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Professional looking
at value features of highly
qualified employees

V.A. Shtroh, I.A. Savinova

Intensifying the “war for talents”, digitalization of the economy and
labor migration led to the structural transformation of recruitment as a
business process. In the modern world, organizations want to attract the
most competent and experienced persons (highly qualified employees
and employees with high potential), who can cope with different tasks,
requiring professionalism and responsibility. But the main problem in
attracting professionals is the lack of they availability in the job market.

The international annual research of human capital conducted by
ManpowerGroup [ManpowerGroup, 2018] established that 67% of large
companies (over 250 employees) had a shortage of qualified personnel in
2018. Results are based on a survey of 39,195 employers in 43 countries.
Difficulties in hiring were reported as follows: Japan (89%), Romania
(81%) and Taiwan (78%), the UK (19%), Ireland (18%) and China
(13%). Therefore, the business will feel more acutely the consequences
of the loss of thousands of managers and skilled employees, who reach
retirement age. Today only a few companies feel prepared for this inevi-
table deficiency of highly qualified staff.

It can be assumed that the shortage of qualified personnel, will lead
to a further exacerbation of the “war for talent”. Nevertheless, business
owners and executives try to be more flexible and generous in their offer-
ing to highly qualified employees. The desire to win in this battle makes
the heads of organizations transform the strategy of building relation-
ships with unique employees. A unification model of labor relations,
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when employees in equal positions have a unified standard requirements
and a single remuneration system, become much more flexible. The or-
ganizations try to consider individual needs and offer special career op-
portunities.

Respectively, proficient specialists feel their relevance and try to
peep all the benefits from the current situation. As a result professionals
have a high salary expectations and request present additional require-
ments from the employer, i.e. bonuses, special work schedule, being able
to bend certain corporate standards. Furthermore, a talented worker’s
welfare stands some kind of investing in human capital for future com-
petitive ability. Analyses of much research intended for comparing dif-
ferent recruiting schemes, makes it possible to assume that hiring ideal
employees is impossible without a detailed analysis of the job seeker’s
expectations, goals, and values. Actually, it is rather difficult or even im-
possible to find an employee whose values are similar to the ones of the
organization. Instead, there is an opportunity for negotiations, which
managers frequently use to reconcile values, discuss special conditions
and agree on the benefits for the potential worker. Hence, the main task
in this situation is finding the best possible fit between the employer’s
capabilities and employee’s expectations.

As one part of the issue, we need to make a pilot research for under-
standing the value features of highly qualified job seekers. What are their
preferences in choosing the organization for employment?

Theoretical background

Based on some of the accumulated scientific data about various as-
pects of values and preferences in choosing organization for employment
we were able to identify three strategies for accounting values in the HR
practice.

1. Selection. The Person-Organization fit (POF) as a concept used
the ability to assess similarity between characteristics of the job seeker
and organization’s conditions and priorities [Kabalina, Pakhomova,
2014; Mandrikova-Ovchinnikova, Safiullina, 2013; Chatman, 1989;
Kristof, 1996]. Employees with a high level of organization compliance
(POF) are more motivated [Mandrikova-Ovchinnikova, Safiullina,
2013; Bretz, Judge, 1994], have a higher level of commitment [O’Reilly
et al., 1991; Ruiz-Palomino et al., 2013], have higher labor productivity
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[Oh et al., 2014] and they are less likely to quit their jobs [Weller et al.,
2009]. Researchers also suggested the idea to integrate several types of
conformity in one system [Cable, Edwards, 2004; Eliseenko, Sthroh,
2017] and empirically examined the combined effect of various types on
work results. Moreover, value’s analysis is used as a part of recruitment
for to selecting candidates which would be most suitable for the organi-
zation’s culture [Adkins et al., 1994; Chatman, 1991; Harris, Mosshold-
er, 1996; Patterson and Ferguson, 2010; Patterson et al., 2016; Rankin,
2013]. The idea of identifying values as a criterion for hiring employees
has been reinforced in the practice of values-based recruitment (VBR).
The mechanism of VBR impact on the work outcomes was comprehen-
sively studied by Fiona Patterson [Patterson, Ferguson, 2010; Patterson
et al., 2016]. This approach reveals the idea that values are related to em-
ployee productivity in a particular job. However, it could be unnoticed
without special aim but influence of value orientation is always present
in every decision making process [Collins, Han, 2004; Dineen, William-
son, 2012; Cromheecke et al., 2013].

2. Olffering. Value comprehension is used as a powerful impact tool.
For instance, it is used to facilitate the processes of directing and fo-
cusing the employee’s attention to a specific organization for employ-
ment [Bakker, Schaufeli, 2008; Burke, Page, 2017; Minchington, 2006;
Schaufeli, Salanova, 2011; Schwartz, 1992; Hill, Tande, 2006]. Com-
panies try to apply the available information about employee’s values in
job offering. This is the concept of Employee Value Proposition (EVP).
Bred Minchington defines EVP as a set of of unique offers provided by
the organization in exchange for human capital — the skills, capabilities
and experience that the employee brings to the organization [Minching-
ton, 2006]. Furthermore, researches emphasis the necessity of creating
special EVP for unique professionals [Minchington, 2005; Hill, Tande,
2006]. Naturally, this concept can be integrated with existing recruit-
ment strategy, especially with Executive Search. As the way to directly
attract the best candidates which available on the labor market, Execu-
tive Search involves accounting for of specific needs and individual val-
ues [Burke, Page, 2017; Faulconbridge et al., 2009; Jenn, 2005]. If the
company wants to put the direct search into practice, it should carefully
investigate goals, interests, preferences and values of the current special-
ist to making him the most attractive job offer.
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3. Engagement. Peculiarities of personnel’s values could be used
to involve employees in the work process effectively [ Kutuzova, 2006;
Lipatov, 2016; Onuchin, 2013; Albrecht, 2010; Truss et al., 2014]. Un-
doubtedly, this practice can be oriented both to the short-term — to
sign a contract with desired candidate, and to the long-term goal — em-
ployee engagement in organization’s activity [ Kutuzova, 2006]. Hence,
the engagement sustentation on the high level is one of the top priori-
ties of every leader, because it influence directly on the organization
profitability and viability [Lipatov, 2015; Onuchin, 2013; Albrecht,
2010; Truss et al., 2014]. Besides, Wilmar Schaufeli characterized job
involment as a stable, comprehensive, deep, cognitive and emotional
condition. In addition we could clarify that it is extremely difficult to
enthrall in fruitful working process an employee, who feels any dis-
comfort or contradiction to his values [Hofstede, 1991; Rokeach, 1973;
Triandis, 1995]. Actually, in order to achieve a high level of employee
engagement, it is necessary to know the values of potential employees
in advance. Furthermore, it would be useful to established their “orga-
nizational preferences”. This term we define as a set of preferences that
form a person’s priorities in organization’s characteristics which impact
on job choice decisions.

Consequently, our short review of different strategies for the values
application allows us to conclude that in the context of organizational
preferences we need to consider values minimum at two levels: individ-
ual and social. In this case, a logical question immediately arises: are
values semantic reference points or rather behavior regulators? On the
one hand, values are the coordinates for substantiating actions that al-
low people to navigate in society. On the other hand, they are organized
as the internal motivational-semantic structure that regulates personal
behavior [Schwartz, Bardi, 2001; Seligman et al., 1996].

In our opinion, values indirectly form a hierarchical system of pref-
erences, including organizational ones. In these arguments, we rely on
the approach of Shalom Schwartz, who created the theory of dynamical
relations between values and the diagnostic questionnaire based on it
with analyses at two levels: normative ideals and individual priorities.
In our analysis, two-level analysis is important for understanding the
correlation of the values of highly qualified specialists. Besides, this the-
ory was organized as a system of universal basic values which keep their
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meaning for representatives of different ages and cultures [Schwartz,
1992, 1994; Smith, Schwartz, 1997]. It includes ten motivational types
based on their target orientation: power, achievement, hedonism, stimu-
lation, self-direction, universalism, benevolence, tradition, conformity,
security.

Based on these arguments, we were convinced of the logical cor-
rectness of the studies aim. Thus, we will try to explore value features
of highly qualified job seekers in choosing the organization for employ-
ment.

Research design

The present research aimed to estimate the value features of highly
qualified employees based on their preferences in choosing an organi-
zation for employment. To be clear, the we hypothesized that different
categories of highly qualified employees have differences in value fea-
tures. In conformity with the goal, it was required to answer a number
of questions.

1. Are there any differences in values among people with different

self-rating of their own qualifications?

2. Are there any differences in values among people of different

ages?

3. Are there any differences in values among men and women?

4. Are there any differences in values among working and non-

working professionals?

5. How are the values of highly qualified employees structured?

6. What characteristics of the organization prefer highly qualified

employees?

Hence, with these questions in mind, mixed-methods research de-
sign by combining both qualitative content analysis and quantitative data
analysis. Combination of two research strategies maximizes enrich the
data set and retain flexibility in the sequence of it’s collection and analy-
sis [Johnson, Onwuegbuzie, 2004; Kane, Trochim, 2007]. It is the most
appropriate methodology for better understanding the scope of values
than using each approach by itself. For collecting the empirical data set
we used the complex of several research methods.

Russian-language adaptation of “Schwartz Value Surveys” by
V.N. Karandashev. The questionnaire is based on the Schwartz’s theory
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of dynamic relations between value types, which describes the conceptu-
al organization of values as a system. Thus, the main goal of this method
is to evaluate personality values at two functioning levels: normative ide-
als and individual priorities [ Karandashev, 2004; Schwartz, 1994]. Data
collection was carried out using two parts of a scale questionnaire, which
determine the significance of ten types of basic values. Participants as-
sess the importance of each value for themselves as the guiding life prin-
ciple by using a scale from “—1” to “7”. According to the position of the
final average in this range, we can understand degree of importance of
the current value. As the result, a questionnaire allows to accumulate
quantitative data on the individual values: to determine the significance
of each value on the two functioning levels and the degree of importance
of each value in general.

Modification version of the “Self-assessment scale” [Dembo et al.,
1956; Rubinstein, 1970]. The main goal is to measure the state of self-
esteem according to specified parameters. The methodological materials
for applying this method emphasize that variations in use are allowed:
researchers can determine the required number of scales and the con-
tent of poles by themselves. Basically, we preserved the scale system and
the analysis structure from the original methodology. Our modification
consisted of supplementing the classical four scales (health, mind, char-
acter and happiness), one more — “qualification”. Data collection was
carried out during a conversation with the participant, when he proposed
to scale characteristics with the two poles and the center. He marked on a
scale indicator, which is most accurately describes his self-esteem. As the
result, modified version of that scale allowed us to get the set of actual
means of qualification self-esteem that expressed in numerical format
(the distance in millimeters from the “zero” mark).

Structured interview based on the plan specially created by us. In the
interview’s framework several questions were asked about the preferred
characteristics of the organization for employment. The main goal is to
identify individual preferences that impact the choice of organization
for employment. Substantially, data collection was carried out through
20 minutes interview with several open-ended questions. In view of the
need to collect qualitative data we choose this method with the maxi-
mum degree of freedom for participant’s self-expression. As the result
interview allows to accumulate a sufficient array of qualitative data to be
further grouped for the clusters.
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The exploratory nature of this research made us determine the ac-
ceptable sample size with keeping reliability of the results. To solve this
problem we calculated the optimal sample size using the program G-
Power V.3.1 with the option “a priori: compute required sample size".
Hence, we found that minimum total sample size is 24 participants for
obtain an essential effect size on the acceptable level of significance
(a err prob = 0,05).

Therefore, we formed a sample of 25 people, including 13 men
and 12 women aged from 22 to 41 years. Sample formation was based
on criteria from Article 195.1 of the Labor Code, which clarifies the
concept of qualification: “qualification is the level of knowledge, com-
petencies, professional skills and work experience of the employee".
Thus, obligatory condition was the higher education level and at least 1
year of work experience. Compliance with these requirements allowed
us to classify the participants as a conditional category of a qualified
specialist.

At the same time, to preserve variability, we have used a wide range
of our business contacts and sent email invitations on interview to people
of various professional areas. From 50 invitations were sent, we received
a positive response from 25 people. Rejection cases were reasoned by
dense employment and being on a business trip. We interviewed all par-
ticipants individually at a personal meeting lasting one hour using the set
of three methods indicated above.

Data analyses

The data analysis was implemented in the following sequence. First-
ly, the quantitative data analysis by using the methods of math statistics,
secondly qualitative analysis by using content analysis. On the first stage
we tried to initially keep the focus on exploring the general group trends
in value features. It became possible by comparing different categories
of qualified specialists and highlighting their differences for subsequent
analysis and description. In this way, we formed a set of statistical hy-
potheses.

H1: There are significant differences in expression of the same val-
ues among people with different ratings of qualification self-esteem.

H2: There are significant differences in expression of the same val-
ues among people from different age groups.
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H3: There are significant differences in expression of the same val-
ues among men and women.

H4: There are significant differences in expression of the same val-
ues among working and non-working people.

Optimal criterion for testing statistical hypotheses we choose based
on the results of counting a normality distribution by using the Kol-
mogorov—Smirnov formula. Thus, it was found that the distribution of
some indicators differs from the normal one, since the asymptotic sig-
nificance of several parameters is less than the 0,05 coefficient.

As the next step, with all conditions and characteristics of the data
set in mind, we opted for the nonparametric Mann—Whitney U-test.
Particularly, U-test has ability to detect differences using two small inde-
pendent samples in conformity with given parameters. Briefly let discuss
the logic of dividing the sample into categories.

Firstly, it was necessary to delineate the sample into two groups of
people with different levels of qualification self-esteem for further testing
the hypothesis.

In order to make the correct boundary within the group, we oriented
on the median mean of qualification self-esteem — 0.61. Moreover, this
median mean directly connected with the important peculiarity of this
scale method. It was characterized by Dembo—Rubinstein technique
as “that it is typical for most people to mark their self-esteem slightly
above the middle”. Therefore, mean equal to 0.61 was accepted: we put
in the first category participants with means of self-esteem equal to 0.61
or higher, the second category included people whose coefficient lower
than or equal to 0,6. Thus, we were able to generate two independent
groups for the procedure of comparison.

Secondly, we solved the problem of making age boundary for two
categories of people because we could focus on the concept of “young
specialist” with limitation function. To test the hypothesis of the exis-
tence of significant differences in values among people from different age
groups, we suggested that it would be appropriate to focus on the con-
cept of “young specialist”, which will become a kind of age limit. Young
specialist is a well-established concept that characterizes the legal status
of a specialist at the beginning of the professional career. Basically, ehis
status is conditionally fixed for a period of three years from the graduate
and after the sighing of employment contract. Hence, we considered the
fact that university graduates usually complete their studies at the age of
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2223 years. Also we added to this point 3 years for the status of “young
specialist” and finished creating the age border on mean of 26 years. In
this logic, the first group included people 26 years old and younger and
the second group filled people aged 27 years and older.

Thirdly, it was rather simple to separate sample on working and non-
working categories because we used biography data from interviews with
participants. Nevertheless, it should be clarified that categories were
formed according to the official employment: the category of “working”
included people who worked in the organization at the time of the inter-
view, and “non-working” category included people who had no official
job.

For finishing this stage of analyses, it was required the algorithmic
counting the coefficients of Mann—Whitney U-test with ranking the ab-
solute means of the attribute. For solve this task we combined all the
means of variables from both categories into one variation line, and also
ranged them in ascending order. As the result, ranks replaced the abso-
lute means of variables, which were summed up for each category.

In our opinion, a systematized table is the best way to visualize the
results, on the score of getting a quick view of significant differences be-
tween categories of highly qualified employees (value features). Besides,
for rational purposes, in the text we have tabulated only values with exist-
ing significant differences by U-test coefficients.

Next stage of our analyses was started from looking for a reliable an-
swer to the question of how the values of highly qualified employees are
structured. The optimal way to do it we find in the two-stage hierarchical
clustering. One of advantages of hierarchical clustering is visually acces-
sible structure of values that grouped as dendrogram.

Turn to the Schwartz’s theory of dynamic relations between values
which organized as a circle shaped model (Fig. 1).

For choosing the way of clustering we considered characteristics of
the available data and the purpose of our study. Therefore, we preferred
the method of single linkage as one of the agglomerative methods for
constructing the matrix of proximity measures. It involves the search
and sequential joining of the closest clusters on the similarity matrix.
Outcome of clustering procedure is presented in dendrogram scheme
(Fig. 2).

As visualization opportunity clusters dendrogram allowed us to ex-
plore the holistic and meaningful picture with the complex of mutual
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Significance
level

Table 1. Values with significant differences

Value and the functioning level

Group
Hypo- U-test average
thesis coefficient ranks
H1 0,044 16,36; 10,36
H1 0,033 9,50; 15,75
H1 0,025 9,27; 15,93
H2 0,011 9,17; 16,54
H2 0,046 9,92; 15,85
H2 0,03 9,71; 16,04
H2 0,016 9,33; 16,38
H2 0,035 9,79; 15,9
H2 0,035 9,79; 15,95
H2 0,03 9,71; 16,04
H4 0,043 9,00; 15,25

p>0,05
p>0,05
p>0,05
p>0,05
p>0,05
p>0,05
p>0,05
p>0,05
p>0,05
p>0,05
p>0,05

Benevolence (individual priorities)
Achievement (individual priorities)
Hedonism (motivational type)
Self-direction (individual priorities)
Stimulation (individual priorities)
Hedonism (individual priorities)
Achievement (individual priorities)
Power (individual priorities)
Self-direction (motivational type)
Stimulation (motivational type)
Stimulation (normative ideals)

Universalism

=

Self-Enhancement

' Self-Transcendence

»

Conservation

Fig. 1. Schwartz's theoretical model
Source: S.H. Schwartz, 1992.
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Dendrogram

0 5 10 15 20 25
Traditions_Norm.ideals 2 —l ! ! ! ! !
Traditions_Motiv.type 22
Traditions_Indiv.priorities 12 J
Conformity_Indiv.priorities 11
Conformity_Motiv.type 21 |
Conformity Norm.ideals 1 —
Universalism_Indiv.priorities 14
Universalism_Motiv.type 24 Q —
Security_Indiv.priorities 20 —
Security Norm.ideals 10
Security Motiv.type 30
Universalism_Norm.ideals 4
Benevolence_Norm.ideals 3
Benevolence_Motiv.type 23 —Q
Benevolence_Indiv.priorities 13
Stimulation_Indiv.priorities 16
Stimulation_Motiv.type 26
Stimulation_Norm.ideals 6

Self_direction_Norm.ideals 5
Self_dlrection_Motiv.type 25 Q

Self_direction_Indiv.priorities 15

Hedonism_Motiv.type 27

Hedonism_ Indiv.priorities 17
Hedonism_Norm.ideals 7
Power_Norm.ideals 9
Power_Motiv.type 29 |
Power_Indiv.priorities 19
Achievement_Indiv.priorities 18
Achievement_Motiv.type 28 Q
Achievement_Norm.ideals 8

Fig. 2. Hierarchal clustering structure of values

Source: created by the author.

relations and combinations. In further discussion, it would be useful to
highlight the general group trends in values features.

Second stage of data analysis was started from review of 25 interview
text records contained information about preferences in choosing an or-
ganization after interviews with highly qualified specialists. Meanwhile,
the average volume of one text record with the answers of one partici-
pant ranged from 80 to 100 words, because the interview was based on
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Table 2. Categorical content model

Categories Quantificators

1. Remuneration  “high salary”, “bonuses”, “decent pay”...

2. Specification “cybersport”, “innovative technologies”, “media
production”...

3. Challenge “unique projects”, “challenges”, “necessity of self-
development”...

4. Prestige “the best on market”, “famous brand”, “significance for
portfolio”...

5. Relations “adequate chief”, “good team”, “friendly”...

6. Perspectives “career perspectives”, “possibility of self-realization”,
“opportunities”...

7. Meaning “useful product”, “demand”, “clear goals”...

8. Working “compliance with the Labor Code”, “ready-made customer

conditions base”, “equipped workplace”...
9. Freedom “variability of methods”, “flexible schedule”, “creative”...
10. Other “large organization”, “stable”, “corporate automobile”...

open-ended questions. But answers were nonstandard and the resulting
data array was deprived of structural integrity. To overcome these cir-
cumstances, we applied content analysis for identifying categories and
determining the most attractive characteristics of organizations. All pro-
tocols were analyzed adhering to the inductive algorithm: 1) searched
in interview protocols for semantically similar characteristics that de-
scribe organization preferences; 2) created content model with catego-
ries (groups of organization preferences) and quantificators (accounting
units).

Third. Filled in the classifier based on reanalysis of interview proto-
cols.

Fourth. Conceptualized the model of organizational preferences by
calculating the frequency of occurrence of various characteristics and
highlighting the most significant categories (Fig. 3).

Based on findings we were get closer to understanding value features
of highly qualified specialists, as well as highlight the most preferred or-
ganization’s characteristics.
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8,3 1.9

s o @

18,5

18,5 7.4
3,7
M Category 1. Remuneration I Category 6. Perspectives
M Category 2. Specification M Category 7. Meaning
Category 3. Challenge Category 8. Working conditions
Category 4. Prestige M Category 9. Freedom
B Category 5. Relations M Category 10. Other

Fig. 3. Organizational preference category distribution diagram, %

Source: created by the author.

Discussions

In comparison of different categories of employees we find a block
of some universal values for which there are no differences in subgroups,
e.g. conformity, traditions, universalism, security. Explanation of this
fact could hide in the natural desire to keep stability and life-balance, be-
cause these values are clearly oriented towards on stereotyping behavior
algorithms and expecting a certain predetermined result. In other words,
stability in professional activity is important for highly qualified special-
ists, inasmuch as the application of learned algorithms make possible
effectively and quickly achieving results.

Switch attention on differences in values among specialists with dif-
ferent level of qualification self-esteem. Comparison of the average ranks
made it possible to determine the most important values for each cat-
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egory of employees. Benevolence (individual priority) is more important
for people with low self-esteem (U = 0,044, p > 0,05). Accordingly to
Schwartz’s theory, benevolence accumulates “prosocial needs” and the
pursuit for well-being in interaction with other people. Rational expla-
nation of this difference bases on the fact that benevolence as a complex
uniting a set of moral qualities can impact the underestimation of one’s
own qualification self-esteem. Another words, it is a peculiar version
of modesty’s embodiment in assessing their merits. Also there are two
differences supported argument: for people with high qualification self-
esteem achievement (U = 0,033, p > 0,05) and hedonism (U = 0,025,
p > 0,05) are more important than for participant with low self-esteem.
In this case, achievements actively manifest the desire for personal suc-
cess through competence performance for obtaining the approval of so-
ciety in various forms with hedonism (pleasure, enjoyment of life) as the
result.

Rather interesting to look the value differences among people from
different age groups. Estimate results indicate that people over 27 value
independence (U = 0,011, p > 0,05), stimulation (U = 0,046, p > 0,05),
achievements (U = 0,016, p > 0,05), power (U = 0,035, p > 0,05), he-
donism (U = 0,04, p > 0,05) much more, compared to younger partici-
pants people. Principal explaining of this situation is directly connected
with the set of life tasks which people should solve on different ages. For
instance, the major task for young specialists is professional develop-
ment, improving skills and gaining the necessary work experience. On
the contrary, for people over 27 years old, who already possessing a cer-
tain amount of experience, the main tasks associate with career advance-
ment: new prodjects (stimulation), freedom in actions (independence),
high social status (power), career success (achievements) and available
resources (hedonism).

Curiously enough, there are no significant differences in values of
men and women at all levels. Other researchers prove that differences
in the values of men and women exist [Monusova, 2008; Poplavskaya,
Soboleva, 2019; Clark 1997; Farmer 1985; Green, DeBacker, 2004;
Gunderson, 2006]. Nevertheless, this controversial situation could be
created by the specific of research procedure. As we write above, first-
ly participants gave us interview, which plunged all respondents into
thoughts about work and organizational preferences. Naturally, this
situation could be reinforced by committing of business community to
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ensuring the equal constitution rights of men and women in their profes-
sional activities. Perhaps interview impacted respondents to shift vector
of attention from their everyday life to their professional self-realization.
Thus, they retained some independent from gender identity in the choice
of values.

Working and currently not working qualified persons have signifi-
cant difference in only one value — stimulation (U = 0,0 43, p > 0,05).
Stimulation is more important for working professionals. Reference
point of this specific feature discussion disposes on the fact that a person
immersed in a working routine increases his desire for novelty and new
experiences. In other words, maybe emotional diversity helps maintain
an optimal level of activity and engagement in work process. While peo-
ple in search for employment, on the contrary, has enough new impres-
sions, since every day they explore various ways for professional develop-
ment. Actually, they are looking for stability.

Hierarchical structure of values recreated by cluster analysis is the
brilliant opportunity to see internal relationships between values of
highly qualified specialists at different levels. In particular, on cluster’s
dendrogram (Pic. 3) we can observe that at the initial stage identical
values of different levels logically associate into a single cluster group of
three. At the next stage clusters values are merging into two large-scale
clusters.

1. Conditionally “prosocial cluster” formed by the correlation plei-

ades: conformity and traditions, universalism and security.

2. Conditionally “egocentric cluster” formed by the triad: hedo-
nism, which merged independence, and pleiades of achievement
and power.

Cluster’s pleiades are united into one group (conformity and tradi-
tions merge with universalism and security) and benevolence is also in-
cludes into the first “prosocial cluster”. Next, additional complication
of this structure occurs through the union of the first cluster with the
stimulation, which was detached before. Last stage of hierarchy forma-
tion is finish by integration of both clusters.

Inasmuch as we choose the single linkage clustering method chosen
at the start point, we can confidently assert that two clusters were formed
by combining the most similar values in terms of severity. Outputs con-
firm corresponding sense of the cluster value structure to the circular
structure of values in Schwartz’s model. Moreover, this circumstance
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once again proves existence of dynamics in the value opposition for these
participants. On the one hand, this circumstance allows highly quali-
fied specialists to concentrate their efforts on one of the poles: they can
develop some kind “prosocial” activity (conformity, traditions of univer-
salism, security, beneolence) or focus on “egocentrism” and pursuit of
personal success (hedonism, independence, achievements and power).
On the other hand, balance between conflicting values is difficult for
achieving. Nevertheless, we remember that stimulation has the detach-
ment from uniting with value clusters. This important note indicates that
there is a space for synergy of different values, e.g. when people want new
experiences and diversity, they become more flexible for experimenta-
tion and try new behavior strategies with another values in core. Hence,
new emotions and impressions will let them keep satisfactory level of
vital activity.

In-depth interview content analysis made it possible to find several
key categories of organizational preferences (Fig. 3). Considering orga-
nizational preferences, we noticed that remuneration category was the
most popular among participants (20,4%). High wage is necessary to
satisfy the need for security and to implement the similar value. Also
financial resource is integral component for value’s realization, e.g.
achievement, power, independence, hedonism and security.

On second place of preferences situates the specification in working
activity (18,5%) and the quality of relations (18,5%). Indicators return
us to two main clusters. In this case, if people aimed at implementing
“prosocial” values (conformity, kindness, etc.) they will be value qual-
ity of relationships that create a comfortable atmosphere for interacting
with other people. Conversely, organizational preferences will be cen-
tered on the specification of the working activity for further professional
success, if the “egocentric” values of personal success are really signifi-
cant.

Similar situation with the sample bifurcation is formed by such cat-
egories of organizational preferences as meaning (8,3%) and freedom
(8,3%). But explanation of this situation can also be found in value
comparison. Desire to bring benefits and fill meaningful activities is the
objectification of “prosocial” values (benevolence, conformity, etc.).
Accordingly, high degree of freedom is principally important for people
with an “egocentric” focus on success, who value independence, power,
and achievements.
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Fourth place is occupied by challenge category (7,4%), which is
based on desire to realize new ideas and professional development. Be-
sides, combination of this preference with the value of stimulation looks
logical, which is especially significant for our sample. For instance, if
person appreciates stimulation, he uses novelty to serve the way to im-
mersing yourself in new impressions, interesting tasks, and overcoming
limitations.

Fifth most important is the similar division of organizational prefer-
ences in two parts: perspectives (6,5%) and working conditions (6,5%).
We can also establish a logical connection between these preferences and
value priorities. For person who appreciates success, career perspectives
and advantage for development are significant. Vice versa, working con-
ditions that make it possible to realize values from first cluster (security,
traditions, etc.) become significant, in case the value of achievement and
power is not so high.

Another interesting point for discussion is the prestige of organiza-
tion (3,7%), which consists in the fame, influence and brand recogni-
tion of the company. If we try to apply the same analytic approach in
this case we will get controversial results. On the one hand, we guess that
values of achievements and power have more chances to be realized in a
prestigious organization, which should attract people with career ambi-
tious. On the other hand, people with “prosocial” motives who value
tradition, security and conformity, can perceive the prestige of the orga-
nization like stability and some kind of trust guaranty from business soci-
ety. Often prestigious organizations are characterized by a long existence
period, strong HR-brand and positive business reputation. Therefore,
the organization’s prestige can connect with the value of universalism,
as the ability to realize any aspirations.

Finally, in discussing results of this exploratory research, we can
state that it was successfully completed the task because we find value
features of highly qualified employees in the context of analysis their
organizational preferences. However, we recognize a number of sig-
nificant limitations. In particular, our sample size is not enough to
purport representativeness for disseminate the results on organizations
from Russian business society, i.e. it should be expanded and supple-
mented.
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Conclusion

Summarizing our preliminary findings, we can conclude that there
are six basic tendencies in the value features of highly qualified em-
ployees.

1.

Specialists with different level of qualification self-assessments
have significant differences in values. Achievements and hedon-
ism are more important for people with the high qualification
self-assessment. Benevolence is more important for people with
the low qualification self-assessment.

Specialists from different age groups have significant differenc-
es in values. People older than 27 years perceive stimulation,
achievements, power, independence, hedonism as more impor-
tant than younger people. People younger 27 years prefer univer-
salism and security.

Significant differences in values among men and women are ab-
sent when they studied in organizational context.

Working people and not working specialists have significant
differences in values. Stimulation is much more important for
working professionals.

Hierarchical structure of values of highly qualified employees,
created by using cluster analysis, is formed by two main clusters:
conditionally “prosocial” (conformity, traditions, universalism,
security, kindness) and conditionally “egocentric” (hedonism,
independence, achievements, power). They connect each other
through the value of stimulation.

Organizational preferences of highly qualified specialists are
concentrated around such characteristics as remuneration, spec-
ification, relationships, meaning, freedom and challenge.

Moreover, estimated results are also showed the original way to
get information about values of potential employees indirectly by trac-
ing their organizational preferences. Because values are always present
in every decision making process. By the way, research outcomes can
be expanded by one more idea. Chiefs could find out values of current
employees by exploring the previous decisions and organizational pref-
erences of potential candidate. Moreover, this understanding has wide
application from transforming the HR processes in organization to for-
mulating more attractive EVP.
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