerned about the preservation of their historic legacy.
Now, if we look at the definition, we will find that there is clear grounds to expect this kind
of sentiment to resound with the value of Tradition: “Respect, commitment, and acceptance
of the customs and ideas that one's culture or religion provides” (Schwartz, 2012, p. 6).
Clearly, the Olympics could be seen by people as one of the “symbols, ideas,... that
represent their shared experience and fate” (Schwartz, 2012, p. 6). On this basis, we
hypothesize that the high priority of Tradition values relates positively to attitudes towards
the Olympics (H1c).

Nationalism as a Mediator of Value-Attitudes Relations

We have seen that many authors emphasize the importance of the nationalistic
factor in explaining public attitudes towards the Olympics. Nationalism is often
conceptualized as a belief that (despite all odds) one’s own country is the best place in the
world (Kosterman & Feshbach, 1989). Nationalism is often built on downward
comparisons with other nations and a desire to see one’s country succeeding in the
international arena. As the environment of international sports competitions provides
numerous opportunities for such comparisons, it seems plausible to expect that people with
an enhanced national attachment will be attracted to the Olympics (Billings et al., 2013).
Moreover, we have seen that recent studies claim that nationalistic sentiment prevails in
how the Olympics are presented to Russians (e.g. Alekseeva, 2014). But there are no data
so far that make it possible to estimate in how far nationalist beliefs actually motivate
Russians’ perceptions of the Olympics. We therefore wanted to empirically test whether
and in how far nationalism relates positively to the attitudes towards the Olympic Games

in Russia (H2).

But nationalism is not a value. It is a belief about the status of one’s own country
which people with different value priorities do not share to the same extent. As Schwartz
et al. (2014) demonstrated, in 15 European countries, a high priority of Tradition values is
a fertile ground for the development of nationalist convictions. Tradition values, emphasize
the importance of ones’ belonging to a social group and call to respect the symbols that
help group members feel united (Schwartz et al., 2012). At the same time, values of Power
directly manifest the importance of comparative elements in one’s social life and the
preference of unequal distribution of resources (Schwartz, 2012). This seems to coincide
with convictions that tend to prioritize in-group over out-group members, the core idea of

nationalism. Moreover, the context of international sport events emphasizes the
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competition of different nations for a limited resource, medals, and provides the audiences
with a ready-made scale to compare the countries — the medal count. It therefore seems
plausible to expect that high priority of Power and Tradition would contribute to the

development of nationalist beliefs (H3).

The same study by Schwartz et. al. (2014) shows that people with high importance
of Universalism values are unlikely to demonstrate enhanced nationalistic attachment. This
pattern of interrelations can be explained by the incompatibility of the two constructs: while
nationalism emphasizes the inequality between nations, the values of Universalism deny
groups’ borders in order to provide equal treatment to all people in the world. On this basis,

we hypothesize, that values of Universalism relate negatively to nationalism (H4).

The overview of the results of the past studies suggest the mediating role of the
nationalism in the relations between values and attitudes towards the Olympics. First,
nationalism seems to stand on a lower level of abstraction than values, which are “general”
ideas not tied to specific situations (Schwartz, 1992). Nationalism, unlike values, has a
defined area of applicability — it refers to the convictions about one’s own country.
However, nationalism, is still more abstract than attitudes towards the Olympics, which
refer to a very specific part of the social reality. Nationalism, in its abstractness, only refers
to the belief that the country is great, but does not specify the indicators of the greatness.
Success of the national athletes in the Olympics can potentially serve as such indicator.
Second, The levels of abstraction between general values and the specific attitudes to
concrete social objects and situations (in our case, towards the Olympics) differ strongly.
As a result, people may not even recognize the Olympics as an embodiment of one or other
value. In that siruation, a less abstract belief can function as a connector which helps to
relate abstract values to specific objects (similar mechanisms were tested in Stern et al.,
1995 and Livi et al., 2014) in a given context. In our case, nationalistic beliefs could be
such a mediator between abstract values and the specific attitudes towards the Olympics.
In other words, people might have firm nationalistic beliefs that are motivated by their
values. At the next stage, people would “decide” whether the Olympic Games are an event
that promotes their nationalist beliefs. In this case, the attitude towards the Games would
be indirectly motivated by values, i.e. value — attitude relations would be mediated by
(nationalist) beliefs. Our study sets out to evaluate this possibility: The pattern of
interrelations where values affect nationalism, which, in turn, affects attitudes suggests a

mediating role of nationalism in value-attitude relations (HS).



57

Overall, this study presents three innovations to research: First, it focuses on
perceived meanings that people in Russia recognize in the Olympic Games. Second, we
add and test empirically a new facet of the Olympics in Russia - interest in the event as a
tradition. Third, the study uses an indirect way to assess how people interpret the Games
through the evaluation of the statistical relations between individual values of people and

their attitudes towards the Olympics.
Method
Sample and procedure

In April-May 2018, two months after the Pyeongchang Olympics, 421 citizens of
Russia (59% female, age M = 23.46, SD = 7.88) participated in an online survey measuring
their attitude towards the Olympic Games and the Olympic movement, nationalism, and
values. Participants were recruited using a snowball technique: 39 interviewers approached
between and 58 respondents (M = 11.74; SD = 12.04). No interviewer effect was observed
in the data (ICC < .10, Lee, 2000), that means that respondents approached by one

interviewer were not more similar to each other than to any other respondent in the sample.

The sample is not representative, as the study relies on non-probabilistic sampling.
This is because its’ aim is to test the general validity of the theoretical relations of the
underlying categories, as, for example, whether and in how far tradition can be a source of
public support for the Olympics. The study makes no claim to representativity — research
relying on non-probability samples stresses the internal validity of the study and merely
aims to introduce new hypotheses to the field (Baker et al., 2013; Landers & Behrend,
2015). The obvious and obviously relevant question as to how the sources of attitudes vary
across social groups is waiting to be further explored as soon as these hypotheses

concerning the underlying mechanism have been validated.

Measures

Individual Values

To measure individual values, we used the Russian version of the Schwartz Value
Survey (SVS-21) from the European Social Survey. The questionnaire consists of 21 verbal
portraits of people who find different values important. Participants had to evaluate how
much described people are similar to themselves on a 6-pt response scale (from 1- “Very
much like me” to 6 — “Not like me at all”’). Although 2-3 items measure each value in the

original questionnaire, we selected only those items that represent the most relevant to our
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study aspect of the three values of interest. The items used in the analysis were: “Tradition
is important to her/him. She/he tries to follow the customs handed down by her/his religion
or her/his family” (Tradition); “She/he thinks it is important that every person in the world
should be treated equally. She/he believes everyone should have equal opportunities in life”
(Universalism); “It is important to her/him to get respect from others. She/he wants people
to do what she/he says” (Power). All items were recoded so that the larger number stands
for the greater extent of the similarity. The sample mean scores were M = 2.96 (SD = 1.37)
for Tradition, M =4.26 (SD = 1.20) for Universalism, and M = 3.58 (SD = 1.25) for Power.

Nationalism

To measure national attachment we used eight items from International Social
Science Program (ISSP, 2013). Respondents indicated the extent of their (dis-)agreement
on a 5-pt scale with the statements about their own country’s superiority in comparison to
other countries, as, for example, “Generally speaking, Russia is a better country than most
other countries”. The CFA of our data confirms that all items load well on the latent factor

with factor loadings varying between .45 and .79 (CFI =97 ; RMSEA = .06, SRMR = .04).

Attitudes Towards the Olympic Games

We asked respondents to evaluate their attitudes on a 4-pt scale (1 - negative, 4 -
positive) in response to the question: “In general, is your attitude towards the Olympic
movement and the Olympic Games positive or negative?”. The sample mean score was M

=3.19(SD=0.73).
The complete untranslated questionnaire is in Appendix 1.
Analysis

The hypotheses were tested with structural equation modeling (SEM) with an
estimation of mediated effects. SEM is an extension of regression analysis which allows to
test complex, e.g. consecutive, patterns of interrelationships between variables (Musil et
al., 1998). In our case, we test how individual values first relate to nationalism and then
how nationalism relates to attitudes. At the same time we expect values to have direct
relations to attitudes. The method allows to test all hypotheses simultaneously and thus to
obtain more accurate estimations of the magnitude of the relationships between values and
attitudes. The simultaneous test of the relationships between several variables has several
advantages over seprate tests: It estimates the magnitude of the effect of one predictor on

the outcome if all other predictors are held constant and therefore helps to “separate” the
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effects of several predictors and show their unique contribution (Allison, 1999). In addition

it shows the relative effect of multiple predictors, too.

The results of the SEM analysis should be interpreted in the same way as the results
of multiple regressions: The standardized regressions coefficients (f) displayed in the path
diagram (see Figure 2) indicate the magnitude of the relationships between each of the
predictors and the outcome, when the effects of other predictors are taken into account. To
identify whether the theoretical model indeed describes the actual relationships between
variables in the data, goodness of fit of the model should be estimated. We use the following
indactors and their cut-off points to establish whether the proposed model describes the

data well: CFI >.90; RMSEA <.08; SRMR<.08 (Hu & Bentler, 1998).

An analysis of mediated effects allows to trace the mechanism through which the
predictors affect the outcome (Baron & Kenny, 1986). In an ideal scenario, the introduction
of a mediator in the relationships between predictor and outcome eliminates that
relationship. That demonstrates that the initially observed effect now “flows” through the
mediator. In our study we argue that nationalism functions as a mediator of the relationships
between values and attitudes. If this hypothesis were to be correct, the analysis of mediated
effects should show no statistically significant direct effect of values on attitudes. Finally,
we controlled for the effect of participants’ gender - none of the tested relationships were

affected.

Results
Relationships Between Values, Nationalism, and Attitudes

The model of the relationships between values, nationalism, and attitudes towards
the Olympic Games (Figure 2) shows fair fit to the data (CFI = .93, RMSEA = .07 (95%CI =
.05 -.08), SRMR = .05). As predicted, Tradition, Universalism, and nationalism all relate
positively to attitudes towards Olympics (f =.14 (SE =.03), p =.02; f=.11 (SE =.03), p
=.03 ; p=.13 (SE =.05) p = .05 respectively). Also the model confirms that the values of
Tradition relate positively to nationalism (f =.56 (SE = .03), p < .01), while values of
Universalism relate negatively (f = -.11 (SE = .04), p = .02) to nationalism. However,
Power values appeared to be unrelated to both nationalism and attitudes. Thus, Hla, Hlc,
H2, and H4 were supported, and H3 was supported only partially, and Hlb was declined.
Interestingly, the three values and nationalism explain only 7% of the variance in the

attitudes towards the Olympics.



60

Power
B=-.01, n.s! R?=.07
Attitudes
Nationalism towardsthe
Olympic Games
B=-11%

Universalism

B = .55%*

Tradition

Note: CFI = .93, RMSEA = .07 (95%CI = .05 -.08), SRMR = .05, ** - p <.01; * - p<.05.

Figure 2. Relationships between values, nationalism, and attitudes towards the Olympic
Games

Mediating Effect of Nationalism

The model in Figure 2 shows that, apart from direct effects, both Universalism and
Tradition underlie the variations in the level of nationalism, which in turn relates to how
people evaluate the Olympics. That suggests that values may affect the attitudes mediated
through nationalism (H5). To test that hypothesis, we decomposed the effect of values and
nationalism on the attitudes. We tested the mediation effect only for Universalism and

Tradition because Power appeared to be unrelated to both nationalism and attitudes.

A mediation analysis estimates three types of effects: 1) the total effect, which is
the effect of the predictor on the outcome before the effect of the mediator is taken into
account; 2) the direct effect, which is a remaining effect of the predictor on outcome after
the effect of mediator has been taken into account; and 3) the indirect effect, which refers
to the amount of actual mediation (Baron & Kenny, 1986). Table 2 summarizes the results
of the mediation analysis and shows that none of the indirect effects were statistically
significant. On this basis, we conclude that the effect of values on the attitudes does not
flow through nationalism it does not play a mediating role. Instead, Tradition and

Universalism affect both nationalism and attitudes separately. H5 was not confirmed.
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Table 2. Analysis of mediated effects

Value Direct effect Indirect effect Total effect

B SE B B SE B B SE P
Universalism  .07* .03 A1 -.01 .005 -.01 .06 .03 .10
Tradition 07* 03 .14 .03 .02 .07 Jd0%* .02 21

Note: * - p <.05, ** - p <.01
Discussion and Conclusion

This study investigated how people in Russia see the Olympic Games. The analysis
of past research showed that three meanings of the event are relevant in the Russian social
and political context: Olympics as an embodiment of Olympism, as a venue to experience
and express nationalistic pride, and as a tradition. Those meanings, as we argued, are not
mutually exclusive, but rather coexist and attract people with different value priorities.
While the dialogue between Olympism and nationalism has been a subject for scholarly
debate in the past decades (Hargreaves, 1992; lowerth et al. 2010), the third facet of the
Olympics in Russia was left outside the scope of research. To disentangle these three facets
of the Olympic Games, we proposed to analyze the statistical relationships between the
importance people ascribe to values of Power, Tradition, and Universalism and their
attitudes towards the event. We also tested whether nationalist pride mediates relationships

between values and attitudes.

Our analysis showed that two out of the three predicted values actually motivated
attitudes towards the Olympics. The positive relationships between Universalism and
attitudes indicate that the internationalistic perspective of Olympism is present when people
evaluate the Olympics. But nationalist side of the event can also make the Games attractive.
And Petersson and Persson (2014) argue that in the context of Sochi Olympics, humanism
and internationalism of the Olympic movement were used to reinforce a sense of Russia’s
greatness. However, our findings also show a distinction between the facets of Olympism
and nationalism — the relations between values of Universalism and nationalism were
negative. That may suggest, that while the state and the media may have attempted to merge
the two facets, people do see their distinction. Values of Power, which we originally
expected to drive an interest in the Olympics of those seeking for hierarchy and prestige,

appeared to be irrelevant to both nationalism and attitudes towards the Olympics.
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However, the nationalistic facet of the event is still present, as the direct measure of
nationalist beliefs related positively to attitudes. This result goes in line with existing
research (Billings et al., 2013) and shows that the Olympics can be used as an opportunity
to express and experience national pride by some people. Interestingly, our model shows
that, other than Power values, Tradition values are a very strong predictor of nationalist
pride. This corresponds to some past research (Panov, 2010), which argues that nationalism

in Russia is associated with a sense of shared experiences and symbolic attachment.

Tradition also related positively to attitudes — the Olympics are attractive to people
to whom tradition is important. But then — is its effect on attitudes therefore mediated by
nationalism? To check whether Tradition has a direct effect on attitudes which does not
overlap with that of nationalism, we ran a mediation analysis. But, although the analysis
showed that values indeed affect nationalism, and nationalism, in turn, affects the attitudes,
there is no evidence that nationalism functions as a mediator in these relationships. Instead,
the analysis suggests that both nationalist pride and positive evaluations of the Olympics
are likely to develop among people prioritizing Tradition, independently: “traditionalist”
people see the Olympics in a non-nationalist light. While traditionalist values may motivate
both nationalism and a love for the Olympics, both need not coincide: People may be drawn
towards nationalism on the basis of a leniency towards “symbols, ideas, ... that represent
their shared experience and fate” on a national level, too, as towards symbols that represent
a “common fate” of an imagined, ideal national collective. And people can also be drawn
to the Olympics as a “traditionalist” event, maybe experience nostalgic feelings here. But
this does not, as we were able to show, imply that they love the tradition of the Olympics

for nationalistic reasons.

It is important to note, that the estimation of the overall model of interrelations
between values, nationalism, and attitudes showed that only 7% of the variance in the
attitudes towards the Olympics are explained by values and nationalism together. On the
one hand, this implies that the dominance of the “nationalistic factor” in previous academic
discussion of the Olympics might be exaggerated, at least as far as the Russian case is
concerned. On the other hand, this could suggest the presence of alternative predictors
which were not measured in our study. These point towards the necessity of further research

that opens up to new and innovative hypotheses.

Our findings show that approval of the Olympics can develop on different grounds

and that different facets of the event, although coexisting, may not overlap in the minds of
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people. These findings build on past research, which suggested the integration of traditional
and internationalist perspectives with that of nation-building and power demonstration (e.g.
Petersson & Persson, 2014; Alekseeva, 2017). As our model shows, Olympism and
tradition exist independently of nationalism in people’s minds. That suggests that how
people understand the event does not necessarily correspond with what state or media want
them to see (Sanina et al., 2014). The individual-level analysis revealed a greater
heterogeneity in what the Olympic Games mean to Russian people than what past societal-

level analysis has uncovered.

This opens new questions that should be further explored in future research,
questions that are by far not restricted to only the Russian case: How do a possible political
instrumentalization and nationalistic media narratives relate to popular sentiment? Are we
missing a kind of undetected “natural barrier”, a separation between “genuine” feelings for
the Olympics and “artificial”, politically motivated nationalistic media narratives that
remain undetected, because there is a strong positive echo of the public to the event — only
that both sides, politics/media and the public have a quite different understanding of their

common object, react to different dimensions of the Games?

Our study showed that tradition is the third dimension of the Olympic Games in
Russia. But it very well may exist in other countries as well. The historical contexts and the
history of countries’ participation in the Olympic movement are often left outside the scope
of modern studies. However, collective memories about the past and continuity of national
identity may provide people with culture-specific perspectives on the event. The focus on
tradition could also help explain why the Games seem so well embedded in societies around
the world even though they often are surrounded by controversy. A closer look at the place
of the Olympics in culture and history of different countries could reveal additional
meanings that people around the globe recognize in the event. A more culture-sensitive and
inclusive research may thus deepen our understanding of how different societies treat the

Olympic Games.
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Transition: some clarifications on the relationships between Papers 2 and 3

Paper 3 continues the investigation of the role of individual values in the evaluation
of complex social phenomena, like the Olympic Games, and focuses on their media
coverage. Paper 2 was a preparatory step before Paper 3, it investigated how different
values can motivate the attitudes towards the Olympic Games. The results of the study
demonstrated that the reliance on attitudes, a conventional predictor in many selective
media exposure studies, can be misleading because people can hold positive/negative
attitudes towards objects for different reasons. However, if those reasons are not
investigated, researchers may overlook some relevant but less common reasons and exclude
those from the analysis. As a result, a phenomenon in focus may appear less complex on
the one hand and distorted on the other - some of its dimensions will be overrepresented,
while others will remain invisible. For example, past research dealing with the meaning of
the Olympic Games in Russia would emphasize the nationalistic side of the event (e.g.
Alekseyeva, 2014; Grix & Karamareva, 2015). Paper 2 however showed there at least two
other meanings (Olympism and tradition) are present and coexist alongside nationalism.
Departing from these findings, Paper 3 will attempt to further disentangle different aspects
of the Olympic Games that may not attract people with different value priorities to the same

extent.

Although Paper 3 is a continuation of Paper 2, it has a different focus — the
relationships between individual values and the interest in media messages about national
Olympic celebrities. This paper connects values to interest directly and skips the mediators
— attitudes (the outcome in Paper 2) and nationalism. The two studies have some important

differences that need clarification:

First, the two studies have a different object — while paper 2 focused on the attitudes
towards the Olympics as a real-life phenomenon, paper 3 investigates Olympics as a media
phenomenon. The differences between real life and its media representation can be
dramatic when it comes to their evaluations and motivations for those evaluations. For
example, many people like watching thriller movies but rather few would want to go
through the same experiences as the movie characters for real. A mediated experience can
be evaluated based on how entertaining it is; many real-life phenomena lack an
entertainment component. That is why I introduce an additional motivation for exposure

to the Olympic media coverage - Olympics as a source of entertainment. The objects of the
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two papers differ in their abstractness too: Paper 2 investigates the attitudes towards the
Olympics as a whole, while Paper 3 focuses on one precise element of the Olympics, the
athletes. The choice of Olympic athletes as the focus of Paper 3 was driven by two
considerations: a), the media often focus on athletes when covering the Olympics, and b)
in the research literature, sports celebrities are well investigated which provided me with
considerable theoretical and empirical basis to develop my argumentation about the

relationships between values and interest in Olympic celebrities.

Secondly, there are also differences between the papers in how I build the
theoretical connections between individual values (predictor in both papers) and attitudes

(outcome in paper 2) and interest in the Olympic media coverage (outcome in Paper 3).

Paper 2 described how people who prioritize values of Universalism, Power, or
Tradition see the Olympics in light of Olympism, nationalism, or tradition respectively, and
whether relationships between values and attitudes are mediated by nationalist beliefs. The
results of the study however did not provide support to all stated hypotheses: Power
appeared to be unrelated to both nationalism and Olympics, while relationships between
Tradition, nationalism, and attitudes were more complex than it was expected. The
conceptual definition of Power highlights the importance of the sense of the dominance one
has over important resources or other people (Table 1). Potentially, for people with
nationalist beliefs, not personal successes but those of their country could be important
enough to account towards the fulfillment of Power. However, the items of the PVQ-R
rather highlight the respect and control one has in the immediate environment — “...She/he
wants people to do what she/he says”. 1t, therefore, remains unclear whether pride and
sense of superiority one can gain by extension when the country is performing well at the
competitions can also be motivated by Power. Because of these uncertainties, I no longer

use Power as a motivation for nationalist interpretation of the Olympics in Paper 3.

Paper 2 tested the hypothesis that nationalist beliefs partially mediate the
relationships between Tradition and attitudes. In other words, it was expected that for
people who value Tradition two interpretations of the Olympics are possible — as a venue
to exercise nationalism (if the relations were mediated by nationalism), or as a tradition (if
the link was direct). The analysis however revealed no mediated effect, although Tradition
indeed motivated nationalism, while nationalism motivated positive evaluation of the
Olympics. These results suggest that although some people with high priority of Tradition

are also nationalists, it does not mean that all people who value Tradition necessarily see
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the Olympic Games in the nationalist light. The direct link from Tradition to a positive
evaluation of the Olympics was taken as evidence of the presence of the interpretation of
the event as a part of the tradition. That is the main contribution of Paper 2, which, however,

needs to be replicated in future studies.

Paper 3 does not further investigate the interpretation of the Olympic Games as a
tradition — both due to the changed focus of the paper, as well as the shortcomings of
existing literature that would confirm the presence of such a view on the Olympics. First,
the paper has a different focus - Olympic sports celebrities of the Pyeongchang Winter
Games (i.e. celebrities of the year when the data was collected). The focus on the sports
celebrities separates this part of the Olympics from the rest of the phenomena associated
with the event (e.g. Olympic ceremonies and rituals or the political side of the event). At
the same time, the focus on the current edition of the Olympics may separate it from the
rest of the Olympic history in the minds of respondents. As a result, people may not see
contemporary Olympic celebrities as a part of the tradition, but rather as representatives of
contemporary society. Secondly, in pursuance of the above-mentioned gap in past studies,
there is no past academic literature that would discuss (either directly or indirectly) the
interest in media messages about sports celebrities as something people do as a traditional
routine. Past studies discuss sports celebrities either as a source of entertainment (Burr,
2010) or as national symbols (Jiang, 2013, Laine, 2005; Voolaid & Laineste, 2013). That
is why I do not discuss the traditionalist view on the Olympics in Paper 3 but focus on those
interpretations similar to those proposed in past research. Moreover, I link the value of
Tradition with the nationalist-flavored interest in sports celebrities because of the emphasis
on the contemporary edition of the Olympics, not on the Olympic movement as a cultural

phenomenon with a century-long history.
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Paper 3. Are Olympic celebrities equally Interesting to everyone? Individual values and
interest in the Olympic news among Russians

The Olympic Games are very popular in Russia — whenever it comes, summer or
winter edition, it becomes one of the most important events of the year (Levada-Tsentr,
2010, 2018a). Between 2000 and 2016 the number of those following the competitions in
the media ranged between 59 % and 75 % (Levada Tsentr, 2016). Past research argues that
such interest is powered by the nationalist pride of the audience in Russia (e.g. Alekseyeva,
2014) as well as in other countries (Billings et al., 2013; Billings, Brown & Brown, 2013).
However, the Olympics is an international event that has an official philosophy, which
declares the opposite of nationalism (I0C, 2018), The mission of the Olympic movement
can be appealing to some viewers. Moreover, the Olympics is a show and a media event
(Pujk, 2000) that can attract those seeking entertainment. It is then likely that the audience
of the Olympic media coverage is diverse and tunes in to fulfill their different needs. At the
same time, it is also likely that people do not perceive the Olympics as a whole, but rather
differentiate between its different components and prioritize those that help to fulfill their
needs. One such component is the athletes whose performances are the focus of many
broadcasts. Notably, Olympic athletes do not have an equal status in the minds of people —
some are celebrities and national heroes, others are mere participants of the competitions
unfamiliar to the occasional viewers. This study investigates whether references to Olympic
celebrities in media messages enhance the interest among those seeking entertainment or
an opportunity to experience pride but mitigate among those loyal to the ideals of

Olympism.

To investigate how far different motivations guide the interest in the Olympic media
coverage among Russians and which role the status of presented athletes plays in the
development of their interest, this study relies on two theoretical propositions. First, it uses
individual values (Schwartz, 1992) to operationalize the motivations that power interest in
the Olympic media. Values refer to a wide range of motivations, which were found to
explain how people evaluate mediated information (e.g. Hsieh et al., 2014, Hansla, 2011),
define what attracts their attention (Schwartz, Sagiv & Boehnke, 2000), and guide interests
(Uitto & Saloranta, 2010). Second, this study relies on past findings in the field of selective
media exposure (see meta-analysis by Hart et al., 2009). It is assumed that people favor

those content that confirms their pre-exposure beliefs, in the case of this study, values.
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Values as Motivation for Interest in the Olympic Media

According to Schwartz (1992), values are beliefs about desirable end-states and
represent what different people find important in life. The function of values is to provide
orientation in life, they are the standards against which objects, situations, and actions are
evaluated. Unlike beliefs and attitudes, values vary in the level of importance a person
ascribes to them (Schwartz, 2012). The theory distinguishes ten value types (Table 1)
which express different end-states relevant in different contexts. Based on the extent of the
similarity of the motivations the ten values express, they can be grouped into four higher-
order values — Openness to change, Self-enhancement, Conservation, and Self-
Transcendence. According to Schwartz, people do not have “different values” but rather

ascribe different importance to these same values.

Values serve as motivations for people’s actions and judgments (Schwartz, 1992).
Bardi & Schwartz (2003) argue that people strive to fulfill their important values, they are
motivated to pursue those actions which they believe promote their important values and
avoid those precluding. The same mechanism applies to behavioral intentions (Hansla,
2011) and decisions (Feather, 1995). Similarly, values motivate how people evaluate the
world around them: if a person sees some object positively (negatively) it is because she
believes it helps (prevents) the fulfillment of her important values (Schwartz, 1992).
Extensive past research confirms that important values indeed motivate various behaviors
(e.g. Bardi & Schwartz, 2003) and underlie a wide range of attitudes (e.g. Beierlein, Kuntz,
& Davidov, 2016; Bayram, 2015).

The motivational capacity of values makes them useful for studying how people
deal with mediated information. For example, past research on value-relevant framing
effects demonstrated that people prefer messages framed in a way that makes their
important values salient. This effect was observed in responses to messages about the
promotion of eco-labeled electricity (Hansla, 2011), and donations to charity (Dens, de
Pelmasker & de Meulenaer, 2017). The same effect was found in marketing studies—
people do prefer slogans that communicate their important values (Torelli et al., 2012).
Furthermore, people pay more attention to messages and process them more thoroughly if
they express their important values (von Borgstede et al., 2014). Following these findings,
the first hypothesis of this study is: People prefer Olympic media messages framed to match
their important values (H1).
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There is also another strand of research that suggests that people with different value
priorities have different concerns (Schwartz, Sagiv, & Boehnke, 2000) and interests (Uitto
& Saloranta, 2010). In the context of media consumption, it may mean that people with
different value priorities are likely to prefer thematically different content with few
overlapping components in their media diets. This approach was adopted by Hsieh and
coauthors (2014) who studied interest in social media posts. They treated all posts about
the environment as reflecting Universalism; posts about work and career - as Achievement,
and those about leisure - as Hedonism. They found that people indeed show a preference
for topics that express values congruent to their own. These results suggest that how
interesting the Olympics as a topic is would vary across people with different value
priorities, and consequently, some people would show more (less) interest in the Olympic
messages regardless of their particular content. To identify which values are likely to
motivate exposure to the Olympic media coverage, it is first necessary to elaborate on how
different people may see the event and whether those various perspectives exist in the target

society - Russia.

Traditionally, research literature connects the interest in the Olympics to the
enhanced sense of nationalist pride among the viewers. Indeed, traditions of the event like
the display of national symbols (Housel, 2007), the unofficial medal count (Billings, Brown
& Brown-Devlin, 2015), and the way the national media broadcast and comment the
performances of athletes (Billings, Angelini & Wu, 2011) make the national component
very visible. Some researchers argue that the Russian state uses the event as a tool of public
relations in the international arena (Persson & Petersson, 2014) and as a venue to market
itself to domestic audiences (Grix, & Kramareva, 2017). The representative surveys among
Russians confirm that nationalistic motivations are indeed present: when evaluating the
Sochi Olympics 44% reported they liked the event as it provided an opportunity to
experience patriotic feelings and pride for their country (FOM, 2014a). When talking about
international competitions in general, 22 % believe that successful performances of national
athletes are important for the improvement of the country’s public image (FOM, 2016c¢);
80% say that the successes of the national athletes are important to them personally (FOM,
2014b) and 52% experience pride when watching performances of the national team
(WCIOM, 2014). Although this side of the event is the best investigated one, the Olympic
Games is an international event that cannot be reduced to how some viewers perceive or

states present them.
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The International Olympic Committee [IOC] declares the philosophy of Olympism
to guide the movement. As the Olympic Charter states, sport is a lifestyle of a “peaceful
society concerned with the preservation of human dignity” (IOC, 2018, p.7), where all
people must have equal access to practicing sports in “the Olympic spirit, which requires
mutual understanding with a spirit of friendship, solidarity, and fair play” (I0C, 2018, p.7).
Moreover, the IOC stresses that the Olympic Games are a competition between individual
athletes, not countries. At the same time, promotion of the Olympic disciplines often
becomes a tool of various social and humanitarian aid programs at both international (e.g.
Sport for protection toolkit, UNHCR, IOC, & Terre des Hommes, n.d.) and national (e.g.
Willkommen in Sport, DOSB, n.d.) levels. Such programs use sport as a tool of promotion
of tolerance and social cohesion and emphasize that the Olympics serve to unite societies,
not divide them. It is likely that at least some viewers are aware of the content of the
philosophy and the position of the international organizations on the role of sports in
society. Indeed, among Russians, 14% believe that the opportunity to watch performances
of top world athletes is more important than successes of the national team (Levada-Tsentr,
2002), and 33% like to follow international competitions without taking sides (FOM,
2016d). When asked about the benefits of hosting international sports events, 41%
mentioned that the experience of hosting, first of all, promotes sports and a healthy lifestyle,
especially among the youth. 17% specify that international competitions “bring nations
together” and make Russia a more attractive tourist destination (FOM, 2016c). These

numbers suggest that some people follow the Olympics for their philosophical stand.

Finally, the Olympic Games are a global media event (Puijk, 2000) with large
audiences tuning in around the world to follow some of the more popular sports events as
well as the increasingly glamorous opening ceremonies. 17% of Russians perceive the
Olympics as a very engaging sports festival during which all their current problems become
less important (WCIOM, 2019). At the same time, strong emotions associated with sports
consumption is one characteristic that makes sport different from many other industries
(Stewart & Smith, 1999). Mehus (2005) found that the experience of intense emotions is
one of the components of a more general entertainment motivation that attracts spectators
to sports events. In Russia, although pride is the most common emotion associated with the
performance of the national athletes (52%), the experience of admiration (35%), hope
(31%), respect for athletes (26%) are also common (WCIOM, 2014). The entertaining

function of the Olympics is the third motivation to follow the event in the media.
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Each of the three perspectives on Olympic media consumption can be
operationalized through values. First, the Olympic Games, as an opportunity to experience
nationalistic pride and commit to cultural traditions, may attract people with high
importance of the Tradition value. This value emphasizes the commitment to one’s ingroup
and its lifestyle and appreciation of symbols uniting the group (Schwartz, 1992). Past
research also finds Tradition to motivate nationalistic beliefs across societies (Schwartz et
al., 2014). Considering the emphasis on the national component in the presentation of the
event to the audience, it is likely that some viewers use the competitions of athletes to
compare countries and see the Olympic successes of their national team as manifestations
of their own country’s greatness. Second, the philosophy of Olympism and its emphasis
on the bridging function of the event can attract those with a more cosmopolitan worldview,
people concerned with the wellbeing of society without differentiating between their
compatriots and everyone else. Such position corresponds with the conceptual definition
of the value of Universalism — orientation on tolerance, equal treatment of all people, and
concern for their welfare (Schwartz, 1992). Past empirical evidence demonstrates that
people valuing Universalism tend to be tolerant to various discriminated minorities
(Beierlein, Kuntz, & Davidov, 2016) and see humanitarian aid programs more favorably
(Bayram, 2015), they are also less likely to be nationalists (Schwartz et al., 2014). Finally,
the entertainment component of the event can attract people with high importance of
Hedonism. The value emphasizes the role of pleasures in daily life and motivates exposure
to entertainment TV programming (Meulemann, 2012). Based on these considerations this
study proposes the following hypothesis: Higher priority of Universalism, Hedonism, or

Tradition associates with a greater interest in all Olympic-related messages (H2).

Status of the Olympic Athlete as a Moderator of Value-Interest Relations

This study argues that first, people have different motivations to follow the
Olympics Games in the media, and second that people do not perceive the Olympic Games
in the same way — they pay attention to different components of the event. The focus of the
Olympic media coverage is competitions and participating athletes. Moreover, the
overview of the past opinion polls in Russia suggests the divide in the audience — those
enjoying the competitions per se, and those mainly interested in the national athletes and
their (successful) performances (FOM 2014b, 2016d). It is then likely that people with

different value priorities do not react in the same way to the broadcasts featuring athletes
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of different status — national celebrities and everyone else. In other words, the status of an

Olympic athlete is likely to function as a moderator of a value — interest relationship.

Some Olympic athletes are celebrities - they are national heroes (Jiang, 2013) and
role models (Biskup & Pfister, 1999), some appear in show business, others become
political actors. All that enriches their public images which transcend the realm of sports.
Successful Olympic athletes are often seen as the pride of the nation if they win and as a
national disgrace if the heroes fall (Laine, 2005; Voolaid & Laineste, 2013). Given the
emphasis on the affiliation of Olympic celebrities with the countries, they represent (Liston
& Kitching, 2019), their presence in a media message might be an additional trigger of
sportive nationalism to some viewers. As past research has shown (Schwartz et al., 2014),
nationalist beliefs are prevalent among people valuing Tradition. It is also likely, that those
people focus more on national celebrity athletes and pay more attention to messages
featuring them. The first moderation hypothesis is: People with high importance of

Tradition will show more interest if a message features a celebrity than non-celebrity (H3a).

Not every participant in the Olympic Games becomes a celebrity. Non-personalized
Olympians, whose presence in the media is limited to sport performances, can be seen as a
closer embodiment of the IOC’s view on the Olympic Games, which “are competitions
between athletes in individual or team events and not between countries” (I0C, 2018, p.21).
As it was argued above, such an internationalist perspective and individualistic focus of the
event can be appealing to people valuing Universalism. Moreover, those with high priority
of Universalism tend to see all people as equals (Schwartz, 1992), potentially eliminating
the distinctions between athletes of different status. On this basis, the next moderation
hypothesis is: people with high importance of Universalism will be equally interested in

messages featuring celebrity and non-celebrity athletes (H3b).

Keeping up with the news about celebrity athletes can be very engaging (Burr,
2010). Nowadays when the media focus on the social and personal lives of athletes as much
as they do on their careers, the audiences receive access to a diverse menu of pastime
options. Social media also provide an insight into the daily routines of the celebrities
providing fans with pleasant emotions (Kowalczyk & Pounders, 2016) and enable direct
interactions with them (Frederick, et al., 2012). Interest in celebrities is particularly
pronounced among those with high importance of Hedonism values (McCutcheon et al.
2020). Hence, the third moderation hypothesis: People with high importance of Hedonism

will show more interest if a message features a celebrity than non-celebrity (H3c).
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Method

Design, Sample, and Procedure

This study uses an online experiment administered in a form of a factorial survey
(Ausprung & Hinz, 2015). 467 residents of Russia (59.3 % - female, age M =22.94, SD =
7.26) first reported their knowledge about four Olympic athletes from Russia — two
celebrities and two fictional. After that, participants were informed that they will see eight
randomly selected headlines of news about some of the presented earlier athletes — eight
vignettes. The headlines were designed specifically for this study, each headline consisted
of two randomly matched parts: a name of one of the four athletes and one of the eight
content parts, which described the athlete’s value-relevant beliefs or behaviors (Table 3).
In other words, each headline is a vignette with two independent variables — athlete (with
4 levels) and value (with 8 levels). The total possible number of vignettes was 4*8 = 32,
where each of the value-statements would be performed by each athlete. To provide
respondents with a more natural experience of exposure to news, as it never happens in the
real world that two different athletes appear in otherwise identical headlines, the vignettes
were grouped in the three subsets (conditions). In the first condition participants received
headlines featuring only sports celebrities, in the second condition — only non-celebrities
(fictional athletes), in the third condition both celebrities and fictional athletes received
equal coverage. Each respondent saw all eight beliefs or behaviors, but within the
conditions, different athletes performed those behaviors or held the beliefs. The
participants’ task was to indicate how interested they would be to read the articles under
each headline. Because it was not the aim of the study to compare the effect the composition
of the headlines within a set has on the interest respondents show in the message, the levels
of interest were not compared between conditions. After the task with the headlines,
participants reported their values, attitudes towards the Olympics, Olympic media use, age,
gender, and level of education. In the end, all participants were thanked and debriefed. The

data were collected in April - May 2018, two months after the Pyeongchang Olympics.

Measures

Stimuli Materials

Each headline consisted of two parts: the name of an athlete (celebrity or non-

celebrity) and some belief or behavior of the athlete. To offer a variety of messages that
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can potentially attract respondents with different value priorities, presented beliefs and
behaviors were designed to resemble each of the four higher-order values 1) Openness to
change; 2) Conservation; 3) Self-Transcendence; and 4) Self-Enhancement (Schwartz,
1992). An example of such headline is “Evgenia Medvedeva believes sport should be
accessible to all people”, where Evgenia Medvedeva is a famous figure ice skater, and the

13

statement “...believes sports should be accessible to all people” expresses Self-
Transcendence. To ensure construct validity of both parts of the headline, I pretested them

separately:

Celebrity vs. Non-Celebrity Athletes. To select Olympic celebrities familiar to the
Russian audience, I compared how many times each member of “The Olympic Athletes
from Russia” team (N=168) was mentioned in the two most popular news aggregators in
Russia: Google. News and Yandex.News. The correlation between the two aggregators’
rankings was r =.47, showing that their audiences are likely to see Olympic news
differently. The ten athletes most frequently mentioned in both rankings were selected for
further pretesting. 88 residents of Russia (66 % - female, mean age = 26.2 (SD = 11.7))
filled in an online survey, designed to identify athletes that people are more likely to know.
The most well-known athletes were Alina Zagitova and Evgenia Medvedeva: shares of
respondents who correctly recognized them as figure ice skaters were 86.5% and 89.9%
respectively. This result corresponds to the results of a representative national survey which
revealed these two athletes to be the most popular Olympic athletes in Russia in 2018
(FOM, 2018b). The share of respondents who admitted they do not know which sports
other eight athletes practice varied from 38% to 66%. Two fictional female athletes
(Ekaterina Shishova, Arina Antonova) were created for the non-celebrity condition. They

were introduced to the main study without a pretest.

Value-Expressing Statements Stimuli. To select value-relevant stimuli, a poll of value-
expressing statements (N=22) was designed based on items of the Russian version of PVQ-
R inventory (Schwartz & Butenko, 2014). Eight native Russian speakers (four researchers
familiar with the model of individual values and four people not involved in social sciences)
evaluated how well each statement fits the conceptual definitions of the higher-order
values: 1) Openness to change; 2) Conservation; 3) Self-Transcendence; and 4) Self-
enhancement. The eight least ambiguous statements, two for each value, were selected for

the study (Table 3). The complete untranslated questionnaire is in Appendix 1.



Table 3. Value-expressing parts of headlines used in the experiment, and comparison of their interestingness scores within conditions.
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Higher-order value  Headline Headline Mean (SD) interestingness rating / condition *
and their value label
types

Celebrity only  Mixed Fictional only
Openness to OP1 [Name of athlete] is always independent and self- 3.35(1.48)*  3.34(1.56)° 2.79 (1.39) ¢
change: Self- sufficient
direction,
Stimulation, 0] ) [Name of athlete] values the risk and excitement of 3.30(1.44)® 2.83(1.34)¢  2.80(1.27)¢
Hedonism competitions
Self-Enhancement:  SEI [Name of athlete] believes the triumph awaits her 3.45(1.43)%™°  2.96(1.96)%  2.82(1.33) ¢
Power, ‘
Achievement SE2 [Name of athlete] added a new medal to her collection 3.87(1.35)" 3.79(1.54)°"  3.41(1.45)M
Conservation: COl1 [Name of athlete] avoids stressful situations 3.36(1.40)%°  2.77(1.29)¢  2.79(1.33) ¢
Security, Tradition, '
Conformity CO2 [Name of athlete] is against innovations in sports 3.80(1.35) 2 3.84(1.37)F 3.24(1.39)"M
Self- ST1 [Name of athlete] always ready to help her teammates 3.55(1.36)®°  3.40(1.47)° 2.91(1.32) ¢
Transcendence: _
Benevolence, ST2 [Name of athlete] believes sports should be accessible to 3.88(1.34)" 3.41(1.48)° 3.30(1.49)"
Universalism everyone

Note: * - The differences in interestingness of headlines with the same superscript are not statistically significant within a condition
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Individual Values

Individual values were measured with the Russian version of the Schwartz Value
Survey (SVS-21) from the European Social Survey. The questionnaire consists of 21 verbal
portraits of people who find different values important. Participants had to evaluate how much
described people are similar to themselves on a 6-pt response scale (from 1- “Very much like
me” to 6 — “Not like me at all”). Although 2 - 3 items measure each value in the original
questionnaire, in the analysis only those items that represent the most relevant to the study
aspect of the three values of interest were used. The items used in the analysis were: “Tradition
is important to her/him. She/he tries to follow the customs handed down by her/his religion or
her/his family” (Tradition); “She/he thinks it is important that every person in the world should
be treated equally. She/he believes everyone should have equal opportunities in life”
(Universalism). The mean score of two items “Having a good time is important to her/him.
She/he likes to 'spoil’ herself/himself” and “She/he seeks every chance she/he can to have fun.
1t is important to her/him to do things that give her/him pleasure” (r = .35, p <.01) was used
to capture the importance of Hedonism. All items were recoded so that the larger number stands
for the greater extent of the similarity. The sample mean scores were M = 2.96 (SD = 1.37) for
Tradition, M = 4.26 (SD = 1.20) for Universalism, and M = 4.23 (SD = .88) for Hedonism.

Attitudes Towards the Olympics

The measure represents a mean score of two items “Are you rather positive or negative
about the Olympic Games and Olympic movement in general?”, and “Are you rather positive
or negative about the Russian athletes who participated in the Winter Olympic Games in
Pyeongchang” (from 1 — “Very negative” to 4 — “Very positive”’) which correlated with each
other at the level of = .67 (p <.01); sample M =3.27, SD =.79.

Olympic Media Use

The scale consists of two items “Had you been following the competitions of the Winter
Olympic Games in Pyeongchang?”, and “Had you been following the news about Winter
Olympic Games in Pyeongchang?” (1- “Not at all” to 4 — “Followed very carefully”), which
correlated with each other at the level of » = .82 (p <.01); sample M =1.86, SD =.87.

Reading Interest

Respondents rated how interested they would be to read news messages under the

displayed headlines on a 6-pt scale (from 1 — “Not interested at all” to 6 — “Very interested”).
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The analysis also controls for participants’ age, gender, and education level.
Manipulation Checks

In the main data collection phase, participants indeed recognized the existing athletes
correctly (71.5 % - Zagitova, 72.8% - Medvedeva), and the majority admitted they have never
heard of the non-existing ones (80.3% - Shishova and 79.3% - Antonova).

Repeated measures ANOVA showed that all value-expressing parts of headlines
differed in their level of interestingness within conditions (Table 3). However, the multi-
dimensional scaling of the headlines’ evaluations did not reveal the grouping of headlines by
the values they were supposed to express (Figure 3). These results indicate that people were
unlikely to rate the interestingness of messages based on the values they express, instead some
other characteristics of the messages influence their interestingness. It also made unclear
whether people recognized in the headlines the values they were supposed to express. Because
of that, H1 was not tested. In the further analysis, the main effect of the headlines” content on

their interestingness was controlled for but not interpreted.

Celebrities only Fictional only
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« 4 OP1 SE - Self-Enhancement
9T CO - Conservation
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8 =001 8T1
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Figure 3. Location of the value-expressing parts of headlines based on MDS analysis of their
interestingness ratings in the three conditions
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Analysis

As the data have a hierarchical structure, where ratings of the headlines are nested in
respondents and the latter in conditions, I first tested the variance of the intercept by running
two intercept-only mixed-effects regression models. The first, two-level, model accounted only
for differences between respondents as a source of intercept variation. The second, three-level,
model added the condition as a higher-level source of variance. The comparison of model fits
of the models, however, indicated no differences in model fit between the two-level and the
three-level models. That finding indicates, that variation in interest in the messages is rather a
matter of individual differences and not of the grouping of messages in the conditions. The
two-level model was chosen for further analysis of the effects of individual and messages’
characteristics as well as their interaction effects on the level of interest in the messages. To

test H2 and H3, I ran six mixed-effects regression models (Table 4).

Results

Model 1 (Table 4) tests how the characteristics of the messages affect the interest of
respondents. First, messages featuring Olympic celebrities were significantly more interesting
than those about non-celebrity athletes (B = .50, p < .01). Model 2 introduces socio-
demographic characteristics of respondents and shows that male respondents were significantly
less interested in the presented headlines than females (B = - .26, p < .01), however, no effect
of age or education on the level of interest was identified (B = .02, n.s., B = -.14, n.s,,
respectively). Model 3 controls for the attitudes towards the Olympic Games and demonstrates
that people with more positive attitudes also tended to show more interest in all messages (B =
A48, p <.01). Model 4 shows that past exposure to Olympic media coverage also stimulates
interest (B = .26, p <.01). Model 5 introduces the values, it shows that people with higher
scores of Tradition and Universalism rated all the headlines as more interesting (B =.13, p <.01,
B =10, p <.05, respectively), values of Hedonism, however, appeared to be unrelated to the
interest (B =-.01, n.s.). Thus, H2 was only partially supported. The final model introduced the
interaction effects between the values and the content of the messages. As predicted, people
with higher importance of Tradition evaluated messages featuring celebrity athletes as
significantly more interesting than those about non-celebrities (B = .11, p <.01). People, with
high importance of Universalism, in turn, did not make such differentiation and were equally

interested in celebrities and non-celebrities (B = -.08, p < .05). The interaction effect of
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Hedonism and interest in athletes of different status did not reveal any statistically significant
relationships (B = -.05, n.s.). Thus, H3a and H3b were confirmed, while H3¢c was rejected.

Figure 4 plots all tested interaction effects.
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Figure 4. The effect of values on the interest in messages featuring celebrity and non-
celebrity athletes



Table 4. Effects of individual values on the interestingness of the Olympic messages about celebrity and non-celebrity athletes.

Model 1 Model 2 Model 3 Model 4 Model 5 Model 6
Fixed effects Est SE Est. SE Est. SE Est. SE Est. SE Est. SE
Intercept 3.02 .06 3.11 25 1.59 34 1.53 33 1.15 52 1.10 44
Messages characteristics: ¢
Celebrity featured S50%*% .05 S0%* .05 S1Ex .05 S0%* .05 A7*% .06 53% 31
Participants’ characteristics:
Age .02 .01 .02 .01 .02 .01 .003 .01 .005 .01
Gender: Male -26%% 10 -29%% .09 -32%% .09 =27% 10 - 28%* .10
Education -.14 .08 -.13 .07 -.13 .07 -.09 .07 -.09 .08
Attitudes Olympics A48%Fx .07 37F% .08 34%% 08 34%* .08
Olympic media use 26%% .06 20%*% .06 20%* .06
Tradition 3% .04 07* .04
Universalism .10%* .04 J14%* .05
Hedonism -.01 .06 .01 .07
Interactions:
Tradition * 1% .04

Celebrity featured
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Universalism * Celebrity -.08* .04
featured

Hedonism * Celebrity featured -.05 .07
Random effects SD SD SD SD SD SD

Intercept: Respondent .96 94 .89 .87 .86 .85

AIC 11818 11472 11376 11362 10464 10458

A-AIC 346** 96** 14** 898** O**

No of observations 3707 3595 3587 3587 3304 3304

No of respondents 467 453 452 452 416 416

Note: * - All models control for the main effects of the content of the messages, however, these effects are not displayed in the table; **- p <01, *-p

<.05
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Discussion and Conclusion

This study aimed to disentangle different motivations for interest in Olympic media
coverage in Russia. The analysis of existing empirical evidence and relevant documentation
yielded three facets of the event that can potentially attract the audience — the opportunity
to experience nationalist pride, the experience of a global event, and entertainment. Each
of those facets was operationalized through individual values of Tradition, Universalism,
and Hedonism. It was hypothesized that people with high importance of those three values
would show high interest in the event. To further nuance the mechanisms linking values to
interest, the status of the Olympic athletes were introduced as a moderator of value-interest
relations. As Olympic celebrities embody their nations on the one hand and can be seen as
a part of entertaining media materials on the other, they could be particularly interesting to
people with high importance of Tradition or Hedonism. At the same time, people with high
importance of Universalism values would be less concerned with the status of the athlete
and will be less likely to differentiate between celebrities and non-celebrities when rating

the interestingness of presented messages.

The results of the study revealed that out of three relevant values only two -
Tradition and Universalism — were motivating the interest in the presented messages. These
findings suggest that people in Russia see the Olympics as a venue to witness the greatness
of their country and at the same time as a global sports festival celebrated in the spirit of
Olympism. These findings show the coexistence of nationalism and Olympism in the minds
of people and enrich the knowledge of the place of the Olympics in Russian society. While,
past studies show strong nationalist sentiment in the modern Olympic discourse in Russia
(e.g. Alekseyeva, 2014), this study demonstrates that people have more diverse
interpretations of the event. Also, the analysis demonstrated that values predict interest
over and above attitudes towards the Olympic Games or past attendance to actual Olympic
media coverage. That demonstrates how values, which can unveil the meaning of events
and objects in the minds of people (Roccas & Sagiv, 2010), serve as predictors of interest

in the media events.

Further analysis revealed that people with different value priorities are not equally
interested in Olympic celebrities. Although messages about celebrity athletes invoked more
interest among all respondents, that effect was especially strong for people with high

importance of Tradition. People prioritizing Universalism, in turn, showed equal interest in
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celebrity and non-celebrity athletes. Such differentiation can point to what different
audiences are looking for when consuming Olympic news. Audience with the higher
priority of Traditions looks for examples of national success, while more Universalistic
people are interested in the event and its participants per se. This study demonstrates how

the same message can have different interpretations depending on who sees it.

Interestingly, values of Hedonism were unrelated either to the overall evaluation of
the presented messages or to the interest in Olympic celebrities. This finding can indicate
that although the Olympic Games are an entertainment show to many people, the Olympic
news has other functions. However, the relations between the value of Hedonism and
interest could be more pronounced, if the content of the messages was more explicitly
entertaining. Information about the Opening ceremony, interesting facts about the event, or
gossips from the Olympic village, perhaps, would attract the attention of those with high
scores on Hedonism. The focus of the presented messages on athletes is the first limitation

of this study.

Interest in the messages was independent of respondents” age and education level.
However, men showed significantly less interest than women. Perhaps, this difference was
observed because all presented athletes were females, and past studies show that people
tend to identify more with media characters of their gender (Hoffher & Buchanan, 2005)
and trust celebrities of their gender more (Edwards & La Ferle, 2009). This is another
limitation of this study which precluded testing whether the audience equally sees different
sport disciplines or athletes of a different gender as a source of national pride. However, as
the aim of the study was to investigate the role of the Olympic celebrities in news
consumption as realistically as possible, the choice of celebrities was made based on the
pretest. At the time of the pretest and main data collection (March-April 2018), two female
figure ice skaters (Evgenia Medvedeva and Alina Zagitova) were the best-known members

of the Olympic Athletes from Russia (FOM, 2018a).

Overall, this study contributes to the knowledge of motivation for Olympic media
consumption in two ways: First, it uses individual values to disentangle the different
motivations for interest in the Olympics. Second, it shows how information about Olympic
celebrities attracts those with high priority of Tradition and does not stand out for those
valuing Universalism. Future research should address the limitations of this study and

investigate how the audience with different value priorities treat media messages about
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different sport disciplines or athletes of different genders, for example, on the materials of

Summer Olympics, where more sport disciplines and athletes are presented.
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Part 2.2. From specific to abstract

This part of the project aims to evaluate the extent to which individual values of
people guide their online media choices in daily life. This section consists of two studies
that investigate how the media reflect values (Paper 4) and tests whether people indeed
prefer content that reflects their important values (Paper 5). In contrast to the previous
section, studies presented here do not make assumptions about how people with different
value priorities interpret texts. Finally, I discuss the limitations and contributions of the
proposed approach to the identification of values in texts and propose directions for future
research.

Paper 4. Identification of the values’ reflections in texts

The idea that the media communicate values is not new. There is, however, little
consensus among scholars on how they are communicated and which parts of the media
(the entire outlet, an individual message, or various keywords) reflect values. Although
values are frequently studied in communication and media studies (e.g., cultural values in
Shahin, Kalliny, & Shahin, 2019; Western values in Han & Shavitt, 2004; Asian values in
Massey & Chang, 2002), only a few studies address how the media communicate Schwartz
values (e.g., Bardi et al., 2008; Waheed et al., 2011, 2013). The existing approaches for
measuring these values in texts can be divided into two streams — context-independent and
context-dependent. Context-independent studies are more focused on semantics and look
for specific words that may communicate values. Context-dependent studies account for
language pragmatics and consider how the context of a text shapes the meaning of
individual words. However, existing instruments have important limitations to their
construct validity. For instance, they do not offer clear procedures that would help
differentiate between values as conceptualized by Schwartz and everything else people may
find important or motivating. This study aims to introduce a new measure of reflected

values and to demonstrate how it identifies values in different texts.

Measurement of Value Reflections in Past Studies
The first approach for identifying values in texts is semantics oriented. Past studies
employing this approach argue that certain words stand for values. The proponents of this
approach assume that some words can function as universal markers of values (Bardi,
Calogero, & Mullen, 2008; Maheshwari et al., 2017; Ponizovsky et al., 2020). Across these
studies, value vocabularies range between 30 (Bardi, Calogero, & Mullen, 2008) and 1,068
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(Ponizovskiy et al., 2020) words. What these studies have in common is the assumption
that the presence of the word markers infuses the entire text with value-relevant meanings,
while the context in which those words appear does not affect their meaning. Ponizovskiy
et al. (2020) argue that their value vocabulary can soundly identify the 10 values in any
kind of text.

The research investigating how words stand for values is divided into two camps
that do not conceptualize values in the same way. The first camp comprises the theory-
driven studies; this camp searches for different ways that the 10 values can be expressed
(Bardi, Calogero, & Mullen, 2008; Ponizovskiy et al., 2020). This camp decides which
words stand for each of the 10 value types and then tests whether the co-occurrences
between selected words in a sample of texts resemble the theoretical circular structure.
They treat the extent to which the motivational continuum is replicated as a measure of the
construct validity of their measure. The second camp comprises data-driven studies and
does not take the existence of the 10 values for granted. Instead, they explore “what people
find important” (de Raad & Van Oudenhoven, 2008), “a positive goal worthy of
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achievement” and “virtues” (Christen et al., 2016), or “‘guiding principles’” (Renner,
2003). In other words, values are treated as a super category. These researchers start from
a dictionary (or any other corpus) of a target language (Dutch in de Raad & van
Oudenhoven, 2008; Spanish in Morales-Vives et al., 2014; Austrian German in Renner,
2003; German and American English in Christen et al., 2016) and select all nouns and
sometimes adjectives that they believe refer to values. These studies tend to arrive at their
own emic classifications of value types. While some of them replicate the circular structure
proposed by Schwartz (Borg et al., 2016), others only weakly resemble the theoretical
model (Renner, 2003, Morales-Vives et al., 2014). De Raad et al. (2016) use the latter

findings to question the ecological validity of the Schwartz model.

The second (pragmatics-oriented) approach includes studies that take a more
context-dependent approach to measuring values in texts. These studies do not rely on
individual words but rather consider the content of an entire passage to conclude which
value it communicates. These studies are more methodologically diverse than the
semantics-oriented studies. Some studies use qualitative content analysis, which aims to
identify references to the 10 values within some thematically narrow samples of texts:
rulers’ speeches (Portman, 2014), testimonies from the U.S. Senate, or Federal

Communications Commission hearings on net neutrality (Cheng et al., 2012). These studies
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have uncovered specific manifestations of values that are informed by the context they
appear in. Other studies do not analyze individual sentences or passages but rather assume
that the general topic of a message refers to a value. For example, Hsieh et al. (2014) treated
all social media posts about the environment as reflecting Universalism, posts about work
and career as reflecting Achievement, and those about leisure as reflecting Hedonism.
Taking an alternative approach, Samaniego and Pascual (2007) studied which values
television communicates to the audience not by coding the content but rather by asking the

viewers to indicate which of the 10 values a TV show they watch endorses.

The third group of studies employs a mixed strategy. These researchers use word
markers to decide which parts of the material contain variables of interest, but they also
account for context when coding. For example, Sun et al. (2014) used a list of value-
expressive word markers to first identify in which contexts these words appear. They then
retrieved additional context-specific words and phrases associated with the original
markers and used that extended list to analyze the data. In a qualitative study, Suedfeld and
Brcic (2011) used a list of “code words” (e.g., “successful” and “capable” are code words
for Achievement). However, a coder was free to decide whether a given passage contained
meanings of the code words. With this instrument, references to values were analyzed in
the memoirs of and interviews with the rescuers of potential victims of Nazi persecution
and members of resistance organizations during World War II (Suedfeld & de Best, 2008),
messages of terrorists (Suedfeld & Brcic, 2011), and speeches of astronauts (Suedfeld,
Legkaia, & Brcic, 2010). Hoffman and Slater (2007) used the same methodology to reveal
how newspaper articles frame health policy issues. A more complex procedure was used in
two other studies (Waheed et al., 2011, 2013). First, a “value dictionary” containing value
words and their synonyms suggested by a thesaurus was designed to guide the coding.
However, the coder had to decide on a sentence-by-sentence basis which value any given
sentence expressed. In addition to the presence of word markers, the coder had to consider
the tone of the message and the motivations of the described people. Some studies in this
group did not seek to identify the 10 values but rather investigated what “values” as an
abstract concept means. Hansson et al. (2010) identified how the use of the concept changed
in the social sciences between 1990 and 2009. The research procedure Hanson et al. (2010)
used first found the word “values” in academic articles and then analyzed the context in
which the word appeared. Finally, it is also worth acknowledging the studies that

investigate value-relevant framing effects in information processing research (von
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Borgstede et al., 2014) and marketing (Torelli et al., 2012). Although these studies do not
measure values’ reflections directly, they do assume that the stimuli material presented to
respondents reflects different value types. Paper 3 of this dissertation belongs to this group

of studies.

In sum, the existing instruments address different aspects of the Schwartz model,
including the definition of values as an abstract super-category, the reflections of the 10
values, the dynamic relations between the values, and the influence of context on the

values’ manifestations.

Limitations of Existing Instruments
The main limitation of all existing approaches is that none of them provides a means
of differentiating between reflections of values and other things people may find important
or motivating. In the pragmatics-oriented studies, researchers were free to code any word
they liked as a value without discussing how they made such decisions. This procedure
could have produced inaccurate estimations of the frequency that the values occurred in the

examined texts and also could have led to overfitting of the coding frames to the data.

The semantics-oriented studies used diverse procedures to identify values in the raw
data. Theory-driven studies used the definitions of 10 value types as the starting point of
their inquiries, while data-driven studies began by considering values as a super-category
(e.g., something “people find important” de Raad & Van Oudenhoven, 2008). The theory-
driven studies do not detail how values and non-values should be differentiated. To mitigate
the threats to the construct validity of their instrument, Bardi et al. (2003) decided to use
only those texts that included all word markers of a value of interest. For example, the co-
occurrence of power, strength, and control within the same document indicates that the text
refers to the value of Power. This conclusion is, however, unlikely to be true if the data is
the transcript of a sports commentator’s report about an athlete’s performance, where the
three indicators will refer to the physical abilities of the person rather than values. This
hypothetical example illustrates how ignoring pragmatics can bias the results of an analysis.
Researchers have used other means to ensure the validity of their instruments: estimation
of the pattern of the interrelationships between the 10 values (Bardi et al., 2008;
Ponizovskiy et al., 2020), evaluation of the convergence between the pattern of
interrelations between values reflected in texts and those obtained from self-reports (Bardi

et al., 2008; Maheshwari et al., 2017), estimation of the relationships between reflected
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values with self-reported values of the texts’ authors (Sun et al., 2014; Ponizovskiy et al.,

2020), and using other reflected variables (Bardi et al., 2008; Ponizovskiy et al., 2020).

The data-driven studies took some steps to differentiate between values and
everything else. Summarizing the three studies that relied on the lexical approach, De Raad
etal. (2016) reported that, in those studies, all words that “were attitudes rather than values”
(p. 1057) and words that “clearly did not express human behavior or thoughts and words
that clearly did not describe values” (p. 1058) were excluded from the analysis. However,
they did not specify how these decisions were made. Finally, the data-driven studies do not
classify the word markers according to the 10 values but rather explore which value types
emerge from the raw data. Only one study evaluated how well the data fit the Schwartz

model (Borg et al., 2016).

It is, however, important to note that these two approaches also address the
measurement of values from different perspectives — the data-driven studies investigate
values as a super-category (e.g., as a “guiding principle” in Renner, 2003), while the theory-
driven studies aim to identify the 10 values. The Schwartz model, however, specifies both.
It first defines what values are and how values differ from other constructs, and then, it
provides a classification of specific value types. Combining the two approaches could thus
provide a more accurate measure of values that addresses both values as the main category

of analysis and the 10 values as subcategories. This is the first objective of this study.

Schwartz’s definition of values emphasizes their function as guiding principles in
people’s lives that motivate actions and serve as standards for evaluating events and
objects. Sagiv and Roccas (2017) even define values as cognitive representations of basic
motivations. That means that values can serve as explanations people give for their actions
and attitudes. Most past studies, however, focused only on their direct definition, which is
that values refer to what people find important or desirable (de Raad & van Odenhouven;
Portman, 2014; Christen et al., 2016). To date, only one study addressed the motivational
aspect of values. Renner (2003) selected all words from a dictionary that refer to something
people may consider to be a “guiding principle.” However, since this study did not
investigate the context in which these words appeared, it is unclear whether people indeed
use them to explain their behaviors or decisions. Written language and spoken language
communicate importance and motivation in different ways. Expanding the scope of the
research and including expressions of motivations will not only increase the amount of

material potentially suitable for analysis but will also help to further differentiate values
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and non-values. The inclusion of the motivational aspect of values is the second objective

of this study.

The Schwartz model conceptualizes values as desirable end-states. However,
individuals rank values according to their level of importance, which means that a person
may believe that some values are indeed important and desirable while others are not. A
recent study of the construction of the 10 values showed that nine contain elements that
have a clear negative connotation (Belic et al., unpublished manuscript). There is no
consistency across studies regarding whether the valence of the relationship of the word
markers to the content of the value matters in text analysis. While some studies treat both
positively and negatively connotated words and phrases equally (Portman, 2014;
Ponizovskiy et al., 2020), others include only those with positive connotations (Morales-
Vives et al., 2014; Christen et al., 2016). No quantitative study has reported whether the
research procedure specified how the presence of negations along with word markers (e.g.,
not benevolent, not safe instead of malevolent, dangerous) in the analyzed text should be
interpreted. The qualitative and mixed-methods research has included various ways for
estimating whether passage describes value as desirable. Hoffman and Slater (2011)
analyzed whether values were endorsed in newspaper articles. Waheed et al. (2011, 2013)
included the “tone of the value” in their analysis. However, they used that tone as a
characteristic of the context in which the value appears and not of the value per se. Some
studies (e.g., Cheng et al., 2012; Maheshwari et al., 2017) do not report how they addressed
the issue of valence. The third objective of this study is to address the issue of the values’

valence.

The pattern of the interrelationships between the 10 values is an important
characteristic of the Schwartz model. The investigation of these interrelationships in the
textual data has been done in different ways across past studies. The theory-driven
semantics-oriented studies (Bardi et al., 2008; Ponizovskiy et al., 2020) designed their
instruments with the intention to replicate the circle (as they treated convergence between
the theoretical and empirical models as an indicator of their instruments’ validity). That,
however, also means that any markers that did not contribute to the replication of the circle
were excluded from the poll of items even if they were conceptually relevant.
Consequently, all instances of value markers that did not comply with the theory or load
on multiple values were unaccounted for. From the data-driven studies, only one

successfully replicated the circle (Borg et al., 2016); others tended to use exploratory
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analytic procedures (e.g., de Raad & van Oudenhoven, 2008; Morales et al., 2014). Neither
Hofman and Slater (2011) nor Portman (2014), of whom, both took a more context-
dependent approach to value measurement, replicated the theoretical model. However,
these researchers worked with very specific samples of texts. Constructing an instrument
that would identify the relationships between the 10 values is the fourth objective of this
study.

Another characteristic of the Schwartz model is the organization of the values along
two motivational continua — Personal versus Social focus and Anxiety avoidance versus
Growth. In past research on value reflections, those continua have not been addressed. In
the Schwartz model, the two continua help display the position of each value in relation to
other values (Figure 1). The two continua also uncover the similarities and differences
between the 10 values. The Personal versus Social focus of values refers to whether the
achievement of goals typical to a value are beneficial for the person themselves (Self-
direction, Stimulation, Hedonism, Achievement, Power) or for other people or a larger
community (Security, Tradition, Conformity, Benevolence, Universalism). The Anxiety
avoidance versus Growth continuum refers to whether the achievement of a goal typical to
a value helps achieve or acquire something new (Benevolence, Universalism, Self-
Direction, Stimulation, Hedonism, Achievement) or preserve the status quo (Power,
Security, Tradition, Conformity). This additional information is potentially useful for
differentiating between the value types in a pragmatics-oriented analysis of textual data.
For example, if an analyzed segment contains some information that indicates the focus of
the value (e.g., Personal versus Social), it can facilitate the interpretation of the segment
and more accurately identify the specific value type. The fifth objective of this study is to

integrate the information of motivational continua in the analytic procedure.

A final limitation of past studies concerns the semantics-oriented studies. Such an
approach ties the analysis to a given language and therefore makes cross-country
comparisons problematic. First, different languages have neither general nor value-related
vocabularies of equal sizes. A study comparing the value-related vocabularies of Dutch,
Austrian German, and Spanish reported that these vocabularies varied in size (de Raad et
al., 2016). This may potentially entail that a value marker taken from one language may
not exist in another. Second, the semantic differences between languages represent further
limitations to word-based measures. Christen et al. (2016) provide examples of how the

same word markers appear in very different semantic fields in German and American
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English. Another study investigated how Russian-speaking respondents understand the
items of SVS (Efremova et al., 2017). The cognitive probes session revealed that, for
example, “ambitious” (one key concept of Achievement) stood for vanity more than it did
for skills and performance,® as its definition would entail. The context in which a word
appears may also affect its meaning. Schwartz and Ros (1995) discuss how the meaning of
liberty in the Declaration of Independence differs from /iberté used in the motto of the
French Revolution — liberte, égalité et fraternité. Finally, some words have multiple
meanings (e.g., “power” in politics and physics). This issue was not discussed in past
research. The final objective of this research is to design an instrument that will be as
language independent as possible while simultaneously accounting for language
pragmatics. The guiding research question of this study is as follows: How do online media

reflect the 10 values?

Method

Sample and Procedure

The sample of analyzed texts consists of webpage content retrieved from the
browsing histories of nine volunteers. These browsing histories were collected through the
WebHistorian browser extension (Menchen-Trevino, 2016). Respondents were instructed
to delete all pages that could contain their personal data, pages concerning their
professional activities or studies, and pages they did not wish researchers to access. The
data were cleaned before the analysis. The sample excluded pages that contained private
information of the respondents (personal correspondence and social media, online
shopping, banking, etc.), pages that contained less than one complete sentence, pages that
were updated after they were visited by the respondent, and pages whose links referred to
the home pages of the websites (e.g., news portals, search engines). The number of suitable
web pages from each respondent ranged from 27 to 376. Two respondents provided
significantly more suitable material than the others; one provided 172 pages, and the other
provided 376 (M =39, SD = 14.2 in the rest of the sample). From the browsing histories of
these two respondents, 39 pages were randomly selected for further analysis. The total
number of analyzed pages was 390. The sample consisted of blogs, news articles,

interviews, thematic websites (e.g., gardening, child development, sports), Wikipedia and

¢ Efremova et al. (2017), however, do not discuss the differences between two synonyms, aMGUIMO3HBIH
and neneycrpemieHHsid, which both mean ambitious.
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similar resources, online forums and portals with user-generated reviews, marketing texts,
and advertisements. The main content of each page and associated user-generated

comments were used in the analysis.

Instruments and Analysis

To identify value reflections in the sampled texts, [ used qualitative content analysis.
I relied on the guidelines for the development of the coding frame and analytic procedures
outlined by Schreier (2012). This section presents the decision rules for each of the three

stages of the analysis:

1) Segmentation. In this stage, researchers identify passages in the raw data that
refer to the studied phenomenon, which, in this study, is values.

2) The main category of the analysis. This stage aims to register the presence
of a variable of interest in a selected segment. This stage helps one recognize descriptions
of values in texts and helps one distinguish these from all other types of psychological
constructs (e.g., personality traits, habits, etc.) a text can describe.

3) Subcategories — the 10 value types. In this stage, researchers assign one of
the value types to a selected segment based on a) correspondence between the content of a
segment and either the social or personal focus of the identified values (see p. 29 for
definition and p. 89 for procedure); and b) the correspondence between the conceptual

definition of the values (see Appendix 4) and the content of a segment.

The unit of analysis was the thematic segment, which referred to either a
manifestation of importance or motivation (see definitions of Value Reflection Types 1 and
2 on p. 83). Overall, the coding frame underwent six rounds of revisions. The final version

of the instrument is presented here.

Segmentation
As a starting point, I used the following definition of values from Schwartz

(Schwartz et al., 2012):

“Values are trans-situational goals, varying in importance, that serve as guiding
principles in the life of a person or group. Values serve as standards or criteria. The relative

importance of multiple values motivates action” (italics added).
The definition above has three key concepts:

1) Goals are something people want to achieve. A goal, unless it has already

been achieved, lies in the future. Action precedes the attainment of a goal. This observation
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was made by Peng, Nisbet, and Wong (1997, p. 330): “It is our opinion that if a value is
something that one desires or prefers, then it could be something that one does not have
yet; by the same token, if a value is only a standard or criterion, then it could mean that one
has not successfully accomplished it.”

2) Motivation is a reason to do something. To claim that an action was
motivated by something, the motivating element must exist before the action occurs. That
means values can be described as causes of actions. This characteristic of values is used in
the PVQ questionnaires. Items of the PVQ describe people who see different things as
important because of their value priorities. For example, “It's important to her/him to show
her/his abilities” (Achievement). It is assumed that it is the high importance of the value of
Achievement that causes the desire to demonstrate abilities.

3) Importance is an essential quality of values; the hierarchical structure of
values makes them distinct from other beliefs (Schwartz, 2006). Although people may
disagree about the importance of different values, it seems that each value can occupy the

position of the most important one in someone’s personal hierarchy.

From the above definition, it follows that values are likely to be expressed in
passages that refer to goals, causes, and manifestations of the importance of something.
Conventional value research does not separate the three elements, as they are integral
characteristics of values and are always present whenever human values are concerned. If
a value motivates action or judgment, it is because the value is sufficiently important. The
analysis of textual data, however, requires such separation. First, when writing or speaking,
people may refer to one characteristic of values and only imply the others. The implied part
will then be missing from the data. Second, language does not use the same means to
communicate importance and motivations. The differences lie not only in relevant
vocabulary but also in the way statements are structured. Based on these considerations, I
will present two distinct types of value reflections — values as manifestations of importance
(Value Reflection Type 1) and values as references to motivations (Value Reflection Type

2).

Value Reflection Type 1. The first way to talk about values regards how they
directly manifest themselves. Since values are guiding principles one finds important, they

can be reflected in passages that emphasize the importance of something: “it is important,”

29 <6 99 Ce

“my life motto,” “her life principles,” “the top priority,” “it is a must,” and so on.
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Value Reflection Type 2. The second way to communicate values is to refer to
their motivational function, that is, to name them as a goal or cause of some action. The
differentiation between goals and causes is rather obscure in the social sciences and
philosophy. Language, however, uses different means to communicate them (Pekelis,

2015).
Consider three examples:

- The goal of recycling is to protect nature.
- The reason for recycling is the protection of nature.

- The protection of nature is the cause of recycling [practices].

The three sentences communicate the same idea that recycling and the protection of
nature are not independent of each other. However, the expression of this idea takes

different forms.

Direct manifestations of goals and causes, such as in the examples above, are not
the only ways to communicate the relationships between objects in a sentence. The use of
subordinate clauses is an alternative. Since we are interested in goals and causes, the

corresponding types of subordination should be considered:

- Clause of purpose. 1 recycle in order to protect nature.

- Clause of cause. 1 recycle because recycling protects nature.

Although these examples do not directly state that the protection of nature is an end

or a reason for actions, this is implied in these sentences.

Finally, it is important to pay attention to the deep structure of the text — a series of
sentences can be connected by their meaning. For example, in spoken language,
conjunctions are often implied. For example, the statement “I left the beach because I was
bored” can also be expressed with “I was bored. I left the beach,” or “I was bored and left
the beach.” Participials and adverbs can express goals and causes too (Bikkulova, 2011).
“Anticipating the day full of adventures, I could not wait to wake up next morning” can be
expressed as “I could not wait to wake up the next morning because I was anticipating the
adventures of the coming day.” Regardless of the exact way, these types of passages
communicate causes and contain potentially relevant data for this study and therefore need

to be included in the analysis.
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Finally, when explaining how different events and objects are interconnected,
people can use causal constructions, such as “A results in B,” “A affects B,” or “A leads to

B.7’

- Widespread recycling practices affect the state of the environment.

- Ocean pollution is the result of insufficient recycling.

Overall, there are two groups of indicators that potentially reflect values in a

passage:

1. Direct manifestations of the importance of something; and
2. Expressions of goals and causes.
2.1. Statements indicating that something is a goal or a cause of something else. The

99 ¢¢

indicators would be the words “goals,” “cause,” and their synonyms.

2.2. Conjunctions of goal and cause — subordinate clauses of goals and causes can
indicate how certain actions are caused by something or lead to some goal. Conjunctions
of goal and cause, e.g. “in order to,” “because,” and all their synonyms (see Apresyan &
Pekelis, 2012) would be indicators of such relationships. To identify implied conjunctions,
a coder tries to fit “in order to” or “because” into a given passage. If the meaning of the
passage remains the same, it should be marked as a relevant segment and used in further
analysis.

2.3. Construction of cause and effect — the use of causal language is an indicator of

potentially relevant data.

Main Category: Differentiation Between Values and Other Constructs

Although values have a clear motivational function, they are not the only force in
the world that can affect people and change the status quo. This point is particularly relevant
for causes — events external to humans, like weather conditions, can cause actions and
feelings too. However, these events must be excluded from the analysis. Based on the
analysis of past literature on values and their relationships with other psychological
constructs, I propose further indicators that help with deciding whether a described goal or
cause refers to values.

Who: Values are Attributes of Agents (relevant for Value Reflection Type 1 and
Type 2). To be directed by values, one has to be agentic. Although the Schwartz model of
values describes values as characteristics of humans and reserves them to humans

exclusively, agency is not unique to humans. Outside scientific discourse, the distinction
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between humans and non-humans can be rather obscure. People’s imagination can
humanize everything just as much as it can dehumanize anyone. Art grants human qualities
to animals (e.g., The Lion King from Disney), plants (e.g., flowers from Alice in
Wonderland from Disney), and objects (e.g., Toy Story from Pixar), not to mention all sorts
of fantastic creatures (e.g., Teenage Mutant Ninja Turtles by Eastman and Laird). In real
life, humanizations happen too: people can refer to their pets, house plants, and possessions
— such as cars — as thinking, feeling, planning, and so on. Despite the diversity of people
and things that can possess human characteristics, all of them are agentic. That means they

can potentially have values, manifest these as their guiding principles, and act upon them.
Different types of agents can be described in texts:

1) First person. In personal blogs, opinion columns, etc., the author of the text
is the one whose actions or feelings are explained. Some texts include direct speech, when
the third person makes a statement about themselves. Example: “I pet the dog.”

2) Second person (+ imperative mood). Marketing texts often address readers
and try to motivate them for some actions: “Pet dogs whenever you meet them!”

3) Third person. 1t is a description of the actions and motivations of someone
mentioned in the text. Example: “The girl pets the dog.”

4) Impersonal sentences and passive voice. Many texts use this strategy and
refer to an abstract “them” or “one.” In the Russian language, such sentences use no
pronoun, but a) a declination of a verb that corresponds to the third person in plural (“[they]
bake a cake”) or b) a reflexive verb in the form corresponding to number and gender of the
grammatical patient (“Cake bakes [itself]”). It is, however, obvious that someone is in
charge of baking. Some texts also use the passive voice and only imply that an action was

performed by an agent: “The dog was pet (by someone).”

There is also another, more practical reason for identifying who the text is about,
whose worldviews a text describes, and whose actions it explains. Most texts do not
describe the worldviews of their authors but rather refer to various situations where multiple
characters interact with each other. To decrease the ambiguity in the interpretation of the
texts, it is important to identify whose perspective is presented and whose actions are
explained. The identification of grammatical agent(s) and recipients(s) is therefore

necessary.
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Finally, the identification of an agent in a segment helps exclude all irrelevant
materials that do not reflect values from the analysis. The following are examples of data

excluded during this step:

1) It is colder in the mountains than on the plain because of the altitude.

2) It rains less because of climate change.

What: Values Motivate Behavior, Affect, Cognition (Relevant for Value
Reflection Type 2). The next indicator refers not to values per se but rather to their
outcomes, to the realm of what can happen because of values. Differentiating plausible and
implausible value outcomes helps make the selection of relevant material even more precise
and decreases the chances of erroneously treating irrelevant material as relevant. The
definition of values points to the three types of psychological constructs that can be

motivated by values — beliefs, emotions, and behaviors.

1) Beliefs (and attitudes). In the previous chapter, I described the mechanisms
of the relationships between values and beliefs and attitudes. Here, I only emphasize that,
although a wealth of empirical evidence has demonstrated that values can relate to a wide
range of beliefs, the particular value-belief pairs depend on people’s personal experiences
and their social environments. This information should remind coders to avoid using the
results of past studies as heuristics in coding different value types. For example, one can
assume that the maintenance of positive interpersonal relations is always an expression of
the value of Benevolence. However, as Belic et al. (unpublished manuscript) demonstrated,
people can evaluate relationships with others from the perspective of different values.
Consequently, different value types can potentially motivate any beliefs and attitudes as
long as an individual sees the connection. In accounting for these theoretical considerations,
I argue that text segments that describe beliefs, convictions, preferences, or attitudes of
agents can also describe their values.

2) Affect. People experience positive emotions when they have an opportunity
to pursue their important values and negative emotions when their attainment is threatened.
This line of argumentation has been reflected in studies addressing relationships between
values, affect, and subjective wellbeing. Several theoretical approaches explain the link
between values and people’s wellbeing. Some studies show that the importance of some
values is associated with the frequency of experiencing positive emotions (Sagiv &
Schwartz, 2000). Moreover, the congruence between one’s own value priorities and those

of people one interacts with contributes to positive evaluations of one’s own life (e.g., Sagiv
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& Schwartz, 2000; Soerthix & Loennqvist, 2015). Finally, Oppenheim-Weller, Roccas, and
Kumar (2018) argue that the sense of value fulfillment is what contributes to subjective
wellbeing. Regardless of the exact mechanism, these studies show that values associate
with affect and evaluations of one’s life. On this basis, I argue that text segments that
describe emotional states and reactions of agents or their evaluations of their lives can also
describe values.

3) Behaviors and intentions. Past studies tested the relationships between
values and a wide range of behaviors and actions — from choosing TV shows (Besley,
2008), to political participation (Vecchione et al., 2014), to helping researchers (Daniel et
al., 2015). Although the definition of values states that values motivate behaviors, the
empirical literature on this matter remains inconclusive (for review, see Fischer, 2017). In
the search for moderators that would clarify the mechanism of value-behavior relations,
Verplaken and Holland (2002) discovered that values have stronger ties to behaviors if
those behaviors require planning. Indeed, an overview of past research reveals that past
studies were mainly preoccupied with behaviors that require at least some volition and
intention, for instance, wearing a campaign badge (Hafner-Fink, 2012) or composting food
scraps (Schultz et al., 2005). There are no studies that argue that people can unintentionally
fall on the ground, overhear something, or die’ because of their values. Moreover, when
people are asked to directly list behaviors motivated by different values, those behaviors
also require volition. For example, Bardi and Schwartz (2003) found that “lending things
to neighbors” is something a person motivated by Benevolence would do, whereas
“studying in the night” indicates the high importance of Achievement. These findings
suggest that expressions of volition represent an additional indicator of value-motivated

actions.

Interestingly, although the three constructs — beliefs, behavior, affect — are very
distinct from a psychological point of view, differentiating them in texts can be
complicated. All of them can be expressed with verbs: “she goes for a walk™ is a description
of her behavior; “she likes documentaries™ is a description of her attitudes; “she smiles”

refers to her emotional state. There is, however, a group of verbs that describes none of

% <6 99 <6

these — for example, “to see,” “to hear,” “to notice,” “to die,” and “to fall.” This category

of verbs describes what happens to a person regardless of their will and worldview. The

7 Of course, it is possible to say “He died for his values,” but that does not mean that he lied on the ground
and died intentionally.
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latter category must be excluded to avoid overfitting the coding frame and seeing values
where they do not exist. Of course, different languages have different ways to express
actions, thoughts, and feelings. For example, English frequently combines verbs with
adjectives, for example, “she is sorry,” or “he was absent [from the class].” In Russian,
both examples would be expressed with verbs only. The language-specific means of

expression should be considered in the design of the coding manual.

Sometimes, it can be difficult to decide whether described actions and processes are
(in)voluntary. In such situations, indicators of volition can be helpful. Whether a described
action was planned by an agent may be indicated with words such as, for example,

29 ¢¢ 29 ¢¢

“intentionally,” “on purpose,” “as she planned,” or “as she wanted.” A lack of volition is

29 ¢

expressed by words such as, for example, “accidentally,” “unintentionally,” or “against her
will.” Sometimes, volition is only implied (compare “seeing” versus “looking” or
“overhearing” versus “eavesdropping’). Paying attention to these details can further help

in the analysis of value reflections.

Finally, it is important to note that agents act, feel, and think not only because of

their values.

Why: Values are Goals and Causes Intrinsic to Agents. After discussing who
and what can be guided by values, the next step is to discuss what makes values different
from the rest of the possible goals and causes. Values are intrinsic to agents. The analysis
of the sources of goals and causes reveals another distinction between goals and causes. All

goals are intrinsic, whereas causes can be extrinsic or intrinsic.

Goals are intrinsic to agents. Particular objectives formulated into standards or
milestones does not have to be generated by a person, but rather given externally. However,
one must still internalize a goal and accept it as something important enough to motivate
actions. Take, for example, the following sentence: “He studies hard to meet the
requirements of his school”. The requirements are set externally, but the implied desire to
meet those requirements is intrinsic. This example expresses a very different motivation
from “He studies hard to outclass his sister” or “He studies hard to decode Egyptian
hieroglyphs by himself.” It is important to keep in mind, however, that not all goals in the
world are values. Some of them can be situational. For comparison, consider the following
sentences: “He opened the window to let some fresh air in;” and “he opened the window to

enjoy the fresh air.” In both sentences, an agent acts to achieve some goal. The difference
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between the sentences is that the second one emphasizes that the anticipated experience of
pleasure motivated the agent, and this emphasis matches the conceptual definition of
Hedonism. The match between the content of a described goal and that of one of the 10

values is what differentiates values and other types of goals.

Unlike goals, causes can be extrinsic or intrinsic. Many things happen
independently of an agent’s will or convictions. One can act, think, and feel in response to
the social or physical environment. The category of extrinsic causes includes everything
that is out of an agent’s control — weather conditions, laws and rules, actions of others, and

SO on:

- She screamed because of the sudden thunder and lightning.
- He applied for that college because his GPA was too low for him to apply
to any other.

- She dislikes ice cream because she is lactose intolerant.

In these examples, all causes refer to circumstances that are out of the agent’s
control and are not a part of their psychological functioning. Consequently, these causes

cannot be values and have to be excluded from the analysis.

The category of intrinsic causes includes everything that refers to the psychological
phenomena of agents. People’s actions, feelings, and thoughts can be caused by their

convictions, values, personality traits, habits, and so on:

“She likes ice cream because she has a sweet tooth” (a reference to her
personality).

- “She dislikes ice cream because she believes ice cream is for children” (a
reference to her non-value beliefs).

- She dislikes ice cream because last year she stained her new dress with ice
cream right before she was called on the stage” (a reference to past

experience).
These sentences do not refer to values.

Subcategories: Differentiation Between Value Types (Relevant to Value Types 1
and 2)

This step applies only to the segments that have not been filtered out in the previous

steps. Once a value reflection is identified and the who, what, and why questions are
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answered, one can move to the coding of particular value types communicated in a given
segment. To identify which value (if any) is present in the data, a coder needs to compare
the content of the “why” part with conceptual definitions of the 10 values and apply
decision rules (Appendix 3). The most suitable value label should then be assigned to the
segment. Some text segments refer to several goals or name several reasons simultaneously.
Each of these should be considered as an independent unit of information and coded

separately.
To facilitate the identification of the reflected value type, there are two rules.

The identification of who performs an action (semantic role agent) and who that
action is directed to (recipient) facilitates the identification of value types. Schwartz
differentiates between values with Personal and Social focuses. Personal focus values (Self-
direction, Stimulation, Hedonism, Achievement, Power, Security) all emphasize outcomes
for oneself. Social focus values (Conformity, Tradition, Benevolence, and Universalism)

emphasize outcomes for others. The following two examples demonstrate this idea:

“I bake often because I enjoy a fresh pastry” (Hedonism: Own pleasure
motivates actions).
“I bake often because my children enjoy a fresh pastry” (Benevolence: Care

for others’ wellbeing motivates actions).

In other words, actions motivated by values with different focuses differ according
to their recipients. For values of a Personal focus, the agent and recipient are the same (I
bake ... because I enjoy ...), whereas, for values of a Social focus, the agent and recipient
are not the same (I bake ... because of my children ... ). These examples demonstrate that
it is the context (here, the focus on oneself or others) and not the expected result (“joy,”

which is a part of the definition of Hedonism) that helps to identify a value type.

Values are trans-situational goals that can be relevant in any context and any
situation. Considering how diverse the world is, it is helpful to use the context of a passage
to better understand how world described in that passage functions and which parts of it
manifest values. For example, the value of Achievement may have different manifestations
in different contexts. In business, revenues are indicators of success; an animal shelter
might measure its success by how quickly they find new homes for their animals; a blogger

may measure their influence by their number of followers.

The Importance of a Value: Promotion/Demotion
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The importance of values is their essential quality — some values are important and
desirable, and others are not. The straightforward way of talking about values is to promote
them or, in other words, to present them as something important or to refer to them as valid
sources of motivation. Sometimes values are demoted, that is, they are presented as
unimportant or as an invalid source of motivation. Demotions of values happen when a
value reflection comes with a negation (not success, not self-expression) or a negative
evaluation (Christmas is an atrocity) or appears in the form of a synonym that has a negative
connotation (annoying overachiever, control freak). Another way to express the importance
of a value is to compare it with alternatives (e.g., “It is more important to be independent

than popular among peers”).

Figures 5 and 7 depict the steps of the data analysis from text segmentation to the

assignment of a subcategory label. Figures 6 and 8 provide examples of analyzed segments.

Reliability Test

The coding manual presented here is the result of six rounds of revisions. Each
round introduced or revised the coding rules. In rounds 14, 30% of the data were randomly
selected for reliability analysis, and in rounds 5—6, 10% of the data were randomly selected
for reliability analysis. Rounds 2—4 were performed with the assistance of one of two
second coders involved in this project. Both coders were bilingual (Russian and Kyrgyz)
undergraduate students who received around 15 hours of training before the coding. The
training covered the theoretical aspects of Schwartz value theory and practice in using the
coding manual and the software. The training was performed using a training dataset — a
collection of randomly selected webpages from popular blogs on different topics. After the
training was completed, the second coder and I independently coded up to 30% of the data
and compared our results. I used Krippendorf’s alpha (K) coefficient to make conclusions
regarding intercoder reliability. Each coding round ended with a discussion of the sources
of disagreement in coding. Although revision rounds 1-5 did not demonstrate a satisfactory
level of intercoder agreement (i.e., K < .80), they did provide useful insights into how the
segmentation and coding rules should be changed. Most of the changes in the coding
manual concerned the segmentation and identification of the values as the main category
of analysis. In other words, the main difficulty was identifying the relevant materials and
differentiating between values and non-values. Rounds 5 and 6 were performed without the
involvement of the second coder. The coding procedure in these rounds was very complex

and cognitively demanding, requiring high proficiency in the Russian language and a
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profound knowledge of the Schwartz model, content analysis procedures, and software
skills. However, the intra-coder reliability was tested with a single coder who analyzed
10% of the data twice, with an interval of two weeks between each time. In the sixth round
of revision, a satisfactory level of intra-coder reliability was achieved, with mean K =
.88.15 (8D = 8.62) across the analyzed documents. The main threat to the reliability was
overlooking relevant segments, especially passages with omitted conjunctions, imperative

moods directed at the reader, and impersonal sentences.

Results

Overview

The overall number of coded segments that contained either various manifestations
of importance or motivations was 1,956. From these, 756 (38.6%) were coded as reflecting
values. From these, 98 (12%) communicated values as something important (Value
Reflection Type 1), and the rest referred to values as motivations (Value Reflection Type
2). In most of the analyzed segments, values were promoted, meaning that values were
presented as desirable ends or valid motivations. However, demotions of values were also
present in the data. These included when a value was presented as undesirable or when it
was described a less desirable that other values in the same segment. The frequency of
demotions varied greatly across different value types. The values of Achievement and
Power had the largest shares of demotions — 16.4% and 12.7%, respectively. No demotions

were mentioned for the values of Face and Humility.

The main results present the reflections of the 10 value types. To structure the
interpretation of the results and to demonstrate the different ways that values can be used
in texts, I inductively developed themes that highlight different aspects of the values. Not
all analyzed segments belong to one of the themes nor are themes mutually exclusive. Their
use, however, helps demonstrate the breadth of the values as theoretical construct and
grasps some aspects of the values that are not explicitly discussed in the theory. During the
analysis, I came across segments that referred to two newly introduced values — Face and
Humility (Schwartz et al., 2012). These were coded accordingly and presented in the main
results. I then presented examples of how the references to the multiple values within a
segment illustrate the relationships between different values. Finally, I identified some
segments that potentially refer to values that are not present in the theoretical model. I
present these at the end of the Results section. Table 5 provides the overview of the main

results.
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Identify a thematic segment which describes..
Manifestation of the importance of something (Example: ,The most important thing is...“. ,,My life motto is..”; ,The top priority is..”)

In the selected segment, identify who the passage is about (Who is the main character, the agent?)

a) First person: |/we (the author writes about herself)

b) Second person: you + imperative (author addresses the reader)

c) Third person: he, she, they, etc. (some character)

d) Impersonal statements/ passive voice (e.g. a statement is made as if it was universal truth and common knowledge)

Identify the content of the manifestation

a) Circumstances external to the agent (affordances of social or physical environement, situational factors)
b) End-states internal to agent:

- Personality traits, some (non-value) convictions

- Values (check if the content fits any of the value definitions)

Figure 5. Example of the coding algorithm for Value reflection Type I (manifestation)

»A comment under her new photo on Instagram reflects . .
Who? — Manifestation

(Agent) . ———  ofimportance

one of life principles:

I am not ashamed of cellulite and a couple of pimples
on my skin...So should not you* “*

The content of the
manifestation

(Self-direction) *“Modnuce nod o4epedrsim pomo 6 Instagram ompaxaem 0duH u3
HU3HEHHbIX MPUHYUNOS SWiAu: «...fl He CMeCHAIOCH Uenmonuma u

napel ,,6y20pKo8” Ha KOXe... Y 8bl HE OOMXCHbI».

Figure 6. Example of the analysis of the segment with Value reflection Type 1.
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Identify a thematic segment which describes..

a) Goals (Nouns ,Goal”, ,Aim“... (Implied) Conjunctions ,in order to”, ,for”, etc.)

b) Causes (Nouns ,Cause”, ,Reason”... (Implied) Conjunctions ,because”, ,as" etc.)
c) Cause & effect constructions ( Example ,A influences B“, , A leads to B“)

In the selected segment, identify who the passage is about (Who is the main character, the agent?)
a) First person: |/we (the author writes about herself)
b) Second person: you + imperative (author addresses the reader)

c) Third person: he, she, they, etc. (some character)
d) Impersonal statements/ passive voice (e.g. an action is performed by someone not mentioned in the passage)

Identify what happens to the agent...

a) Agent is thinking, planning, (dis)liking, dreaming, specualting about smth
b) ..Is acting, attempting an action, making decisions,

c) ..Experiencing emotions, feelings, desires,

d) Something out of agent’s control is happenning (e.g. slipped on wet floor)
e) Agentisin some non-emotional state (sick, hungry, dead, etc.)

Identify why that is happening (what motivates the what)...
a) Circumstances external to the agent (affordances of social or physical environement, situational factors)

b) Motivations internal to agent:
-personality traits (..because he is smart), past experiences (..because | have done that last year) , some (non-value) convictions

(...because | thought the door was locked)
- Values

Figure 7. Example of the coding algorithm for value reflection Type 2

What?
Who? e (Behavior)
(Agent)\‘ ]
Marc Webb

ilmed what he wanted and the way he wanted,

with no ambition to get numerous awards,
but exclusively out of desire to create a good movie“*

o

e
Why? (Values:
Achievement, Self-
direction)

* ,MapK Y566 cHAM Mo, YUMo emy HpasumceA U mak, Kaxk Hpasumcs, 6e3
npemersuti Ha 80POX HA2PAOS, UCKNIOUUMENLHO U3 MeNaHus co3dams

xopowuli punem”

Figure 8. Example of the analysis of the segment with value reflection Type 2.
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Value Types
Self-direction

There were 51 segments coded as expressing Self-direction, with only one of these
expressions demoting the importance of the value. Overall, Self-direction was present in
the browsing histories of all respondents and accounted for 6.8% of all value-coded
segments. The analysis revealed six themes reflecting Self-direction: self-expression,
assertiveness in the pursuit of self-chosen goals, independence of thought and action,
challenging existing standards, disregard of others’ expectations, and control over one’s
own life. From these, only independence of thought and action directly reflects the value’s

conceptual definition, while the other five themes highlight additional aspects of the value.

The first facet of Self-direction is the need for self-expression and for finding one’s true
self. This facet is exactly what a certain popular psychology book helps its readers achieve.
An advertisement about the book was one of the analyzed segments, and according to it the
book (1)® “will reveal how to know what you really want and how to achieve it. A great
audiobook for those who do not know yet what they want in life. You will realize how to
believe again in ‘long-forgotten’ goals, overcome barriers on your way to success, and
finally decide who you really want to be.” The idea that self-expression is important and
requires special attention when underdeveloped appears in the context of child development
and education. In an online discussion about non-conventional schools, a psychologist
stated that such schools do not satisfy the needs of all children in the same way. She’ then
wrote that parents whose children have well-developed intelligence but are less developed
emotionally or physically need (2) “to remember that, for smart kids, not studies but self-
expression is in first place. The intelligence won’t go anywhere.” The next example is rather
unusual as it demonstrates how the need for self-expression can be extended from an
individual to an entire community. In this case, a person sees herself as an inseparable part
of her ingroup, while the group becomes homogenous and possesses the desires and
qualities of an individual. For example, a pro-Soviet blogger wrote, (3) “We are a great

country, and we must have our path [Sonderweg], our idea, and our word in this world.”

8 The quotes provided here are rough translations from Russian and do not reflect the precise content of
each quote. Because of the linguistic differences between Russian and English, some quotes in English lack
the elements present in Russian, and sometimes the quotes lack elements crucial for the identification of a
segment or a value as a main category of analysis. The original quotes and their sources and access dates
are in Appendix 4.

® When referring to a statement’s author, I use the pronoun “she” whenever the gender of the author is
unknown. In all other instances, the pronoun corresponds to the gender the author uses to refer to
her/himself.
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Table 5. Overview of the main results of content and thematic analyses

Value Share of all value- No of segments Share of value Themes
coded segments (%) promoting/demoting value reflections Type 1 (%)

Self-direction 6.8 50/1 23.5 Independence of thought and action; self-expression; assertiveness
in pursuit of self-chosen goals; challenge existing standards;
disregard others’ expectations; control over own life

Stimulation 7.6 53/5 8.6 Diversity of experiences; challenge in life; anticipation of unique
experiences
Hedonism 7.2 54/1 9.1 Trait-like hedonism; situational hedonism; reduction of efforts;

avoidance of unpleasant experiences

Achievement 12 76/15 15.4 Demonstration of competence; success as a lifestyle; aspiration
towards best possible performance; orientation on social standards

Power 13.5 89/13 11.6 Dominance & status; control, attempts to diminish the power of
others

Face 1.7 13/0 23.1 Protection from threats; tool of power management

Security 15.2 114/1 6.1 Personal security: concern for one’s physical safety; health;

financial well-being. Societal security: the need for protection
from external threats; fear of treason; fear of dysfunctional
institutions; threatening social norms

Tradition 3 22/1 43 Practices and rituals specific to some community; habitual
lifestyle; submission to idealized authorities; abstract “order of
things”

Conformity 32 20/4 25.0 Interpersonal conformity; compliance with the rules; submission
to authorities; self-censorship

Humility 0.3 2/0 0 Accepting one’s portion in life

Benevolence 18.5 139/1 8.6 Care; dependability; desire to understand others

Universalism 4.9 36/1 18.9 Appreciation of nature; equality of all; tolerance in intergroup

relations; protection of the vulnerable; common good
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The emphasis the nationalist rhetoric puts on the need for “uniqueness” makes it fit

with the self-expression facet of Self-direction.

The next reflection of Self-direction is assertiveness in the pursuit of self-chosen
goals. Being self-directed requires some effort and perseverance. It is not enough to simply
set a goal. It is necessary to pursue it. Those who do not know how to achieve what they
want can use the guidelines provided in a special self-help book. The book’s marketing text
promises, (4) “by listening to the audiobook, you will get a step-by-step algorithm of how
to get from point A (where you are now) to point B (where you want to be).” However,
some people know exactly what they need to do to achieve their goals. On a forum about
hiking, one user wrote about his preparations for a trip to the mountains: (5) “physical
exercise is obligatory — I do not want to be unable to complete some route not only because
of the weather but also because of my own abilities.” Achieving one’s own goals is pleasant.
On the same forum, another user finished his report about his day spent in the mountains
with the following: (6) “The day turned out to be just perfect. I managed to accomplish
everything I had planned ... .”

Another aspect of self-direction is one’s relationship with others’ expectations. Self-
directed people strive to think for themselves and act according to what they believe is
good for them rather than what others expect them to do. Such independence can take two
forms: the development of one’s own standards and resistance to existing social norms.
References to one’s own standards appear in the data in the form of subjective measures of
goodness, which do not have fixed meanings. An article about knitting explains why it is a
good idea to knit a hat instead of buying one. Among other reasons, the article mentions
that (7) “knitting a hat for your (grand)son ... will allow you to choose good materials,
your favorite style.” Goodness can also be replaced by what people find as optimal or
rational solutions for themselves. For example, on a platform where people share their
experiences of different holiday destinations, one user wrote, (8) “/ was choosing the hotel
carefully. I wanted an ideal combination of price and quality, and I think Aska Bouquet
[the hotel] meets this requirement.” Needless to say, the understanding of what a good yarn
is, or how much a hotel should cost will not be identical for everyone. Nevertheless, an idea

of “good,” regardless of its actual content, can function as a benchmark for aspirations.

Sometimes people do not explicitly set their standards but rather challenge the
existing ones. Resistance to the expectations of others can take two forms. The first is more

interpersonal and applies to situations where people refuse to submit to others and act upon
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their own wishes. This is what motivated one woman to participate in the reality show
Khuligany [The Bullies]. Participants of this show are couples, where the man is an abuser
and the woman wants to make him a better partner. The show aims to help the participants
overcome their difficulties and develop more functional relationships. The synopsis of the
show describes one of the couples in the following way: (9) “The guy claims that she is
everything to him, but he does not think it is necessary to protect her from his alcoholic
benders and aggression. The girl tried to leave him more than once, but Pavel kept
returning her. Now, Kristina decided that she wouldn't tolerate this any longer. That is why

[she applied for] Khuligany, [which] is the last chance for them to keep their relationship.”

The second form of resistance applies to situations when people choose to
disregard the expectations of abstract others and social norms. An article “Just like us: 17
celebrities who are not going to hide their imperfections” describes how Keira Knightley
and Mila Jovovich do not wish to comply with beauty standards: (10) “Of course, small
breasts do not affect one’s talent, and still it can be difficult to live not in accordance with
the standards of beauty, even if you are a celebrity. For example, Keira [Knightley] has to
ask [her photographers] to not enlarge her bust when they process her photos. It seems
that both actresses are indifferent to public opinion and wear clothes that show the real

size of their breasts without hesitation.”

The last facet of self-direction emphasizes control over one’s own life. This facet
is similar to the achievement of self-chosen goals or the development of one’s own
standards. However, it does not focus on the content of standards or actions needed to
achieve certain goals. The focus is rather on freedom of choice and the ability to control
what happens in one’s life. An online course for mothers of children with special needs that
aims to teach parents to see the potential of their children, not their limitations, emphasizes
exactly the sense of control. One of the alumni wrote why she liked the course: (11) “This
approach allows [mothers] to stop being victims of doctors and their own guilt and puts
the control over the situation in the hands of moms.” The motivation for control seems to
be perceived as something that develops rather early in childhood. An article about
characteristics of different periods of childhood explains that three-year-old children
interact with adults with the aim to (12) “reveal what adults do and how they do that to
become more mature and have the opportunity to control reality.” Interestingly, although
the article starts with the description of infants, the period corresponding to three-year-old

children is the first one where value-relevant motivations are mentioned.
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Self-direction (especially self-expression) is not always treated as something
important or necessary. Replying to a critical blog post about negative experiences with
ballet classes for children, a user wrote, (13) “I think you should have chosen a less
challenging discipline of dance [classes for your child], not ballet. There [i.e., in ballet]

are different goals, ... not self-expression ... .”

Stimulation

There were 58 segments coded as expressing Stimulation, with five segments
demoting the value. Overall, Stimulation was present in the browsing histories of seven
respondents and accounted for 7.6% of all value-coded segments. The analysis revealed
three themes of Stimulation: diversity of experiences, the anticipation of unique
experiences, and challenges in life. All these themes correspond to the conceptual definition

of the value.

The first dimension of the Stimulation value is the need for diverse experiences. It
can be both a trait-like characteristic of an individual and a motivational force that guides
actions in specific situations. The trait-like Stimulation is presented in a horoscope, which
reveals the difficulties an Aquarius woman and Pisces man can experience as romantic
partners: (14) “The Aquarius can experience dissatisfaction with the not-very-engaged
Pisces. As a rule, she wants to have a more colorful and vibrant life [than he does].”
Furthermore, the general expectations about the amount of diversity can affect how people
perceive the world around them. On a forum where people exchange their opinions about
different holiday destinations, one user wrote (15) “/I rated] the catering as 4 [out of 5].

.. it was not very diverse, too scarce on fish and meat, ... but if you are not picky, you
won'’t starve!” This example is especially illustrative because another user described the
same menu of the same hotel as very diverse. The second case — situational Stimulation —
was even more prevalent in the analyzed data. For example, the desire for new experiences
can motivate career choices. In an interview, a manager explained why he decided to accept
a position in a new company: (16) “/ did not want to become an operating manager in
Russia; it seemed that this milestone has already been reached, and I wanted new
impressions.” The next example demonstrates an even more situational character of
Stimulation as a source of motivation. A blogger reported her road trip in the Moscow
region. She explained her choice of destination as follows: (17) “Since we have been

visiting the Western direction quite a lot lately, [this time] we decided to go to the North.”
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The anticipation of unique experiences is the next dimension of Stimulation. This
motivation is especially pronounced among tourists and travelers. One blogger described
how he witnessed a photographer rushing for a viewing platform to photograph how a train
crossed a bridge. His follower then commented that he had seen an entire crowd of
photographers in very similar circumstances. The follower then concluded that (18) “some
have probably come to Norway from faraway just to make such a shot.” Another blogger
shared the difficulties she and her partner had to overcome to visit a particular destination:
(19) “Already spoilt by Finnish and Norwegian [i.e., well-maintained] roads, we kept
thinking about turning back, but the desire to see a real, non-touristy fishing village took
over.” However, one does not have to travel half the world and search for hard-to-reach
destinations to experience something unique. A third blogger revealed how new
impressions are also available in one’s hometown: (20) ... if you are looking for something
unusual in St. Petersburg, my advice to you is, if possible, get a guided tour to the rooftops

of the city.”

The need for challenge is the final side of the Stimulation value reflected in the
data. Some challenges are responses to specific life events or experiences of past failures.
A blogger described how she planned her road trip around Norway. She provided a list of
destinations she wanted to visit and adds that some of them she tried to visit during her
previous trip, but they were too remote and some roads were too challenging for her old
car. In explaining this, she added the following: (23) “In addition, I wanted to test what my
new car is capable of.”” Sometimes, the practice of challenging oneself can be presented as
a tool of personality development. An entire book guides its readers through a week full of
challenges with no mercy for oneself. The marketing text presents the book as suitable (24)

“for all those who want to push their boundaries in just one week.”

Stimulation was not always found to be desirable. Novelty can be presented as a
source of negative emotions. A description of a board game for children that is supposed
to help them learn how to read explains that, for a young child, a book is as unfamiliar and
scary as a jungle to an inexperienced tourist: (25) “Of course, a newcomer to this jungle
will be scared — so much is new and unfamiliar, everything is frightening and
discouraging.” Another example reveals that overwhelming new experiences can reduce
one’s need for novelty and diversity. A travel blogger wrote (26) “Again my day ended

much earlier than it became dark, but I had so many impressions that I did not want to go
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anywhere else, although I still had enough time to visit Sass Stria.” This points to the fact

that values, like needs, become inactive when satisfied.

Hedonism

There were 55 segments coded as expressing Hedonism, with only one segment
demoting its importance. Overall, Hedonism was present in the browsing histories of seven
respondents and accounted for 7.2% of all value-coded segments. The analysis revealed
four different aspects of hedonism: trait-like hedonism, situational hedonism, reduction of
effort, and the avoidance of unpleasant experiences. Notably, the original definition of

hedonism only focuses on the maximization of pleasant experiences.

Hedonism can be one’s life motto and can structure one’s entire lifestyle when every
part of one’s daily routine is centered around pleasures and comfort. An example of such
Hedonism appears in a horoscope that specifies that a typical man named Dmitry is (27) “a
sybarite, loves comfort, coziness, and appreciates self-care. It is pointless to invite him on
a trip with a tent and tea by the fire. Dmitry prefers staying in fashionable hotels and eating
in expensive restaurants on trips.” An even more straightforward manifestation of the
importance of Hedonism appears in a description of the participants of a reality show: (28)
“The girl is convinced that the most important thing in life is to do everything one pleases

and to have fun.”

Hedonism does not have to be the guiding principle of a person’s life to motivate
them. Situational hedonism can motivate an active search for pleasure too. For example, a
travel blogger wrote the following to his followers: (29) “I am only happy if someone from
the [blogger’s] community will keep me company for several routes (but not the entire
trip!). ... It is always more fun to wander together around the mountains in search of a
correct hiking route ... .” Another travel blogger described a particular episode of a journey
with her family: (30) “Remembering our experience of sending postcards from Bulgaria,
we decided to repeat this pleasant experiment: we chose a card and signed it for ourselves;
the shop assistant glued a stamp on it, and we put the card into the mailbox.” The
anticipation of the pleasant emotions connected to the postcard motivated the family to

send one to themselves.

However, pleasures do not have to be energy consuming. The reduction of effort
can be pleasant too. A blogger provided a detailed report on a hiking route he had just

completed. The report contains the author’s opinion about different sights and
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recommendations for those considering taking the same route: (31) “Well, for those who
have no desire to walk around but still want to see the mountains, some perfect views open

even from a parking lot (in good weather).”

Avoidance of unpleasant experiences is another side of Hedonism-motivated
actions and judgments. Aversion to unpleasant situations appears across various contexts.
The first example comes from a page where people leave their reviews of different holiday
destinations. One user wrote (32) “Well, for me, a person who likes to swim in the sea, and
the water has to be as warm as fresh milk, the sea in March is of course unacceptable.” On
a gardening forum, several users discussed when the best time to plant tulips is. Despite the
professional gardener’s advice to plant the bulbs when the temperature drops to +6 C, one
user wrote (33) “I don'’t like planting late [in the year]. As I have written earlier, it is very
unpleasant for hands when it is so cold outside.” Beauty procedures can also be associated
with unpleasant sensations. One person described her experiences with a particular recipe
for a homemade hair mask. Although she liked the effect, she did not find the procedure
pleasant: (34) “The only thing that makes me hesitate is the fact that the kefir-mask is
leaking, you need to tightly wrap your head with towels. And it smells funny. But one can
put up with it.” Although the value of Hedonism emphasizes the active search of pleasant
experiences, one needs to be a hedonist to pay special attention to unpleasant aspects of a

daily routine.

One single passage in the analyzed data reflects a negative view of Hedonism. One
person wrote about a movie she watched: (35) “Well, the movie must have been created for
a simple popcorn-eating viewer who has no desire to delve into modern science and only
wants a life-affirming show seasoned with platitude and banality.” This example is very
interesting, as it shows that the movie in question is suitable for those seeking pleasures;
however, the author of the statement expresses her disapproval of such desires and

behaviors.

Achievement

There were 91 segments coded as expressing Achievement, with 15 segments
demoting its importance. Overall, Achievement was present in the browsing histories of all
respondents and accounted for 12% of all value-coded segments. The analysis revealed
four themes of Achievement: orientation toward the best possible performance, success as

a lifestyle, the desire to comply with social standards, and demonstration of competence.
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While all these themes are present in the conceptual definition of Achievement, the

orientation on social standards is an aspect of the value one can overlook.

The first way to present achievement reflects the motto Citius, Altius, Fortius — the
promotion of the ambition to achieve the best possible result. Competitive sports are
perhaps the most obvious venue for exercising this type of Achievement. An online
newspaper reported on a rowing competition: (36) “More than 500 people competed for
the title of the strongest team.” This type of Achievement is also very pronounced in the
context of business. In an interview, a founder of one Russian chain of supermarkets links
explicitly success and being results oriented: (37) “Like all successful people, successful
retailers share a desire to work and achieve results.” A competitive component is further
emphasized in an audiobook about very successful corporations. The book teaches one how
to make a breakthrough in business: (38) “After learning about the success secrets of
Kimberly-Clark, Gillette, Philip Morris, Wells Fargo, and other companies with stable
high results, you can adapt their experiences to your organization. And finally, go from
good to great results.” A race-like motivation for Achievement is not unique to sports and
business. An article promoting beauty procedures promises the following: (39) “Follow the
fashion, use the know-how of style experts, and you will always stay on top.” In a familial
context, parents may also demonstrate a motivation for success (40) “by enrolling [their
child] in a dozen development centers and clubs, demanding from the child achievements

and results [so that they can] boast before other parents.”

Success can sometimes become a lifestyle. Among those for who it is, there is a
pressure to demonstrate one’s best performance in everything one does. A marketing text
advertises a book that will teach anyone to be a “Jedi” of daily routine: (41) “Pragmatic,
reliable, and reasonable techniques that will help clean the ‘Incoming’ folder, save the
most important resource — ‘mindfuel’ [cognitive resources], make a feasible to-do list, and
achieve the results 100%.” A very similar message is conveyed by a different source: (42)
“In the audiobook, you will find all the necessary instruments you need to maximize the

outcomes of the most important ten years [of your life, i.e., when you are 20-30 years old].”

Another way to present Achievement is to emphasize the presence of social
standards one has to meet to become successful. These standards can be very diverse
across different social situations. For example, an article on dining etiquette reminds its
readers: (43) “After memorizing the basic types [of tableware], one still has to serve the

table correctly in order to demonstrate true manners of aristocracy.” In this example, the
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aristocratic lifestyle is a benchmark a regular person should strive to reach to impress
others. An idea of what social standards are can come from one’s family, especially when
children are concerned. A biography of the spokesperson for the ministry of foreign affairs
of the Russian Federation, Maria Zakharova, reveals, (44) “[As a child] she dreamed of
doing work as difficult and serious as her father’s and of writing as good as her mother.
Perhaps that is why little Masha’s [informal for Maria] favorite TV show was International

Panorama, where the main issues of international relations were discussed.”

Furthermore, the way people recognize standards as standards is very sensitive to
the norms of one’s immediate environment and can change once a person loosens their
connections to the reference group. A former student of a ballet academy shared her
experience of anorexia during her studies: (45) “/The instructor] used to tell me that I was
doing great, that I was in the perfect physical condition and used to present me as a role
model to other girls. Now, I understand that I looked awful. But if anybody back then would
tell me about it, I would only think that they were jealous.” The ex-ballerina compared her
perceptions of the fitness ideals she used to have at the academy with those she developed

after her dancing career.

The focus of Achievement can also be on the demonstration of one’s competence
for the sake of public admiration: (46) “Everyone wants to be appreciated.” Anticipating
an opportunity to impress others can function like the motivation to develop a new skill. A
text promoting tango among women notes that (47) “/if you take tango classes], you can
always sparkle with your ability to dance the tango at any event because one can dance the
tango to any music.” Interestingly, people may desire to demonstrate not only their skills
but some socially desirable personal characteristics too. The following examples illustrate
this idea. An article giving instructions on how to use the livestream function on Instagram
starts as follows: (48) “Have you ever dreamed of becoming a star of livestreams who
impresses others with her beauty, sparkling humor, and stunning intelligence?” A similar
opportunity to impress others with one’s abilities is highlighted in a description of a
multiplayer board game: (49) “You will have to help them [seals, protagonists of the game]
in this fascinating business [ ‘earning fish’] by showing your rivals your dexterity and a

trained eye.”

Achievement is not always presented as something desirable. Both the importance
of others’ approval and the authority of social standards can be challenged. A popular

psychology article about desirable qualities parents should nurture in their children reminds
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the reader of the following: (50) “4 child does not always understand that popularity is not
the most important thing in life... .” The possibility to disagree with social standards
appears in a discussion of what body positive means. One user wrote, (51) “/4 person who
is] body positive is a person ... who denies excessive fitness and dieting for the sake of

something invented by someone out there.”

Power

There were 102 segments coded as expressing Power, with 13 segments (13%)
demoting the importance of the value. Overall, Power was present in the browsing histories
of all respondents and accounted for 13.5% of all value-coded segments. The analysis
revealed three themes of Power: dominance and status, control, and desire to diminish the
power of others. The last theme does not explicitly appear in the conceptual definition of

Power.

The reflections of Power varied in how abstractly the idea of dominance was
presented. Some passages do not delve into details of what exactly embodies power but
rather refer to abstract ideas of control. For example, in the context of a discussion of the
relations between Russia and the EU, a news article states, (52) “Russia is trying to restore
and increase its influence.” An abstract idea of power also appears in a popular psychology
article, which advises its readers to quit “toxic” friendships: (53) “You are not there to
nurse them [your toxic friends]. They will somehow survive on their own, even if they are
trying to convince you otherwise to squeeze out some more benefits for themselves [from
you].” It is not specified what exactly stands for increased influence in the context of

international relations or which particular benefits toxic friends might desire.

However, most of the instances of power were more specific and show how
particular indicators of control and status vary across social contexts. Some refer to money,
one of the most universal indicators of status: (54) “He tends to value the external
indicators of status. That is why he wants money, which grants power and various
pleasures.” This segment comes from a horoscope of the typical traits of men named
Dmitriy. Access to status goods is another attribute of power. The variety of such goods is
tremendous. In one example, the status of a product is defined by the current trends in show
business: (55) “The girl’s [a celebrity] popularity declined, and people no longer want to
buy goods under her brand.” Another example shows that the idea of status builds on the
popular beliefs shared by members of some social group. A travel blogger shares his

observations on the drinking culture in Burundi: (56) “ ... the locals prefer not to drink
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Primus beer. It is considered a drink for gopniks [lower class] and the poor. That is why

they buy Heineken.”

Certain personal characteristics can function as indicators of power too. For
example, a participant of the reality show Khuligany saw his physical strength as a key to
the maintenance of his high status: (57) “His life strategy is to find the strongest guy in
town and to defeat him.” One’s physical appearance can also be presented as a resource.
An article promoting tango among women says, (58) “Do you want to have wonderful fit

210 _ Then tango is for you!” It is interesting that desirable appearance can be presented

legs
as something people can acquire through training as if it was an object. Finally, specific
knowledge and skills can grant a sense of one’s own exclusivity and function as tools of
status management. An anonymous user wrote a comment under a book review: (59) “We
used to fancy such books at the faculty of literature. They are created in order to [give

readers a chance] to enjoy their own knowledge in the circle of their kind.” Developing

such characteristics is then similar to control over valuable resources.

The control side of Power was also present in the data. Control over the actions of
other people can be presented as a desirable end. A news article reported on a strike among
bank workers in Finland: (60) “Employers want to receive the full right to call their
employees to the workplaces during weekends if needed.” Such straightforward examples
of someone’s right to command and affect other people are rather scarce. Instead, discreet
ways to affect others are more common. For example, attempts to obtain someone’s loyalty
(somewhat) against their will were described in several contexts. In an interview, a
businessman said, (61) “Our strategy is to become a supermarket of the 21*' century. The
aim is to make people stop going to shops [but to shop online exclusively], and we are
constantly moving toward that aim.” In a completely different setting, a similar attempt to
control others took a different form. A synopsis of a TV show reveals, (62) “Irina refuses
to accept the breakup by saying that she loves Tony and will commit suicide if he abandons
her.” Moreover, the same character, Tony, later has a conversation with his wife who says
that (63) “she wants him to be faithful.” In both examples, the women express how they

want the man to behave, while nothing is said about whether that is what Tony wants.

The third way of expressing power does not focus on gaining status but rather on

attempts to diminish the power of others. Such a representation of Power as zero-sum

10 The exact translation of the statement reads, “Do you want to be an owner of fit legs?” Although this
version emphasizes that fit legs are a possession one may desire to have, it sounds strange in English.
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games takes place in situations of conflicts or rivalry. In reporting the details of a scandal
around the doctoral dissertation of Russia’s former minister of culture, a witness wrote,
(64) “An order was received from the ministry of education and science to do everything
possible to renounce the decision of the dissertation committee.” A similar process is
described in a paper about the history of Cheka (the Soviet secret police) and their first
official case: (65) “According to the materials of the case, under the cover of diplomatic
missions, the British and the French secret services organized a conspiracy in order to
defeat the Bolsheviks’ regime.” In both these examples, the actions of agents are aimed at

challenging the power of their rivals.

Face

There were 13 segments coded as expressing Face, and no none demoted the value.
Overall, Face was present in the browsing histories of four respondents and accounted for
1.7% of all value-coded segments. The analysis revealed two themes of Face: reputation as
protection from threats and as a tool of power management. These themes correspond to

the conceptual definition of the value.

The value of Face belongs to the newly distinguished value types — it first appears
in the model with 19 values (Schwartz et al., 2014) and takes its position between Power
and Security. Although this value has a rather narrow goal — maintenance of one’s public
image, there are still some variations in how it can be communicated. The first source of
variations concerns the function of reputation — protection from threats (which is more
similar to Security) or increase of one’s influence (which is more similar to Power). In 11
identified cases of Face reflections, reputation indeed became functional in situations of
crisis and served as a tool of crisis management. For example, a synopsis of a TV show
describes the conflict between spouses: (66) “In an attempt to appear in a more positive
light, when Carmela accused him of infidelity, Tony tells her about Irina’s [his mistress]
suicide... .” In this example, the husband attempts to restore his good reputation and, by
doing so, to protect himself from his wife’s anger. Another example further demonstrates
how the maintenance of a positive public image comes hand in hand with security. In a
report describing the events of the scandal caused by the non-scientific character of the
dissertation of Russia’s former minister of culture, the author of the report explained that,
in his opinion, the academic environment itself made it possible for such a dissertation to

be defended. He then wrote that, to prevent similar situations in the future, (67) “it is
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important to put the reputational mechanisms at work, to develop a scientific community

intolerant to plagiarism and shirking.”

Two examples demonstrate the second function of reputation — power management.
A popular psychology article presents (68) “7 scientifically proven fail-safe ways to make
a good impression on others” to people who are new to their organization and need to
introduce themselves to new colleagues, clients, business partners, and so forth. In this
example, one’s reputation is assumed to have not been built yet and cannot serve as an
instrument of protection. However, as the article reveals, the correct steps toward the
development of a desirable reputation can increase one’s status in the group. People can
also believe that a certain established public image can help them get ahead of others. This
1s what one participant of a reality TV show believes: (69) “He thinks that the reputation
of a rough and aggressive conqueror of hearts gives him an advantage over other
participants.” In these two examples, public image is a resource people may want to

POSSESS.

The second source of variations in how Face was presented in the analyzed texts
relates to whose reputation was in focus. As the analysis shows, not only individuals but
also different social groups and even entire societies can have a public image. In the report
about the scandalous dissertation, the author explained how the council of experts was
making their final decision on whether the manuscript met the requirements of scientific
work: (70) “In the opinion of most members of the council, that [i.e., to conclude that the
dissertation was of high quality] meant to disrespect themselves, their work, and most
importantly, to bury the reputation of the professional community of Russian historians.”
Expanding the scope of the reputation to the entire country, a pro-Soviet blogger discussed
the reasons for the problems in elite sports in Russia: (71) “One has to treat the main
disease: to change the criminal-oligarch regime, to get rid of the elites — miserable,
cowardly, greedy, dependent on their Western master. It is them [the elites] who brought
the country to disgrace and humiliation.” In both examples, the reputation of a group
extends to their individual members, and individual members can affect the reputation of

the group.

Security
There were 115 segments coded as expressing Security, with only one segment
demoting the importance of the value. Overall, Security was present in the browsing

histories of all respondents and accounted for 15.2% of all value-coded segments. The value
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of security was perhaps one of the most complexly structured in the analyzed data. The
analysis revealed two major themes of Security: personal security and societal security.
Personal security concerns one’s concern for their own physical safety, health, and financial
wellbeing. Societal security concerns the need for protection from external threats and
treason, the fear of dysfunctional institutions, and the need to protect oneself from existing
societal norms. While the major themes correspond to subtypes of the value described by
Schwartz et al. (2014), the subthemes help specify the value and highlight its different

aspects.

Generally, there are two ways to talk about security. The first way refers to the
active preservation of the current state of affairs. In this case, a person resists changes
for the worse. The following passage illustrates this idea: (72) “At home [in Russia], we
are so used to the idea that one has to stand up for oneself and that, at every corner, one
can be fooled ... that we request to see the ID of a ticket controller in a bus and demand a
traffic police officer to explain why exactly!! he stopped our car.” The second way to
express security concerns the passive avoidance of risks even if these risks could lead to
potential changes for the better. In a report of the events surrounding the scandal in the
Russian academic circles, the author says, (73) “However, the dissertation committee of
Belgorod University decided not to ‘flirt with impartiality’ and to avoid risks, as they
decided that loyalty [to the ministry of education and science] stands above decency [i.e.,
academic integrity].” Interestingly, the concept of loyalty, which had already been
discussed in the context of Power, appears here again but this time as an instrument of

submission.

Regardless of whether the analyzed texts were describing resistance or avoidance,
there were some common themes. First, both personal and societal security were mentioned
in the data. Instances of concerns for personal security were, however, more numerous and
diverse, varying from a generalized fear of a hostile environment to a preference for
avoiding very specific situations. For example, in a rather non-specific way, a woman
described how she was planning her recent vacation: (74) “Although I have never been to
Egypt, I did not want to go there out of principle: I mean, it is dangerous to travel there by

bus.” In contrast to the first example, another article on the dangers of traveling gives very

! This is a well-known cliché of the pattern of communication between drivers and traffic police officers.
In Russia, traffic police officers have to explain to the driver which rules were violated without any special
request from the driver. However, some drivers become defensive and demand such information in a
passive-aggressive manner even before the officer has a chance to say anything.
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specific advice: (75) “There are 280 species of scorpions in Mexico. Most of them are not
poisonous but some can kill a human with just one bite. Keep an eye on your feet while

walking.”

Health concerns, a specific facet of the Security value, also takes different forms.
For example, one popular psychology article presents health as a top priority: (76) “Neither
bad marks nor disapproval of the teacher should be the reason why the child is afraid to
talk about her health. Health is more important than anything. And parents should
communicate this idea to their children as early as possible.” Moreover, one’s mental
health can also be seen as something that needs protection. Another popular psychology
article advises the following: (77) “Find time for the hobby you have abandoned or find
some new one. ... All those activities increase the level of endorphins, hormones that help

to cope with stress.”

The idea of personal security can be sometimes extended to concerns about one’s
financial wellbeing. A blogger shared what she learned at an exhibition about the
resettlement of Finns in the 1930s: (78) “For the most part, the resettlers hoped to reunite
with their home country and improve their life situation, as many had lost their businesses
in the US at the time.” Further extensions to concerns about the integrity of one’s property
also occur. In a discussion about why rich Americans do not surround their houses with
fences while rich Russians do, one comment reveals that tall fences around the houses of
millionaires are there (79) “because, first, Russians who live in Rublyovka [famous village
for rich people] have not necessarily earned their money honestly. ... Second, there is still
no respect for private life and private property in Russia. This is an evolutionary process,
not a rapid one ... [Trespassers] can poison the dogs or shit on the lawn — anything can
happen ... .” Interestingly, the two arguments point to the perception of existing social
norms (both formal and informal) as a source of threat. In the first case, those living behind
fences are assumed to wish to avoid prosecution for their past crimes. In the second case,
the lack of respect for private life is described as a characteristic of a dangerous social
environment. The idea of social norms as a source of danger reappears in the description
of how one person was selling his old car: (80) “/The customers] have tested everything
before the purchase because [the proverb advises] trust others but check everything

yourself.”” This proverb advises one not to trust others.

Concerns about societal security were mentioned in the context of politics. It is

important to note that people have different views about what exactly threatens their
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society. The first type of societal threat is the one coming from outside the country. For
example, in an interview, one of the organizers of the referendum in Crimea explained the
circumstances of the preparations for the referendum: (81) “Everything was done quickly
in order to hold a referendum and to not let them [the Ukrainian state] come to their senses
— 5o that they wouldn't have time to work out a plan and wouldn't organize a massacre in
the Crimea.” The second source of instability comes from inside one’s country. I will
describe it in more detail, as this type of concern has not been addressed in the original
model of values. The internal threats can be presented as treason, as problems of
dysfunctional institutions, or as the instability of society itself. A news article commented
on a statement about Russia’s ex-minister of finance, who, the article claims, said that
Russia needs to abandon its “national egoism” and stop “protecting its sovereignty” for the
sake of economic growth. An anonymous reader reacted to this article in the following way:
(82) “First of all, one has to start a criminal case in accordance with Article #257 ‘Treason’
of the criminal code, as his actions compromise the national security of the Russian
Federation.” Another example illustrates the fear of dysfunctional institutions. A news
article about the protests against the judicial reform in Poland states, (83) “Fearing that
there will be no fair courts in the country, they [citizens] took to the streets to protest.”
Although fairness is a typical attribute of the Universalism value, this example highlights
how it is fear of the state that motivates people. Finally, society itself can be considered
dysfunctional. In a review of a dystopian movie, the author of the review writes, (84) “As
for the ‘life in miniature’ [the fictional world], it looks like some madness, where everyone
is an ostrich: I just close my eyes and try to pretend everything is fine.” As follows from
this review, the characters of the movie start a new life in a problem-free world. It then
becomes apparent that the problems of their old society did not disappear, yet the

inhabitants prefer to remain ignorant.

An interesting feature of the security value, which seems to make it different from
other value types is that the importance of security is very sensitive to the circumstances of
one’s immediate environment. Unfavorable life conditions, such as the continuous
experience of domestic violence, can make the value of security predominate and foster the
development of security-enhancing behaviors. Such a case occurs with one participant of
the reality show Patsanki [The Tomboys], where deviant girls try to learn more socially
adaptive behaviors: (85) “Perhaps her interest in martial arts is rooted in the fact that

Katya’s father, a military officer, used to physically abuse her, her mom, her brothers, and
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her sisters. That is why Katya learned how to protect herself: she strikes first to not to get
beaten.” Particular situations can also have a strong effect on people’s concerns about
security. For example, on a blog, a hunter shared a story of how he was once attacked by
cockroaches in an unequipped hut and could not sleep all night because he had no means
to scare them away in the darkness. He concludes his story with the following statement:
(86) “That situation was a lesson for my entire life. It taught me to keep a small torch by
my side wherever I go and at any time (during the day — in my pocket, during the night —

under my pillow), which continues to help me avoid various unexpected situations.”

The only instance when Security was not presented as a positive life strategy
appears in the context of child development and upbringing. A popular psychology article
discusses what parents should teach their children: (87) “It is important to make use of your
defeats. Teach your child not to be afraid of losses or mistakes.” Notably, this passage
encourages people to not avoid changes for the better and to not accept changes for the

WOrse.

Tradition

There were 23 segments coded as expressing Tradition, with only one segment
demoting the importance of the value. Overall, Tradition was present in the browsing
histories of six respondents and accounted for 3.0% of all value-coded segments. The
analysis revealed four themes of Tradition: practices and rituals specific to some
community, habitual lifestyle, submission to idealized authorities, and the abstract “order
of things.” From these themes, only one — practices and rituals of a community — is a direct
reference to the value’s conceptual definition, while the other themes refer to more implicit

aspects of the value.

The first representation of Tradition includes references to specific practices and
rituals. Cultural traditions are perhaps among the most obvious ones. In an interview, an
expat manager shared his experience working abroad: (88) “/At the beginning/, I used to
schedule meetings without paying attention to lunch breaks. On the fourth day, a delegation
[of employees] came [to my office]: ‘Maksim, you probably do not know that, in Portugal,
it is a custom to have a proper lunch. Let us show you a good restaurant.’ And I realized
that there shall be no meetings between 12:00 and 14:00.” Communities smaller than an
entire nation can have their specific traditions too. An article promoting tango classes
among women promises, (89) “Your circle of acquaintances will expand [because] it is a

custom to hug each other in the tango community because what is tango in the first place?
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Yes, exactly, it is a hug! Therefore, there should be as many hugs as possible.” In both
examples, following the tradition is presented as a strategy that will bring positive
outcomes: the manager developed a better relationship with his employees, and a tango

dancer found new friends.

Traditions can also refer to the lifestyle of some specific group. A blogger who
writes about life in the United States discussed why rich Russians go to Miami: (90) “All
of them can choose any coast of the world, but why does Miami attract them like honey
attracts flies? Because it looks like home! If you put the new buildings of Khimki right on
the beach of Anapa, you will hardly notice any difference with Miami. Living in an
apartment block, showing off with a cool car, and eating in chain restaurants — these are
the established habits [my] compatriots do not have to change.” This example is
particularly interesting, as it presents the demonstration of a “cool car” as something

belonging to the realm of habits, not the Power-driven desire of dominance.

A rather specific type of tradition is expressed through the idea of submission to
idealized authorities. Unlike previous types of traditions, which in a way describe how
things are, these refer to how things should be and these ideas derive from a specific person.
A blogger discussed her thoughts about Waldorf education. She first expresses her concerns
about the didactics and then switched to the realities of modern Waldorf schools in Russia:
(91) “It may be that, inside [the school], everything is not happening at all in accordance
with Steiner’s [the founder of Waldorf education] didactics, ... but on the tablets, it is still
written so, and nobody is trying to rethink anything. That's what Steiner wrote, so that's
what we have here.” It is interesting that the author of the statement uses the word “the
tablets” to refer to Steiner’s work. By doing so, she emphasizes how uncritically and almost

religiously the teachers accept the principles of the school.

While the previous examples were rather specific about particular traditions and
their areas of applicability, the abstract idea of the “order of things” can also represent
Tradition and guide people’s judgments. In an online community for fancy rats, a special
section is devoted to animals that were abandoned by their owners. The introduction to the
section reads, (92) “Fancy rats are gentle and faithful animals. And like all other faithful
ones, they get betrayed. This is how the world is.” A similar reference to “how the world
is” appears in the critique of elite sports: (93) “What does a healthy society need athlete

millionaires for? It is ugly. You may say, that is how it is in the entire world. The world
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needs to be changed!” Notably, the author of the statement calls this state of affairs “ugly”

and demands changes, which displays his disapproval of the presented Tradition.

Conformity

There were 24 segments coded as expressing Conformity, with four segments
demoting the importance of the value. Overall, Conformity was present in the browsing
histories of seven respondents and accounted for 3.2% of all value-coded segments. The
analysis revealed four themes of Conformity. Instances of interpersonal conformity and
compliance with rules were very similar to their conceptualization in the model. The data,

however, also contained references to submission to authorities and self-censorship.

The value of Conformity refers to submitting to social standards. That was exactly
the motivation of one reality show participant: (94) “At the ‘School of Lady,’ the girl wants
to change her worldview and become a more serious and socially conforming person.” The
model of 19 values distinguishes two subtypes of the Conformity — conformity with rules
and interpersonal conformity. Both subtypes were present in the data. Interpersonal
conformity refers to the idea that one should not bother or upset others. A blog post on how
to recognize a Russian person abroad describes a situation where a tourist tried to buy a bus
ticket with a 200 Euro bill. The bus driver refused to accept the payment and the tourist
confronted the driver. The readers of the blog expressed their opinions about the situation
and discussed how to avoid similar experiences when traveling. One user wrote, (95) “/On
trips], I always have coins to avoid creating troubles to other people and to myself.” While
this example refers to the desire to avoid unpleasant experiences during social interactions,
situations where people wish to avoid future negative evaluations by others are also
possible. In an online community about hiking, bloggers can divide their reports about
recent trips into several parts and publish them one by one. Those readers who liked the
first part can then subscribe to the report to receive notifications when the next parts are
published. Replying to the positive comments on the first entry, the blogger responded, (96)
“Friends, thank you for such a flattering evaluation. I even feel uncomfortable. I am afraid

not to meet your expectations [about the quality of the upcoming entries].”

The second dimension of conformity refers to the importance of compliance with
different rules. Some rules are formal. They prescribe how members of different
communities should behave and make decisions and what reactions from others they should
expect. As the next example illustrates, the presence of rules can be seen as something that

perhaps does not always benefit individual members of a community but does benefit the
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community as a whole. The author of the report about the ex-minister’s dissertation scandal
explained that, in his opinion, the whole situation was made possible by inadequate rules
regarding doctoral dissertation defenses, which resulted in the publication of a low-quality
manuscript and allowed corruption in academia. He also explained that the enforcement of
more strict and transparent rules will benefit the entire community: (97) “4 series of articles
in an academic journal, a monograph that has been discussed, peer-reviewed, and edited,
and, of course, a dissertation, especially a doctoral thesis — all that becomes a historical
fact [which affects the entire academic community]. That is why it is important to follow

all the established rules of dissertation defenses and to be strict about it.”

Some rules are not formal, but still, their violation can have serious consequences
that people may wish to avoid. A former student of a ballet academy explained the thin-
ideal culture of the academy: (98) “Most of all, the girls were afraid of growing breasts
and the start of menstruation — these were considered ‘shameful’ and treated as ‘obesity.”
She also provided examples of teachers’ brutality toward “fat” students and students’
attempts to lose weight at any price. In contrast to the previous example, this one highlights
the negative outcomes for individuals who do not stick to follow social expectations, while

it remains outside the focus how the community benefits from the promotion of this norm.

The next reflection of Conformity regards norms of relationships between
individuals and authorities. There are different strategies for partaking in such vertical
communication, with conformity requiring people to set aside their doubts about the
competence of those in power and treat their position as the only truth. How such uncritical
position may function as a valid motivation is illustrated in yet another passage from a
report about an academic scandal in Russia. The author of the report describes one of the
meetings where the dissertation in question was discussed: (99) “But the highlight of the
day was a speech by S.F. Chernyakhovskiy, a member of the Academy of Political Science,
who said with the voice of a frequent public speaker that there can be no doubt about the
quality of the dissertation because the best scientists of Moscow State University had been
thoroughly inspecting it for three months and came to the conclusion that the work is of the

highest quality.”

The last reflection of conformity is self-censorship, which concerns how people
monitors their actions and intentions in response to the anticipated reactions of others. A
biography of Maria Zakharova, the spokesperson for the ministry of foreign affairs of the

Russian Federation, explains how Maria developed her habit for diligence and hard work:
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(100) “Masha's grandmother also taught the girl to think that any work should be deserving
an ‘excellent’ grade even if no one would be checking it. As an example [of such work],
she made embroidery that would even look neat on the underside.” Although self-
censorship looks similar to the development of one’s own standards under the value of Self-
direction, it is the reference to abstract others in the evaluation of results that makes this

instance one of conformity.

Conformity is not always presented as something desirable. However, it is
interesting to note that, in the analyzed sample, only interpersonal conformity (and not other
reflections of the value) was questioned. For example, a popular psychology article about
children's upbringing instructs parents as follows: (101) “Teach your child to say no’ to
adults, teachers, friends, and even to yourself. After all, you are raising a personality, not
a person who obeys without questions.” Another popular psychology piece about mental
health and self-care relates the habit to conform with threats to psychological wellbeing:
(102) “We are too dependent on public opinion: if our ways of having fun do not match the
tastes of most of our friends, we immediately give up [on our ways] instead of fighting for

our right to be happy.”

Humility

There were two segments coded as expressing Humility, and none demoted the
importance of the value. Overall, Humility was present in the browsing histories of only
one respondent and accounted for 0.3% of all value-coded segments. On a platform with
user-generated reviews of movies, one user described her opinion about the relatives of
famous people with special needs: (103) “People close to them — partners, parents, children
— also deserve a special memorial because they ... accept all the strikes of destiny with

great patience.”

Benevolence

There were 140 segments coded as expressing Benevolence, with only one segment
demoting the importance of the value. Overall, Benevolence was present in the browsing
histories of all respondents and accounted for 18.5% of all value-coded segments. The
analysis revealed three themes reflecting Benevolence: care and dependability, as

conceptualized by Schwartz, and the desire to understand others.

An anonymous individual explained the conclusions he made after watching a

comedy movie: (104) “The most important thing is to find your place, to love and to be
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loved, to be needed by someone and to do things that will help your dear ones.” This
example includes two subtypes of the benevolence value distinguished by Schwartz et al.
(2014): benevolence-care, which emphasizes the importance of care for those close to
oneself, and benevolence-dependability, which refers to the importance of being a reliable
member of some ingroup. The two subtypes appeared separately in the data and took

different forms.

The first reflection of Benevolence that I will discuss here refers to the concern
about the wellbeing of people one is in frequent contact with. Most reflections of this type
of benevolence appear in the context of parent-child relationships, with parents showing
concern for their children. Care for children can take different forms and might focus on
health, psychological wellbeing, or even immediate comfort. For example, an article
explaining how to organize a menu for a pre-school child notes that (105) “of course, one
should not prefer some products over others — the child needs all the nutrients.” The
emphasis on the long-lasting effects of parental actions on the development of a child is not
limited to their physical health. Children’s psychological functioning may also need
support. A description of an online course for mothers of children with special needs
explains how, throughout the course, mothers will (106) “identify their own ways to support
their child’s confidence in their own abilities, their motivation, and their ability to enjoy
achievements.” Some more situational needs of a child can also be the focus of parents’
attention. The desire to satisfy those needs can motivate parents to organize their daily
routine in a certain way. One blogger informs her readers as follows: (107) “We [the
blogger and her partner] actively use the ergonomic crib — the baby likes sleeping in it.”
In these examples, parents were either deciding independently what is good for their
children or were acting based on what their children liked (e.g., sleeping in a crib).
However, sometimes benevolent actions can contradict the actual desires of the child. The
article about nutrition and menu design instructs, (108) “Children often refuse eating dark
bread because they prefer the white one. One should not agree with this because dark bread
is healthier.” In this example, parents are encouraged to think that they know better about

what is good for their child and to act against the will of their child.

Although most of the analyzed materials describe parents’ concern for the wellbeing
of their children, sometimes there were young children who expressed concern for their
parents. A blogger described how she once reconsidered her perceptions of some of her

son’s behaviors she used to punish him for: (109) “ ... and you yell at him again because it
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is simply impossible to accidentally break a third plate in one week. And then, you suddenly
realize he washes the dishes to make your life easier.” Such imbalance in how benevolent
motivations are allocated between parents and children may due to the fact that most of the

texts in the sample were written by parents for other parents.

Family is not the only group people may want to care for. One might also care for
various professional groups. Professional benevolence, care about colleagues, can affect
how agents make work-related decisions. The case of the non-scientific doctoral
dissertation provides an example of such decision-making. The formal procedure required
the appointment of a committee that would review the quality of the manuscript to conclude
whether it met the requirements for doctoral dissertations. The article describes why one of
the suitable committees was not appointed: (110) “In St. Petersburg, there is a competent
committee at the Institute for History of the Russian Science Academy. However, they have

12 and it would be completely unfair to

not fully recovered after the ‘case of Alexandrov,’
get them involved in the games with the authorities one more time.” Professional
benevolence can take place and motivate decisions in military conflicts. In an interview,
one of the leaders of the referendum in Crimea, the commander of Sevastopol’s Berkut (a
special unit of Ukrainian police), explains the details of the telephone negotiations between
the officers of the Ukrainian army and the commandment of the Crimean separatists.
According to the commander, Ukrainian officers were not aware of the state of the police
forces and, in telephone negotiations, called upon their rivals to avoid open confrontations:
(111) “Guys, we have here 18- to 19-year-old conscripted soldiers with no combat
experience — do not attack us!” In both examples, the agents faced dilemmas when they
had to choose between the wellbeing of their colleagues and more “rational” options. If
rationality had taken over, the scientists could have come to a conclusion on the quality of
the manuscript earlier than they did; the army officers could have discovered that their
rivals were under-armed (as evidenced by the interview) and probably could have affected

the results of the Crimean referendum. The element of dilemma makes professional

benevolence distinct from family-focused benevolence.

The second theoretical dimension of the Benevolence value refers to one’s need to
be a reliable member of some group, for example, a loyal friend or relative. Examples of

benevolence-dependability included user-generated reviews of films. The first example

12 Another, albeit very different scandal around a doctoral dissertation.
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illustrates loyalty among friends. The author of the review shared the conclusions she made
after watching a drama about complicated relationships in a group of friends: (112) “At the
end, it is only important how humane we are when another person needs us.” Reliability
within the family is the driving force of one of the main characters of another drama. The
movie tells the story of a teenage girl who lost her parents and lives with her uncle; the
uncle abandoned his career ambitions to take care of her. The author of the review
expressed her opinion about the uncle’s decision: (113) “Why does Frank do what he does?
Because he is a good father. He became a father after the death of Mary’s mother and
promised to give the girl a proper childhood.”

The next distinct reflection of benevolence is the acceptance and the desire to
understand others (e.g., family members, despite their differences). It is important to note
that, although Schwartz describes the readiness to overcome dissimilarities between
communication partners as a part of the Universalism-Tolerance value, it is the intimacy of
the relationship that makes the following example a reflection of Benevolence. An
anonymous user described the plot of the Theory of Everything, a biographical romantic
drama film about the relationship between Stephen and Jane Hawking: (114) “A stubborn
atheist and a religious Catholic, the two antipodes, become one to understand the needs of

the other and accept the partner as he/she is.”

The next examples do not describe new forms of Benevolence but rather illustrate
how care and dependability can extend to various communities people see themselves
associated with or may reflect in various situations. The first of these extensions refers to
relationships that do not take place in the real world. Today, many interactions take place
online. There are at least two forms of online relationships. First, people can belong to
online communities where members do not know each other personally but share some
interests. Such communities provide opportunities for people to seek and offer support to
each other. A note for new members of a cancer-patient community specifies the following:
(115) “If you want to share your concerns and you need support, do not ask, ‘how do I
increase my level of white blood cells?’ You can write directly: ‘White blood cells dropped.
I'm worried. Please support me,” and people will happily support you instead of sending
you recipes of boiled oats.” To facilitate benevolent interaction, members of this
community are reminded of the following: (116) “Many blog entries were written for a
limited readership. That is why you can't mention what the authors did not want to make

public outside of this community.” Respect for others’ feelings and decisions is a part of
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benevolence. Another example illustrates how mere engagement with such a community
can be an act of benevolence. A travel blogger published a report of her recent adventures,
which she divided into several chapters. At the end of the first chapter, she writes, (117)
“The ‘northern’ part of the report is almost finished. I will try to publish it in the coming
days and continue [with the description of] my journey to the south. I understand that |
should not keep postponing the publication — the [hiking] season is coming.” This comment
demonstrates her desire to make the report useful to other travelers so that they can take

into account her experiences when planning their own trips.

The second type of relationship that does not take place in the real world can be
described as a para-social interaction (Horton & Wohl, 1956). This describes the
relationships that audiences build with various public figures, celebrities, and even fictional
characters. Although there is no real communication between the parties, the audience may
perceive a celebrity as a close friend, while the celebrity may not even know about the
existence of their particular fans. For example, a fan of a reality show reacted to the decision
of some participants to leave the show: (118) “I wish for everything to go smoothly in their
lives, that everything will go OK! I wish for all troubles and conflicts to stay in the past —
let the guys be happy outside the show!” For those who want to make their para-social
experiences more real, an instruction on how to use the livestreaming function of Instagram
explains how the audience can communicate with the host. One way is, of course, to send
a text message. However, (119) “If you have nothing to say but want to support the stream,
you can send hearts. To do this, click in the bottom right corner, where a symbol of a heart
is. You can send as many hearts as you want. You can even make a whole waterfall of

hearts. The host will be pleased!”

Solidarity and concern about the wellbeing of people who belong to one’s extended
ingroup is the next extended form of benevolence. On an online forum, a woman reacted
to a post written by a man. The post describes the author’s travel experiences and contains
a rather diminishing joke about his wife. The woman wrote that she generally liked the
post, but she took issue with the joke: (120) “But, please, excuse me, this is just insulting:
Writing such a thing about a companion and partner is not something that friends do. And
when a man writes such a thing about a woman who supposedly gave birth to his children:
it's just not quite decent.” In this example, a female reader protected the public image and
decency of another woman she does not know personally. This situation, like the

acceptance of others (see the example above regarding the film Theory of Everything), lies
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on the border with Universalism. In this instance, it is the shared characteristics (gender)
and group membership of the agent and the person she protected that make the case an

instance of Benevolence.

One’s ingroup can be extended even more to refer to the entire nation. Such an
example appears in the interview with the leader of the Crimean separatists. The interview
ends with the commander saying, (121) “I want to congratulate, from the bottom of my
heart, all Crimeans, Sevastopol residents, and the Russian residents on the anniversary of
the historical reunification of the Crimea with Russia, to wish everyone good health,
prosperity, and a peaceful sky over their heads; we will cope with all the difficulties and
misfortunes and win!!!” Notably, the commander neither sends his wishes to his
acquaintances only nor does he extend them to the entire world. Instead, he extends his
ingroup to the residents of his region, his hometown, and then the entire country. In contrast
to the previous example, this example represents the opposite of Universalism, as it

highlights how exclusive ingroup membership can be.

The relationships between people are not always horizontal. Many groups have a
hierarchical structure. Although it is more conventional to discuss the vertical interactions
in the context of the values of Power and Conformity, such interactions can be also
benevolent. Leaders of groups may feel responsible for the wellbeing of members and seek
to increase that wellbeing. A Wikipedia page about Gorbachev provides several quotes
from various interviews he had done with journalists. One quote reveals that the last
President of the USSR retrospectively regretted the course of actions he had chosen during
Perestroika: (122) “When the situation became tight for us, especially after 1989, in 1990,
when the whole country was in queues and we did not have enough goods to meet demand,
when people could fight in the queue for a pair of Italian shoes,... we had to find 10—15
billion dollars. The money could have been found....” In this example, Gorbachev presents
himself as a person who could alone have affected the wellbeing of the nation he
represented at the time. Another example illustrates how leaders can take measures to
assure fair treatment of all group members. A travel blogger described the architecture of
the University of Pittsburgh. One of the interesting details is that the university wanted to
highlight the cultural diversity of the population of the city and decorated 24 rooms to honor
their countries of origin. The blogger then added the following: (123) “After 1991 [the
administration] had to decorate several new rooms and add Ukrainian and Armenian

rooms to avoid offending the students.” It is again the exclusive nature of those who have
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been taken care of that makes this example an instance of Benevolence. Students who, as
follows from the post, have diverse cultural backgrounds, directly associated with the
university and its administration. It is the students, not the entire population of the city, who

were the focus of the university’s concerns.

It is rather conventional to think that Benevolence motivates relationships with
fellow humans. However, in daily life, people can be attached to representatives of other
species too. On a forum where users exchange their experiences with fancy rat breeding,
one user began a post as follows: (124) “We took a girl rat, 2.5 months old (as we were
told), and thought of also getting a girlfriend for her so that she would not feel lonely.” It
is interesting that the author of the statement humanized the animal by ascribing it
emotional states and an ability to develop a friendship with another rat. Nevertheless, this

example illustrates how Benevolence can extend beyond humans.

The final extension of benevolence refers to the situational character of some
benevolent interactions. Although the conventional understanding of Benevolence refers to
continuous personal contacts, people also engage in numerous interactions that are neither
personal nor continuous — in the streets, in cafes, in public transport, and so on. Such a
situation was described in an online discussion about photographers who travel to remote
destinations to take certain pictures, for example, to photograph a train crossing a bridge
over a mountain river in Norway. One user wrote, (125) “[Train drivers] know that
photographers wait for them at this bridge, so they signal in advance, and on the bridge,
they reduce speed to a minimum so that everyone can take a few shots.” In this example,
the actions of the train drivers enable the photographers to achieve their goals, and these

photographers benefit from the interaction.

Universalism

There were 37 segments coded as expressing Universalism, with only one segment
demoting the importance of the value. Overall, Universalism was present in the browsing
histories of six respondents and accounted for 4.9% of all value-coded segments. Five
themes reflected Universalism in the analyzed texts: the appreciation of nature, equality of
all, tolerance in intergroup relations, protection of the vulnerable, and the common good.

The last theme is not a part of the original definition of the Universalism value.

The first dimension of Universalism refers to people’s concerns about nature.

These vary from references about the general state of the environment to very specific
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issues. A blogger who writes about issues of architecture and city planning referred to
“improved ecology” as one of the outcomes of correctly organizing a certain city’s traffic:
(126) “The number of traffic jams will decrease as soon as the city starts affecting people’s
behavior through disincentivizing the use of private cars. Because of that, the environment
and the quality of life, in general, will improve.” Other sources target very specific issues
of environmental protection, for example, the tendency to underestimate threats of plastic
pollution. National Geographic reported about a blogger from Honduras who published
some photos of the bay she lives close to. In her photos, the water could not be seen, as it
was covered by a layer of various plastic waste: (127) “By sharing these pictures, Caroline
calls everyone to think about the damage they cause to the planet. She suggests storing all
plastic waste one produces in one week — plastic bags, forks, bottles, and so on — and then

estimating the size of the pile.”

The equal treatment of people of different backgrounds is the next reflection of
Universalism that appeared in different contexts. Equality and fair representation are issues
common in political discussions. A news article about the 2017 parliament elections in
Germany commented on the new composition of the Bundestag: (128) “The new Bundestag
has several dozen more mandates than the previous one — 709 instead of 631 — primarily
because the so-called compensating mandates were distributed for the first time to create
a composition of the parliament that better reflects the will of voters.” The idea of the
importance of equality occurs in daily situations too. A popular psychology article reminds
parents to teach their children to treat all people with respect: (129) “Girls and boys are
equal, and both [genders] should be respected.” Equality in these examples was presented

as a guiding principle that structures the relationships between all members of society.

Tolerance is the next dimension of the Universalism value that characterizes
intergroup relations. Like the previous dimension, equality, tolerance also refers to the fair
treatment of other people. However, it emphasizes interaction between members of
different groups. In an online community for cancer patients, one user described her
pleasant encounter with an old man who did not react to her cancer status as something
sinister but rather as something that could have happened to anyone, just like catching a
cold. The cancer patient ended her story by saying that she liked his attitude. Another user
reacted to this story by writing the following: (130) “I think this old man has a very correct
approach to the issue of cancer. If there were more old men and women like him, everything

would be simply amazing.” This comment regards the issue of cancer stigmatization and
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appreciation for those individuals who do not engage in behaviors that reproduce the
stigma. Tolerance is not always a part of positive intergroup interactions. Emphasized
tolerance can occur as a reaction to intolerance in a situation of conflict. A travel blogger
published a report of his trip to Burundi, where he focused on the problems of the country
(e.g., poverty, weak civil society) and made a rather unflattering conclusion about the
Burundi people. Later, the same blogger published a variety of reactions he received to the
original post. One of them came from a Burundi national living in Russia. The person wrote
that it was unfair of the blogger to report only the bad sides and present those as the only
information available about the country. He added that he could also write about all the bad
things he had observed in Russia, but he says, (131) “Of course, as a person with self-
respect and out of my respect for Russia and Russian people, I cannot do that and do not

think it worth doing.”

The desire to protect vulnerable members of society can guide the actions and
decisions of people and can be as stable as a trait-like personal characteristic. An article
explaining why some female TV characters are “cool” reads, (132) “She does everything
to protect the innocent and to help those in need.” This quote describes a fictional medical
doctor who continuously engages in helping behaviors throughout the series. Support of
those in need can have a situational character and occur under circumstances when
universalist motivations are not expected. In an interview, the commander of the Crimean
separatists described the interaction with the Ukrainian army during the preparations for
the referendum. He evaluates the actions of the Ukrainian state as irresponsible. Their
soldiers had to keep their positions despite the lack of provisions and necessary equipment.
He then adds, (133) “We sent them cars of bread and lard so that they would not starve to
death there.” This example is interesting, as it demonstrates that the protective motivations
do not always imply horizontal relationships between parties. Although those are typically
people who are perceived as vulnerable, the category “in need of protection” can be very
inclusive. For example, people can focus their concerns on animals. An organization that
shelters fancy rats who lost their owners explains how much the animals suffer when they
do not live in a family and do not receive enough attention from humans. The organization
addresses its readers as follows: (134) “If you want to help the abandoned fancy rats, then
please call us or send us an e-mail.” An entire city can become the object of protection. In

a blog about architecture and city planning, the blog’s author described how he successfully



137

prevented some changes in the architecture of one city: (135) “Belgorod had to be saved,

and I wrote an entire series of posts asking [the city administration] to stop vandalism.”

The preservation or creation of the common good can be the focus of universalistic
aspirations. An architecture blogger explained the basics of city traffic planning to his
readers: (136) “Roads are made exclusively for cars. That is why they lie in the industrial
zones or along the railroads, so they do not harm the locals and do not damage the streets.”
In the post, he argues that the aesthetic component is very important for the development
of the urban area — visually nicer areas attract more people, and people, in turn, attract cafes
and small shops. Not only can city authorities create something that will benefit everyone,
but private businesses can also offer something that contributes to the wellbeing of all
people. A businessman explained why his enterprise, which supplies people with dinner
boxes (a box containing a recipe and packages with the exact amount of all necessary
ingredients, which people then cook themselves) is good for people: (137) “We don't want
people to waste time senselessly and uselessly, thinking every day of what they need to buy
and cook. Our service allows one to receive a set of products for five evenings with a
subscription — all that is left to do is cook.” He then adds, “It is a good idea that makes

people’s lives better.”

One demotion of Universalism was also present in the data. A user was skeptical
about widespread environmental concerns and wrote, (138) “What concerns us [i.e.,
society] these days the most? Is it overpopulation? Or global warming? Of course not.
Very different issues bother us today.” He then explained that the inability to afford the life

one wants to live (which is a reference to Power) is the central concern of people today.

Relationships Between Value Types

When describing priorities or motivations, people sometimes mention several at
once. Some of these statements would be presented as compatible with one another, while
others would be presented as conflicting. The number of co-occurring values in the
analyzed materials is insufficient for statistical analysis and thus cannot be used to test
whether the observed relationships between values confirm the circular pattern proposed
by Schwartz. Consequently, I will only provide examples of such segments (Table 6).
These examples show that both confirmations and contradictions of the theoretical

relationships were present in the data.
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Table 6. Examples of the interrelationships between value types

Relationships between value types in line with the theory

Compatible value types

Example

Face and Security

Anxiety-free focus values: Self-
direction, Benevolence,
Achievement

(139) Of course, they [scientists] could have protested, but they have
not. For them, the situation was resolved in the best possible way —
they preserved their academic reputation (Face) and avoided an open
confrontation with the ministry of education and science (Security)

(140) To knit a hat for your boy is not just interesting, it allows you to
choose high quality materials (Self-direction), you could also satisfy
any whim of your (grand)son and add a picture of his favorite character
(Benevolence) to the hat. And your boy would be proud that a hat was
knit by his mum/granny (Achievement).”

Incompatible value types

Example

Self-direction vs. Tradition

Power vs. Benevolence

(141) I believe you should have chosen a different dance [class for
your child], not ballet. Ballet has different goals [...]. Not self-
expression (Self-direction), rather serving higher ideals, just like in all
other fine arts (Tradition).

(142) Quite often when it comes to group projects, Dmitry prioritizes
not money (Power) but trusting and friendly relationships
(Benevolence).

Relationships between value types not in line with theory

Compatible value types

Example

Hedonism and Security

Self-direction, Security, and
Benevolence

(143) The legendary Ford Explorer keeps up with the times and gets
equipped with modern technologies that provide a qualitatively new
level of comfort (Hedonism) and safety (Security).

(144) "Lady's School" is the last chance for Katya to change herself
and to take control over her life (Self-direction), to give up unhealthy
habits (Security), and to become a good mother to her son
(Benevolence)

Incompatible value types

Example

Self-direction vs. Achievement

Stimulation vs. Hedonism

(145) Mark Webb filmed what he wanted and the way he wanted (Self-
direction), with no ambition to get numerous awards (Achievement),
but exclusively out of the desire to create a good movie (Self-direction)

(146) Mitsubishi Outlander is not about the drive (Stimulation) but
comfort (Hedonism)
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Other Potential Value Types

Along with the 12 basic values proposed by Schwartz, there were some ends and
motivations that did not overlap with any of the theoretical values, but I could not classify
them as completely irrelevant to the main category of analysis. These may represent non-
universal values: Determination and Beauty. There were also references to Humanism (the
human life and human qualities as the most valuable things), Honesty, and a Sense of
perishability (life is here and now). However, as they were very infrequent in the data, |

will provide examples from the data without extensive discussion.

Determination

Determination lies between Stimulation and Self-direction and has the traits of both.
It appears in situations where people seek radical changes in their lives. Such changes, on
the one hand, bring new experiences and challenges in life, while on the other hand, they
require perseverance and independence. Determination was shown in several contexts in
the data. A participant of the reality show Patsanki [The Tomboys] enrolled in the “School
of Lady” to learn more socially adaptive behaviors because (21) “the girl wants to change
her life completely.” Some changes are not as radical as those the show promises to
participants. Nevertheless, those changes also stand for a transition from one state to
another. For example, in an online community where people discuss different “lifehacks,”
one user shared her experience with cosmetic procedures for hair: (22) “If you want to
change your image completely and have a quick result ... .” She then provided pictures of
her hair tone “before” and “after.” In both examples, the need for change motivated actions
that split their respective lives into “before” and “after.” Sixteen segments in the sample

(2.1% of all value-coded segments) referenced Determination.

Beauty

Appreciation of beauty and the need for aesthetic experiences can also be a source
of motivation. In the early version of the Schwartz value model, the “world of beauty” used
to appear among Universalism items (Schwartz, 1992). Appreciation of the beauty of nature
is one side of the construct. One user described her vacation experiences as follows: (147)
“I could have picked [the lemons], but my hand could not destroy such beauty.” Nature is
not the only source of aesthetic experience. In a discussion about ballet classes for children,
people debated how reasonable it is to let children learn “unnatural moves” typical of

(133

classic choreography. One proponent of ballet wrote, (148) “ ‘Unnatural moves’ — that is

precisely the goal, that is where the beauty is, in the porcelain bodies of girls.” The category
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of beauty transcends visually appealing objects. A person described a movie she watched:
(149) “This film is not for getting high on how prodigious the film is.” Moreover, beauty
does not even have to refer to something positively evaluated. Describing his attitude
toward ethically questionable but smartly administered intrigues, a person wrote (150)
“toappreciate the beauty of the situation.” There were 10 segments that referred to Beauty

(1.3% of all value-coded segments).

Further reflections of non-universal values were rather infrequent in the data.
However, they are worth investigating in future studies. The reference to Honesty appears
in an article about celebrities who are not ashamed of their imperfections. The article
reveals that (151) “/famous model] Chrissy ... no longer uses Photoshop for her Instagram
posts. ‘It's not fair,” she said.” The references to Humanism appear in the comments of a
blog post about a fire in a garage that destroyed the author’s cars. A commenter wrote,
(152) “Well... the main thing is that no one got hurt. One can always buy a new car!” This
comment contrasts the value of human life to the value of lost material possessions. A
Sense of perishability is the next potential non-universal value. On a platform with user-
generated reviews of different movies and TV shows, one user concluded a review as
follows (153): “The film makes you think about the transience of time, the future after you,

2

and the present. ... It leaves an aftertaste and thoughts ... .

Discussion and Conclusion
The aim of this study was twofold: first, to develop a new instrument that would
enable the identification of reflections of Schwartz values in texts and, second, to use that

instrument to investigate how texts reflect values.

The new instrument has several similarities and differences with existing ones.
Unlike past studies (e.g., Renner, 2003; Portman, 2014), which dealt with values as
manifestations of something people find important (Value Reflection Type 1), this study
includes procedures that enable the identification of values as motivations (Value
Reflection Type 2). As the results show, the latter accounted for the majority of value
reflections in the analyzed texts. The second difference between existing instruments and
the one presented here is the focus of analysis: the new instrument does not focus on the
lexical component of sentences (i.e., words that refer to values; see, for example, Waheed
et al., 2011, 2013; Ponizovskiy et al., 2020) but rather searches for different ways a
language can communicate goals (ends) and causes (motivations). For example, I used

conjunctions because and to (and all their synonyms) as indicators of motivations in the
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texts. The shift of attention from content words (such as nouns) to non-content words (such
as prepositions or pronouns) has been found to be revealing in matters of psycholinguistic
analysis (Pennebaker, 2011). Additionally, the proposed instrument integrates many
features that were addressed in past studies. This study, like the study of Portman (2014),
excludes content that does not refer to values (e.g., independence as a reference to Self-
direction and to a historical period), but this study uses more formalized exclusion criteria
(see the rules of segmentation and the main category coding). By adopting the analytical
principles of Waheed et al. (2011, 2013), this instrument considers the agency of those
possessing values (“point of view”) and the directions of their actions. Finally, this
instrument accounts for a valence between a reflected value and its conceptual definition
(as in Ponizovskiy et al., 2020) and provides an opportunity to investigate the relationships
between the values (as in Bardi et al., 2008). However, it does not treat those as a measure

of construct validity.

As the analysis of the browsing histories demonstrated, the instrument enables the
identification of the value reflections across a wide range of online materials and helps
differentiate values from non-values. More specifically, the analysis of the given dataset
indicated that around 38% of all the motivations can be classified as reflecting values. To
compare, Cheng et al. (2012) had no coding rules for filtering out value-irrelevant
statements and ultimately coded more than 75% of the segments as communicating values.
Moreover, my instrument identified all values proposed by Schwartz in the sample. This

fact is indicative of the instrument’s validity.

Another aim of the study was to investigate how texts communicate values. An
inclusive, pragmatics-oriented approach for identifying values enabled such explorations
and yielded several groups of results. First, the use of the new instrument helped identify
different facets of the values that were outside the scope of past semantics-oriented studies.
For example, the results showed that the Achievement value implies not only assertiveness
and ambition but also reference to some externally set standards of what good performance
means. Similarly, the analysis revealed that Hedonism does not only mean the active pursuit
of pleasant experiences; it also means the avoidance of unpleasant ones. Second, this study
identified a variety of specific manifestations that some values have. For example, Security,
which, in the original model, refers to safety in one’s immediate surroundings (personal
security) and the stability of one’s society (societal security), had rather diverse

manifestations in the sample: the concept of personal security included concerns about
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one’s physical, psychological, and financial wellbeing. Societal security was reflected in
references to external and internal threats to a given society. Interestingly, some values,
like Stimulation and Face, had very few types of manifestations. Fourth, a focus on the
language pragmatics clarified context-specific manifestations of values and also showed
that the same manifestation can relate to several values in different contexts (e.g., “loyalty”
in contexts of benevolence, power, and security). How different values can be equally
related to seemingly the same object has been addressed in past value-attitude and value-
behavior studies (e.g., Sagiv & Schwartz, 1995, Grigoryan & Schwartz, 2020) and Papers
2 and 3 of this dissertation. Moreover, the pragmatics-oriented approach to the
interpretation of values enables one to address highly contextualized statements and
metaphors. For example, a critical comment about President Putin’s position in the state
reads, (154) “The purpose of the sun is to shine from above.” This segment contains a
metaphorical reference to dominance and was coded as Power. Finally, the instrument
allows one to identify additional values — Determination, Beauty, Honesty, and so forth.
These values can be non-universal, such as Spirituality (Schwartz, 2012). These values do

not have a consistent meaning across societies and are not present in the Schwartz model.

Overall, this study introduces four innovations to the research concerned with
identifying how texts communicate values. First, it is the first study to use a stepwise coding
procedure that first identifies values as a main category of analysis and then assigns one of
the 12 value labels to the selected segment. The proposed procedure focuses on the
differentiation between reflections of values and irrelevant content. Second, the instrument
includes the motivational aspect of values, which increases its validity. Third, the study
identifies various context-specific manifestations of values as well as additional non-
universal values. Finally, the proposed instrument enables the relationships between value

types to be revealed.

The analysis of the textual data was not done without complications. The first type
of difficulty concerned how to differentiate between values and other types of goals and
causes. It was not always easy to differentiate between internal and external motivations.
While values are intrinsic to people (since they are subjective evaluations of what is
important in life), most of them refer to parts of reality that are external to the individual.
Values coordinate people’s interactions with the external world. If one wants to be a loyal
friend (Benevolence), one needs other people to be friends with. To desire safety (Security),

the (hypothetical) presence of a threat is required. Even to gain independence (Self-
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direction), one needs some external reference to know where dependence ends. Exceptions
are perhaps hedonism, which is based on the purely subjective experience of pleasure (are
olives equally tasty to everyone?), and stimulation, as subjective experiences of novelty
and thrill depend on one’s past experiences. The Conformity value presents an especially
interesting case, as it refers to the subjective importance of obeying rules. The problem here
is that the existence of rules (especially laws) implies that people follow them regardless
of whether they believe in their necessity. Hence, if a text contains a reference to some rule
as an explanation of why some actions or decisions took place, it does not always refer to
someone’s values. For example, I did not code actions guided by rules for people whose
professions require them to follow those rules — lawyers and judges, police officers, and
bodyguards. For these professionals, breaking their respective rules would perhaps be a
value-motivated behavior. However, the analysis of these rules (or policies, professional
standards, etc.) and how those rules navigate behaviors and decisions may be insightful in
the investigation of societal or group values. Future research could further differentiate
between the effects of people’s values and effects of values promoted by institutions on
decisions and actions of individuals. Doing so may help to clarify the relationship between

values of the lifeworld and those of the system, as conceptualized by Habermas (1988).

Second, the differentiation between value types requires one to consider the context
in which agents acted. Very often, the agents were involved in some interaction with other
people or with their society and its norms. The types of interactions affected the
interpretation of the described situation (e.g., she begged versus she demanded), the latter
is crucial to the identification of a represented value type. While the diversity of such
interactions is tremendous (vertical versus horizontal, rivalry, altruistic self-sacrifice, para-
social, etc.), the theory does not specify whether all values can potentially function in all
kinds of relationships or whether some values guide behaviors across various interactions
more than others. For example, it may seem that Power and Conformity guide vertical
relationships. However, as the data have shown, vertical interaction can also be benevolent
(examples 108 and 123). Furthermore, relationships that at the first glance appear
horizontal (e.g., between romantic partners) may be guided by Power when one partner

wants to control the other (see examples 62 and 63).

Another source of complications related to identifying different value types in texts
is the uneven abstractness of the values’ definitions. While some values are rather specific

and refer to a limited number of closely related phenomena (e.g., Face, the protection of



144

one’s public image), others are less specific and refer to a great number of diverse
phenomena. Perhaps the most broadly defined value is Universalism, which simultaneously
refers to intergroup tolerance, social justice, equality, protection of the weak, and the
appreciation of nature (in earlier versions of the model, it also included wisdom, maturity,
the beauty of the world, and spirituality; Schwartz, 1992). Aside from the heterogeneity of
these components, many of them are abstract enough not to have the same meaning across
groups. This fact complicated the analysis. For example, the exact meaning of “social

justice” changes dramatically as we move from left to right on the political spectrum.

This study has two major limitations. Although this instrument developed here
intentionally avoids specific words as markers of values (cf. Bardi et al., 2008, Ponizovskiy
et al., 2020), it is tied to a given language and how the language expresses goals, causes,
and causal relationships. Linguistic specificities of languages should be considered when

adapting this coding frame.

Due to the very complex coding procedure, the reliability of the final instrument
was not tested using double-coding by independent coders. Further research should
elaborate on the segmentation procedures since the under-detection of relevant segments is
the main threat to the instrument’s reliability. Moreover, the way different passages were
interpreted may depend on the experience and sociocultural background of a coder. For
instance, as a person who has no car, I found it rather difficult to code the slang of car
owners; similarly, it was a challenge to code the blog about a reality show since I have not
seen the show and am not familiar with its routines and slang. Future research should

consider how the sociocultural background of the analyst affects the results of the analysis.

The proposed instrument can be used in future research investigating the
relationships between various value types in different situations and diverse value
instantiations across different contexts and subcultures such as, for instance, the tango
community (example 89) or the ballet academy (example 45). It may be possible to
investigate societal values through the analysis of texts describing how existing laws,
policies, and regulations restrict people’s inclinations and define their behaviors and
decisions. Finally, the instrument also enables the study of the relationships between values
and various behaviors and attitudes, as all coded segments contain references to one of

these.
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Ultimately, this study presented a novel approach to the operationalization of values
in texts. The focus on the expressions of goals and causes is an important step in the
development of the measures of reflected values. First, this focus helps make the coding
procedure more formalized and transparent. Second, it allows the analysis to be
independent of specific words and expressions that past research treated as indicators of
the 10 value types (e.g., Bardi et al., 2008). That broadens the scope of the values’

applicability to an infinite number of objects and situations. It also helps avoid overfitting
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Paper 5. Do individual values motivate selective exposure in daily life? Evidence from
browsing histories analysis

Study 5 tests the final hypothesis of this project: people prefer media content that
reflects their important values. This is a modification of a well-researched'® selective
exposure hypothesis, which states that people tend to prefer media content that confirms
what they believe to be true. The hypothesis generally finds support in the experimental
research, where participants’ task is to make a series of choices between some fictitious
media content on socially debatable topics (see Hart et al., 2009 for meta-analysis).
However, those tasks only vaguely resemble the real-life interaction with the media. In
contrast, the studies dealing with the real media consumption, for example, with browsing
histories analysis, hesitate to confirm the prevalence of politically congenial selectivity (i.e.
echo chambers) in daily life (Dvir-Gvirsman, Tsfati, & Menchen-Trevino, 2014; Flaxman,
Goel, & Rao, 2016; Haim, Graefe, & Brosius, 2018). Those studies, however, are highly
selective about the content they find suitable for analysis and acknowledge that there are
only a few people whose media diets consist mainly of ideologically-laden materials (Dvir-
Gvirsman, Tsfati, & Menchen-Trevino, 2014; Flaxman, Goel, & Rao, 2016). Indeed, in
real-life, political content always competes with entertainment and socially-relevant but
apolitical materials, which are the first choice for many users (Prior, 2007, Arceneaux et
al., 2013). Yet, including such content in the analysis could be insightful, first, because
people are also selective about those and, second, because consumption of such content can
contribute to the construction of one’s picture of the world as much as consumption of
politics does. Consequently, analysis of the browsing history in its totality, without
sampling the content based on the topic of the visited web-pages (e,g, Dvir-Gvirsman,
Tsfati, & Menchen-Trevino, 2014) or domains/ outlets (e.g. Flaxman, Goel, & Rao, 2016)
can present a better estimation whether selective exposure prevails in real life. That task
however requires identifying a motivational force that would be equally relevant to the
selection of media content regardless their topic. This study introduces individual values as
such basis. More specifically, this study aims to test whether the hierarchies of values

reflected in people’s browsing histories resemble their self-reported ones.

Individual Values as a Basis for Decision-Making and Behavior

13 According to Scopus, 3837 documents which contain keywords “selective exposure” or * confirmation
bias” were published between 1941 and 2021. Retrieved from: www.s copus.com (Access date: 01.12.2020)
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Values are abstract beliefs that refer to desirable goals; they motivate actions and
serve as standards against which situations, objects, and behaviors are evaluated. Values
help people to navigate through their daily lives. It is a broad motivational construct that
was found to guide behaviors (Rokeach, 1973, Schwartz, 1992; Bardi & Schwartz, 2003),
and decisions (Feather, 1995). At the same time, important values affect how people
interpret the world around them — values provide motivations for attitudes (Beierlein,
Kuntz, & Davidov, 2016 ), define concerns (Schwartz, Sagiv & Boehnke, 2000),
understanding of morality (Sagiv, Sverdlik, & Schwarz, 2011), and expectations about

other people (Mokosinska, Sawicki, Baginska, & Atroszko, 2016).

Values are trans-situational by definition; that means, values can manifest
themselves in an infinite number of situations and contexts. For example, extensive
research on value-attitude relations demonstrated that values relate to as diverse objects of
attitudes as minorities (Beierlein, Kuntz, & Davidov, 2016), environmental concerns
(Schultz et al., 2005), or genetically modified food (Dreezens et al., 2005). Value-behavior
research also provides a rich body of evidence that values can motivate as diverse behaviors
as lending things to neighbors (Bardi & Schwartz, 2003), political participation (Vecchione
et al., 2014), or helping researchers (Daniel et al., 2015).

Media consumption is a realm of active decision-making and acting — one has first
to decide which content one wants and then do something to receive it. In past research, the
two approaches to the investigation of how values guide people’s media choices were used.
The first approach takes a more functional position — it is assumed that values guide the
choice of the media based on the function the media play in people’s daily life. For example,
while some media sources provide information and help to inform decisions, others have a
primarily entertaining function. Such an approach was employed in at least two studies
(Besley, 2008; Meulemann, 2010). Their results are, however, inconsistent. Analyzing the
same dataset, European Social Survey, both Besley and Meulemann argued that television
plays a primarily entertaining role in the life of people, while newspapers are used to keep
oneself up to date about current events. They however linked those needs to different
values. Meulemann argued that the use of TV is powered by Hedonism values (Openness
to Change group), while the use of newspapers — by Universalism (Self-Transcendence),
because “universalism may be defined as a concern with equity the accomplishment of
which requires knowledge about people and parties” (Meulemann, 2010, p.189). Besley
(2008), in turn, claimed that those are people with high priority of Conservation and Self-
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Enhancement, who prefer televised entertainment; while newspaper readers are motivated
by values of Openness to Change group. Although the predictions of the authors are

incompatible with one another, both find empirical support for their hypotheses.

Another approach to the investigation of how values motivate media consumption
is more content-focused. It is assumed that some content is more attractive than others to
people with certain value priorities. The first way to identify value-relevant content
suggests classifying the entire topics as expressing certain types of values. For example,
Hsieh and coauthors (2014) treated all social media posts about the environment as
reflecting Universalism; posts about work and career as Achievement, and those about
leisure as Hedonism. They find that people indeed show a preference for value-congruent
messages. Other studies do not tie values to topics but argue that it is a specific framing of
a message that can add a value-relevant connotation to any message. The effects of value-
relevant framing were investigated in the context of the promotion of eco-labeled electricity
(Hansla, 2011), and brand design in marketing (Torelli et al., 2012). Not only do people
favor the content that reflects their important values, but they also do not process value-
congruent and —incongruent information in the same way. The value-congruent pieces
undergo a more thorough examination (i.e. systematic processing), while incongruent

information tends to be processed heuristically (von Borgstede et al., 2014).

Although past studies arrived at the conclusion that people seem to prefer
messages/media that communicate their important values, their results are rather
inconclusive. The framing studies do not measure the reflected values, but rather assume
that some ways to present the content make it more appealing to people with certain value
priorities. The studies which link the values of people with their preferences for media types
do not agree on the mechanisms behind such links. Finally, it remains unclear whether
values indeed guide media selection in daily life or just in some specific cases, as the

framing studies show it.

Overall, this study introduces two innovations to selective exposure research. First,
it evaluates the extent to which value-based selective exposure is present in people’s daily
life. And second, it is the first study that matches people’s values with those reflected in

the media content they have accessed online.

Method

Sample and Procedure
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This study was administered in a form of a linkage study (Miller, Goldenberg, &
Erbring, 1979) and employed a correlational design. Such studies combine different types
of data, in this case, self-reports and web browsing histories of people. To test the
hypothesis, I estimate the correspondence between the importance a respondent ascribes to
different values with the frequency of the values’ occurrence in their web browsing

histories.

Participants were recruited using a two-stage strategy. In the first stage, volunteers
were invited to participate in an online survey about their value priorities and web-browsing
habits (which devices they use, what kind of content they prefer, etc.). At the end of the
survey, everyone was invited to leave their contact details for participation in the second
stage of the study. The participants were re-contacted and invited to the second stage only
if they satisfied each of the four criteria 1) they use their laptops/desktops for browsing in
leisure time; 2) they are the only users of those devices, except for parents who may share
the device with young children; 3) they use Google Chrome, Firefox or Internet Explorer
browser (technical requirement of the software used to collect the web data), 4) in their
leisure time, they read blogs, news, online articles, and other textual materials at least 2-3

times a week.

The researcher collected the browsing histories from 20 participants during face-to-
face meetings. Before the data collection, participants were first informed about the
software used in the study, the principles of its functioning, and potential threats to their
privacy. After that, participants were offered to install an extension “Web Historian”
(Menchen-Trevino, 2016) to their browsers and to run the program. The extension
visualizes the browsing history stored in the computer, without uploading it to external
servers, or copying it. At the next stage participants were offered to review the list of the
webpages displayed by the extension, and to delete any pages they have visited for work
or school, social media (e.g. Facebook, Instagram), online-banking/ shopping, and any
other domains which can potentially reveal their personal information, video or music
streaming services (e.g. YouTube, Netflix), and any other web-pages they do not wish
researcher having access to. After that, the researcher copied the list of remaining web-
pages to the flash drive taking care of participant’s confidentiality by replacing their
personal data with pseudonyms. After that, participants could deinstall the extension or
keep it if they found it useful or interesting. After that, they received 500 Rubles (~ 8 Eur)

for their participation. Overall, web browsing histories were collected from 20 volunteers,
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9 of those (6 women; age range 26-56) provided data suitable for further analysis. The
number of suitable for analysis web-pages varied from 27 to 376 per participant, resulting
in a total number of 821 texts. Two respondents provided significantly more suitable
material than the rest - 172 and 376 (vs. M= 39, SD = 14.2 in the rest of the sample), from
their browsing histories 39 pages were randomly selected for further analysis. The total
number of analyzed pages was 390. Table 7 describes the socio-demographic

characteristics of participants and summarizes the contents of their browsing histories.

Measures
Browsing Habits

The browsing habits items were used as filters to select the participants of the
second stage of the study. The questions concerned the devices people use for browsing in
leisure time, how many people have access to that device, which Internet browsers they
use, and how frequently they access blogs, news, and other textual materials in their leisure

time.

Reflected Values

This study uses the instrument from Paper 4 to identify the reflected values. The
instrument allows measuring the 12 values (basic 10 + Face and Humility). To calculate
the profile of the reflected values for each participant, I counted how many web-pages in a

participant’s browsing history contained each value.

Personal Values

Russian version of the PVQ-R (Schwartz & Butenko, 2017), which consists of 57
verbal portraits of people who find different values important. The respondent's task is to
evaluate how similarly described persons are to them (6pt scale, 1 — “not like me at all”; 6
— “very much like me”). Although this instrument is intended to measure the 19 values, I
calculated only 12 in order to get a value profile comparable with that obtained from the

browsing histories.

Selective Exposure

The calculation of the extent of value-based media selectivity among participants
was performed in two steps. First, self-reported values were ranked from most to least
important while reflected values were ranked from most to least frequent. Second, the rank
correlation between self-reported and reflected values was calculated to evaluate how well

the two rankings correspond with one another. The correlation coefficient stands for the
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extent of selectivity, varying between -1 and +1, where -1 means that people prefer media
materials that reflect the opposite of what they consider important in life; +1 mean that
people prefer to consume the media which match their value priorities, and 0 means that

there are no linear relationships in how people choose the media materials.

Also, respondents reported their age, gender, and place of residence (the latter for

sampling purposes). The complete untranslated questionnaire is in Appendix 2.
Results

Table 7 provides an overview of the content and structure of the analyzed browsing
histories of the nine participants. Thematically very diverse, only a few respondents had
shared topics — for example, participants F19910 and F1961 both read about reality TV, or
M1965v, M1965a, and F1991s attended to criminal news reports, however, those were
different shows and different incidents that attracted the attention of the participants.
Wikipedia.ru was the only domain recorded in the sample that was visited by more than

one participant.

Participants also differed in their browsing habits. Some preferred attending to a
limited number of sources and read multiple contents published in the same domain
(M1965a, M1988) while others used a greater diversity of sources (M1965v, F1972).
Participants also differed in how thematically diverse their browsing histories were - some
had clear favorite topics (Gardening for F1972, Health & beauty procedures for F19910),
others did not have clear preferences and spread their attention across various topics almost
evenly (M1965v, F1961). The number of the segments coded as reflecting values also
varied across participants and ranged between 19% and 46.5% (M = 36.7; SD = 7.95) of
all coded segments. At least five values (Self-direction, Power, Achievement, Security, and
Benevolence, which represent each of the four higher-order values) were present in the data
of all participants and all 12 values were present in the browsing history of one participant
(M1988). On average, the analyzed browsing histories contained references to 9.2 (SD

=1.9) values. The least frequent in the data were Face and Humility.

For each participant, two ranked value profiles were calculated — one based on their
self-reports and one calculated from the frequency of values occurrence in their browsing
histories (Table 7). The results of the rank correlation analysis show that the extent of the
similarity between self-reported and reflected value priorities varied from p = -.07 to p =

.38 across participants. Although the analysis suggested the presence of a weak correlation
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N id Gender Year N of Main topics of the browsing history (N of web-pages) N of Segments
of analysed coded reflecting
birth web- segments  values (%)

pages
1 F1961 female 1961 40 Self-support group & medical treatment (9); Celebrities & Reality 137 40.8%
TV (8); Cooking & Hobby (6); Birthday parties planning (6);
Children health and upbringing (5); News: International relations
(5); Cars (1)

2 M1965v  male 1965 27 News: criminal (6); News: celebrities (3); Domestic politics (3); 96 31.2%
Attractive women (3); Marketing & retail (3); PE for children (3)
News: international relations (2); House repairments (2); Health
(2); Hunting (1)

3 M1965a male 1965 32 News: business & economy (14); News: criminal & accidents 81 32%
(10); Cars (3); History 20™ century (3); Nature (2); News:
International relations (1)

4 F1991o0  female 1991 28 Beauty & health (13); Pet rats (4); Video games (3); Wikipedia & 142 37.3%
self-education (3); Reality TV (2); News: international relations
(2); Job search (1)

5 F1972 female 1972 39 Gardening (24); Vacations (5); Cars (4); Insurance (4); 189 19%
Entertainment for children (1)

6 F1991s female 1991 376/39 Local tourism & going out (16); Successful business (10); Popular 333 46.5%

psychology: personal development (9); Pop. Psych: Dating &
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F1989

M1988

F1984

female

male

female

1989

1988

1984

sampled

35

172/39
sampled

72

romantic relationships (6); Celebrities & TV (3); Nature (2);
News: criminal & accidents (1); Etiquette (1); Humor (1); News:
International relations (1)

Figure ice skating & Olympics (10); TV show (7); Communist &
nationalist commentaries on domestic politics (4); Wikipedia and
self-education (4); Riddles & books (4); Medical treatment (1);
Inspirational quotes (1)

Travel blogs (12); Hiking & mountain climbing (7); Cars (7); TV
shows (5); Domestic politics (3); Christmas gifts (2)

Taxes (24); Hobby (20); Children: health, psychology, education
(16); Beauty procedures (6); Housekeeping (3); Cars (1); Health

(M

225

434

319

40.9%

45.2%

37.3%
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Table 7. Personal and reflected value hierarchies and the extent of their similarity (p) for each respondent.

Participant F1961 M1965v M1965a F19910 F1972 F1991s F1989 M1987 F1984

Value Value rank  Valuerank  Valuerank  Valuerank  Valuerank  Valuerank  Valuerank  Valuerank  Value rank

own web own web own web own web own web own web own web own web own web

ifrl:;tion 15 1 5 1 55 2 3 1 45 1 5 1 9 2 5 1 7
Stimulation 10 7 4 6,5 9 9,5 8 5,5 11 4.5 8 5 3 11 5 1 7 5
Hedonism 9 5 10 10 5 9,5 4 5,5 9 3 2 9 3 6 5 3 7 3
Achievement 11 4 8 3 9 5,5 1 5,5 11 6,5 4 1 5 4 5 8 7 1,5
Power 12 2 12 3 12 1 12 5,5 5 6,5 11 2 11 1 11 1 11 7
Face 3 11 1 10 5 9,5 5 9,5 4 10 4 11 7 4 5 11 7 11
Security 4 3 4 1 3 3,5 7 2 2 1,5 6 3 6 2 4 7 2 4
Tradition 8 8 10 9 9,5 11 9,5 5 10 12 4 12 9 1 8 5 7
Conformity 7 9 4 6,5 8 9,5 8 9,5 5 10 10 10 10 6 12 10 5 9
Humility 5 11 10 10 5 9,5 5 12 9 10 9 12 8 11 10 12 12 11
Benevolence 1 1 1 3 2 2 3 1 3 1,5 2 5 2 3 5 3 1,5
Universalism 6 7 7 10 4 3,5 10 9,5 8 10 6 5 8 2 5 3 11
p (10) -.04 .16 24 .38 28 -.07 -.06 11 25
T -.12 .50 78 1.33 91 -21 -.18 37 .83

Note: The critical value of T (df = 10, two-tailed) is +/- 2.228138 and +/- 3.169266 for p =.05 and p =.01 respectively.
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between the two value profiles among six out of nine participants, none of those
correlation coefficients reached the level of statistical significance. As a result, these results
do not show that participants of this study select media content that reflect their value

priorities. The hypothesis was not supported.

Discussion and Conclusion

This study aimed to test whether people consume online information that reflects
their important values. For that, the value priorities of people were measured and matched.
Although the correlations between the two value profiles do not reach the level of statistical
significance, the presence of weak (.10 < p <.40) correlation was present in the profiles of
the six participants. This magnitude of the correlation is similar to the effect sizes obtained
in past studies which matched people’s values and those expressed by them in essays or
social media posts (Boyd et al., 2015; Ponizovskiy et al., 2020). The results also go in line
with those of previous selective exposure studies. For example, in a meta-analysis of 68
research projects (some consisting of several studies), Hart and coauthors (2009) report an
effect size of d=0.38 (95% CI = 0.32, 0.44) which they use as the evidence of the presence
of the preference for information confirming one’s views. Future research with a larger
sample of participants may be insightful, as it will enable the use of other tools of statistical
analysis to evaluate the degree of correspondence between personal and reflected values.
Alternatively, the increase of the number of value-expressive segments per participant may
also result in a more precise estimation of the correspondence between self-reported and
reflected value profiles. That can be achieved with an increase of the analyzed web-pages

in the browsing histories of participants.

The reliance on values in the analysis of media consumption has proven to have
certain advantages over attitudes or political views used in past studies. As the thematic
analysis of the sampled web-pages showed, participants had very dissimilar interests -
analyzing those through the lens of reflected attitudes would be indeed problematic. On the
other hand, news (not explicitly political though) was the main interest for one respondent
(M1965a) only. The latter result goes in line with the past studies (Flaxman et al., 2016;
Dvir-Gvirsman et al., 2016; Menchen-Trevino, 2016) which revealed that politics is not the
main ingredient of anyone’s media diet. In turn, the references to values were present in the

materials of all participants, on average, browsing histories contained references to 9.2 (out
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of 12) values. The reliance on values thus helps including more data in the analysis, since

the value-based approach is independent of the topics of the media content.

While this study provides the first empirical examination of value-based selectivity
in online information consumption, its design has some limitations. First, this design does
not account for the possibility that some participants use multiple devices for browsing (in
my sample only one participant synchronizes browsers on her laptop and smartphone).
Also, there is a chance that various media (TV, newspapers, radio, Internet) complement
each other in people’s routines, and as a result, one type of information does not occur in
others. For example, if one watches news on TV, then there is no need to use the Internet
to access the same information. While the investigation of online media consumption
enables tracking what people actively search for, those choices do not necessarily reflect
the media use habits outside online conditions. As Dubois and Blank (2018) note, single
media (and device) studies do not provide an accurate estimation of the composition of
people’s media diets. Furthermore, this study does not analyze non-textual data that are
also available online. The instrument used for the identification of reflected values is not
suitable for the analysis of non -textual data, yet, podcasts, videos, and Internet memes can
communicate values too. Many younger participants were filtered out as they not only read
online less frequently than older participants but also do not remember if the material they
browsed was a text or a video as the conversations with participants during the face-to-face

meetings showed.

For ethical reasons, participants were allowed to conceal from the data anything
they did not wish to share - that could have led to the biased estimation of their reflected
values as some important data points might be missing. At the same time, some materials
that could be considered highly sensitive were available for the analysis — self-support
group for cancer patients, discussions of tax evasion schemes, radical political statements,
nudity. Moreover, participants had very different levels of the sense of privacy - one
participant did not conceal from her data her e-mails and private messages in social media
(I deleted all links to messengers without opening them). Finally, people have very different
habits of using their devices, for example, one participant informed me that he uses software
that automatically cleans his browsing history once a week. His data was not analyzed as
the number of web-pages suitable for analysis was too low (N < 10). Future research should

consider how habits of using devices affect the observed digital trace.
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Some limitations are more conceptual than technical and are shared by all studies
that deal with the analysis of digital traces. First, when analyzing browsing histories or
social media feeds, researchers tend to assume that a participant treats all accessed materials
in the same way. However, people can access the same content for different reasons and
use different criteria to evaluate it, as uses and gratifications theory suggests (Katz,
Blumler, & Gurevitch, 1974). For example, two anonymous users wrote the following
comments in reaction to the same text about child development:

(1) “I do not have children yet, but I plan to have them soon, that is why it was very

»14.

interesting and useful for me to read this article” ",

(2) “Useful article, I like reading about children, their development, and abilities”"®

As it follows from the comments, both users liked the paper, but they did so for
different reasons - while the first user finds the information useful for the future life, the
second one reads similar content for pleasure. Second, researchers typically do not know,
how participants perceive those pieces of information — each separately or as parts of a
bigger picture. The investigation of how people make sense of the information they access

should accompany future research that links self-reported data with digital trace analysis.

This study, like past echo chambers research (e.g. Flaxman et al., 2016; Colleoni,
Roza & Arvidsson, 2014; Barbera et al., 2015), focused on the analysis of the content of
the web-pages participants accessed and left outside the scope of how participants
interpreted the texts they have read. The latter is however important. As Kintsch (1988,
2005) argued, reading comprehension is a product of the integration of what a person sees
on a page and her knowledge about the world. Since people can have very different
background knowledge, the same content may likely be interpreted differently by people
with different experiences. Those experiences may also prompt people to recognize
different values in the same passage. It is also plausible that important values of people can

navigate how people interpret the media content they encounter. Knafo, Roccas, and Sagiv

Y'YV MeHs MOoKa HeT CBOUX JIeTeH, HO IJITAHUPYIO UX CKOPO 3aBECTH, TaK YTO MHE OBLIO
OYEHb MHTEPECHO M MOJIE3HO U3YUUTh 3Ty cTaThio. Retrieved from:
https://medaboutme.ru/zdorove/spravochnik/slovar-medicinskih-terminov/vozrast_detey
Access date: 18.01.2018

1> Tlone3nas CTaTbsd, MHC HPABUTCA YUTATh O ACTAX, O UX PA3BUTUHU U CIIOCOOHOCTAX. Same

source.


https://medaboutme.ru/zdorove/spravochnik/slovar-medicinskih-terminov/vozrast_detey
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(2011) argued that the value priorities of people affect how they understand the world. That
may also mean that important values can affect the interpretation of texts. Investigating
how the values of people affect their interpretations of the media content is a potential

future direction of research on the role of values in media consumption.

To conclude, some researchers argue that self-reports lead to the inflated
estimations of the media selectivity (see Clay, Barber & Shook, 2013 for review). In that
light, the digital trace analysis appears a better strategy as it provides a precise estimation
of the exposure. There is however little discussion on how valuable such precise estimation
is. The face-to-face sessions of the data collection when the participants had to review the
list of the domains they have visited revealed that all of them had difficulties recognizing
some of the domains or could not recall visiting certain web-pages. This episode first,
illustrates the gap between one’s memories about past behaviors and actual past behaviors,
and, second, poses a question of whether those forgotten visits have any value in the
analysis of people’s characteristics or prediction of their behaviors. As Holbrook and
coauthors (2005) demonstrated, people better remember information important to them and
it is the subjective importance of an issue that motivates selective exposure and knowledge
accumulation. Future research should consider investigating the memory-behavior gap in
online exposure and discuss researchers’ expectations about the magnitude of observed

selectivity.
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General Discussion of Papers 2-5

The overarching research question of Part 2 was “do values motivate exposure to
the media?”. To answer that question a series of studies presented in papers 2-5 was
conducted. Paper 3 tests whether values guide interest in mediated information, in a rather
conventional for selective exposure studies manner — an experiment with stimuli materials;
Paper 5 investigates how far values guide media consumption in daily life and matches the
correspondence between people’s self-reported values and those reflected in their browsing
histories. Paper 2 is a preparatory step for Paper 3 and tests whether values motivate the
attitudes towards the Olympic Games, which a conventional selective exposure study
would treat as the main predictor of exposure to Olympic news. Paper 4 was a preparatory

step for Paper 5 and explored how online media content communicates values.

The four papers are interrelated and together aimed to close two gaps in past
research. First, the literature on the relations between people’s values and their information
choice and consumption in daily life is rather scarce, there is even less research that
investigates the phenomenon in realistic settings. Because of that, it was unclear how useful
values are for examining people’s media choices. The gap between the abstract nature of
values and the typically very specific content of media messages could be one reason why
values are infrequently used in selective exposure research. Second, past studies used a
wide range of conceptualizations of what attracts people with different value priorities —
some studies hypothesized that people prefer those media which functions help fulfilling
people’s important values (Besley 2008; Meulemann, 2012), others investigated how
values guide attention to different topics (Hsieh et al., 2014), and others tested the effects
of value- relevant framing (Hansla, 2011). Notably, no past study attempted to match the
self-reported importance of values of people with the frequencies of those values’

appearance in people’s actual media diets.

Papers 2, 3, and 5 aimed to bridge the first gap in different ways. Papers 2 and 3
present a stepwise test of a selective exposure hypothesis, where paper 2 first tested whether
values motivate attitudes, and paper 3 investigated whether values guide attention to and
interest in the media messages over and above said attitudes. Paper 5 assessed how well the
value hierarchies derived from people’s browsing histories resemble their self-reported
ones. To make papers 2 and 3 as realistic as possible, a topic salient in the Russian media

at the moment of the studies’ planning was chosen — the Olympic Games in Pyeongchang.
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Paper 2 revealed two values that directly motivate attitudes towards the Olympics -
Tradition, and Universalism. These two values were then tested as potential predictors of
the interest in Olympic media coverage. Since the exposure to Olympic media can be also
perceived as entertainment by some people, the value of Hedonism was added to the
analysis. The study showed that higher priority of either Tradition or Universalism was
associated with the increased interest in the topic, confirming the hypothesis. Paper 3 then
demonstrated that values indeed motivate interest in the information. As Renniger and Hidi

(2016) point out, although interest is not a behavior, it is its powerful trigger.

Paper 5 tested the same hypothesis but in a different way. The study qualitatively
analyzed the browsing histories of people to estimate how frequently different values
appear on the web-pages visited by them and then assessed whether those frequencies
correspond to the importance of values as reported by participants. Such design enables
studying the media exposure more realistically, as it deals with people’s natural habits and
real past behavior instead of forcing them to rate the content which they may have never
paid attention to. That study also confirmed that six out of nine participants tend to prefer
content that reflects their values. Interestingly, the Olympic-related content appeared in the
materials of two out of nine participants of the paper 5. Overall, papers 3 and 5
demonstrated that values do play a role in the selection of information, both under the

experimental condition and in daily life.

Papers 3, 4, and 5 addressed the second gap - how texts communicate values - by
employing different approaches to the investigation of the phenomenon. All three studies
were conducted under the assumption that people prefer media content that communicates
their important beliefs, i.e. that the selective media exposure hypothesis is true. In other
words, it was assumed that if a person shows interest in or accesses some media content it
is because she sees a reflection of some of her pre-exposure beliefs (values) in that content.
While some past studies indeed tested how individual values affect the interaction with the
media or media content (Hsieh et al., 2014; Torelli, 2011) and other studies scored values
in textual materials (Bardi et al., 2008, Portman, 2014), all of them used different
operationalizations of reflected values. Most importantly, those past studies did not pursue
the same goals and their results cannot be compared directly. In contrast, the studies of Part
2 applied different approaches adopted from past research to answer the same question.
Paper 3 aimed to compare the operationalization of values via topics (as in Hsieh et al.,

2014) with value-relevant framing of messages (as in Hansla, 2011; Torelli et al., 2012).
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This study assumed that some topics, like the Olympic Games, attract only people with
specific value priorities and do not interest others. Papers 4 and 5 first explored the different
ways in which texts communicate values, counted how frequently each value appeared in

the materials accessed by participants, and only then tested the hypothesis.

The evidence is mixed, on the one hand, it seems that some topics indeed have a
clear connection to values. Paper 3 shows that the Olympic Games as a topic seem to
interest only those with the higher priority of Tradition or Universalism, while Power (from
paper 2) and Hedonism (from paper 3) did not show any connection to the issue. At the
same time, paper 4, which conceptualized values as manifestations of importance or
motivations, showed no correspondence between a topic and a value. Notably, the results
of paper 3 also show that although the formal topic of all stimuli materials was the Olympic
Games, people with different value priorities do not approach the media content in the same
way. While interacting with the content people also rely on their knowledge and experience
(Kintsch (1988, 2005). Hence it is likely that those are the subjective interpretations of the
media content, rather than its formal characteristics, that matter for the analysis of people’s
media diets. Moreover, paper 5 showed, that although almost all participants indicated Self-
direction as the most important value, they had very different interests and compositions of
media diets with only a few overlapping topics. The latter should not be taken as something
surprising: Olejnik, Castelluccia, and Janc (2014) demonstrated that browsing histories are

like fingerprints - unique to every person.

Although it was planned, paper 3 could not test the value-relevant framing, as its
analysis did not come to its end due to imperfections of the stimuli materials. Because of
that, it remained unclear whether the framing can change the evaluation of a message by its
typical audience or attract a new audience, otherwise uninterested in the topic. Future
research should investigate the interplay between people’s interests and framing effects.
Finally, although this project used three different approaches to operationalize values in
texts, one approach - lexic (e.g. Bardi et al., 2008; De Raad, & Van Oudenhoven, 2008) —
was missing completely. Future studies should consider comparing the performance of the
four approaches (values as topics, value-relevant framing, values as a manifestation of
importance or motivation, and values as words) in the investigation of value-based selective
exposure among different social groups and in different corpora to identify their strengths

and weaknesses.
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The final question that the studies of Part 2 aimed to answer was: how appropriate
is it to use values to investigate media consumption? Since values refer to abstract ideals,
while most of the media content is about very specific issues, it was unclear whether values
are too abstract to navigate media exposure in daily life. To approach this issue, two
different strategies were employed: Papers 2 and 3 were conducted deductively - their
argumentation departed from the definition of values; to test the hypothesis, I deductively
assigned different aspects of the media messages to different values. For example, I
hypothesized that people with higher scores of Tradition would prefer messages about
Olympic celebrities, while those prioritizing Universalism would not discriminate between
celebrities and other athletes. In other words, it was me to decide how people with different
value priorities interpret media messages. | then treated the statistical relations between
people's values and their choices as evidence of the presence (absence) of value-based
selectivity. In contrast, papers 4 and 5 were conducted more inductively, they departed from
the textual data and first identified and counted all passages that refer to different values
and then calculated the correlation between the importance people give to different values
and the frequencies of those values’ appearance in their browsing histories. This procedure
is different from that of papers 2 and 3 as I did not make assumptions about how the value
priorities of participants affect their interpretations of the media content, but rather coded
everything that qualified as a value and fit the conceptual definition of any of the 12 values
(see paper 4 for details). Both approaches demonstrated that values are suitable for the
investigation of the media consumption, however, when the deductive reasoning preferred,
some preliminary steps (in this project I relied on the analysis of relevant literature and
results of public opinion polls, other potential strategies may include accumulation of
necessary information through pre-tests, content analysis of relevant media, or discourse

analysis) should be taken.

Schwartz (1992) conceptualized values as transsituational goals, which means that
a person can be potentially guided by values in any situation. Paper 5, guided by this
principle, has confirmed that values can indeed manifest themselves in a variety of contexts
as well as several values can be equally relevant in one context. At the same time, past
literature, as well as papers 2 and 3, demonstrated that some topics have associations with
particular values, for example, environmental protection associates with Universalism,
work and career - with Achievement (Hsieh et al., 2014); the Olympics — with Tradition

and Universalism. However, the specific connections between values and topics need to be
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identified prior to the statistical analysis. One way to do so is through a thorough
investigation of the social, cultural, historical contexts in which a study is conducted (like
in paper 2). The alternative ways would be the exploration of value reflections (like in paper
5) in a sample of texts that share a topic, e.g. parenting, business, etc., to identify all relevant
to that topic values. It is also possible to gather first a set of value instantiations (Maio,
2010; Hanel et al., 2018), or values’ subconstructs (Belic et al., unpublished manuscript)
common in the target population to get a better understanding of what some group means
when talks about, for example, equality (Universalism) or safety (Security). Reflections,
instantiations, or subconstructs can be used to bridge the gap between abstract values and
specific media content and facilitate the hypotheses derivation. Those can also help to
analyze people's media diets more comprehensively, as paper 5 revealed the
straightforward references to values were seldom in participants’ browsing histories.
Regardless of the exact approach, it is important to keep in mind the influence of the context
and personal experiences of people on the ways they link values with different parts of
reality. One potential direction of this research development is to discuss whether values
can serve as operationalization of claims to validity as proposed in theory of communicative

action (Habermas, 1982)

Finally, while investigating whether individual values motivate exposure to media
content, the studies presented in papers 3 and 5 approached the relationships between the
content and its interpretation by people differently. Paper 3 argued that those are values of
people that affect how people interpret the content they encounter. In contrast, Paper 5
prioritized the analysis of the content over the investigation of its interpretation by people
who consumed it. While paper 3 showed how the same material can be differently
approached by people with different value priorities, paper 5 revealed that people with
similar value priorities (i.e. high importance of Self-direction) can have very different
preferences in media content. Indirectly both studies prompt that it is not the content per se
but rather subjective interpretations that navigate the consumption and evaluation of the
media (Hall, 1973). It is however important to note that neither paper 3 nor 5 included the
analysis of the actual interpretations participants would give to the content they were
exposed to. That leaves two questions open for future investigations: first, the role of
personal values in reading comprehension. For example, it may be that the values of people
prompt them to interpret all texts they encounter in light of their important values (and not

just some texts on socially debatable topics like in Paper 3). Second, how people recognize
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reflections of values in the texts they read is still unclear and needs further investigation

with greater emphasis on the reception side of media consumption.
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General discussion and conclusion

This project aimed to investigate the potential of individual values in the research
on echo chambers and selective media exposure. Although selective exposure is a well-
investigated phenomenon and echo chambers rapidly gain their body of literature,
investigation of the cross-cultural aspects of the mechanisms and outcomes of one-sided
information consumption is still in its early stage. The project consists of two parts, each
discussing echo chambers from different angles. Part 1 outlines the need for future
comparative research by discussing how seemingly the same behavior, one-sided
information consumption, can have different causes and consequently different effects
across social contexts. It also proposes a theoretical multilevel model of echo chamber
functioning. Part 2 aims to inform future comparative research that would enable testing
the theoretical model and proposes using individual values as a cross-culturally relevant
source of motivations for exposure. While Part 1 focuses on how echo chambers are
constructed, Part 2 discussed what makes an echo chamber and how those could be detected

empirically.

Part 1 consists of one conceptual paper and presented an echo chamber as an
individual-level phenomenon that develops and functions within a social context. More
specifically, it identified the potential effects the societal diversity and tolerance and the
status of a group a person belongs to on her perception of the media environment, the
chances to fall into an echo chamber, and consequent willingness to engage with political
issues. While study 1 focused on the enhancement/ inhibition of political participation, one
of the most inquired outcomes of selective exposure, it is important to note, that other non-
political, but debatable, behaviors and attitudes can be affected by biased information
consumption too. Although in paper 1 beliefs (positions) of people were presented as a
starting point for their judgments about the media content they encounter, the paper did not
propose operationalization of those beliefs. Part 2 of the dissertation proposed to use
individual values as such beliefs that navigate people in different life situations (Rokeach,
1972; Bardi & Schwartz, 2003) including their media choices (Besley, 2008; Meulemann,
2012).

Part 2 conceptualized selective exposure as a fit between people’s personal
dispositions and those same dispositions reflected in their media diets. Departing from past

studies which on the one hand conceptualized echo chamber as a homogenous media diet
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that mainly reinforces beliefs a person holds (Sunstein, 2007, Garrett, 2009) and provide
mixed empirical evidence (Flaxman, Goel & Rao, 2016) on the other, Part 2 argued that
individual values are a more adequate motivational construct for studying selective
exposure in daily life. To introduce values as an operationalization of such universally
applicable sources of motivations four empirical studies were conducted. Papers 2 and 3
focused on the values as personal dispositions which motivate people’s actions and
decisions and inform how they interpret the world around them. Paper 4 studied values as
reflected dispositions and investigated whether those can be measured in a wide range of
media content. The final fifth study tested whether in daily life people prefer media content
that reflects their value hierarchy. Although there is still room for further nuancing of the
mechanisms which link values and the exposure to information, four studies together show

that values do play a role in media consumption.

The studies presented in this dissertation were built along the lines of two
methodological discussions. The first is a debate about absolutism - universalism -
relativism in social sciences, which questions whether various social phenomena are
conceptually invariant across societies and how well their theoretical models could be used
to study people in a variety of contexts. While the distinction between the three positions
is salient in, for example, cross-cultural psychology (Berry et al., 2002, Fontaine, 2011),
there is no such debate in echo chamber research. Past studies tended to assume that the
nature of the causes and mechanisms of echo chamber development are identical across the

contexts and hence no effect of contextual characteristics was accounted for.

The studies of this project were conducted in the universalist tradition and assumed
the presence of culturally universal processes and constructs which nevertheless could be
affected by the social contexts. Paper 1 assumed that the functioning of the two basic
psychological processes responsible for the preference of one-sided information is
universal, while the contextual characteristics can affect their functioning and consequently
alter the meaning of echo chamber in people’s daily life. Paper 2-5 assumed that values
have the same core meaning across situations (and potentially societies, Schwartz & Bardi,
2001), while their particular expressions may vary: papers 2 and 3 showed that the Olympic
Games can be seen as linked to Universalism and Tradition. Papers 4 and 5 showed the
diversity of the specific reflections the 12 values can have. The future research aiming at
testing the model proposed in study 1 may also use values to operationalize beliefs that

motivate evaluation of and exposure to information. That strategy would allow cross-
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cultural comparisons, as values were shown to have universal core meanings, similarly

understood by people from different societies (Schwartz & Bardi, 2001).

The second methodological issue that was addressed in this project is the empirical
investigation of the relationships that vary in their abstractness, i.e. the gap between abstract
and specific. The past research has shown the observed relationships between two
psychological variables depend on how they were operationalized with the strongest
relationship appearing between the constructs operationalized at the same level of
abstractness (Kraus, 1995; Weigel & Newman, 1976). The same principle applies to value
research (see Fischer, 2017 for review). This project addressed this by proposing to use
individual values as a basis for the evaluation of people’s media diets. First, values, which
are by definition, very abstract, were used as both actual and reflected dispositions to
estimate the extent of the selectivity of exposure. In other words, this project proposed
shifting the echo chamber hypothesis testing to a more abstract level of analysis. This
strategy enabled a more comprehensive analysis of people’s media diets, as it allowed
including in the analysis web-pages that past studies (e.g. Dvir-Gvirsman, Tsfati, &
Menchen-Trevino, 2014) would exclude for not containing variables of interest (e.g.
references to political leaning). While values perhaps do not necessarily motivate the choice
of every single web-page person accessed, the prevalence of certain value-reflections in the
browsing history may point to the presence (absence) of value-based selective exposure in

daily life.

The second strategy this project used to bridge the abstract values of people with
their exposure to very specific media messages was the analysis of various value reflections
— ways in which texts referred to values. The project used two approaches to identify how
texts refer to values. Study 3 used the results of past studies to hypothesize how people with
different value priorities would interpret stimuli materials. Study 4 searched for various
ways in which texts refer to values — value reflections. Both those strategies have shown
their utility: The theoretical analysis of how different elements of a media message (e.g.
status of Olympic athlete) would affect the interest in a message among people with
different value priorities, helped to disentangle the coexisting interpretations of the entire
topic — the Olympic Games (Study 2). The instrument used in paper 4 to identify value
reflections enabled to show the diversity of references to values, including those expressed

metaphorically and those specific to certain groups or contexts. Further strategies of
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bridging abstract values with specific objects of daily life are also possible (e.g. Maio, 2010;

Belic et al., unpublished manuscript).

Finally, studies presented in Part 2 not only proposed the operationalization of the
“positions” paper 1 described as the starting point of the one-sided media consumption, but
some of their results can also be interpreted from the perspective of the model presented in
Part 1. Although the proposed model was designed to guide cross-cultural research, Papers
2-5 investigated the role of values in media consumption in one country only - in Russia.
According to Bertelsmann Stiftung Transformation Index (2018) and Freedom House
report (2018), Russia falls in the category of societies with restricted freedom of expression,
uneven representation of the social groups, and low level of [political] tolerance. According
to the model in Paper 1, that means that the proponents of the dominant position on some
issues may be unaware of the existence of the alternatives or believe that the alternative
positions are of little value. The minority members than most likely know what the

dominant position is but still prefer their interpretation of the events.

Papers 2 and 3 investigated how values of people relate to their attitudes and interest
in the Olympic Games — a very important phenomenon in Russian history and culture
(Levada-Tsentr, 2016; 2018a; WCIOM, 2016). Paper 2 investigated the multiple meanings
(nationalism, Olympism, tradition) people may recognize in the event. In paper 3
participants were exposed to a set of Olympic-themed messages to investigate how
different values can motivate their evaluation. The results revealed that participants with
high scores of Universalism showed high interest in all messages, others with high priority
of Tradition actively preferred messages that present national Olympic celebrities, the
symbols of national glory (Jiang, 2013; Laine, 2005; Voolaid & Laineste, 2013). It is
important that in both studies the same object - the Olympics — could be approached from
the position of either Universalism or Tradition. These results are interesting in two ways.
First, it demonstrated the presence of two other coexisting interpretations of the Olympics
and its media coverage. The second interpretation — Olympism — can then represent the
position of a minority of people and stay under detected by academic research. These two
interpretations, perhaps, represent hegemonic and oppositional (or negotiated) readings of
the issue as conceptualized by Hall (1973). However, because the studies use the non-
representative sample, no conclusions about the status of an interpretation as
dominant/oppositional can be done. However, the dominance of the nationalist

interpretation can be inferred from the academic literature which focused on that side of
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the Olympics in Russia (Alekseyeva, 2014, Persson & Petersson, 2014 ) and from results
of relevant opinion polls (FOM, 2014a, 2016c).

Papers 4 and 5 focused more on the analysis of the content of the media messages,
not on their interpretations. Moreover, the aim of Paper 5 was to test whether people prefer
online content that reflects their important values. The narrowly defined aims of these
studies make it difficult to relate them to the model from Paper 1. Perhaps, the only point
of reference is the finding that explicitly political content was completely missing or very
scarce in the browsing histories of 7 out of 9 participants. Interestingly, the materials the
two participants accessed were not supportive of the current political situation in Russia. In
the lack of ideological diversity in their browsing histories, one could interpret such
composition of the media diet as a sign that these two participants belong to ideological
minorities that reside in echo chambers (although ideologically different ones). The other
participants could then either belong to disengaged minorities or the majority from an
imposed echo chamber. It is however would be incorrect to make any conclusions about
the status of any participant, since a) I do not have relevant self-reports about political
preferences of those participants b) I do not know how participants interpreted those
materials, and c) the browsing histories are incomplete (i.e. I do not know what participants

concealed) and there is no information on their offline media use habits.

It is important to emphasize, that the model from Paper 1 was designed to guide
cross-cultural research, while the studies of Part 2 focus on one country only. Consequently,
studies of Part 2 do not test the model. Whether the model is valid and useful for the media
consumption research is a direction for future studies that will compare media consumption

in societies that vary in the degree of diversity and tolerance.

Overall this project contributes to different fields of social sciences - (1) media
consumption -, (2) value -, and (3) Olympic research. First, paper 1 proposed a new
theoretical model which predicts how the relationships between consumption of one-sided
information and political participation would vary across social contexts. This model can
be used to analyze and compare the effects of media consumption in different societies.
Part 2 of the project proposed relying on values in the detection of individuals residing in
echo chambers. Papers 2-5 demonstrated that the values of people can motivate their media
choices both in experimental and natural settings. Second, the project enriches the value
research as it first demonstrated how values can be used to disentangle different meanings

people recognize in complex social objects, like the Olympics (paper 2). Also, paper 3
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showed that people with different value priorities also prioritize different sides of those
objects when evaluating them. Paper 4 presented a novel instrument for the identification
of references to 12 values in texts. Finally, paper 4 also identified reflections of the values
which are not present in the original model but can be culture-specific — e.g. Determination
and Beauty. Third, the project also proposed a novel approach to the investigation of the
sources of public support for the Olympic Games. Papers 2 and 3 showed that people like
the event for different reasons. Paper 2 also introduced a new facet of the event that some

people may recognize — the Olympics as a tradition.
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Appendix 1. Questionnaire used in Studies 2 and 3

YBaKaemblii y4aCTHUK,

Mpexae, yem Bbl NpumeTe pelleHne OTHOCUTEIbHO y4acTUsi B 3TOM UCCen0BaHNM, NOXKANYNCTa,
BHMMATE/NIbHO 03HAaKOMbTECH CO cneayolen nHbopmaumen. s Hac BarKHO, YTobbl Bbl NOHMManw,
0 Yem 3TO UccaenoBaHME, M YTO BKIKOYAET B cebA yyacTve B HEM.

O yem 31O UccnegoBaHue?

3T0 nccnegosaHue — BTOpasa YacTb ANCCEPTALMOHHOIO NPOEKTA, B KOTOPOM U3yYaeTca, KakK ntoam ¢
Pa3HbIMM LEHHOCTHbIMU NPUOPUTETAMM YNTAIOT HOBOCTU B OHNaNH-CMMW. B aToM nccnefoBaHMmM Mbl
Bbl6panu HoBocTn 06 Onmmnuiickmnx Urpax B Kopee, Kak obLyto Temy s 4acTu Bonpocos. B
nccnefoBaHMM MOXKHO y4acTBOBaTb AaXKe Tem, KTO He cmoTpen Onvmnuagy.

Yero oxunaath OT y4acTus B UCCNeA0BaHUM?

YyacTue B 3TOM UCCNeL0BaHUM COCTOUT M3 Tpex YacTei. B nepsoii yacTn Bam 6yayT npeanoskeHbl
BOMPOCbI O HEKOTOPbIX OIMMMUNCKUX aTnieTax. Nocne aToro Bam 6yaeT npeanoxeHo oueHUTb
HECKOJIbKO 3aro/1IoBKOB HOBOCTel 06 3Tux atnieTax. B Tpetbeit yactn Bam 6yayT npeanoxeHsbl
OnncaHuA NoLEeN, KOTOPbIE CYMTAKOT PasHble BELLM BaXKHbIMM B *KU3HW. Bawen 3apayei byget
OLLeHUTb HAaCKONbKO 3TU Nt0AM NOXOXKM Ha Bac. NMocneaHne Bonpockl 6yayT KacaTbes obLuein
mHdpopmauunm o Bac, Hanpnmep, BO3pacT 1 ropos NPOXKUBaHMUA.

CKO/IbKO BpeMeHM 3aliMeT yyacTtmne?

YyacTue B aKCNePUMEHTE 3alUMET NPUMEPHO 15 MUHYT.

0O6nA3aTeNbHO N y4acTBOBATb?

YyacTue B 3TOM UccnefoBaHUM A06p0BOAbHOE. Bbl MOXKeTe NpeKkpaTUTb CBOe yyacTue B ntobomn
MOMEHT. Balle pelleHne NpeKkpaTUTb y4acTne He nosaeyeT 32 CO60M HUKaKUX HeraTUBHbIX
nocneacTsuin ana Bac unm Bonpocos o0 TOM, No4Yemy Bbl IPUHAAM TaKoe peLleHue.

KakoBbl NOTEHUMaNbHbIE PUCKM YHACTUA B OMPOCE U B YEM MOS BbIro4a, €C/IM A peLly y4acTBOBaTb?
YyacTme B 3TOM onpoce He CBA3AHO C puckamu. Mocse Toro, Kak Bbl 3aKOHUUTE 3aM0/HEHWE aHKETbI,
Bbl cmorKeTe yBMAEeTb Balwm IMYHble pe3ynbTaTbl U, BO3MOXHO, Y3HaTb YTO-TO HOBOE O CBOMX
LLeHHOCTHbIX NPUOpPUTETAX.

Y10 CAyunTCA C MOMMM OTBETAaMM NOC/IE TOrO, KaK A 3aMOJIHIO aHKeTy?

Bce AaHHble Nosly4eHHble B XO4e 3TOro 0Npoca aHOHUMHBI (T.e. He coaeprKaT uHdopmaLumu,
yKasblBatowen Ha Bawy nmyHocTb). Mocne aToro AaHHble B 0606WeHHOM BUAe ByayT XpaHUTCA Ha
CbeEMHOM AMCKe Yy aBTOpa NpoeKTa. TONbKO Nccae0BaTeNN, BOBJEYEHHbIE B 3TOT NPOEKT, byayT
MMeTb JOCTYN K AaHHbIM.

Y10 NpOM3OMNAET C pe3ynbTaTaMm 3TOro onpoca?

MNpoaHann3npoBaHHble AaHHble onpoca byayT npeacTaBaeHbl Ha HAYYHbIX KOHpepeHUMAX, U
onyb6MKoBaHbl BHay4HbIX }ypHanax. MHbopmauma 06 oTaenbHbIX YH4aCTHUKAX UCCAea0BaHMA He
6byaeT gocTtynHa obuecTBeHHOCTH.

KTo moXXeT oTBeTUTb Ha BONPOChI 06 3TOM MCCI'Iep,OBaHMM?

Jiobble Bonpocbkl 06 3TOM MUccaeaoBaHUK, ero Lenax u pesynbTtatax Bbl moxeTe 3a4aTb aBTopy
npoekTta AneHe Xanuosol (khaptsova@bigsss-bremen.de)
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KTo npoBoAuT 3TO UccneaoBaHune?

3710 MccneposaHue nposoauT AneHa XanuoBa, acnmpaHT bpemeHckon MexxayHapoaHoi
AcnupaHTtckol LUKkonbl CoumanbHbix Hayk, YHMBepcuteTa bpemeHa n YHusepcuteTa Akobe B
bpemeHe.

Q1 - 1 noaTsepxApato, YTo:
OTmeTbTe BCe NYHKTbI, C KOTOPbIMU Bbl cornacHbli

A npouunTan(-a) nHbopmaumio 06 3TOM UCCNes0BaHUM U NOHAN(-a) YCIOBUA y4aCTMA B HEM.
Y MeHs eCcTb BO3MOXKHOCTb 334aTb Nt06ble BONPOChI 06 3TOM UCCef0BaHUN U MOEM Y4acTUU B HEM.
Moe pelleHre NPUHATL y4acTie B UccaeoBaHMm 406pOBOLHO.

A NOHMMato, YTO MOry B /IIO6OM MOMEHT OTKA3aTbCA OT y4acTus B UccnenoBaHnm 6e3 ob6bsicHeHMA Ha
TO MNPUYMH, N YTO MO OTKA3 OT y4acTMA He NoBJievyeT 3a coH60l HEraTUBHbLIX 417 MeHA NOCNeACTBUMN
M BOMPOCOB O NPUYMHAX MOEro oTKkasa.

A1 3Hal0, KaKne mepbl MO 3aLMUTE MOUX AaHHbIX ByAYyT NPUHATLI UccaeaoBaTeNaMM (Hanpmumep,
OoTCyTCTBUE 3anuceit 06 MHPopMaLLM, YKa3biBatOLWEN Ha MO JIMYHOCTD).

A1 03HaKOMMICA (-acb) C YCNOBUAMM UCMO/Ib30BaHMA AaHHbIX B UCCIeA0BaHUN, UX NyBAKKaLUW,
XpaHeHUs nnepeaadmn.

A NOHUMal0, YTO ApyrMe uccnegoBateny MoryT Noay4nUTb AOCTYN K AaHHbIM 3TOro UccaenoBaHNsA
TO/IbKO, €C/IN OHM ByayT cobatoaaTh YCTaHOBAEHHbIE 34eChb YCI0BUA UCMONb30BaHNSA AaHHbIX.

A noATBEpXKAalo, YTO MOM AaHHble MOTYT BbITb UCNO/Ib30BaHbI TONLKO B TEX NOCAEAYOLLNX
uccnefoBaHMAX, KOTopble coObNOAAIOT YCTaHOBAEHHbIE 34eChb YC/IOBMA UCNONb30BaHUA AAHHbIX.

Al cornaceH (-Ha) NPUHATL y4yacTue B UCCeA0BaHUN

Q2 - Baw non:

eHckui
MyKcKoM

Q3 - CMMU 6bi1an o4eHb BHUMaTEIbHbI K ONIMMNMIACKMM Urpam 1 Bcem cobbiTUAM, CBA3AHHbIM C HUMU B
TeyeHue HeCKONIbKUX Heaenb. MNpoLwno Bpems, u apyrue cobbiTua 3aHaAM mecto OnMmnuagbl B
adupe. Yto 3anomHunocb Bam?

HuKe npeacTaBieH CNUCOK ONMMNUIACKUX aTheToB u3 Poccun. Kakum Bugom cnopta oHu
3aHuUMmaloTca?

durypHoe JIbIXKHblE buatnoH CHoy6opg, 3aTprogHAOCh
KaTaHue FOHKM OTBETUTb

AnvHa
3arutosa
EBreHma
Megpsegesa
EKkaTepunHa
Wuwosa
ApunHa
AHTOHOBA




Q4 - Kakue meganu 3aBoeBann 3T cnopTcMeHKU Ha Onmmnuage B Kopee?
BbibepuTe Bce noaxoasaume oTseT
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3onoTo

Cepebpo

BpoH3y

HuKakue

3aTpoaHACH
OTBETUTb

AnnHa
3arutosa

EsreHua
MepBsepeBa

ExkaTepuHa
UWnwosa

ApuHa
AHTOHOBA

Q5 - Bbl 6b1 XO0TENM BUAETb 3TUX CNOPTCMEHOK Ha caeaylowmnx 3SMMHUX Oammnuinckux Urpax - 2022?

OAaHO3Ha4YHO
HeT

CKopee
HeT

CKkopee ga

OAaHO3Ha4YHO
ha

3aTpoAHAKCH
OTBETUTb

AnnHa
3armToBa

EsreHus
MepBepeBa

ExkaTepuHa
LLnwosa

ApuHa
AHTOHOBA

Q6 - Bbl 6oneeTe 3a STUX CNOPTCMEHOK?

OAaHO3Ha4vyHo
HeT

CKopee
HeT

CKkopee ga

OaHo3Ha4vyHo
Aa

3aTprogHAOCh
OTBETUTb

AnnHa
3armToBa

EsreHus
MepBepeBa

ExkaTepuHa
Unwosa

ApuHa
AHTOHOBA

Q7 - Kak Bbl cuutaete, 3T CNOPTCMEHKM - AI0CTOMHbIE NpeacTaBUTeIbHULbI OnMmnuiickon c6opHoii?

OAaHO3Ha4YHO
HeT

CKopee
HeT

CKopee ga

OAaHO3Ha4YHO
ha

3aTprogHAOCh
OTBETUTH

AnnHa
3armToBa
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EBreHmns
Mepgepesa
EkaTepuHa
Lnwosa
ApuHa O O @ D

AHTOHOBA

Q8 - CMU mHoro nucaam o6 aTux CNOPTCMEHKax A0, BO Bpemsa 1 nocie Oammnuiickux urp. Ha
cnepytoleii ctpaHuue Bbl ysuaute 8 cnyyaitHo BbiI6paHHbIX 3aroI0OBKOB HOBOCTEN 06 3TUX

CNOPTCMEHKAaX.
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Q9 - NMepea Bamu 3aronoBKU cNOPTUBHbIX HoBOCTe. Hackonbko Bam 6bin0 6b1 MHTEpeCHO NpounTaTth
CTaTby NOA 3STUMM 3aro/I0BKaMn?

Coscem He Ckopee He HemHoro UHTepe OueHb
He UHTEpe UHTEpecHo MHTEpecHo CHO VHTEpecHo
NHTepec CHO

HO

AnuvHa 3aruToBa UeHUT
PUCK U1 a3apT
conyTcTByloLme
COpeBHOBaHMUAM
AnuHa 3arnTtoBa
pobaBuna ovyepegHyto
Harpagy B KOMUAKY
mepanemn
AnuHa 3arnToBa
nsberaeT cTPeCcoBbIX
CUTYUMIA U Neperpy3okK
AnvHa 3arntosa
BCerga rotosa npumnTn
Ha NoMoLWb Noapyram
no KomaHge

EsreHna Mepsepesa
Bcerga 6bina
CaMOCTOATEN bHOM U
CaMoZ0CTaTo YHOM

EsreHna MepgBeneBa
YBEpPEHQ, rNaBHble
nobeabl ele Bnepegm

EsreHna MepgsegeBa
NpPOTMB HOBOBBEAEHM
1 B cnopTe

EBreHua
MepgBepaBa cunTaer,
4YTO CNOPT AO/IKEH
6bITb AOCTYMHbIM
ONA Bcex
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Coscem
He
NHTepec
HO

He
MHTEpe
CHO

Ckopee He
WHTEepPecHO

HemHoro
WHTEepecH
o

UHTepecHo

OueHb
MHTEepecHOo

ApwHa AHTOHOBa
LLE€HUT PUCK M a3apT
conyTcTByioL, ne
COpeBHOBaHU AM

AnunHa 3arnToBa
pobasuna ovepegHyto
Harpagy B KONUAKY
mepanemn

ApuHa AHTOHOBA
mnsberaeT cTpecoBbIX
CUTYUMIA U Neperpys3okK

AnuHa 3arnToBa
BCerza rotosa NnpumnTn
Ha NomoLWpb Noapyram
no KomaHge

EsreHna Mepsepesa
Bcerga 6bina
CaMOCTOATEN bHOM U
CamMoZ0CTaTo YHOM

ExkaTepuHa Wnwosa
yBepeHa, rnasHbie
nobeapl elle Bnepeam

EsreHna MepseneBa
NpPoOTMB HOBOBBEAEHM
1 B cnopTe

ExkaTtepuHa
Wwnwosa cuuTaer,
4YTO CNOPT AO0/IKEH
6bITb AOCTYMHbIM
ANA Bcex
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Q10 - Nepea Bamu 3aronoBKM cNOpTUBHbIX HOBOCTEU. HackonbKo Bam 6b110 6b1 MHTEpPECHO NPOYUTaTb 3TU
cratbu?

Coscem He Ckopee He HemHoro UHTepecH OuyeHb UHTEepeCcHO
He UHTEpe UHTEpecHo MHTEpecH o
NHTepec CHO o

HO

ApuHa AHTOHOBa
LLeHUT PUCK U a3apT
conyTcTeylowmue
COpPEeBHOBaHMAM
ApuHa AHTOHOBa
pobasuna ovepegHyto
Harpagy B KONUAKY
mepanemn
ApuHa AHTOHOBa
mnsberaeT CTpPecoBbIX
CUTYLUM U Neperpysok
ApuHa AHTOHOBa
BCerza rotosa NpumnTn
Ha NomoLWb nNoapyram
no KomaHge

ExkaTtepuHa
Wwnwosa sceraa
bblnia
CaMoCTOATE 1 bHOW U
CamoA0CTaTo YHOM

ExkaTepuHa Wnwosa
yBepeHa, rnasHble
nobeapl ele Bnepeam

ExkaTtepuHa
LWnwosa npoTtus
HOBOBBEJIEHU 1 B
cnopTte

ExkaTepuHa
Wwnwosa cuuTaer,
4YTO CNOPT AO0XKEH
6bITb AOCTYMHbIM
ANnA Bcex




Q12 - Huxke npepacraBneHbl KpaTKMe onucaHUa pasHbix ntogei. Moxanyiicrta, oTMeTbTe, HACKONbKO

KakAblii U3 3TUX Nl04ei NOXOXK UK He NOXOXK Ha Bac?
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OueHb NOXoXK Ha MeHA

B 3HaunTenbHoOM cTeneHun

NOXOX Ha MeH

HemHoro noxoxx Ha meHs

CoBcem YyTb-4yTb NOXOX Ha

MeHA

HE noxoX Ha meHA

Coscem HE noxoxk Ha

MeHA

[nA Hero BaXHO NPUAYMbIBaTb HOBOE U
noAxoAnuTb KO BCEMY TBOPYECKM.

Emy HpaBuTCA AenaTb BCe MNO-CBOEMY, CBOMM
OpUTMHaNbHbI M cnocobom

[ns Hero BaXKHO 6bITb 6oratbim. OH XoueT
4YTObObI Y HEro 66110 MHOTO
OEHer n 4opormx BeLuemn

[ns Hero BayKHO, YTOBbI C KaxKabIM Ye/I0BEKOM
BMMpe obpalanncb ogmHakoBoto OHybexaeH,
YTO Y BCEX AOJIKHbI ObITb paBHble BO3MOXHOCT
W B XKU3HU

[N Hero Ba*KHO NOKa3aTb CBOW CNOCOBHOCTMU.
OH xou4eT, 4YTobbl Ntoan

BOCXWULLAIUCH TEM,

YTO OH Aenaert:

[ns Hero BaxKHO KNUTb B 6e3onacHom
OKpYKeHUM.
OH n3beraeT BCEro, YTO MOXKET YrporKaTb ero

6e3onacHocT n

EMy HpaBATCA HEOMKMAAHHO CTU, OH Bcerga
CTapaeTca HalTK anAa ceba HoBble
3aHATUAO OH cYMTaeT, YTo A1 Hero B
YKM3HU BaXKHO nonpoboBaTb MHOrO
pasHoro

OH y6exaeH, uTo NoAn AO0NXKHbI AenaTb To,
4YTO UM rosopAT. OH CUMTAET, YTo Noan
OO/KHbI BCeraa cneaosaTtbh NpaBuaam, aaxe
€C/IM HUKTO 3a 3TUM He ceamT

,D,I'IFI Hero Ba*XHo BbICNyWwnBaTb MHeEHNE
Apyrunx, oTandarouwmx ca ot Hero

Nopein. [laxke Koraa oH C HUMU He
CornaceH, OH BCe PaBHO XOYET MOHATb UX
TOYKY 3p€eHunA

[nAa Hero BaXHO 6bITb MPOCTbIM U CKPOMHbIM.
OH cTapaeTcAa He NnpuBaeKaTb Kcebe BHMMaHUe

[na Hero BaXKHO XOpOLLO NPOBOANTb
Bpems
Emy HpaBuTCcA ceba 6anoBaTtb

[nAa Hero BaXKHO camMoMy NPUHMUMATb peLleHna
O TOM, YTO MKaK AenaTtb.
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Emy HpaBuTCA 6bITb CBOHOAHBIM MHE 3aBUCETbL
OT Apyrux

[na Hero oyeHb BaXKHO Nomoratb
OKpyXaloLwmum noaam. Emy xouetca 3a6oTuTben
06 ux 6narononyum u

[ns Hero BaXKHO 6bITb OYeHb ycnewHbim. OH
HajeeTcA, YTOo 104N NPU3HAIOT ero
OOCTUXKEHUA

[nAa Hero BaXKHO, YTobbI rocyfapcTBo

obecneuynBan o ero 6e30MacHOCT b BO BCex
oTHoweHusX. OH Xo4eT, YTobbl rocyaapcTeo 6bio

CU/IbHBIM M MOT/10 3aLWMTUTb CBOUX rpakaaH

OH ULWET NPUKIOYEHN 1 U eMy HPaBUTCA
puckoBaTb. OH XO4ET *KUTb NOMIHOM COBBLITUAMM
KU3HbIO

Ecnu Bbl 3TO UnTaere,
oTmeTbTe"He noxox
Ha MeHA

[ns Hero BaKHO Bcerga BecTu cebs
NpPaBUILHO.

OH cTapaeTcA He coBepLUaTh NOCTYMNKOB,
KOTOpble gpyrve oy moram 6bl ocyautb

[nA Hero Ba*KHO, YTO6bI €ro yBarkanu.
OH xou4eT, 4TobbI ltoaun
LEeNanu TaK, KaK OH CKaXkeT

OnAa Hero BaXHO 6bITb BEPHbIM CBOUM

ApY3bAM.
OH xoTen bbl NOCBATUTL ceba 6AN3KMM Nraam

OH TBEpPAO BEPUT, YTO JIOAMN O0/IKHbI bepeyb
npupogay.

[na Hero BaXKHO 3a60TUTbLCS 06
OKpyXatolei cpeae

OH UeHUT Tpaanumm.
OH cTapaeTcs cneaoBaTbh PeUrMO3HbIM U
cemelHbIM 0bblYanam

[na Hero BaXHO 3a60TUTbLCA 06
OKpYy»KatoLlen cpege. :

OH nwweT Ntobyto BO3MOMXKHOCT b
nosecenmnTbC A.

17 . Bbl cnegunun 3a xogom Onumnuitckux Urp B Kopee?

o CoBcem He cnegun
o W3pepkKa cnegun
o [lepuoguueckncnegmn

o BHMMmaTenbHO cneaunn

Q16 - Bbl cnegunm 3a HOBOCTAMM BOKpYr Onumnuiickux Urp B Kopee?
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o Coscem He cnegun

o MW3peaka cnegun

o [lepuogunyeckmcnegmn
o BHumaTenbHo cnegun

Q18 - 06bI4HO Bbl cnegute 3a HOBOCTAMM cnopTa?

o CoBcem He cnexy

o W3penka cnexy

o [lepuoanyecku cnexy
o BHumaTenbHo cnexy

Q19 - O6bIuHO Bbl cneguTe 3a HOBOCTAMM O TEKYLLUX COBLITUAX?
o CoBcem He cnexy
o W3penkKa cnexy
o [Nepunoanueckm cnexy

o BHMMaTeNnbHO cnexy

Q20 - Bbl cKopee N03UTUBHO UAKU HEraTUBHO OTHOCUTECb K Onmnuiickum Urpam u Onumnuiickomy
ABWXXEHUIO B Leniom?

o HeratmnsHo
o Ckopee HeratMBHO
o Ckopeeno3nTueBHO

o [Mo3ntneHo

Q21 - Bbl cKopee NO3UTUBHO MU HEraTUBHO OTHOCUTECb K ONMMNNIACKUM aTnieTam u3 Poccuu, NpUHABLUMM

yuyactue B Onumnuiickux Urpax B Kopee?

HeratnsHo
CKopee HeratMBHo
CKopeeno3nUTMBHO
o MNo3ntneHO

O O O

Q22 - EcTb MHeHMe, 4To Onumnuiickue Urpbl - 3TO He TOZIbKO CNOPTUBHOE MEpPONpPUATUE, HO U BaXKHOE

noauTUUYeckoe cobbiTne. Bbl CKopee cornacHbl U He COrNacHbl C 3STUM MHEHUem?
o CornaceH (OM - 3To nonuTUYecKoe cobbITUE U CNOPTUBHOE MEePONpPUATUE OAHOBPEMEHHO)
o Ckopee cornaceH

o Ckopee HE cornaceH
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o HE cornaceH (OU - a1o cyrybo cnopTMBHOE MeponpuaTue)

Q30 - MexXAayHapoAHbI OIMMMNUACKMIA KOMUTET A0NYCTUA HEKOTOPbIX POCCUIMCKMX CNOPTCMEHOB K
Onumnuage-2018 npu ycn0BUKM UX yHaCTUA NOA, HEUTPaANbHbIM (G1Iarom, 3anpeTUB y4acTBOBaTb Nog ¢pnarom
HauMOHANbHOW C60PHOIA. Poccuiickme cnopTcMeHbl NPUHANU peLleHue COr1acuTbCA BbICTyNaTb Noa,
HeUTpanbHbIM pnarom. Bbl cKopee nogaepuBaeTe UK He NOAAEPKMUBAETE UX pelueHune?

O Nopgpepxunsato
O HE noaaepxmnsaio

O 3artpyaHaoch oTBETETUTD

Q33 - Asnaerecb nu Bbl rpaxkgaHnHom Poccun?
O Jfa
O Her

Q35 - HacKonbKo cuabHO Bbl ropautech Tem, 4YTo ABAAETECh FpaXKAaHMHOM Poccun?

OyeHb rop»xycb

B KaKOW-TO Mepe ropKycb
He ouyeHb rop»ycb
CoBceM He FropKycb

O O O O

Q31 - B Kakoit mepe Bbl cornacHbl MK He COrnacHbI CO C/IeAYIOLWUMM BbICKa3biBAaHUAMMU?

MonHoCTbIO
cornaceH
CKopee
cornaceH

Hw cornaceH, Hu
He cornaceH
Ckopee He
cornaceH
MonHocTiOb He
cornaceH

Ons meHs nydwe 6bITb rparkgaHMHoOM Poccun, yem
nobon apyrou cTpaHbl mupa

B Poccuum nponcxoaumT ceiivac Takme aena, UTo
3acTaBiAET MeHA UCMbITbIBATb CTbiA, 33 Hee

Mwup ctan 6bl nydiie, ecav 6bl NlOAN B APYTUX
CTpaHax 6bis11 6bl 6oNbLUE MOXOXM Ha POCCUAH

FfoBops B Lenom, Poccus nyyiie 60nbLUMHCTBA
APYrux cTpaH

Jllogm foNKHbI NOAAEPKMBATL CBOIO CTPaHY, AarKe
€C/1 OHa He npasa

Korga mos cTpaHa XOpoLuo BbICTynaeT Ha
MeXKAYHapOAHbIX CNOPTUBHbIX COPEBHOBAHUAX,
A FOPKYCb TEM, YTO 5 - POCCUAHMH

MHe npuxoanTca ropguTbcs Poccueit peske, yem
MHe 6bl 3TOro XoTenocb

Mup ctan 6bl nydiie, ecnm 6bl poccuaHe NpUsHaNK
HeaoCTaTKu
Poccumn
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Q24 - Baw Bo3pacrT:

Q21_2 - Baw ypoBeHb 06pa3oBaHus:
O CpeaHee nonHoe
O CpegHee npodeccnoHansHoe
O (O CrypenT BY3a

O Bebicwee

Q25 - Topogp, rae Bbl ceifuac npoykusaere:

Q26 - KTo HanpaBun Bam ccbinKy Ha aTOT onpoc?
damunma n ums oTnpasuTena

Q27 - Npexae, 4em Bbl cMOKeTe yBUAETb CBOM INYHbIE Pe3y/ibTaTbl, NOXKaAYACTa, NPOYTUTE CeayHoLLYHO
nHbopmaumio.

Bbl yyactsoBanu B 0Hna1‘/’|H-3KcnepmmeHTe, YTO O3HA4YaeT, YTO pa3Hble AN NOoNYyYHasIn pa3Hble 3aro10BKU
HoBOCTEN crpynnmupoBaHHble onpeae/siHHbIM o6pa30M. 370 bbIN10 caenaHo anAa Toro, YyTOObI Y3HaTb, KaKad
VIHCI)OpMaLI,Mﬂ, coaeprxallaAacAa B 3aronoBKke genaeT ero 6onee nan meHee UHTEPECHbIM ANA Pa3HbIX ﬂlO,D,eVI.

Tenepb 0 3aros0BKax:

AnuHa 3aruToBa u EsreHna Meggeaesa - GUTrypuUCTKK, yyacTBoBaBlime B Onumnuinckux Urpax B Kopee. ApuHa
AHTOHOBa 1 EKkaTepumHa LLMwoBa - He ToNbKO He y4acTBoBaiv B OnMmnvage, Ho AarKe He 3aHMMAtoTCA
OMMNUNACKUMM BUAAMM CIOPTa.

Bce cooblueHna 060 Bcex CMOPTCMEHKAX BbIM HanucaHbl cneunanbHO ANA 3TOro UCCNeA0BaHMA U HUKOT4a He
6b11m onybankoBaHbl CMW. Bepernte cebs oT BAMAHUSA "deltK" (n0XHbIX) HOBOCTEN B peasibHOM KU3HU U
BCEraa NpoBepsaiTe UCTOYHMKM, YTOBbI He OKa3aTbCA B 3abayKAEHMM.

Tenepb Bbl MOXKeTe MOCMOTPETb CBOM /IMUHbIE PE3Y/bTaTbl MO ONPOCHMKY LieHHOoCTen. HaxkmuTe "Cnepgytrowan
CTpaHu
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Appendix 2. Questionnaire used in Studies 4 and 5

YBa)kaeMbli yuacTHUK,

[Ipexne, yem Bbl mpuMuTE pelieHHEe OTHOCUTENIBHO YYaCTHsI B 3TOM OIpOCe, MOKaTyHCcTa, BHUMATEIBHO
03HaKOMBTECH €O clieayromiel naopmarueir. s Hac BaXHO, YTOOBI Bel MOHUMAaIIH, O YeM 3TO
UCCIIEIOBAHUE, M YTO BKIIFOYACT B Ce0s1 y4acTue B HEM.

O 4yeM 3TO HcciaenoBaHue?

3TOT ONpoC — HepBast YaCTh MUCCEPTAMMOHHOTO MPOEKTA, B KOTOPOM U3y4aeTcsl, KakK MOJIb3YIOTCS
I/IHTepHeTOM, 1 YEeM UHTEPECYIOTCA B CETU JIFOAU C Pa3HbBIMH HICHHOCTHBIMU MPUOPUTETAMU. 3TOT ornpoc
HaIlpaBJICH Ha BBIABJICHUEC PA3HBIX TUIIOB I/IHTepHeT—HOHLSOBaTeHCﬁ.

Yero 0:kuMIaTh OT yYacTHsl B onpoce?

B sToMm onpoce Bam OyneT npeanoxkeHo NpounTaTh KOPOTKUE OMUCAHUS Pa3HBIX JIIOJEH U PElInTh,
HACKOJIBKO 3TH JII0U oxoxku Ha Bac. ITocie aToro Bam OyzeT npeanokeHo HECKOIBKO BOIIPOCOB O TOM,
kak Brl 00b14HO TipoBOIMTE CBOOOAHOE BpeMst B UHTepHET (Hampumep, KakiuM Opay3epoM yaiile BCero
MOJIB3y€eTeCh, IOOUTE JM BBl UnTaTh CTAThU MM CMOTpPETH BUAEO U Ap.) Ha 3TH BOPOCH! HET MPABUIBHBIX
1 HCIIPAaBUJIbHBIX OTBCTOB. Campble JIy4lIne OTBETHI T€, KOTOPBHIC OTPAXKar0T Bamm mueHus u IIPHUBbIYKH.

CKo0J1IbKO BpeMeHH 3aiMeT yuacTue?
VYyactue B onpoce 3aliMeT NPUMEPHO 15 MUHYT.

O0s3aTeIbHO JI YYACTBOBATH?

YyacTue B 3TOM UCCIIE0BAaHUH JOOPOBOJIBHOE. BBl MOXKeTE IPEKPaTUTh CBOE yUacTHE B JIFOOOH MOMEHT.
Barre perrenre npekpaTHTh y4acTHE HE IOBJIEUET 3a OO0 HUKAaKUX HETAaTUBHBIX MOCIEACTBUN a7t Bac
WJIA BOIIPOCOB O TOM, II04YeMY BBI IPHHSIM TaKoe peIieHue.

KakoBbI NOTEHIMAJILHBIE PUCKHM YYACTHS B OIIPOCE M B Y€M MOSI BHIT0/14, €CJIN I Pelry
YYacTBOBATh?

VYuyacTre B 3TOM orpoce He CBsizaHo ¢ puckamu. [locne Toro, kak Bl 3akoHUMTE 3aM10THEHNE aHKETHI, Bl
CMOJKETE YBHUJICTh Ballv JINYHbIe pe3ybTaThl U, BO3MOXHO, y3HATh YTO-TO HOBOE O CBOUX IIEHHOCTHBIX
npuopHTeETaX. BBl TaKkKe MOMy4YHTE IPUTIIAIIICHUE IPHHSTH YY4aCTHE BO BTOPOH YaCTH MPOCKTA.

Yto cayunrcsi ¢ MOMMHU 0TBETaMU I10CJIe TOr0, KAK f 32I10JHI0 AHKeTY?

Bce mannbIe OydeHHBIE B XOJIE 3TOTO OIPOCca MPOMIYT MPOLeLypy AHOHUMH3AIUH (T.€. T00ast
nHpOpMAIHsL, yKapIBatomas Ha Banry muaaocts, Oyaer 3ameHeHa nceBgoHuMoM). [locie aToro manusie B
0000meHHOM BUie OyIyT XpaHHUTCS HA CHeMHOM JHCKE Y aBTOpa MpoeKTa. TOIbKO HeClie10BaTeNH,
BOBJICYCHHEIE B ATOT IIPOEKT, OYAYyT UMETh TOCTYII K TaHHBIM.

Y10 npou30iiaeT ¢ pe3vabLTaTaMu 3TOro onpoca?

[Ipoananm3upoBaHHBIC JaHHBIC OITpoca Oy Iy T MPECTABICHBI Ha HAYYHBIX KOH(PEPEHIUAX, H
OITyOJIMKOBAHBI B HAYYHBIX KypHasax. MHpopmanus o0 OTIeIbHBIX YUaCTHUKAX HCCIICIOBAHUS HEe OyIeT
JIOCTYITHA OOIIECTBEHHOCTH.

KT0 MOKeT OTBETHUTH HA BONPOCHI 00 3TOM HCCJICT0BAHUMN?
JItoOpIe BOITPOCHI 00 ATOM HCCIIEIOBAHNH, €0 TeNIAX U pe3ylibTaTax Bel MOKeTe 3a/1aTh aBTOPY IIPOEKTa
Anene Xanmosoii (khaptsova@bigsss-bremen.de)

K10 npoBoaur 3To uccaegosanue?
DTO0 UCCclieIoBaHuEe MPOBOIUT AlleHa XamioBa, aciipanT bpemenckoi MexayHapoqHol ACUpaHnTCKON
komer CommamsHeix Hayk, YauBepcutera bpemena nu Yuusepcureta SIko6c B bpemene.




Baw non:

o KeHckun
o Myxckon

£ nogTeepxaato, YTo:

o A npouuntan(-a) nHdopmMaumo 06 3ToM NccneaoBaHUM U MOHSAN(-a) YCIOBUSI y4acTusi B HEM.
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o Y MeHs1 eCTb BO3MOXHOCTb 3a7aThb JtoOble BONPOChHl 06 3TOM UCCnefoBaHMM U MOEM Yy4acTUM B HEM.

o Moe pelleHre NpUHATL y4acTre B UCCneaoBaHum 4OOPOBOSLHO.

@) 4 noHumato, 4To Mory B nobo MOMEHT 0TKa3aTbCsi OT y4acTtua B nccrnengosaHun 06e3 06bACHEHUS] Ha TO

NPUYUNH, N 4TO MOW OTKa3 oT y4acTuna He noBneYeT 3a coboli HeraTuBHbIX Ons MEHS1 NOCNEeACTBUA U

BOMPOCOB O MPUYMHAaX MOEro oTkasa.

@) A 3Halo, Kakme Mepbl Mo 3amnTe Moux AaHHbIX 6y,El,yT NPUHATBLI UccrnegoBatTenaMmun (Hanpmmep,

OTCYTCTBME 3anucen ob nHopmaLy, ykasbiBaroLLEN HA MO JIMYHOCTD).

o £ o3HakoMuncs (-acb) C YCNOBMSIMU UCMONb30BaHMSA AAaHHBIX B UCCIIeQ0BaHUK, UX NyGnvkaumm,

XpaHeHna n nepegayn.

@) A NOHMMaLlOo, YTO Apyrue uccrnegoBartenn MOryT nony4vynTb AOCTYN K AaHHbIM 3TOro UccnegoBaHua

TONbKO, €CIl OHU 6y}:l,yT cobnogatb YCTaHOBJI€HHbIe 3[0eCb YCITOBUA UCNONb30BaHUA JaHHbIX.

o £ nogTeBepxaato, YTO MOW AaHHbIE MOTYT ObITb UCTMOSb30BaHbI TONBKO B TEX MOCNEAYOLLMX

nccnegoBaHUAx, KOTopble cobnogatoT YCTaHOBJ1€HHbIE 3[1eCb YCITIOBUA UCNOJ1Ib30BaHNA OaHHbIX.

o # cornaceH (-Ha) MpUHATL y4acTne B uccrnegoBaHum

Hwxe npuBegeHbl onvcaHmsa pasHbix nogen. MNoxanyncra, npountanTe Kaxgoe onvcaHve n nogymanTe,
HACKOMMbKO 3TOT YENOBEK MOX0X MUK He Noxox Ha Bac. OTmeTbTe TOT BapmaHT OTBETa, KOTOPbIA Hanbonee TO4YHO
COOTBETCBYET CTEMEHM MOXOXECTN ONMCAHHOIO YernoBeka Ha Bac.

CoBceM He
rnoxoka Ha
MeHs

He noxoxa
Ha MeHs

Mano
rnoxoxa
Ha MeHs

YMepeHHo
rnoxoxa Ha
MeHS

Moxoxa
Ha MeHsa

OueHb
rnoxoa Ha
MeHs

[ns Hee BaXHO
CaMOCTOSAITENBHO
dopmMMpoBaTb CBOW B3rMsiabl

[ns Hee BaxHO, YTOOLI ee
cTpaHa bbina 6e3onacHom u
cTabunbHoN

[1ns Hee BaXXHO XOpoLLO
npoBoanTb BpeMs

[ns Hee BaXHO He
paccTpanBaTtb OpYyrux
nogen

[nsi Hee BaXHO, YTOObI
crnabble 1 ya3BUMbIE YNEeHbI
obLecTtBa 6binn
3aLUMLLEHbI
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[ns Hee BaXHO, YTOObI
noav genanu 1o, Y4To oHa
1M roBOpU

[ns Hee BaxHO Gepeyb
npupoay

[ns Hee BaXHO, YTOObI
HUKTO HUKOrda He MOor ee
NPUCTLIONUTb

[ins Hee BaxHO uckaTb cebe
HOBbIE 3aHSTUSA

[ns Hee BaxHO 3a60TUTLCSA
0 O6nn3KNx en nraax

[nsa Hee BaxHO obnagatb
BACTblO, KOTOPYH MOTYT
NPUHECTU OEHbIn

[1na Hee o4eHb BaXXHO
nsberatb bonesHen n
Hepeyb CBOE 300pOBbE

[nsa Hee BaXHO ObITb
TEPMNMMOW K CaMbIM Pa3HbIM
NAAM Y rpynnam

[lns Hee BaXHO HMKOraa He
HapyLaTb npasuna unm
npegnvcaHus

[lns Hee BaxHO
CaMOCTOATESIbHO NPpUHUMATb
peLleHus], KacatoLmecs ee
XKXU3HN

[ns Hee BaXHO UMETb
aMOULMO3HbIE LIeNn B XXN3HU

[ns Hee BaxHO
noaaepXkuneathb
TPaaULMOHHbIE LLIEHHOCTM 1
B3rnsiabl Ha MUp

[lns Hee BaXHO, YTOObI
NOAK, KOTOPbIX OHa 3HaEeT,
ObInn MNOMHOCTLIO B HEWN
YBEPEHbI

[ns Hee BaXHO ObITb
boraTomn

[1ns Hee BaXxHO HMKOraa He
aymaTb, YTO OHa
3acnyxuBaeT 6onblue
apyrux

[nsa Hee BaxHO y4acTBOBaTb
B MEPONPUATUSX MO 3aLuTe
npupoabl

[1na Hee BaXkHO HMKOrAa
HUKOIo He pa3gpaxaTtb

[1na Hee BaXHO UMeTb
COOCTBEHHOE MHEHME

[1na Hee BaXxHO COXpaHATb
J1IMLO B MMa3ax apyrux

[Ins Hee Ba)kHO nomoraTtb
ZOpOrvM e Noasm

[ns Hee BaXxHO YyBCTBOBATb
cebs 3alULLIEHHON 1 ObITb B
©e3onacHoCTH

[1ns Hee BakeH a3apT B
XU3HWU, OaXxe ecri OH
Conps’>KeH ¢ puckom

[1ns Hee BaXHO ObITb
HaOEeXHoW n
3acnyxuBarLLen LOBEPUS
apyrom

[1ns Hee BaXXHO UMETb
BNacTb, YTOObI 3aCTaBNATb




212

ntofen genatb To, YTO OHa
Xoyet

[lns Hee BaXxHO
CaMOCTOSATENBHO
nnaHMpoBaTb CBOU
OencTBus

[nsa Hee BaxkHO cobnoaaTb
npaBuna, Aaxe Korga HUKTO
He BUAUT

[ns Hee BaXHO ObITb O4YEHb
yCneLHom

[ins Hee BaxHO crnepoBaTb
CeMENHbIM 1Unu
PEenUrMo3HbIM 0bblYasiM
[nga Hee BaxHO criyLuaTb u
NOHUMAaTL NOOEN,
OTNINYaKLWMNXCH OT Hee

[ns Hee BaXKHO, YTOOLI
rocyapcTBo 6bINo CUMbHBLIM
1 CNocobHbIM 3aLUMTUTb
CBOVIX rpakgaH

[na Hee BaxHO
HacrnaxagaTbcs
YOOBOSLCTBUSIMU, KOTOpbIE
MOXET [aTb XXU3Hb

[lns Hee BaXHO, YTOObI
Kakabl YenoBeK B MUpe
NUMen paBHble BO3MOXHOCTU
B YKU3HU

[lns Hee BaXHO ObITb
CKPOMHOW

[ns Hee BaxHO
CaMOCTOATENBHO BO BCEM
pasbupaTbes

Cnepytolme BoNpockl kKacatoTcs Bawwmx npyBbiyek nonb3oBaHns VIHTepHeT:

C kakux yctpouncTs Bbl vaie Bcero Beixogute B VIHTepHeT B cBoe CBOBOHOE Bpewms (T.€. He ans paboTbl unm
yuebbl)?

Hanpumep, ansa pewerus pabounx 3agay HekoTopble noau nonbaytotest MK Ha cBoem paboyem mMecTe, a B CBOGOAHOE BPEMS NPEANoYmnTaoT
Apyrve yctpoicTtea. HekoTopble Noamn nonb3ytoTcs OAHUMMU U TEMU Xe YCTpoicTBamMu 1 B paboyee, 1 B CBOGOAHOE BpeMSi.

CwmapTdoH

MnaHwet

HoyTtbyk

[MepcoHanbHbIM KOMMBLIOTER

O O O O

Kakumun NHTepHeT-6paysepamm Bbl 06b14HO nonb3yeTteck B cBoe CBOBOHOE Bpems?

Google Chrome
Firefox

Internet Explorer
Other

O O O O

Bbl nonb3yeTech (OyHKLMEN CUHXPOHM3ALMUM Ha CBOMX YCTPOMCTBax?

Hanpumep, cuHxpoHusaums yyetHomn 3anucu Google, koTopasi Mo3BOSISAET NoMb30BaThCS OAHUMU U TEMU XKe HACTPOMKaMM yYeTHOI 3anucy,
OTKpbIBATb OAHM 1 T€ Xe Bknaaku Gpaysepa Ha pasHbiX yCTPONCTBax

o [Ha

o Hert

Kak 4yacto Bbl ... B IHTepHeTe B cBoe CBOBOHOE Bpemsa?
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My3bIKy, paauo,
noJkacTbl 1 Ap.

Pa3 B mecsu n 2-3 pasa B Pa3 B Hegento 2-3 pasa B Kaxabi aeHb
pexe MecsiL Hegenwo

CwmoTtpute

BUAEO,

unbmbl 1 4p.

Cnywaete

Yurtaete
pasHble cTaTbH,
HOBOCTW, 6riorn

v ap.

Monb3yeTech
coumanbHbIMK
ceTaMmm
(BKoHTakTe,
Facebook,
Instagram) ans
obLLeHns

Ha kakom sa3blke Bbl 06bIMHO NpocmaTprBaeTe cTpaHuLbl B IHTepHeT?

B kakom ropoge Bebl xuBeTe?

Mpexgae, yem Bbl yBManTE CBOM pesynbTarthl...

Bbl moxeTe NPUHATL y4acTue BO BTOpOVI 4YacTu 3TOro uccnegoBaHuA, ecnm XoTuTte.

O yem BTOpasi YacTb UCCIIeOOBaHUS U Yero oxXungatb OoT yyactma?

1. BTopas 4acTb NpoekTa HanpaBfeHa Ha 3y4yeHne Toro, YTO0 UMEHHO NPUBREKAET Mael C pasHbIMU
ueHHocTaMM B VIHTepHeT. YTobbl 9T0 y3HaTb, Mbl Mpuyrnallaem noaen nokasaTtb 4acTb CBoen nctopum bpaysepa

ONs aHanusa.

2. be3 naHuku! Tonbko Bbl, U 6onblUe HAKTO APYron, bygeTe MMeTb JOCTYN K NOSIHOW UCTOPUM Gpay3epa

coxpaHeHHoW Ha Bawux yctponctBax! Bbl Takke OygeTe NONHOCTLIO KOHTPONMUPOBaTb Npouecc Bbioopa

OaHHbIX ans aHanusa. Hukakme gaHHble n3 Bawen uctopum 6paysepa He OyayT COXpaHEHbl, OTCNeXeHbl,

WM NpoaHanu3MpoBaHbl 6e3 Bawero cornacus.

3. [Ins 3awuThl Bawmx AaHHbIX ONpefenHHbie Mepbl OyayT NpuHSATLI uccriegosatenem. Y Bac Takke Oyget
BO3MOXHOCTb OTPEAaKTUpOBaTh CBOK UCTOPUIO Bpay3epa 1 CKpbITb MoByro MHopMaLMo 40 TOro, Kak
nuccnepoBaresb ee YBUAUT.

4. VlccnepnoBaTenb CBSXKETCA C Bamu 1 NpurnmucuT Ha NindHyto BCTpedy mexay 21 aekabpsi u 9 sHeaps. Bece
BCTpeun npoinayT B CaHkT-MeTepbypre. MNprMepHasi NpoaomKUTENbHOCTL BCTpeun 45-60 MUHYT.

5. Ha Bctpeye Bam noHagobuTcsa 1o yCTpOI;ICTBO, KoTopbIiM Bbl yaLle Bcero nonb3yeTecb A514 BbiXo4a B

MHTepHeT B Bawe cBobogHoe Bpewmsi.

6. Bo Bpemsi BcTpeun Bel Gyaete camocTosTensHo paboTaTte co cBOel nctoprei bpaysepa, ncnornb3ys
odbdpnaiiH npunoxeHve. Bel Gyaete aenaTb 3 TO CaMOCTOSATENBHO, UCCNEAOBATENb He ByaAeT BUAETH NOMHYHO
nctoputo Baluero 6paysepa, U He GyAeT MMeTb HUKaKoV BO3MOXHOCTM CKONmnpoBaThb ee 6e3 Ballero Begoma.
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7. Bce y4acTHUKM BTOPOM YacTu uccrnenoBaHua nony4var 500 pyonen

8. 3apaTb ntobble Bonpockl 1 Nony4nTb 6osbLie noapobHocTen 06 McCneaoBaHUM MOXHO Y AneHbl
XanuoBor (khaptsova@bigsss-bremen.de)
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Main category: Definition* Examples Decision rules
Values
Subcategory: Conceptual Key Examples from the theory | Examples from test data Differentiation between value types
definition definition
Value types components
(End-state) P

Self-direction Independence | Independence |- Interested/curious to “Unfortunately for most Self-direction and achievement: self-

(focus self) in thoughts in thoughts find and try his own students, thinking for direction refers to one’s self-assessed
and actions ways oneself is really difficult competence and standards; achievement refers
(choosing, - New own ideas, because most students, to those assessed by other people.
creatmg, Indepe'ndence - Own decisions, especially the ones who Indicators: In self-direction recognition of
exploring) In actions - Plan for self,

- Independent/rely on self

manage to get into the lvy
League, have spent their
academic years doing the
opposite of thinking for
themselves...”

success by an individual does not depend on
confirmation of this success by others.

Unlike achievement, self-direction does not
require demonstration of one’s
accomplishment of goals to other people.

Pursuing a goal motivated by self-direction
does not imply a comparison with other
people.

Self-direction differs from stimulation: self-
direction makes people getting new
experiences in order to try their independence.
Stimulation motivates trying new things for the
sake of novelty.
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Stimulation Excitement Excitement - Surprises/exciting life, "People like me come here | Stimulation differs from self-direction:
(focus self) and novelty, - Do different things/try to visit a fairy tale, a place | stimulation makes people getting new
that one seeks new things in order to where one can challenge experiences for the sake of novelty, not in
for their own | Novelty get new impressions, himself in conditions for” | order to try oneself ‘s independence.
sake new e)gperiences real men” and see with
- Take risks/seek their own eyes what the ) L. )
adventures absolute majority of the Stimulation differs from hedonism: new
world population has no experiences are not necessarily pleasant.
pop _ Hedonism requires pleasures, which are not
access to - the great white . .
- S necessarily novel or diverse
continent [Antarctica]
Hedonism Pleasure and | Pleasure All kinds of pleasures, as "I went to the cinema Hedonism differs from stimulation:
(focus self) sensuous end-points of behaviors. [because], | just wanted to | Hedonistic pleasures are not necessarily novel
gratification be entertained". or diverse. Example: one may drink coffee
for oneself. because of the flavor, which one finds
Hedonism pleasant.
implies
pleasures that
are rewarding
for their own
sake. In case
of hedonism
pleasure does
not occur as a
“side-effect”
of achieving
some other
goal.
Achievement Active Personal - Successful as it is seen Ms Lipnitskaya won the Achievement and self-direction: achievement
) free skate and short R
demonstration | success by others, refers to one’s competence and success as
(focus self) . . programme to earn the :
of success - Ambitious/aspiring, assessed by the society.

according to

- Demonstrations of

competence,

admiration of millions

of fans.
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social
standards

Show abilities/have
people admire,
Successful/impress
others,

Getting ahead/ striving
to do better than others

Indicators: In achievement recognition of
success by an individual depends on
confirmation of this success by others.

Unlike self-direction, achievement requires
demonstration of one’s accomplishment of
goals to other people.

Pursuing a goal motivated by achievement
implies a comparison with other people.

Both achievement and power values focus on
social esteem. However, achievement values
(e.g., ambitious) emphasize the active
demonstration of successful performance in
concrete interaction (e.g. win in a particular
competition/ publishing a novel), whereas
power values (e.g., authority, wealth)
emphasize the attainment or preservation of a
dominant position within the more general
social system (e.g. having authority in sports
(like minister of sports)/ being influential in
publishing (like reviewer)).

Power

(focus self)

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

Dominance
over people —
“Power to
constrain
others to do
what one
wants”

Control of
material

resources-
“Power to

Social power/control
over others,
Authority/right to
command,
Wealth/material
possessions,

Being rich/having
expensive things

A deputy, of course, must
earn much more than a
teacher, a doctor, or
representatives of other
professions, because his
work is more responsible
and requires higher
qualification. The wellbeing
of a doctor, a teacher, as
well as a patient and a
schoolchild depends on the
results of deputy's work. "

Both power and achievement values focus on
social esteem. However, achievement values
(e.g., ambitious) emphasize the active
demonstration of successful performance in
concrete interaction (e.g. win in a particular
competition/ publishing a novel), whereas
power values (e.g., authority, wealth)
emphasize the attainment or preservation of a
dominant position within the more general
social system (e.g. having authority in sports
(like minister of sports)/ being influential in
publishing (like reviewer)).
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control events
through one’s

Power and Face: Face is a tool, which enables
to execute power through one’s public image/

material reputation. Power refers to a general ability to
assets” control resources or people (e.g. by having
more experience than others, by having better
access to resources). Face refers to one’s
reputation which makes domination legitimate.
Example: rich people are not necessarily public
figures, and their reputation does not affect
their well-being. On the contrary, the well-
being of celebrities (who are not necessarily
rich) depends on their public image.
Face Security and Status and Social Face and Power: Face is a tool, which enables
(focus self) power Fh'rough prestige recognition/re;pect for to execpte power through one’s public i.rr.lage/
malntalnlng Face— one’s personality, reputation. Power refers to a general ab1.11ty to
one’s public maintaining Preserving public control resources or people (e.g. by having
image and and image/ maintaining face more experience than others, by having better
avoiding . access to resources). Face refers to one’s
humiliation protecting reputation which makes domination legitimate.

own prestige

Example: rich people are not necessarily public
figures, and their reputation does not affect
their well-being. On the contrary, the well-
being of celebrities depends on their public
image.

Face and Security:

Protecting one’s prestige is a strategy to defend
oneself against the threats to one’s security.
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Security Safety, Societal - Country safe/state 1 did not approach the Security and Face:

(focus self) harmgny, and | security vigilant against threats, - | animal, because wild foxes Security is a broader motivation in comparison
stability of - Stable are dangerous vectors of - |\yith Face. The public image may serve as a
:gl(;tfi:gl’sﬁ «. | Personal go(;/ernment/somal rabies. remedy against potential threats. Protecting

ps, . order, reputation, thus, is one strategy to defend
and of self security - Avoid sickness/stay oneself
healthy,
- Secure
surroundings/avoid
danger

Conformity Restraint of Avoiding - Do what told/follow “It is hard for students to Conformity and tradition: conformity means

(focus others) actions, upsetting rules, think for themselves, as subordination to persons with whom one
inclinations, others, whose |-  Behave properly/avoid | they have allowed frequently interacts—parents, teachers, and
and impulses | disturbance doing anything people themselves to be shaped by |bosses. Tradition means subordination to more
likely to upset | may cause say is wrong, others, seeking to perform abstract objegts—religious and cultural
or harm others | problems to |-  Polite/never disturb, perfectly as charged by customs and ideas.

:(I)lgi;mlate oneself i lf){els.pect pa;rents/obey adults.” Conformity and benevolence values both
expectations ) S}(i iteness/ courtesy, promote cooperative and supportive relations

p . - OW respect , with other people. However, benevolence
or norms of Compliance |- Self-discipline/resist refers to supportive relations in order to

i i ith laws i .
;}(l)igllmedlate XIes aI\Zl ’ tempt.atlon, promote well-being of others. In contrast,
environment auth(;ri ty B Obc?dlept/ meet conformity values promote cooperation in
obligations order to promote well-being of oneself.

Humility Recognizing - Humble/modest, “It may appear that Humility and universalism:

(focus others) ones ) Self—effacmg and . humility is a sign of » Humility emphasizes acceptance of one’s place
mmgmﬁcance accepting my portion/ weakness. In fact, humility iy the world including the natural and social
in the larger sgbmlttlng to life’s is necessary to evaluate environment in their current state. Universalism
scheme of circumstances, one’s place in the world promotes active actions towards the
things - Humble/ don’t draw adequately.”

attention to self and
don’t ask for

improvement of the environment.
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more/satisfied with
what one has

Tradition Respect, Maintaining |- Respect "Once we ignore the Tradition and conformity: Conformity means
commitment, | cultural, tradition/preserve meaning of our traditions, | subordination to persons with whom one
(focus others) .
and religious customs, we’re in danger of frequently m.tc?racts—parents, tejach.ers, and
acceptance of . ’ - Devout/hold religious damaging the bosses. Tradition means subordination to more
the customs or in-group faith underpinning of our abstract objects—religious and cultural
and ideas that | traditions - Traditional ways identity.” customs and ideas.
traditional Religious belief/
culture or - Do what religion or
religion traditions require
provides
Benevolence Dependability |- Helpful/working for Family rests on unshakable |Benevolence and universalism: benevolence
(focus others) Preservation - b§ing a others welfare, commitment to each other fo.cuses on care abo.ut the well-beir}g of those
and reliable and - Help near ones/care for | even when everyone with whom people interact on a daily basis
enhancement | trustworthy their well-being, involved is intimately (family, friends, etc). Universalism means to
of the welfare | member of - Respond to aware of each other’s flaws | care for well-being of the entire humanity, and
of people with | the ingroup needs/support that one does not require others being present in one’s
whom one is knows, social environment (e.g. children involved in
in frequent - Honest/genuine, child labor, victims of racism)
personal Carlng ) - Forgiving/willing to Benevolence and conformity values both
contact devotion to pardon, t tive and supportive relations
the welfare of |- Responsible/dependable promo’ e cooperd PP
Benevolence ingroup Loval/faithful to friend with other people. However, benevolence
values members ) oyal/lal 0 Irends refers to supportive relations in order to
emphasize - Devoted tq close others promote well-being of others. In contrast,
voluntary /loyal to friends conformity values promote cooperation in
concern for order to promote well-being of oneself.
others’

welfare




221

Universalism Understandin | Tolerance - Broadminded/tolerant, Every single t-shirt that Universalism and benevolence: benevolence
g, - Equality and equal they [H&M] make pollutes | focuses on care about the well-being of those
(focus others) L .. . . . . .
appreciation, opportunities for all, the environment. Perhaps with whom people interact on a daily basis
tolerance, and | Societal - Treat all justly/protect H&M is just using the idea | (family, friends, etc). Universalism means to
protection for | concern the weak, of recycling as an excuse to | care for well-being of the entire humanity, and
the welfare of - Social justice, continue to produce does not require others being present in one’s
all people and - Listen to people who are | disposable clothes without | social environment (e.g. children involved in
for nature Protecting different/understand restraint. (low child labor, victims of racism)
nature those who disagree, universalism) Humility and universalism:
- World at peace/
harmony, Humility emphasizes acceptance of one’s place
- Protect and care for in the world, including the natural and social
environment, environment in their current state.
- Unity with nature, Universalism promotes active actions towards
- Adapt/fit into nature the improvement of the environment.
Main category: Definition Examples Decision rules
Value
importance
Promotion A value is Context | did not approach the animal, because wild foxes are -
promoted suggests dangerous vectors of rabies.
when it importance
receives a of a value
positive
evaluation, or
referred to as
to a valid
source of
motivation
Demotion A values is Presence of Unfortunately for most students, thinking for oneself is -

demoted when
it receives a

negations

really difficult because most students, especially the ones
who manage to get into the lvy League, have spent their
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negative Words with academic years doing the opposite of thinking for
evaluation or | negative themselves...
referred to as | connotation
improper Context
source of
. . suggests the
motiavation
lack or low
importance

of a value
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Appendix 4. Untranslated quotes used in Study 4

Self-direction

1)

2)

3)

4)

5)

6)

7)

8)

9)

Kak moHsTh, 4ero xouenb Ha CaMOM JIeJie, U KaK 3TOr0 JOOUTKCS, pACCKaXyT [BTOpas
KHMTrau3 [ATU 0T 3HaMeHUToro MotuBatopa bapOaps! Lllep]|.Benukonennas ayanoxkau
ra JiUIs TeX,KTO eIe He 3HAeT, Yero X0UeT B )KU3HH. Bl oliMeTe, Kak 3aHOBOTIOBEPUTH
B «IaBHO3a0BITHIE» IEJIH, TPEO0JICTh Oaphephbl HA MYTH K YCIIEXY W, HAKOHEII, PEIIUT
b, KEM BBI Ha caMOM Jiejie XoTuTe cTaTh.” Retrieved from: https:// www.mann-ivanov-
ferber.ru/luchshie-audioknigi-mifa/?mindbox-click-id=c73bc397-1fcb-4609-bb00-
4b1al16834bf5&utm_source=mindbox&utm_medi... Access date: 19.01.2018

Hy v mOMHUTH 4TO yMHEHBKUM Ha IMEPBOM MECTE HE yué0a a CaMOBBIPAKCHHE.
WNuTennexrt 6orarbipckuil HUKy1a He feHeTcs. Retrieved from:
https://getnewpost.livejournal.com/481501.html#t2983389 Access date: 19.01.2018
MpbI — BenvKas CTpaHa Uy HaC JIOJDKEH OBITh CBOW MyTh, CBOS HJIeS U CBOE CJIOBO B
stoM Mupe. Retrieved from: https://agitblog.ru/articles/prisluzhivat-mozhno-igrat-
nelzya.htm Access date: 18.01.2018

CIIyIIasi Ay IMOKHUTY, BBITIONydJaeTe IMOIIArOBBINA alTOPUTM, KaK OT TOYKH A (T]ie BBI H
axoJUTECh ceryac) noopartbesio Touku B (B koTopoit xoTuTe okazaThes). Retrieved
from: https://www.mann-ivanov-ferber.ru/luchshie-audioknigi-mifa/?mindbox-click-
1d=c73bc397-1fcb-4609-bb00-4b1al6834bf5S&utm_source=mindbox&utm_medi...
Access date: 19.01.2018

N pusnoaroroBka 00s3aTeIBHO - sI HE X04y, YTOOBI MHE HE TTO3BOJISIIA TIPONUTH KaKOM-
TO MapIIPyT HE TOJHKO MOr0/1a, HO €Ie U COOCTBEHHBIE BO3MOXKHOCTH. Retrieved
from: http://forum.awd.ru/viewtopic.php?f=1089&t=327734&start=40 Access date:
02.02.2018

JleHb MmoJIy4YusICs MPOCTO MIMKAPHBIA. MHE yJ1a70Ch peain30BaTh BCE IJIAHBI]. . . |
Retrieved from:

http://forum.awd.ru/viewtopic.php?t=560&t=32943 1 &p=8353284#p835328 Access
date: 02.02.2018

CBs13aTh MIAMNKY AJI CBOETO MAJIbYMKA |...| TO3BOJIUT BaM BBIOPATh XOPOLINE
Marepuaibl, 100uMbIi dacoH. Retrieved from: http://knitka.ru/15066/shapochka-
dlya-malchika-spicami-podborka-statej-i-master-klassov.html Access date: 18.01.2018
Bribupana otenp TIIATENBHO, XOTEIOCH HICATBHOTO COUETaHUS 1IeHa —KayeCTBO, U
MHe KaxeTcs Acka bykeT atomy cootBecTByeT. Retrieved from:
http://manyhotels.ru/#!/hotel=aska-buket-exaska-club-n-resort-spa&showreviews=1
Access date: 18.01.2018

[Tapenb yTBep:KIaeT, YTO OHA JUISI HETO BCE, HO MIPU ATOM HE CUUTAET ceOs JOIKHBIM
OrpakJaTh €€ OT CBOMX 3aIl0€B U BHE3AIHBIX MPOSBICHUI arpeccuu. [{eByiika He pa3
neITanack yiitu, Ho [1aBen Bce Bpems ee Bo3Bpaian. Oxgnako Kpuctuna pemuna, 4To
0o0JIbIlIe HE CTAHET TePIeTh ero BhIXOAKU. [loaToMy mpoekT XynuraHsl - 3T0
MOCTIEHH IIAHC JUTsl HUX COXPaHUTh CBOM OTHoIIeHus. Retrieved from:
https://hooligans.friday.ru/ Access date: 18.01.2018

10) KOHe‘{HO, MaJICHbKas rpylb HUKAK HC BJIMACT HaA OOJIBIIION TaJIaHT, HO )XUTb B

HECOOTBETCTBUH CO CTAHAAPTaMU KpacoThl OBIBAET HEMPOCTO, Ja’KE €CIU Thl MUPOBast
3HameHuTocTb. K npumepy, Kupe npuxoaurcs tpedoBatsb, 4Tod npu o0padboTke GoTo
ee OIOCT He MBITAIUCH caenaTh Oosbiue. [loxoxe, 4To 00e aKTPUCHl paBHOIYIIHBI K


https://www.mann-ivanov-ferber.ru/luchshie-audioknigi-mifa/?mindbox-click-id=c73bc397-1fcb-4609-bb00-4b1a16834bf5&utm_source=mindbox&utm_medi%e2%80%a6
https://www.mann-ivanov-ferber.ru/luchshie-audioknigi-mifa/?mindbox-click-id=c73bc397-1fcb-4609-bb00-4b1a16834bf5&utm_source=mindbox&utm_medi%e2%80%a6
https://www.mann-ivanov-ferber.ru/luchshie-audioknigi-mifa/?mindbox-click-id=c73bc397-1fcb-4609-bb00-4b1a16834bf5&utm_source=mindbox&utm_medi%e2%80%a6
https://getnewpost.livejournal.com/481501.html#t2983389
https://agitblog.ru/articles/prisluzhivat-mozhno-igrat-nelzya.htm
https://agitblog.ru/articles/prisluzhivat-mozhno-igrat-nelzya.htm
https://www.mann-ivanov-ferber.ru/luchshie-audioknigi-mifa/?mindbox-click-id=c73bc397-1fcb-4609-bb00-4b1a16834bf5&utm_source=mindbox&utm_medi%e2%80%a6
https://www.mann-ivanov-ferber.ru/luchshie-audioknigi-mifa/?mindbox-click-id=c73bc397-1fcb-4609-bb00-4b1a16834bf5&utm_source=mindbox&utm_medi%e2%80%a6
http://forum.awd.ru/viewtopic.php?f=1089&t=327734&start=40
http://forum.awd.ru/viewtopic.php?f=560&t=329431&p=8353284#p835328
http://knitka.ru/15066/shapochka-dlya-malchika-spicami-podborka-statej-i-master-klassov.html
http://knitka.ru/15066/shapochka-dlya-malchika-spicami-podborka-statej-i-master-klassov.html
http://manyhotels.ru/#!/hotel=aska-buket-exaska-club-n-resort-spa&showreviews=1
https://hooligans.friday.ru/
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OOIIIECTBEHHOMY MHEHHIO U CMEJIO HOCAT OJICXK]TY, B KOTOPOH BUICH HACTOSIIIUN
pa3mep rpyau. Retrieved from: https://www.adme.ru/svoboda-kultura/17-
znamenitostej-kotorye-ne-boyatsya-byt-neidealnymi-1569465/ Access date:
01.02.2018

11) Takas ¢pmiocodust MO3BOISAET MEpecTaTh OBITH )KEPTBOU Bpadeil U IyBCTBA BUHEI, a
oTmaeT Opa3bl IpaBIICHUs CUTyaluell IMeHHO B pyku Mam! Retrieved from:
http://event.bmshkola.ru/cickleonkin Access date: 19.01.2018

12) ctpemiieHHe BBISIBUTH U MOHSATH, YTO U KAKUM 00pa3oM JEaroT B3pOCible, IOPaKaTh
WM, 9TOOBI CTaTh B3POCJIee U UIMETh BOBMOKHOCTh TAK)KE YIPABIISATh PEATbHOCTHIO.
Retrieved from: https://medaboutme.ru/zdorove/spravochnik/slovar-medicinskih-
terminov/vozrast _detey Access date: 18.01.2018

13) MHe kaxxeTcs, Hy’HO ObLIO BEIOpATh TaHIIbI MOIpoIIle, He OaneT. Tam apyrue nenu
[...]. He camoBbIpakenue [...] Retrieved from:
http://getnewpost.livejournal.com/430268.html?page=2 Access date: 19.01.2018

Stimulation

14) Bononeii criocoOHa UCTIBITHIBATH HEIOBOJIBCTBO HE CITMIIIKOM aKTHBHBIM MTOBEJICHUEM
Pr16. Kak mpaBwuiio, et xodeTcst BeCTH OoJjiee SIPKYI0 M HACBIIIEHHY0 )KU3Hb Retrieved
from: http://1001goroskop.ru/sovmestimost/?wom=aquarius&man=pisce Access date:
01.02.2018

15) Ilutanue Ha 4eTBEPOUKY... HE OYEHb Pa3HOO0OpPA3HOE, MaJIO PHIOBI U Msca... HO, €CIIU
HE NMPUANPATHCS, roioaaTh He Oyaete! Retrieved from:
http://manyhotels.ru/#!/hotel=aska-buket-exaska-club-n-resort-spa&showreviews=1
Access date: 18.01.2018

16) CTaHOBUTHCS OTIEPAIIMOHHBIM AUPEKTOPOM B Poccum He XOTEN0Ch, Ka3aaoch, 4TO 3TOT
MyTh YK€ MPOMICH, U XOTEJIOCh HOBBIX BrieyaTiieHnit Retrieved from:
https://www.retail.ru/interviews/140011 Access date: 01.02.2018

17) mockobKy 3aIaiHOe HaIpaBJICHUE MBI YK€ IOBOJIbBHO MHOTO TTOCEIIAJIN B MTOCIICIHEE
BpeMsi, Mbl pemniin oTrpaBuThcs Ha CeBep. Retrieved from:
http://prostonata.livejournal.com/664729.htm Access date: 01.02.2018

18) HekoTopble HaBepHsIKa MIpUEXaJId U3 JTAJICKUX YacTei Mupa B HopBeruto ToJIbKO
4yTOOBI cenaTh MoA0OHKIN Kaap Retrieved from:
http://forum.awd.ru/viewtopic.php?f=1089&t=327734&start=40 Access date:
02.02.2108

19) Ve uzbanoBanHbie (GUHCKUM U HOPBEKCKUM ac(allbTOM MEPUOAUYECKU
MOyMBIBaeM MOBEPHYTh Ha3a, HO JKETaHHUE YBUAETh HACTOSALIMM, HE
«OTYPUCTHUYEHHBII» phIOaLKKil mocenok nepecunubaet. Retrieved from:
http://forum.awd.ru/viewtopic.php?f=1089&t=18837 Access date: 01.02.2018

20) Ho ecnu umiete B [Iutepe uTo-T0 HEOOBIYHOE, TO MO BaM COBET MO BO3MOXKHOCTH
MOXOJUTH 10 Kphllam ropoja. Retrieved from:
https://unis.livejournal.com/477777.htm Access date: 02.02.2018

21) B «IlIxone Jlemu» neByiika XoueT MOJHOCTHIO M3MEHUTH CBOIO JKH3HbB. Retrieved
from: https://patsanki.friday.ru/ Access date: 18.01.2018

22) ecnu BBl XOTUTE KapAWHAJIHLHO U3MEHUTh UMUK U IMETh HEMEJIEHHBIN Pe3yNbTaT.
Retrieved from: http://irecommend.ru/content/osvetlenie-volos-narodnymi-sredstvami-
chto-iz-etogo-poluchilos-fotki-fotki-fotki Access date: 18.01.2018



https://www.adme.ru/svoboda-kultura/17-znamenitostej-kotorye-ne-boyatsya-byt-neidealnymi-1569465/
https://www.adme.ru/svoboda-kultura/17-znamenitostej-kotorye-ne-boyatsya-byt-neidealnymi-1569465/
http://event.bmshkola.ru/cickleonkin
https://medaboutme.ru/zdorove/spravochnik/slovar-medicinskih-terminov/vozrast_detey
https://medaboutme.ru/zdorove/spravochnik/slovar-medicinskih-terminov/vozrast_detey
http://getnewpost.livejournal.com/430268.html?page=2
http://1001goroskop.ru/sovmestimost/?wom=aquarius&man=pisce
http://manyhotels.ru/#!/hotel=aska-buket-exaska-club-n-resort-spa&showreviews=1
https://www.retail.ru/interviews/140011
http://prostonata.livejournal.com/664729.htm
http://forum.awd.ru/viewtopic.php?f=1089&t=327734&start=40
http://forum.awd.ru/viewtopic.php?f=1089&t=18837
https://unis.livejournal.com/477777.htm
https://patsanki.friday.ru/
http://irecommend.ru/content/osvetlenie-volos-narodnymi-sredstvami-chto-iz-etogo-poluchilos-fotki-fotki-fotki
http://irecommend.ru/content/osvetlenie-volos-narodnymi-sredstvami-chto-iz-etogo-poluchilos-fotki-fotki-fotki
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23) Jla v mpoBepuUTH, HAa YTO CIIOCOOHA HOBAsl MAlIMHA, TOKE XoueTcs. Retrieved from:
http://forum.awd.ru/viewtopic.php?f=1089&t=188376 Access date: 01.02.2018

24) Jlns Bcex, KTO XO4ET pa3BUHYTh I'PAHUILbI CBOMX BO3ZMOXHOCTEHN BCETO 3a OJIHY HEJE
mro Retrieved from: https://www.mann-ivanov-ferber.ru/luchshie-audioknigi-
mifa/?mindbox-click-id=c73bc397-1fcb-4609-bb00-
4blal6834bfS&utm_source=mindbox&utm_medi... Access date: 19.01.2018

25) KoneuHo ke, HOBHYKY B JTHUXJUKYHIJISIX OyAET CTpaIIHO — TaK MHOT'O HOBOTO M HE3H
aKOMOTO0, BCE ITyTaeT U 00eCKypakuBaeT.

26) OnsaTh MOM JIEHb 3aKOHYMJICSI HAMHOT'O paHblIe HACTYIIJIEHUS! TEMHOTBL, HO
BIIEYATIICHUI MIPUHEC CTOJIBKO, UYTO YK€ M HE XOUEeTCS UATH KyIa- TO €Ile, XOTs
MOXHO YCIIEeTh Ha Ty ke Sass Stria Retrieved from:
http://forum.awd.ru/viewtopic.php?{=560&t=32943 1 &p=8353284#p835328 Access
date: 02.02.2018

Hedonism

27) B 6brTy JIuma — cubaput, o00kaeT kompopT, yIOT, IIEHUT 3a00Ty o cebe. Ero
0OECCMBICIIEHHO MPUTIIAIIATH B TYPIIOXO/I C TTATATKON M YaeITUTHEM Y KOCTpa.
JIMUTpU IPEIOYUTACT Ty TEIISCTBHUS, OCTAHABIMBACTCS B (pemeHeOeTbHBIX OTEISIX
U IIUTaeTcs B Ioporux pecropanax. Retrieved from:
http://names.neolove.ru/male/4/99.html Access date: 01.02.2018

28) lleBy1ika yBepeHa, 4To IJIaBHOE B KU3HH — ITO JIe]aTh BCE, YTO XOUETCs, U HE
3a0bIBaTh pa3BiekaThes. Retrieved from: https://patsanki.friday.ru/ Access date:
18.01.2018

29) S Bcernma pan, eciu KTO-To u3 (OpyMUYaH COCTaBUT KOMIIAHUIO Ha HECKOJIBKO MTOX0/I0B
(1e Ha Bcro moe3nky!). Torma u HeBaxkHO OyJIET, €CTh JIM KAaKUEe-TO €I pacrevyaTKy - 5
CBOM MpeocTaniio ) Jla v mapaxarbCsi 10 ropaM B TTOMCKaX MPABHIILHOTO MapIpyTa
BMecTe Bcernaa Becesee. Retrieved from:
http://forum.awd.ru/viewtopic.php?f=1089&t=327734&start=40 Access date:
02.02.2018

30) BcrtoMHHB CBO#i OIBIT OTIIPABKU OTKPHITOK M3 bosrapuu, Mbl pemnian HOBTOPUTH cei
MPUATHBIA SKCIICPUMEHT: BHIOPAIA OTKPBITKY, MOIMUCATH JUTSI CeOS-POUMBIX,
MpOJIaBeI] HAKJICHJI Ha Hee MapKy U Mbl COOCTBEHHOPYYHO OIYCTHIIN €€ B SIIHUK.
Retrieved from: http://forum.awd.ru/viewtopic.php?f=1089&t=188376 Access date:
01.02.2018

31) Hy a eciiu BOOOIIIE XOUTH KEJIaHHS HET, @ Ha TOPBI IMOJIF0OOBATHCS XOUETCS, TO IaXKe
MPOCTO C MapKOBKH OTKPOIOTCS OTIMYHBIC BUJIBI (B XOpOIIyto moroay). Retrieved
from: http://forum.awd.ru/viewtopic.php?f=1089&t=327734&start=40 Access date:
02.02.2018

32)IlpaBna , ist MeHS Kak JIFOOUTENBHUIIBI KyTTaHUs B MOpe, IpUuéM B TETION BOJIE,
TaKO# Kak MapHOe MOJIOKO, MOpe B MapTe, KOHeUHO He roauTtcs. Retrieved from:
http://manyhotels.ru/#!/hotel=aska-buket-exaska-club-n-resort-spa&showreviews=1
Access date: 18.01.2018

33) Ho mo3aHO cakaTh He OO0 - YK€ MUcaia BhIIIe, YTO OYSHb HEMPUATHO PyKaM,
Korja takoit xonoa. Retreieved from: http://2009-

2012 .littleone.ru/archive/index.php/t-3186170.htm Access date: 18.01.2018

34) CmymiaeT TOJIbKO TO YTO KepUpHas Macka MOATEKaeT, HY)KHO IIOTHO OOBEPTHIBATHCS
nonoTennamu. Hy u 3amax cBoeobpasusbiif. Ho moxxHO cmuputhbes. Retrieved from:
http://irecommend.ru/content/vpechetlyaet-ukhod-osvetlenie Access date: 18.01.2018



http://forum.awd.ru/viewtopic.php?f=1089&t=188376
https://www.mann-ivanov-ferber.ru/luchshie-audioknigi-mifa/?mindbox-click-id=c73bc397-1fcb-4609-bb00-4b1a16834bf5&utm_source=mindbox&utm_medi%e2%80%a6
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nocturaytomy. Retrieved from: http://event.bmshkola.ru/cickleonkin Access date:
19.01.2018

107) AKTHBHO UCIIOIB3YyEM DProHOMUYHbIN KOKOH, Manbllly HPaBUTCS TaM CIATh.
Retrieved from: http://ladydimma.livejournal.com/33866.htm Access date: 19.01.2018
108) JleTn 4acTo OTKa3bIBAIOTCS OT YepHOro XJieba, npennountas 6ensiid. C 3TUM He

CIIeyeT coriamarbes, T.K. YepHbIH xy1eb nosesnee. Retrieved from:
http://studbooks.net/1979477/tovarovedenie/osobennosti _doshkolnogo shkolnogo pit
aniya Access date: 18.01.2018
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109) OMSITh PYyraelib — Hy HEBO3MOXHO K€ CIIy4yailHO pa3OUTh TPEThIO TAPEJIKy 3a
HE/IENI0. A IOTOM BAPYT MOHUMAEIIh, YTO OH MOET MOCYy, YTOOBI TeOe OBLI0
nosierde. Retrieved from: https://getnewpost.livejournal.com/481760.html#cutid 1
Access date: 19.01.2018

110) B Cankr-IlerepOypre emie ectb criibHbIN coBeT B MHCTHTYTE cTopun PAH,
OJTHAKO OH EIII¢ He OMPABUIICS OT «Jelia AJICKCaHIPOBa», U BHOBb OOPEKaTh €ro Ha
WCIIBITAHUS, BOBJIEKAsI B UTPHI C BJIACTHIO, OBLIO OBl YK COBCEM HECITPaBEIUBO.
Retrieved from:
http://istorex.ru/page/uvarov_p_yu konets strani_sovetov_ili_o_reputatsionnikh_mek
hanizmakh i_neterpimosti_k_ khalture Access date: 18.01.2018

111) PebGsiTa, y Hac TaM «cpouHukn» o 18- 19 net (HeoOCTpensHHBIE MallaHbl) — HE
atakyite Hac! Retrieved from: https://jpgazeta.ru/kak-myi-otstoyali-kryim-rasskaz-
komandira-sevastopolskogo-berkuta/ Access date: 18.01.2018

112) B xoHEYHO UTOTE BaKHO TOJIBKO TO, HACKOJIBKO MBI OCTa€MCs JIFOJIbMH, KOTI/A B
Hac BO3HHKAET HEOOXOAMMOCTh Yy Apyroro yenoBeka. Retrieved from:
https://www.kinopoisk.ru/film/malenkie-sekrety-2010-521618 Access date:
02.02.2018

113) [Touemy xe oH 3aHMMaeTcs TeM, yeM 3aHumaercs? 1Ipocto on — xopomui
orell... UMenHo uMm @pa3HK cTaj nocie cMepTu Matepu Mapu 1 nmoobeman nogapuTh
IIEBOUKE HacTosIee aeTcTBo. Retrieved from:
https://www.kinopoisk.ru/film/odaryonnaya-2017-929348/ Access date: 02.02.2018

114) 3aKOpEHENbIN aTEUCT U BEPYHOIasl KaTOJINYKA, 1Ba aHTUIIOAA CTAHOBSTCS
€IMHBIM IIEJIBIM, YTOOBI MOHSTH HYK/Ibl IPYTOro U MPUHATH CBOIO MOJOBUHY TaKOM,
Kakas oHa ecTb. Retrieved from: https://www.kinopoisk.ru/film/vselennaya-stivena-
khokinga-2014-770973/ Access date: 01.02.2018

115) Ecnu BBl XOTUTE MOAETUTHCS CBOMMHU MEPEKUBAHUSIMU U BaM HYKHA
MOJJIEP>KKA HE CTOUT CIPAIINBATh, "KaK MOIHSTH JISHKOUUTHI?", MOXKHO TaK 1
HamucaTh "ynaau JEHKOLMTHI, BOJHYIOChH, TOACPKUTE" - H BaC C PaOCThIO
MOJIJIEPKAT, a HE 3aChIMAT pelienTaMu 3anapuBanus oca. Retrieved from:
https://oncobudni.livejournal.com/profile Access date: 18.01.2018

116) MHorue cBOM 3aMucH 3/1eCh TUIITYT "MOJ 3aMOK'", TO3TOMY HEJIb3sI BBIHOCUTh
3a Mpeaesbl JAHHOTO COO0IEeCTBa TO, YTO JIFOU OCYUTAIN HYKHBIM HE OIJIallaTh
nyommuHo. Retrieved from: https://oncobudni.livejournal.com/profile Access date:
18.01.2018

117) CeBepHas 4acTh OTYETA y)Ke MPAKTUUYECKHU 3akoH4YeHa. [TocTtaparock B
Onukaiiiiye JHU ee BBUIOKUTH U MPOJIOJDKUTH MyTEelIecTBHUE Ha 1oT. S u cama
MMOHUMAI0, YTO 3aTSITUBATh HENb3s, - Ce30H Ha Hocy. Retrieved from:
http://forum.awd.ru/viewtopic.php?f=1089&t=188376 Access date: 01.02.2018

118) X0YeTcsl, YTOOBI B )KU3HU Y HUX BCE CIIOKUIIOCH, KaK Ha/I0, 4YTOOBI BCe OBLIO
OK! YToObI HEypsIIUIIBI U 3aTOHBI OCTAIKCH B MPOILIOM — ITYCTh pedsita OyayT
cuyactinuBbl Ha Bojie! Retrieved from: http://kontrastniy.ru/dom-2/proshhanie.html
Access date: 18.01.2018

119) Ecnu ckazaTh BaMHedero, HO MOAJEPKATh APUP XOUETCS, MOKHO OTIIPABUTH CE
paeuku. J5TOro ThIKaidTe B MpaBblil HIDKHUHN yrol Ha cepaeuko. Cepaedek MOXKHO O
THOPABIATH CKOJIBbKOYTroHO. [IpsiM MoxeTe cepeukoBBIit Bojomna oOpymuTh. Benye
My 3¢upa O6yzaer npustHo! Retrieved from: http://naoblakax.ru/funkciya-pryamoj-efir-
v-instagram-kak-zapustit-i-kak-smotret/ Access date: 19.01. 2018

120) Ho, BBI u3BHHUTE, MOXKATYIICTa, BOT 3TO MPOCTO nmokopoduno: [Tucats Takoe o
COpaTHHIIE U TTAPTHEPE - HE TIO-TOBAPHUIIIECKU. A €CJIM TaKOe MUIIET MY>KYHUHA O
KEHIIMHE, TPENOI0KUTENBHO, POKABIIEH eMy JeTel, - MPOCTO HE BIIOTHE
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nopsigouno. Retrieved from:
http://forum.awd.ru/viewtopic.php?f=1089&t=327734&start=40 Access date:
02.02.2018

121) Xouy OT Bcero cep/ua no3apasuTh Bcex Kppimuan, CeBacTOIONbLEB U
Poccusan ¢ ronoBmuHoM ucropudeckoro soccoenunenns Kpeima ¢ Poccnei,
MO’KEJIaTh BCEM KPETKOT0 3/I0POBbs, O1aromnorydns 1 MUPHOTO HeOa Haj TOJI0BO, a
CO BCEMH TPYAHOCTSMHU M HEB3TOJIaMU MBI cripaBuMmcs u modeaum!!! Retrieved from:
https://jpgazeta.ru/kak-myi-otstoyali-kryim-rasskaz-komandira-sevastopolskogo-
berkuta/ Access date: 18.01.2018

122) Korpa crano Tyro y Hac, oco6enno nocine 1989 rona, B 1990 rogy — xorna
BCsI CTpaHa B OUepe/siX OKa3ajlach M HaM HE XBaTaJl0 TOBAPOB VIS TOTO, YTOOBI
Y/IOBJIETBOPUTH MPOCKOBI 3TH, KOT/Ia Y HAC 33 UTATBSHCKUE Ty(QIJIM MOTJIU CIIOMaTh B
ouepenu... Hano 6pu10 Haiitu 10—15 munnuapaos nosnapoB. MIX MokHO ObLIO
HaTH... Retrieved from:
https://ru.wikipedia.org/wiki/%D0%93%D0%BE%D1%80%D0%B1%D0%B0%D1%
87%D1%91%D0%B2._%D0%9C%D0%B8%D1%85%D0%B... Access date:
18.01.2018

123) [Tocne 1991 rona mpuILIIOCH JOCTPOUTH HECKOJIBKO KOMHAT, T00aBUB
YKPauHCKYIO M apMSIHCKYIO0, YTOOBI HE 00MKaTh CTyAeHTOB. Retrieved from:
https://macos.livejournal.com/1644381.html Access date: 02.02.2018

124) B3siiu MBI KpBICKY I€BOYKY, OU€Hb MUITYIO 2,5 Mecs1eB (Kak HaM cKa3aiu
OTpOAY), AyMaJld TIO3KE BO3bMEM €1 MOJPYKKY 4TO OBl HE ckydana. Retrieved from:
http://ratclub.spb.ru/forum/index.php?topic=348.0 Access date: 18.01.2018

125) 3HaroT, 4To (hoTorpadpl ©X Ha STOM MOCTY TIAaCyT - BOT U CUTHAJIAT 3apaHee, a
Ha MOCTY CHMIKAIOT CKOPOCTh /10 MUHUMYMa, YTOOBI BCE YCIENH CIeaTh HECKOIBKO
ny6neit. Retrieved from:
http://forum.awd.ru/viewtopic.php?f=1089&t=327734 &start=4 Access date:
02.02.2018

Universalism:

126) [Ipo6Gok B ropojie cTaHET MEHBIIE, KaK TOJIBKO TOPOJ HAYHET BIMATH Ha
MOBEJICHUE JII0IeH MyTEM JECTUMYIHMPOBAHUS MOJIb30BAaHUS CBOUMHU MamMHaMu. OT
3TOTO YJIYYILUTCS KOJIOTHUS U B 1IeJIOM KauecTBO ku3HH. Retrieved from:
https://varlamov.ru/2714040.html Access date: 02.02.2018

127) Pasmectus dortorpaduu, Kaponun npusbiBaeT Kaxa0ro NoIymMarb 0 TOM
ypOHE, KOTOPBI OH NpuyuHseT maanere. OHa npeajaraeT B TeUCHUE HEIEIH He
BBIOPACKIBATH IJIACTUKOBBIE OTXO/IbI: MMAKEThI, BUJIKU, OYTHUIKU U TaK Jajee, a 3aTeM
OIICHUTH pa3Mep MosiBUBIIEHCS «ropbl». Retrieved from: http://www.nat-
geo.ru/nature/1169259-beda-karibskogo-morya-musornoe-proklyate/ Access date:
01.02.2018

128) Bynnectar HOBOro co3biBa Ha HECKOJIBKO JECITKOB MaHIATOB OOJIBIIIE
npenpiaymero — 709 BMecro 631 npex e BCero u3-3a TOro, 4To IpH paccyere
BIIEpPBBIE pacTpeesINCh TaK Ha3bIBaeMble KOMIICHCUPYIOIINE MAaHAAThI, YTOOBI
COCTaB MapliaMeHTa TOYHee OTBevas BoJie u3duparened. Retrieved from:
https://rian.com.ua/analytics/20170926/1027997905.html? Access date: 18.01.2018

129) JleBOouKM ¥ MaIbUUKH PaBHBI, yBaXKaTh HYXKHO U TeX U Apyrux. Retrieved from:
https://www.adme.ru/zhizn-semya/10-vazhnyh-veschej-kotorym-nado-nauchit-
rebenka-do-10-let-1573415/ Access date: 01.02.2018



http://forum.awd.ru/viewtopic.php?f=1089&t=327734&start=40
https://jpgazeta.ru/kak-myi-otstoyali-kryim-rasskaz-komandira-sevastopolskogo-berkuta/
https://jpgazeta.ru/kak-myi-otstoyali-kryim-rasskaz-komandira-sevastopolskogo-berkuta/
https://ru.wikipedia.org/wiki/%D0%93%D0%BE%D1%80%D0%B1%D0%B0%D1%87%D1%91%D0%B2,_%D0%9C%D0%B8%D1%85%D0%25B%e2%80%a6
https://ru.wikipedia.org/wiki/%D0%93%D0%BE%D1%80%D0%B1%D0%B0%D1%87%D1%91%D0%B2,_%D0%9C%D0%B8%D1%85%D0%25B%e2%80%a6
https://macos.livejournal.com/1644381.html
http://ratclub.spb.ru/forum/index.php?topic=348.0
http://forum.awd.ru/viewtopic.php?f=1089&t=327734&start=4
https://varlamov.ru/2714040.html
http://www.nat-geo.ru/nature/1169259-beda-karibskogo-morya-musornoe-proklyate/
http://www.nat-geo.ru/nature/1169259-beda-karibskogo-morya-musornoe-proklyate/
https://rian.com.ua/analytics/20170926/1027997905.html
https://www.adme.ru/zhizn-semya/10-vazhnyh-veschej-kotorym-nado-nauchit-rebenka-do-10-let-1573415/
https://www.adme.ru/zhizn-semya/10-vazhnyh-veschej-kotorym-nado-nauchit-rebenka-do-10-let-1573415/

235

130) S cuuTaro y neayniKu OYeHb MPaBUIBHBIA MOIXO K Ty paKa, TAKUX Obl
nenyiiek u 6abymiek moOobIie BOKPYT U ObUTO ObI Bee 3amubuch. Retrieved from:

https://oncobudni.livejournal.com/1621012.html#comments Access date: 18.01.2018

131) Koneuno kak yBakaromiuii ce0s 4eI0BEeK U U3-3a MOETO yBakeHHs kK Poccuu u
PYCCKOMY HapoJIy, 3TO HE MOTY CJIeNiaTh U He cTouT. Retreived from:
https://varlamov.ru/2712950.html Access date: 01.02.2018

132) OHa JIeTIaeT BCEe, YTOOBI CIIACTH HEBUHHBIX U TTIOMOYb TEM, KTO B TOM
Hyxnaercs. Retrieved from: https://www.adme.ru/tvorchestvo-kino/18-krutejshih-
geroin-kotoryh-podarili-nam-serialy-1634465/ Access date: 01.02.2018

133) Mpl UM xJ1€0 U cajio OTIPABIISUINA C BOJUTENSIMH, YTOOBI OHM TaM C I'OJIOY HE
ymepau. Retrieved from: https://jpgazeta.ru/kak-myi-otstoyali-kryim-rasskaz-
komandira-sevastopolskogo-berkuta/ Access date: 18.01.2018

134) Ecnu Bel XoTHTE TOMOYB OpPOILIEHHBIM KpbICaM, TO, OXKaIyHCTa, 3BOHUTE HaM
WM MUALIUTE 110 3JeKTpoHHOM noure. Retrieved from: http://happyrat.ru/help Access
date: 18.01.2018

135) benropoa Hamo ObLTO ciacaTh, M TOT/IA 51 HAMKCAT IIEIYIO0 CEPHUIO MTOCTOB C
MpOCh00i OCTAaHOBUTH BpenuTenbcTBO. Retrieved from:
https://varlamov.ru/2714040.html Access date: 02.02.2018

136) Jloporu cienaHbl HCKIFOYUTENIBHO JUISl MAIIMH, IO3TOMY OHHU IIPOXOJAT B
MTPOM30HAX HJTU BJOJIb JKEJIE3HBIX JIOPOT, YTOOBI HE HABPEIAWTh KUTEIISIM U HE
ucnoptuth yauipl. Retrieved from: https://varlamov.ru/2714040.html Access date:
02.02.2018

137) Mp&I HE XOTHUM, YTOOBI JIFOJIA TPATHIIA BpeMsi OECCMBICIICHHO U OECTIONE3HO,
Kb J€Hb {yMasi 0 TOM, YTO UM HaJI0 YTO-TO KyIUTh U MPUAYMaTh, KaK 3TO
MPUTOTOBUTH. Hall cepBUC MO3BOISET MO MOAMUCKE MOTYYUTh HA0OpP MPOIYKTOB Ha
MIATh BEYEPOB — OCTAETCS TOJIBKO MPUTOTOBUTH. Retrieved from:
https://www.rbc.ru/spb_sz/22/12/2017/5a3cdab49a79474841c58123?from=main
Access date: 18.01.2018

138) UTo ke ceromHs Hac TPEBOXKHUT Ooubiie Bcero? Heykenu nepeHaceneHue
wanetsl? Wnu rnobansHoe norersienue? [la ner. Hac cerogus BoMHYIOT cOBceM
npyrue Borpockl. . Retreived from: https://www.kinopoisk.ru/film/koroche-2017-
462200/ Access date: 01.02.2018

Relationships between value types

139) Koneuno, onu Moriu Obl IPOTECTOBATH, HO HE CTaNU. J{JIs HUX cUTyanus
paspeliach HaIy4lIuM 00pa3oM — M HayYHYIO PEIyTaluI0 COXPAaHWIH, U B
OTKPBITYIO KOH(POHTALNIO ¢ MUHUCTEPCTBOM 00pa30BaHUs U HAYKU HE BCTYIHIIN.
Retrieved from:
http://istorex.ru/page/uvarov_p_yu konets_strani_sovetov_ili_o_reputatsionnikh mek
hanizmakh i_neterpimosti_k_khalture Access date: 18.01.2018

140) CBs3aTh 1IaMnKy JUIsl CBOEr0 MalbyuKa HE TOJIBKO HHTEPECHO, HO 3TO MO3BOJIUT
BaM BbIOpaTh XOpOILINE MaTepHallbl, JIOOUMBIN (acoH. A MalbuuK OyJie TOPAUTHCS
TEM, YTO IIANKy eMy cBsizaia Mama. K ToMy e, BbI CMOKET€e BBINOJIHUTH JIF0O0H
KaIlpu3 CBOETo ChbIHA/BHYKA. [IpUIINTh Ha IIANKY €ro JI0OUMOI0 Ieposi UM BBIIIUTh
ums 3HaMeHuToro ¢yroomucra. Retrieved from: http://knitka.ru/15066/shapochka-
dlya-malchika-spicami-podborka-statej-i-master-klassov.htm Access date: 18.01.2018

141) MHe kaxeTcs, Hy’KHO ObLIO BEIOpaTh TaHIIbI MoTpole, He 6anet. Tam apyrue
uenu [...]. He camoBbIpaskeHue, ckopee ciyKeHHe UeanaM, BO BCeX BBICOKUX
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uckyccrBax Tak. Retrieved from:
http://getnewpost.livejournal.com/430268.html?page=2 Access date: 19.01.2018

142) Hepenxo B coBMecTHBIX Jenax [IMUTpuil Ha IEPBOE MECTO CTABUT HE BHITOLY,
a IOBepUTEIbHBIC U JpyKecKue oTHomeHus. Ririeved from:
http://names.neolove.ru/male/4/99.html Access date: 01.02.2018

143) Jlerennapusiii Ford Explorer uaer B Hory co BpeMeHEM U OCHaIaeTcs
COBPEMEHHBIMU TEXHOJIOTHSIMU, 00ECTIEUNBAIONINMU Ka4eCTBEHHO HOBBI YPOBEHb
KomdopTa u 6ezonacuoctu. Retrieved from:

144) «Ixoma meqm» g Katu — nmocnenuuii maHne N3MEHUTHCS U B3ATh Ce0s B
PYKH, OTKa3aTbCsl OT MaryOHBIX MPUBBIUEK U CTATh XOPOIIEH MaTEPBIO ISl CBOETO
ceiHa. Retreived from: https://patsanki.friday.ru/ Access date: 18.01.2018

145) Mapxk Y3060 cHsI TO, 4TO €My HpaBUTCA U Tak, KaKk HPaBUTCs, O3 MpeTeH3ui
Ha BOPOX Harpaj, UCKIIOYUTENIbHO U3 JKeJaHusl co3aTh Xopomui ¢puisM. Retrieved
from: https://www.kinopoisk.ru/film/odaryonnaya-2017-929348/ Access date:
02.02.2018

146) [Mutcyoummm| AyTieHaep — 9TO He Mpo JpaiB, a mpo koMmdopT Retreived
from: https://info.drom.ru/surveys/56182/ Access date: 01.02.018
147) MosxHO ObLIO MPOTAHYTH PYKYy M COpBaTh, HO TaK pyKa M HE MOJHSIACH

oOpeiBaTh KpacoTy. Retrieved from: http://manyhotels.ru/#!/hotel=aska-buket-exaska-

club-n-resort-spa&showreviews=1 Access date: 18.01.2018

148) "HeectecTBeHHOCTH IBHKEHUSI" - TaM ITO 11€71b, B 3TOU (hapdHopoBOCTH JEBOYEK
u kpacota. Retrieved from: http://getnewpost.livejournal.com/430268.html?page=2
Access date: 19.01.2018

149) D10 ¢unabM HE JUIsi TOTO, YTOOBI TEpPEXWBATh KYJIbTYPHBIM TPHUI IO
OCO3HAaHWEM BEJIMYHMS W IIEACBpabHOCTH Tmpou3BeneHus. Retrieved from:
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