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Abstract 

This thesis is a qualitative study of how personal values can contribute to the 

understanding of women's choices concerning wedding dresses. For this purpose, 

Schwartz's theory of personal values, and laddering interviews based on Gutman’s Means-

End Chains are used. Reynold’s and Gutman's interview technique laddering is used to 

conduct interviews with female respondents who have bought a wedding dress. This is 

done in order to obtain an indication of their underlying value-motivated wedding dress 

preferences. Respondents also fill in Schwartz's questionnaire on values is order to obtain 

an indication of the respondents' personal values. Personal values are significant because 

they act as motivators to attitudes and behaviors. Determining the personal values of 

people can therefore often predict their attitudes and behaviors.  

The results of the questionnaire and the interviews suggest that women's reasons 

for choosing a particular wedding dress are only partially reflected in their personal values, 

as indicated in their questionnaire responses. For some women, the personal values 

derived from the questionnaires are strongly expressed in the laddering interviews, but for 

others they are not. This suggests that some of the women were motivated by values they 

were not usually motivated by when they were faced with choosing a wedding dress.  

A qualitative approach to understanding women's choices regarding a wedding 

dress therefore shows that women's personal values play an important role in their choices. 

However, the motivations behind the choice of a wedding dress are only to a limited extent 

reflected in their usual personal values hierarchy. Selection of a wedding dress, therefore, 

depends not only on what values women are usually motivated by, but also on what 

marriage, wedding and related phenomena mean to them. 
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Introduction and research area 

The wedding dress is often hailed as a woman’s most important outfit. Word combinations such as 

‘the perfect dress’ or ‘finding the one’ are not unusual in the context of wedding gowns. This is no 

surprise as the wedding dress is an important consumption item as it is a traditional artifact of the 

ritual event ‘the wedding’ which marks the beginning of marriage.  

Getting married is considered a rite of passage (Choy & Loker, 2004; Levy, 1978), 

comparable to pregnancy, childbirth, and funerals, marking the transition from one social status to 

another (van Gennep, 1960). In Western cultures, weddings are one of the few remaining formal 

rites of passage in modern life (Carter & Duncan, 2017; Cheat, 1987). Some observers have detected 

a decline in common cultural rituals and consider this a serious problem (Douglas, 1974). Erikson 

(1977) observed the increasing emptiness of some rituals, rendering them purely ritualistic without 

meaning (Erikson, 1977). This tendency might be observed in the fact that marriage remains a 

salient event in spite of high divorce rates as well as an increase in co-habituating without being 

married (Boden, 2001). In spite of the fact that marriage seems to have lost its importance, 

weddings are still a highly popular celebratory event. (Carter & Duncan, 2017) describe marriage as 

no longer being generally seen as necessary for legitimate sexual relationships, long-term 

partnership, or parenting. Yet, having a wedding, which is the public manifestation of a marriage, 

has become more prominent both as social aspiration and as popular culture. Brides in particular 

seek to create their own ‘perfect day’ navigating the expected wedding traditions while still making 

it unique and personal (Carter & Duncan, 2017).  

In the construction of the wedding ritual, the most important decision is the wedding 

dress (Lowrey & Otnes, 1994; Otnes & Pleck, 2003). This powerful ritual artifact is imbued with 

rich cultural meaning and constitutes a substantial portion of the wedding budget (Ingraham, 

2008).  Choosing the right dress is therefore an important decision for many brides to make. In 

this thesis I therefore want to explore wedding dresses from a personal value perspective. Personal 

values can be seen as guiding principles in life (Schwartz, 1992). These values are more stable over 

time than factors such as attitude, traits and beliefs, and can be used to explain the behaviors of 

individuals. Studies have found that values govern behavior in most aspects of people’s lives 

(Rokeach, 1968; Yankelovich, 1981). Rokeach (1973) found that while values do not guide all 

behavior, it does guide behavior concerning maintaining and enhancing self-esteem. Exploring 

how values affect selection of a wedding dress could therefore provide a rich and meaningful 

addition to research on wedding dresses. Based on this, my research question is: 

How can personal values contribute to the understanding of women’s choices 

concerning wedding dresses? 
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My goal is to gain an understanding of how the values held by brides affect their attitudes 

towards and choices in wedding dresses.  

 

Delimitation  

In this thesis, I want to explore the contribution that values can add to the study of motivations in 

the selection of a wedding dress. As such, I will explore the literature on weddings and wedding 

dresses to create a literary context for my study. In order to research values of brides, it is 

important to establish an idea of what values actually are and how these can be discovered and 

elicited. For this purpose I use Schwartz’ value theory and the laddering technique as methods to 

elicit and interpret values. To create a context for a broader usability of my research, it could have 

been relevant to explore how bridal stores could make practical use of the knowledge elicited from 

the study, as studying values in relation to a product perspective is ultimately also about selling 

products. Thus, applying research on the value of brides in a marketing or experience economy 

context could have provided an interesting perspective to the topic. However, due to the limitations 

of the thesis, as well as my epistemological approach, I chose to focus on elements that are more 

interpretive in nature.  

 

Metatheoretical foundation (paradigmatic foundation) 

As I want to add to the scientific discourse concerning wedding dresses, I need to make certain 

meta-theoretical choices on which my research is based on. An account of the research philosophy 

behind the thesis allows other researchers to put my work into context and to understand how to 

evaluate the findings (Tracy, 2013). In, the following section, I will introduce the concept of 

paradigms and the most prevalent paradigms used in social sciences today. Next, I will explain the 

research design chosen in this thesis based on ontology, epistemology, and methodology and 

account for these choices. Finally, I will outline how these considerations have influenced my 

choices of methods for my thesis.   

 

Paradigms 

Research philosophies are based on so-called paradigms. A paradigm is a set of basic principles 

governing a specific research field. It is characterized by a set of common understandings about the 

phenomenon that is under study, how it should be studied, and how results should be interpreted 

(Kuhn, 1970). Within the natural sciences, researchers mostly adhere to a single paradigm at a 

time, with dominant paradigms appearing in waves as different paradigms are found more 
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suitable, which results in a shift in paradigms (Nygaard, 2012). In the social sciences, however, 

making a choice of paradigm is more complex, as several paradigms are prevalent in the field 

simultaneously (Brier, 2012). 

Each paradigm comes with its own set of assumptions and constraints, and are 

differentiated from each other based on ontology and epistemology, which in turn affect the 

methodology and the methods used of paradigm is more complex, as several paradigms are 

prevalent in the field simultaneously (Brier, 2012). Ontology concerns how the world is perceived 

by the researcher with regards to the nature of being and reality, e.g. whether the world is real or 

merely a social construction. Epistemological choices, on the other hand, decide how knowledge is 

viewed i.e. whether or not it is possible to obtain objective knowledge (Nygaard, 2012). Nygaard 

presents four principal paradigms that each encompasses several more specific paradigms. These 

principal paradigms are: the positivistic paradigm, the hermeneutic paradigm, the constructivist 

paradigm, and the critical paradigm. 

The positivistic paradigm originated from the natural sciences but gained an increasing 

presence in the social sciences from the 1850s. In many ways, positivistic principles still dominate 

the social sciences to this day. Positivistic research is based on sensory information; a phenomenon 

must be observable to be of value. These observations are then analyzed logically, resulting in a 

single definitive answer. Positivism is often associated with quantitative methods such as 

observation and statistics. Hermeneutics, which came into being in the 1930s, on the other hand, is 

based on the perspective that people and society cannot be studied as a natural phenomenon. 

Instead adherents to this paradigm believe people should be understood based on culture and 

history. Constructivism is in some ways similar to hermeneutics in how it rejects the idealism of 

objectivism. Adherents to this paradigm believe that people and society exist in an evolving 

network of social constructions that are subjective to each individual. Constructivism gained 

influence in the 1960s and presented an entirely new way of viewing the world by rejecting existing 

scientific methods. Similarities between hermeneutics and constructivism in terms of ontology, 

epistemology, and methodology mean that many researchers group these into a joint paradigm 

called interpretivism (Tracy, 2013). Critical theory gained influence in the social sciences during 

the 1940s and is not characterized by the preference of either quantitative or qualitative methods as 

positivism and hermeneutics are. Instead, critical theory differs from the others by its insistence on 

viewing science as a way to promote equality and study the power of institutions.  

In the following, I will examine ontology, epistemology and methodology in more detail 

and present my choices concerning them for this thesis. The following section will look into each of 

these terms based on the opposing views of positivism and interpretivism.  
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Research design  

There are four levels in a research design process consisting of ontological considerations, 

epistemological considerations, methodological decisions, and methods and techniques. These 

level feed into each other as illustrated below. 

 

 

Ontology 

Ontology is a term used to describe the nature of reality. A researcher’s perception of the nature of 

reality determines whether social entities are considered objective entities with a reality external to 

the social actors, or whether social entities are considered subjective entities with a reality internal 

to the social actors, i.e. are things because they exist or do things exist because we say they do? In 

this thesis, I am only concerned with the nature of the social world and not the physical world. 

Some researchers hold the position that the physical reality itself is a social construct (Brier, 2012). 

However, as I am exploring meaning attached to a physical artifact, this comparatively radical 

position falls outside the constraints of my objective. I am studying wedding dresses in the context 

of its social existence i.e. the meaning of dress in a social context, not the physical materials of it. 

Ontological viewpoints 

Epistomological choice 

Methodological Decisions 

Choice of Methods and Techniques 
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Broadly speaking there are two approaches to ontological considerations: objective and 

subjective approaches (Nygaard, 2012). These approaches may also be viewed from the 

perspectives of the positivistic and the interpretive/constructivist paradigms, respectively. When 

reality is considered to be objective, the social world is considered real and independent from social 

actors. The social world therefore imposes itself on the consciousness of social actors, as it is 

beyond the control or influence of them. The world in the positivistic paradigm is considered to 

consist of hard, tangible, and pre-given structures of which their existence are difficult to contest. 

In positivistic research it is therefore assumed that there is a single true reality to study. The 

natural sciences are especially concerned with this view on the nature of reality. In the natural 

sciences, there is typically a higher degree of invariability because the ideals of this discipline are to 

a greater extent based on objectivity and generalization.  

This viewpoint is challenged by the subjective/interpretive perspective, which is often 

used in humanities and social sciences. Here, the social world is considered to be subjective, which 

means that the social world is considered by the researcher to be socially constructed or altered in 

some way. Hermeneutics and constructivism vary slightly on how ontology is subjective (Nygaard, 

2012). Hermeneutics argue that the social world exists but that our access to it is limited by our 

own understanding and perspective, which makes making reality partially relativistic. Followers of 

this paradigm believe that there is a definitive reality but that a researcher can never fully 

understand this reality; it is not directly observable. A researcher can attempt to account for their 

own pre-understanding and thereby come closer to the reality of others. Constructivism on the 

other hand has a completely relativistic ontology in that the social reality is considered to be real 

only when it is recognized as such. This means that social objects such as weddings and bridal 

attire are not seen as concrete structures, but merely social structures that are created in 

interaction between people. Followers of this paradigm will therefore believe that there is no 

definitive reality and that wedding dresses only exist because we have agreed that they are different 

from other forms of attire.  

This thesis is about wedding dresses, and I define the meaning of the term as attire worn 

by a bride. As long as a woman wore/will wear this garment in her wedding, the attire qualifies as a 

wedding dress, no matter if the dress at hand is a glitzy white ball gown or pink flamingo suit. What 

is important is what the bride has considered appropriate attire at her wedding, hereby 

transforming the apparel into a wedding dress. In other words, the individual bride defines what 

constitutes a wedding dress. For this reason I do not need to see my interviewees wedding dresses 

in the data collection process as my personal ideas of what constitutes a wedding dress is irrelevant 

to the notions of my respondent, which are the object of my research. I therefore view reality as 
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being partially relativistic as in hermeneutics. In this viewpoint, every individual is considered to 

be the creator of his or her own social world in interaction with other individuals, for which reason 

it is a product of human cognition. The world is presented in the form of names, labels, and 

concepts, provided by humans. Reality is known and connected through society’s cultural and 

ideological categories. In the interpretive/hermeneutic paradigm, there therefore exist multiple 

realities at the ontological level. My approach to the social world is therefore an interpretive one 

based on subjective understandings of what can be called a wedding dress. 

In sum, assumptions about what is and what is not determines what can and cannot be 

studied. These assumptions, in turn, determine what is considered true or false and define how 

knowledge about this should be acquired. In other words, ontology governs epistemology. 

 

Epistemology 

Epistemology is concerned with the nature of knowledge, i.e. what is regarded as acceptable 

knowledge in a discipline and how we know what we know. As in the objectivist vs. subjective 

views, some scholars maintain that it is possible to know the truth about the social world as an 

external observer, while others refuse this sentiment and hold that knowledge and the truth cannot 

be externally understood, respectively (Brier, 2012). Von Wright (1971) depicted an epistemological 

clash between positivism and hermeneutics. Interpretivism draws from hermeneutics in the sense 

that it regards human activity as “text” that can be read, interpreted, deconstructed, and analyzed. 

This depicts the fundamental difference between the two different epistemological perspectives. 

Positivism puts emphasis on the explanation of human behavior, while the latter aims for an 

understanding of human behavior. 

In the positivistic paradigm, knowledge is sought in order to observe, measure, and 

predict what happens in the social world by looking for regularities and causal relationships (Tracy, 

2013). Positivistic researchers strive to build tangible, material knowledge that mirrors reality. For 

these reasons, knowledge should be objective and a researcher’s background and biases are 

considered unnecessary or even liabilities for the discovery of a single truth. They should therefore 

be corrected or minimized. Hence, in the positivistic paradigm, there is also a clear distinction 

between scientific statements and normative statements, where scientific statements are 

considered to be within the researcher’s field. As only knowledge confirmed by the senses is 

considered to be knowledge, a positivistic researcher views truth as being externally understood. 
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For this reason, the positivistic approach also sees it as possible to study constituent parts of a 

social phenomenon to understand the whole.    

From an interpretive perspective, hermeneutics as well as constructivism view the social 

world as being relativistic as it is socially constructed. While hermeneutics believe that knowledge 

about the social world is constructed through language and interaction, constructivism believes it is 

constructed through social constructions (Nygaard, 2012). In this thesis these two different 

viewpoints are treated as a single interpretive viewpoint, as my view of epistemology is that 

knowledge constructed based on both interaction and social constructions. Research conducted 

from an epistemological interpretive perspective, on the other hand cannot generate objective 

knowledge as knowledge is always subjective, dependent, and value-laden in this perspective 

(Tracy, 2013). The interpretive approach therefore requires a research logic much different from 

the positivistic paradigm that takes into consideration the distinctiveness of humans. From an 

interpretive point of view, knowledge is produced, not discovered, and it is co-created in an 

intersubjective study between the researcher and the individual or phenomenon being studied. 

This is because social worlds can only be understood from the viewpoint of individuals directly 

involved in the social activities under investigation  

This thesis has an interpretive approach to epistemology as knowledge is viewed as 

something to be understood from the viewpoint of the individuals directly involved in the social 

activities under investigation. My goal is not to determine a formula concerning the choices made 

in the selection of a wedding dress. Rather my goal is to deepen the understanding of how and why 

women behave as they do upon selection of a wedding dress. My approach to ‘truth’, i.e. values in 

this case, is that it is subjectively defined by each bride rather than based on objective criteria such 

as wealth, membership of a religious community, education, and other objective criteria. The 

purpose of my research is therefore to embrace the distinctiveness of each bride and expand the 

notion of what is considered worthy knowledge within the study of wedding dresses. Positivists 

would say that the main disadvantages related to an interpretivist epistemology is the subjective 

nature of the approach as it leaves pronounced room for bias on behalf of researcher. From an 

interpretive standpoint, however, all studies of the social sphere is by default biased, and failing to 

acknowledge this is a critical issue. 

 

Methodology  

In this section I will explain the considerations behind the types of methods used in my study 

wedding dresses and values 
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In this thesis, I utilize quantitative as well as qualitative methods. While I make use of 

quantitative and qualitative methods, the main focus is on conducting qualitative research, and the 

quantitative methods are used as a tool in the qualitative research. Quantitative research is based 

on criteria such as measurability and objectivity, and can be used to create theories of 

generalizability of findings (Nygaard, 2012). Qualitative research, on the other hand is more 

focused on the qualitative aspects of a phenomenon, rather than to find correlations or 

generalizable knowledge (Nygaard, 2012).  

Drawing from the strengths of both quantitative and qualitative approaches, is a means to 

minimize the restrictions each poses. In this way, mixed methods are utilized with the intention of 

increasing the yield of empirical research. Greene, Caracelli, & Graham (1989) posit that using 

several different types of methods enhance research in five significant ways (Greene, Caracelli, & 

Graham, 1989):  

1. Triangulation. Mixing methods is also known as triangulation, and it helps improve the 

accuracy of findings. Denzin (1970) identifies four types of triangulation of which I utilize 

methodological triangulation. Methodological triangulation refers to using different kinds of 

methods to improve reliability and formal generalizability.  

2. Complementarity, using different methods provides different perspectives on an issue. 

3. Development, when using different methods, it is possible to build on results obtained in one 

step of the research process through the use of other methods in subsequent steps.  

4. Initiation, different methods are likely to bring up new challenges or areas to study. 

5. Expansion, as exploring features of different methods will allow for greater richness and 

detail in the study. 

 

When conducting qualitative research, certain quality criteria must be adhered to. Work of quality 

tells the readers that the research is to be trusted and taken seriously (Tracy, 2013). Tracy (2013) 

outlines eight criteria for excellent qualitative research: (1) worthy topic, (2) rich rigor, (3) 

sincerity, (4) credibility, (5) resonance, (6) significant contribution, (7) ethics, and (8) meaningful 

coherence. A worthy topic is a topic of research that is relevant, timely, significant, and interesting. 

Rich rigor means that the research has to be carried out with the application of sufficient, 

abundant, appropriate, and complex means. Sincerity in studies is characterized by self-reflexivity 

about the researchers’ subjective inclinations, values, and biases, as well as full transparency. 

Credibility in research is expressing a reality that is plausible and is dependable and trustworthy. 

Resonance means that qualitative research should meaningfully impact an audience. Researchers 
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Figur 1: Inductive and deductive approaches to research 

should also be ethical and adhere to regulations, social preferences as well as consider the needs of 

their participants. Finally, qualitative studies should have meaningful coherence and readers 

should have a clear understanding of the purpose of the study as well as how the findings achieve 

that purpose. In this thesis I have tried to live up to these criteria to ensure quality and credibility 

of my work. 

 

Deductive vs. inductive reasoning  

This thesis has an inductive theoretical approach. Taking an inductive stance on research, means 

that theory is viewed as an outcome of research, as opposed to the deductive approach in which 

theory guides research (Tracy, 2013). In the process of induction, generalizable inferences are 

drawn out of observations which then form the theoretical ideas of the research. Figure 1 illustrates 

the difference between deductive and inductive approaches to the relationship between theory and 

research (Tracy, 2013). 

      

Inductive approach: 

 

Deductive approach

 

 

 

 

As I have an interpretive perspective, I draw on elements of hermeneutics. A main aspect 

of hermeneutics is the notion of pre-understanding. Pre-understanding denotes the idea that all 

people already have some knowledge and assumptions about the phenomenon being studied 

(Nygaard, 2012). This means that the knowledge and assumptions I bring to the research is bound 

to affect the research in one way or other. The consequences of this are that the thesis cannot be 

truly inductive as I have already formed ideas about the topic. In order to limit the influence of pre-

understanding, it is important to reflect on what knowledge and assumptions are brought into the 

Observations/Findings Look for patterns Theory 

Hypothesis Test data 
Support or reject 

hypothesis  
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research and what that means for the study (Brier, 2012). E.g. before starting this thesis I had ideas 

about what wedding dresses are and what they mean. However, it is important that I do not 

inadvertently push these ideas onto my respondents 

 

Method  

In this section, I will explain the methods used to explore more area of research. I will explain the 

advantages of conducting interviews as well as practical reflections to be considered before 

conducting them. Then, I will introduce a special interview method called the laddering technique. 

Finally, I will explain my use of Schwartz’ Value Survey. It is important to note that even though I 

utilize a qualitative method, my interpretative ontology and epistemology mean that I will use the 

survey in my qualitative interpretation of my area of study. 

 

In-depth interviews 

Interviews are guided question–answer conversations, or an “inter-change of views between two 

persons conversing about a theme of mutual interest” (Kvale & Brinkmann, 2009). Participants can 

provide accounts, explanations, rationales, and justifications for their actions and opinions in 

interviews. Interviews are valuable for providing background and information on topics that 

cannot be directly observed.  

Different types of interviews can be conducted based on the purpose of the research, the 

participants, or the structure of the interview (Tracy, 2013). Different types of interview include 

narrative, discursive, ethnographic, informant, and respondent interviews. Narrative interview are 

somewhat unstructured and aim to get participants to tell stories rather than just answering 

questions. Discursive interviews attempt to link the participants’ answers to the larger discourse 

and how this plays a part in creating the answers of the participants. Ethnographic interviews are 

spontaneous and informal interviews, that often happens during fieldwork. Informant interviews 

are characterized by the participants who are especially knowledgeable, experienced and able to 

articulate things others cannot (Tracy, 2013). Respondent interviews aim to get insight into groups 

of social actors who have appropriate experiences, which is the type of interview I utilize. Women 

who have bought attire for their wedding, all have unique experiences concerning thoughts on and 

purchase of wedding dresses. What this may entail can be different from participant to participant, 

but these different perspectives are equally valuable in creating an understanding of this 

phenomenon (Tracy, 2013).  
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In the selection of participants for my interviews, I utilize a very common sampling 

method known as the convenience or opportunistic sample. The advantages of this type of sample 

is that it is relatively inexpensive and it does not require many resources. The main disadvantage is 

that maximum variation or narrow segmenting is not possible. Still this was deemed the most 

suitable sampling method for my purpose and means. My respondents comes from all walks of 

life, but are all Danish, heterosexual females. The respondents’ ages range from 28 years to 55 

years. They have an achieved an educational level ranging from high school diploma to Master’s 

degrees. All have already purchased their wedding dresses and the wedding dates range from 2016 

to 2020. Although participants are all Danish, the women chosen for participation come from 

culturally diverse backgrounds. This means that their respective normative ideas of what constitutes 

a wedding dress are more diverse than they would have been otherwise. However, seeing as these 

are all Danish consumers, the added diversity in ideas about wedding dresses is seen as an asset for 

this study of a qualitative nature.  

The interviews were conducted using the so-called laddering technique which I will 

explain in the following section. 

  

Laddering theory 

Laddering refers to an interviewing technique designed to bring forth an understanding of how 

consumers translate product or service attributes into meaningful associations with themselves. 

I.e. the technique is designed to make respondents think critically about the connections between 

product attributes, the consequences for the user, and the user’s personal values (Reynolds & 

Gutman, 1988). Laddering  is based on so-called Means-End Theory (see chapter on Means-End 

Theory). Laddering interviews are in-depth, individual interviews, as it is unique in the way it 

combines interviews of a qualitative nature with a quantitative way of handling information elicited 

from the interviews.  

I am using the laddering technique as it has the ability to cause the respondent to think 

critically about the connections between a product's attributes and his or her personal motivations 

(see appendix 1-5 for a summary of interviews). Findings from using the technique can be used to 

discover the dominant traits of how consumers think about a specific product or service category. 

Each unique consumer pathway, i.e. the ladder which is the motivational sequence from an 

attribute to a consequence of that attribute to the underlying value motivation of the preference (A-
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C-V sequence), reveals a perceptual orientation of the object being studied. This information can be 

used to communicate how a product delivers personally relevant benefits.   

 

Laddering methods 

The technique is a two-part method containing an initial distinction between brands or products 

followed by a sequence of probes based on the interviewee’s observed differences between 

products. When eliciting distinctions, the differences mentioned between products must be bipolar, 

and the respondent should be asked to specify each pole, and which pole is preferred. The 

interviewer can then commence probing into the respondents motivations by asking variants of the 

question “Why is that important to you?”. I.e., every time an interviewee responds to an interview 

question, the interviewee is asked to react to that same response.      

 

Distinction methods 

There are several ways of eliciting the distinctions that are the basis for the laddering interview. 

Usually, the interview outline includes at least two distinct methods of eliciting these distinctions; 

this is to ensure that no key element is overlooked. I make use of three distinction methods 

described by Reynolds & Gutman (1988): Triadic Sorting, Preference-Consumption Differences, 

and Differences by Occasion.   

Using Triadic Sorting, means that each bride is presented with sets of three (triads) 

products , and is asked to divide the triad into two groups based on how two of the tree items are 

the same and thereby different from the third (K. A. George, 1955). The respondent is then asked to 

create a bipolar dichotomy of these perceived differences, and specify which pole is preferred. E.g. 

modern vs. traditional, simple vs. elaborate, etc. As this thesis explores choices made in relation to 

already purchased wedding dresses, and not preferences, respondents should be asked to specify 

which pole is most alike to their wedding dresses.  

 In Preference-Consumption Differences, respondents are asked to provide a preference 

order of a group of product. In this case, brides are asked to provide a ranking of the wedding 

dresses that resembles their dress mostly, second-mostly, and third-mostly, and then asked to 

explain why they prefer their most preferred brand to their second most preferred brand. 

The Differences by Occasion method involves presenting the respondent with a 

personally meaningful context within which to elicit the distinctions. Respondents are still 

presented with triads only with the addition of a situational context. Attention to the context of 
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consumer behavior is usually beneficial to the quality of distinctions as these are the settings in 

which the distinctions naturally occur (Barker, 1968; J. & McGrath, 1972). As this thesis looks into 

purchased wedding gowns that women have either worn or will wear in their wedding, the context 

is provided by the purpose of the interview. Providing the respondent with a meaningful basis to 

keep in mind when thinking about differences among stimuli, is therefore of the upmost 

importance.  

No matter which methods are chosen, the distinction procedures should be repeated 

several times in order to bring about an adequate appropriate amount of distinctions. As such, I 

first present the respondent with three sets of triads. The triads are pictures of attire in different 

styles, some of which are ‘typical’ white wedding dresses, while some differ from this style. 

Hereafter, I present the respondent will all of the pictures from the triads and ask the respondent 

to create a top three of the wedding gowns that best resemble the one she purchased. In the main 

group of triads, I use all the elicited distinctions for building ladders, even though it is often 

beneficial to select key distinctions to ladder when a large amount of different distinctions have 

been brought forth. As my study is small and has a time constraint, I will, as a rule, however, use all 

of the elicited distinctions for laddering.   

 

Interviewing techniques  

Upon completion of the elicitation of distinctions, the composition of ladders may commence. This 

procedure does not involve the triads used in the distinction process, as it is important to keep in 

mind that the interviews are not about the picture but on why the respondents chose the dress that 

they chose. Reynolds & Gutman (1988) describe six techniques for eliciting ladders that detail 

content classification by level of abstraction (A-C-V).  

1. Evoking the Situational Context: laddering works best when respondents have an 

occasion in mind where the item under study would be used. The context of product 

usage in the case of this thesis, is the respondents’ own wedding, which is the key focus 

of the interview. 

2. Postulating the Absence of an Object or a State of Being: in order to encourage moving 

from one level of abstraction to another, the interviewer may ask the respondent what 

she would choose were a specific product not available to her. This is a useful tool to 

use when respondents are not able to express meaningful associations.  
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3. Negative Laddering: in this technique, the interviewer inquirers into the reasons why 

certain things are not done or why the respondent does not want to feel certain ways. 

This is a type of opposite laddering, as usually respondents are asked to articulate why 

they do and feel the way they do.  

4. Age-Regression Contrast Probe: this technique involves having respondents imagine 

themselves at a previous point in time in order to think critically about their feelings 

and behavior now. 

5. Third-person Probe: it can sometimes be difficult to identify ones owns motives. The 

interviewer can therefore ask the respondent how other’s they know would feel in a 

certain situation, to make them think critically about an issue.  

6. Redirecting Techniques (Silence, Communication Check):  these techniques involve 

either saying nothing and wait for the respondent to think more about her answer, or 

repeating back what the respondent said and asking for clarification, respectively.   

 

Interview Environment 

In any interview setting, it is necessary to create such an environment that the respondents feel 

comfortable sharing information with the interviewer (Tracy, 2012). For such an environment to 

occur, it is important that respondents do not feel threatened as the quality of the interview is 

dependent on the ability and willingness of the respondents to be introspective and reveal 

underlying motivations.  

There are a number of ways that I, as an interviewer, am able to achieve a suitable 

environment for a laddering interview. Firstly, it includes involvement and care (Reynolds & 

Gutman, 1988). One of the ways to achieve a suitable environment is by conveying involvement 

and care towards the respondent. This involves putting aside whatever biases and internal 

references I may have, and be able to put myself in the respondent’s shoes. Reynolds and Gutman 

(1988) suggest that the interviewer emphasize the fact that there are no right or wrong answers, 

and that the sole purpose of the interview is to understand how the interviewee perceives things. 

This will serve to position the interviewee as an expert instead of being under scrutiny, which is a 

real risk in this type of interview. I should therefore also avoid potentially agnostic or aggressive 

actions, such as verbal and non-verbal reactions signifying approval, disapproval, surprise, 

hostility, or rejection. I should aim to be perceived by the respondent as a very interested yet 

neutral recorder of information. As laddering interviews are personal in nature, I must therefore be 

meticulous in building rapport with the respondent before the actual probing starts.  
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Secondly, I can create a slight sense of vulnerability (Reynolds & Gutman, 1988). In order 

to achieve increased rapport and openness, an interviewer might also create a slight sense of 

vulnerability on part of him- or herself. E.g., I may state that some of the questions may seem silly 

or stupid, but that I, the interviewer, as a trained facilitator, am simply following the guidelines 

specific to the interview method. The interviewer may also reveal some personal/made up fact 

about himself/herself in order to make the interviewee feel less inhibited (Reynolds & Gutman, 

1988). This may, however, not be a desirable method due to moral and ethical issues (Luiz, De, 

Leão, & Benício De Mello, 2007), as such this specific method is not used. 

Finally, the interviewer should maintain control (Reynolds & Gutman, 1988). The 

interviewer must never forget to maintain control of the interview. A laddering interview is an 

unstructured interview, but the topic of the interviews, values, is rather abstract, which poses a risk 

of widening the response opportunities to an unmanageable size. Maintaining control of the 

interview is therefore best accomplished by asking as direct questions as possible in order to 

minimize the amount of response options (Reynolds & Gutman, 1988). E.g. the repetition of the 

question “Why is that important to you?" serves as a modifier when talking about values as it 

guides the conversation. This question also reinforces the interviewer’s role as being genuinely 

interested, which tends to command respect and control of the dialogue (Reynolds & Gutman, 

1988).  

 

Problems with laddering 

The laddering method requires the respondent to think critically about the relationship between a 

product and an underlying value motivation. However, it can sometimes be difficult to elicit these 

meanings from the respondent. Two common problems encountered in laddering concern the 

respondent not ‘knowing’ the answer, and the respondent feeling uncomfortable due to the 

questions becoming too personal in nature, respectively (Reynolds & Gutman, 1988). When the 

respondent is unable to provide an answer it is often due to a lack of prior reflection on the topic. 

This can be counteracted by negative laddering to make the respondent consider what must be 

delivered if the negative consequences are to be avoided. It may also be beneficial to provide the 

respondent with a situational context to make the abstract more concrete.  

Sometimes the respondent develops an adverse reaction to the interviewer as the 

laddering process is moved upward through the levels of abstraction, due to the dynamics of the 

interview becoming more and more personal. To continue the interview in a constructive manner 

the interviewer can utilize the third-person probe technique, reveal a personal fact, or simply make 
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a note of the problem area and later come back to the issue. It may, however, also become 

necessary to terminate further discussion if an attribute or consequence ceases to become mobile.  

Upon completion of the interviews, the creation of a hierarchical value map usually begins 

in order to uncover dominant perceptual orientation across respondents. However, as I have a very 

limited number of participants, this method is not suitable for this thesis. Instead I will perform an 

in-depth content analysis based on the laddering interviews and a Schwartz’ value survey. 

 

Schwartz’ Value Survey 

Schwartz’ Value Survey (SVS) is based on quantitative methods and as such emphasizes numerical 

measurements. In this thesis, the SVS values are used as a tool for interpreting the influence of 

each bride’s personal values in relation to choices concerning wedding dresses. Thus, the SVS 

values are used as a supplement to the qualitative interviews conducted with the brides.  

 Schwartz (1992) stresses the importance of respondents’ complete comprehension 

of the questions in the survey. This comprehension is most complete when the survey is in the 

respondents’ first language. Before I administered the survey, I translated the surveys into Danish. 

In Schwartz’ original study (most) local translations were sent to Schwartz or his team for approval 

before administration. I translated them myself to the best of my ability. 

 I use the online tool Qualtrics to record survey replies and use the analysis tools 

provided. The SVS is not well-suited to be administrated as online surveys due to its multi-sectored 

structure (Schwartz, 1994). The questionnaires are therefore distributed in connection with the 

interview process. This also provides respondents with the option of asking me for explanations for 

value items if in doubt. This method creates an assurance of the respondents not being distracted 

while completing the survey, and that they in a relevant frame of mind for conducting the interview 

afterwards. The questionnaire responses are manually inserted into Qualtrics by me.  

 

Data cleaning and calculation  

Before doing analyses, it is critical to clean the collected data (Schwartz, 1994). This involves 

dropping those respondents who have not demonstrated the ability to discriminate among their 

values, those who have skipped too many items, and non-serious respondents. Hence, subjects who 

leave fifteen or more items blank are dropped, as well as subjects who use a particular scale anchor 

35 times or more (Schwartz, 1994). Furthermore, if greater than 30% of the value items in a certain 

value type have not been rated, that value typed should be dropped from calculating results.  
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In the calculation of an individual’s value scores, the score for each value equals the mean 

of the ratings given to the value items listed for that value. I.e. the score for the value ‘power’ for 

respondent number 1 is calculated as the sum of all power value ratings divided by the amount of 

power values. It should be noted, however, that it is necessary to make a correction for individual 

differences in use of the response scale (Schwartz, 2009). Individuals and cultural groups often 

differ in their use of the response scale, e.g. some may tend to use the upper part of the scale, while 

others tend to use the lower part. Individual differences in the mean of the values are largely due to 

scale use bias, and does not mean that some people care more about values that others (Schwartz, 

et al., 1997). Rather, it is believed that everyone views values as approximately of equal importance. 

Some people attribute more importance to one value than others do, but on average, values as a 

whole are of equal importance. Based on the full set of values being of equal importance, the MRAT 

(Mean RATing) for each respondent should be the same. Differences in individual MRATs are, 

therefore, believed to mostly reflect scale use and not differences in importance placed on values. 

Moreover, values function as priority systems, and not in isolation from one another (Schwartz, 

1994). Correcting for scale use converts absolute value scores into scores that indicate the relative 

importance of each value compared to other values, and make the scores suitable for cross-

individual comparisons. 

Correction for scale use can be achieved by first computing the MRAT for the particular 

individual. This is done by first calculating each individual’s total score on all value items and then 

dividing that number by the total number of items, i.e. 56. The MRAT for an individual is then 

compared to the mean for the whole sample and differences are then either added or subtracted 

from the individual MRAT to make up for differences in scale use. Failure to correct for scale use 

typically leads to distorted or incorrect conclusions.  
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Theoretical review 

In this section I will review the main areas of theory, which includes literature on weddings, rituals, 

and values. This will help put my area of research into a relevant context. I will first briefly present 

literature on wedding. This is relevant as the wedding dress is an important artifact of the ritual 

event the wedding. Hence, I will explain the structure of rituals as well as the components of them. 

Lastly, I present theoretical ideas related to values, which include Schwartz’ theory of basic human 

values and Means-End Theory. 

 

Wedding literature 

Traditionally, marriage, gave access to legal and social legitimacy for adult life, and as a sexual and 

parental couple (Carter & Duncan, 2017). Today, in Western cultures, this is no longer required. 

Rather, marriage has become a lifestyle choice, and emphasis of weddings therefore largely shifts 

from the institutional marriage to the created wedding (Carter & Duncan, 2017; Cherlin, 2004; 

Heaphy, Smart, & Einarsdottir, 2013). For modern couples, engaging in marriage lets them pursue 

a personally distinctive wedding in order to display their personalities, identities and lifestyle to the 

wedding audience disassociated from the institutional concept of marriage (Carter & Duncan, 

2017). Carter & Duncan found that couples are increasingly re-inventing the marriage ritual 

through the individual choice concerning which traditions to actually follow. Thus, the modern 

wedding becomes a trope for individualization and choice.  

The desire to express individuality is especially reflected in the selection of a wedding 

dress. Choy & Loker (2004) found that the lack of personal attention and fitting afforded by the 

Internet partially explained low purchase intention results for wedding dresses seen on online 

wedding dress shops. In the post-modern view of consumer goods, a wedding dress has the power 

to construct desired self-identities through symbolic properties of the item (Friese, 1997). 

Consumption, thus, emerges as a value-creating arena as opposed to the mere usage of products. 

This echoes research that displays the wedding as an extreme case of consumerism where a lot of 

money is spent in a very short period of time (Carter & Duncan, 2017). This over-consumption, 

however, is justified via advertising that links consumption with love (Boden, 2003; Otnes & Pleck, 

2003). Howard (2003) mentions how the jewelry industry was a key player in creating new rituals 

and traditions regarding wedding jewelry through mass advertising, while Choy & Loker (2004) 

note that a wedding is a rite of passage, for which reason the expense of a wedding dress is 

commensurate with the significance of the occasion. Thus, over-consumption is legitimized in an 

attempt to buy happiness and romance.  
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Wedding consumer culture may also be viewed as a reclaim of emphasized forms of 

traditional feminine behavior which contradicts with the feminist agenda (McRobbie, 2009). In 

post-feminist media culture, women are sold the appearance of ‘choice’ and agency by being 

presented to the limited options of goods made available in capitalist consumer culture. This can 

create feelings of ambivalence for the brides, as they may appreciate the idea of a more romantic 

wedding, but not heightened consumerism (Carter & Duncan, 2017). It should also be noted that 

the marketing of weddings as romanticized consumption is particularly targeted at women, with an 

emphasis on the bridal dress, ornamentation and appearance (Carter & Duncan, 2017). This is not 

surprising as the traditional wedding naturalizes the heterosexual wedding by emphasizing 

traditional feminine and masculine gender norms (Harney-Mahajan, 2015; Ingraham, 2008). An 

example of this is the tradition of women losing their surnames in favor of their husband’s upon 

marriage (Carter & Duncan, 2017). The wedding as a principle site for the construction of 

heteronormativity was studied by (Kimport, 2012) who looked into the clothing of same-sex 

couples in the wedding ritual. Kimport found that two-thirds of lesbian same-sex couples in her 

study conformed to the hetero-normative wedding standards that involve a bride and groom. They 

did this by having one of the women wear clothing traditionally associated with a groom, i.e. a dark 

suit, as a means to convey their participation in marriage as the wedding ritual is embedded with 

expectations of a bride and groom. 

(Friese, 1997) is also concerned with the meaning of wedding attire, focusing on the 

wedding dress in the rite of passage into marriage. She utilizes van Gennep’s theory of rites of 

passage (1960) and posits that the wedding dress is a key facilitator into marriage for a woman 

transforming her identity into that of a bride’s. Friese finds that women attach meaning to the 

symbolic properties of bridal costumes and the consumption practices used in the selection and 

purchasing processes. In its beginning stages, the dress is simply an item of clothing. During the 

selection and purchasing processes, the dress starts to convey meanings and helps her transition 

into and feel like a bride or a married woman. Dobscha & Foxman (2011) also look into 

transformation processes; they, however, focus on the transformation that occurs when brides are 

in a nontraditional retail setting. Dobscha & Foxman use Campbell's (1961) three-stage retail quest 

to study brides who are transformed from ordinary brides into hero-brides, following an 

untraditional quest-like retail experience. Upon completion, i.e. finding a dress, the brides are 

transformed. This offers a different way of studying transformation than van Gennep’s theory of 

rites of passage.   
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Rituals 

A distinguishing feature of the wedding gown is that it is a ritual artifact that plays a key role in the 

marriage ritual. In order to truly understand the implications of the wedding dress as an artifact it 

is important to understand the significance of rituals in the lives of humans. The following is a brief 

theoretical overview/explanation of the topic.  

 

Structure of rituals 

Rituals are types of expressive behavior which are highly varied and can occur in diverse settings. 

The average person participates in several rituals every day varying in degree of grandeur (Rook, 

1985). E.g. a person’s morning/night routine, gym visits, or behavior at a sporting event can all be 

examples of ritualized behavior systems, albeit they are relatively mundane. A wedding is also a 

ritual event and is most often a more intricate ritual involving higher a degree of ceremonial 

performance and elaborate formality. Naturally, in this thesis, focus is, therefore, on the latter 

more elaborate form of rituals.  

Rook (1985) defines a ritual as: 

“…a type of expressive, symbolic activity constructed of multiple behaviors that occur in a fixed, 

episodic sequence, and that tend to be repeated over time. Ritual behavior is dramatically scripted 

and acted out and is performed with formality, seriousness, and inner intensity.” (Rook, p. 252, 

1985). 

This definition incorporates four structural elements of rituals and qualitative components 

that differentiate rituals from behavioral habits. Firstly, a ritual features an episodic string of 

events. Unlike habits which tend to be singular behaviors such as taking a shower every night, 

brushing one’s hair etc., rituals include multiple behavioral events. Greetings when meeting people 

is an example of a short and simple ritual while a religious ceremony is a much more elaborate and 

longer ritual.  Secondly, the string of events in a ritual are usually performed in an ordered 

sequence established by tradition (Bird, 1980; Leach, 1976) noted that acting in conformity with a 

prescribed script is intrinsically rewarding. Although it is oftentimes possible to vary the degree of 

plasticity of the sequence, a ritual will always involve some degree of fixed sequence. Typically, a 

ritual script will have a beginning, a middle, and an ending which gives rituals a dramatic 

dimension (Leach, 1958). E.g. at a wedding it is most often not in conflict with the wedding ritual to 

have the wedding cake after the ceremony instead of after the dinner, or even to not have a cake at 

all. However, there may still be common ideas pertaining to the order in which the episodic strings 

should take place, e.g. when to eat dinner, when to be wed, and when to toss the bouquet.    
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Thirdly, a ritual event sequence is repeated more or less in the same manner each time it 

is performed. Yet, variations in content or sequence can may occur gradually. However, as rituals 

bring forth certain thoughts and sentiments, specific feelings are generated each time the ritual is 

performed (Mead, 1956).  For this reason, changes to rituals are often met with significant 

resistance.  

Finally, rituals trigger an immediate behavioral response (Rook, 1985) as we engage in 

rituals in order to covey collective messages to ourselves (Leach, 1976). Rituals facilitate 

interpersonal interaction because the rituals have a symbolic meaning, for which reason, e.g., 

refusing to act or react on a ritual cue may convey a hostile message. This also points to the social 

dimension of ritual behavior. Rituals can be interpreted as essentially integrative behavior that 

facilitate a person’s adaptation to the social universe (Erikson, 1951). 

 

Physical components of rituals 

Ritual experiences have four tangible elements: ritual artifacts, a ritual script, ritual performance 

roles, and a ritual audience (Rook, 1985). The most important component for the purpose of 

studying wedding dresses is ritual artifacts. The wedding dress is a crucial decision around which 

other choices and facets of the wedding revolve (Sykes & Brace-Govan, 2015). The remaining 

elements are therefore important to be attentive of as they convey the context within which the 

ritual artifacts appear. 

Ritual artifacts are those elements that accompany or are consumed in a ritual setting. 

Artifacts may include consumer goods and components such as colors of significance, special icons, 

mythological characters, etc. They often convey symbolic messages which are integral for the 

ritualistic experience. The bride wearing a wedding dress in a wedding is an example of the 

consumption of a ritual artifact. Lowrey & Otnes note that the wedding dress might in fact be the 

most important artifact to a bride (1994).  Several observers emphasize the ability of consumer 

goods to carry and communicate cultural meaning (Douglas & Isherwood, 1979; McCracken, 1986; 

Sahlins, 1976), with McCracken stating that while “Advertising and the fashion system move 

meaning from the culturally constituted world to consumer goods, [ …] consumer rituals move 

meaning from the consumer good to the consumer” (p. 81).  

 

The ritual script refers to a written or a cognitive manuscript prescribing the 

consumption paradigm of various artefactual materials. The script identifies which, and to what 

degree, artifacts are to be used in a given ritualistic situation, along with their behavioral sequence, 
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and which individuals the artifact is to be used by. Some scripts, such as having breakfast with 

one’s family, are very casual, and can vary greatly while still staying within the ritual script. Other 

ritual scripts may have less room for variation and can be scripted in a very formal way. A wedding 

is an example of such an event. Similar to other very formal rituals, the script in a wedding is highly 

codified and may even have a written script.  

Ritual performance roles refer to the degree and mode of performance of the ritual script, 

i.e. the participation in ritual situations. Oftentimes, individuals have a great deal of autonomy 

when it comes to ritual-role enactment, and they may choose to have extensive, limited, or non-

existent involvement. Take the example of the ritual event the wedding. A couple may choose to not 

participate in this ritual situation by not have a wedding at all. They might also choose a city hall 

wedding, or they might go all in and opt for a grandiose wedding banquet. Sometimes a person’s 

role is explicitly scripted, e.g. in weddings, at a birthday party, but when individuals are called to 

perform a role in an unknown ritual, ritual roles appear less clearly than otherwise, which can lead 

to uncertainty, anxiety, or embarrassment.  

Finally, the ritual audience refers to the people towards whom the ritual is aimed at. This 

often includes individuals beyond those who have a specific ritual role to perform. E.g. in a 

wedding, the audience include friends and family of the couple, however, the audience expands 

beyond this closed group as the event, as a rite of passage, is a public announcement of the married 

couple’s new status.  

 

Rites of passage 

There is a special type of ritual called a rite of passage. A rite of passage is a type of ritual that 

marks social transitions and is a means by which individuals are taken through the transition from 

one social role to another (van Gennep, 1961). Getting married is one such rite of passage (Choy & 

Loker, 2004; Levy, 1978) while some view the selection of a wedding dress as a rite of passage in 

itself (Sykes & Brace-Govan, 2015).  

There are three stages in a rite of passage: separation, liminality, and reintegration (van 

Gennep, 1961). In the first stage of the process, the person going through the rite is first 

symbolically severed from her old status. During the liminality stage, she undergoes adjustment to 

aid her in her transition into her new status, until she is finally reintegrated into society with a new 

social status. Friese (1997) found that the beginning of the transition into adopting a new bridal 

identity starts upon looking for a wedding dress. The women then adjust their identities by gaining 

competence in bridal matters, e.g. developing a fitting vocabulary, and by reacting to social and 

https://www.britannica.com/topic/role
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product cues, such as the assortment of bridal dresses and evaluations and appraisals by family 

members. Dobscha & Foxman (2011) describe the wedding dress as an important, symbol-laden 

outfit that serves as a talisman during the liminal state. The sentiment is echoed by Sykes & Brace-

Govan (2015) who say that the role as bride-to-be is a contemporary liminal identity reconciled 

through gown selection. The bride is formally accepted into the social group of married women on 

her wedding day.  

Friese found a clear connection between the wedding dress and the bride’s contentment 

on her wedding day. According to (Solomon, 1983), consumers often rely on the social meanings 

inherent in products to guide them in the performance of social roles, especially when they are 

relatively unfamiliar with the role. As such, the wedding dress can here be viewed as serving a 

priori stimuli to appropriate bridal behavior, in contrast to marketing/value theory which 

traditionally views products as post hoc responses to underlying needs.  

 

Values  

As wedding dresses have been studied in relation to a variety topics including ritualistic behavior, 

symbolism, and wedding consumer culture, I would like to explore the effect of underlying 

motivational values in relation to wedding dresses. The following is an explanation of the 

conceptual idea of what values are and a description of Schwartz’ theory of basic human values. 

 

What are values? 

Values have been studied extensively in the literature in fields as diverse as psychology, philosophy, 

health, and business, presenting perspectives on values related to e.g. culture, organization, work, 

and human values (Davidov, Schmidt, & Schwartz, 2009; Florea, Cheung, & Herndon, 2013; 

Westling Allodi, 2007). The plethora of value research has resulted in a variety of value concepts 

and definitions. Similar to all approaches to values is the perspective that values are related to 

beliefs, which can be developed by a number of different factors. Beliefs are based on everything 

from experiences and education to different social interactions (B. George, 2003).  Values act like a 

motivational force related to needs belief, goals,, principles, duties, and preferences that cultivate 

one’s attitude (Choi & Totten, 2012; Friedman et al., 2008; Li & Cai, 2012)  

 Schwartz and Bilsky (1987) proposed that the primary content aspect of a value is 

the type of goal or motivational concern that it expresses. They derived a universal typology of 

values that reasons that all values are based on one or more of three universal requirements of 
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human existence. These requirements transcend culture and location specific particularities, and 

are basic areas to which all individuals and societies must be responsive in order to exist: (1) Needs 

of individuals as biological organisms, (2) social interactional requirements, i.e. a social motive, 

and (3) social institutional demands for survival and welfare needs of groups. E.g. nutritional needs 

may be transformed into values for health, demands for coordinating resources become values for 

equality or honesty, and requirements for group survival exchange into values for national security 

or world peace. These universal needs existence have been echoed in various studies (Schwartz, 

1992, 1994; Schwartz & Bardi, 2001; Schwartz & Bilsky, 1990)  

Some of the most basic understandings of values include Kluckhohn's (1951) definition, 

who defines a value as ‘a conception, explicit or implicit, distinctive of an individual or 

characteristic of a group, of the desirable, which influences the selection from available modes, 

means, and ends of action”. (Meglino, Ravlin, & Adkins, 1992) adds behavior towards the social 

environment to their definition of values: “Values specify an individual's personal beliefs about 

how he or she 'should' or 'ought' to behave towards social environment’. Rokeach (1973) includes 

the evaluation of dichotomizing end-states of existence and defines values as ‘an enduring belief 

that a specific mode of conduct or end-state of existence is personally or socially preferable to an 

opposite or converse mode of conduct or end-state of existence’.  

In recent research value definitions include a hierarchical dimension of values sorted by 

applicability in different situations. There is widespread agreement, in the literature on values, 

concerning five formal features of values that have been recurrently mentioned (e.g. Bem, 1970; 

Maslow, 1959; Rokeach, 1973; Schwartz, 1992, 1994, 2012, Schwartz & Bilsky, 1987, 1990). These 

features distinguish values from related concepts such as needs and attitudes (Schwartz, 1994). 

According to this literature, 1. values are beliefs that can become strongly infused with feelings. 

When a highly prioritized value becomes threatened we may feel anger or sadness, and feel joy 

when able to enjoy it. 2. values refer to desirable end states or behaviors. Different people act 

differently because they act according to different desired outcomes. 3. values transcend specific 

situations. Unlike norms and attitudes that will usually refer to specific actions, objects, or 

situations, value priorities influence an individual’s behavior in all domains of life, e.g. one’s 

attitude at the workplace, towards friends, and strangers. 4. values serve as standards or criteria by 

which actions, policies, people, and events are selected and evaluated. Values are what we use to 

decide what is good or bad/desirable or undesirable etc. Usually, we are not aware to the values 

that drive our evaluations. Only when faced with a decision that has conflicting implications for 

cherished values, do values enter awareness. 5. values are ordered by relative importance. This 

means that every person has a hierarchy of value priorities that makes us perceive different values 
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as varying in importance. A tradeoff between different value priorities will therefore depend on this 

hierarchy. The relative importance of multiple values guides action according to which are relevant 

in the context and important to the actor. So in this way values are both stable and flexible. 

   

Terminal and instrumental values  

Two kinds of values have been defined by Rokeach: terminal and instrumental.  Terminal values 

are expressions of what a person believes is morally right or wrong, and are concerned with end-

states of existence. Terminal values are phrased as nouns, e.g. happiness and security. 

Instrumental values are related to competence and modes of behavior and are phrased as 

adjectives, e.g. obedient and courageous. Instrumental values are instrumental for achieving the 

end-states, according to  Rokeach (1973) and the interrelation between the two types of values are 

referred to as a value system (Rokeach, 1973). The distinction is relevant because some authors 

have asserted that a terminal-instrumental distinction of values have different impacts on 

judgment and behavior (Braithwaite & Law, 1985; Feather, 1975; Rokeach, 1973; Schwartz & 

Bilsky, 1990). Others, on the other hand, have doubted or contested this distinction (Dewey, 1957; 

Schwartz, 1992; Weishut, 1989). Dewey (1957) rejected the opposition of terminal vs. instrumental 

values as he thought the values should be seen as interdependent and interpenetrating. Heath 

Weishut (1989) undertook a study to determine correlations and differences between the two 

forms, and found that for most values, both phrasings gave similar results. In Schwartz’ study of 

basic human values (1992), separate regions of terminal and of instrumental values failed to have 

any implications for the results in the vast majority of samples, casting strong doubt on the 

significance of the terminal-instrumental facet in organizing people’s values. Schwartz (1992) 

therefore suggests terminal phrasing over instrumental as people usually think of values in noun 

form, and because of the fact that virtually all values can easily to phrased as terminal.   

 

Origin of values 

There are different perspectives on where a person’s values come from and how are they shaped. A 

person’s values can originate from social/cultural experiences and from unique experiences 

(Rokeach, 1973; Schwartz, 1992). A person’s social experiences are things that are shared by people 

in a particular location in the social structure (e.g. what is shared by people with similar age, 

gender, occupation, etc.), and unique factors are individual learning experiences such as trauma, 
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one’s relationship with his/her parents, etc. which cannot be generalized to a larger demographic 

group (Schwartz, 1992).   

Values can also be explained through the phylogenetic and ontogenetic perspectives. 

(Cieciuch & Schwartz, 2017). These perspectives points to the way every person is like all other 

persons, and to the way every person is like some other persons, respectively. The phylogenetic 

perspective suggests that that coordinated social interaction in groups is crucial for human 

survival; and the ontogenetic perspective suggests that each person’s unique genetic heritage and 

location in the social structure of society account for value priorities. 

 

The phylogenetic perspective 

The phylogenetic perspective suggests that the crucial role that groups have for human survival is 

the main driving factor in the development of values (Cieciuch & Schwartz, 2017). A requisite for 

the survival of groups is the ability to communicate about and coordinate interests, needs, and 

behaviors, with the goal of developing shared ways of representing their needs and communicating 

about them in an acceptable manner. This establishment of consensus becomes a group’s values 

and they are manifested in cultures and institutions through which people learn what is important 

and desired in a community. Thus, the basic social function of values is to motivate and control the 

behavior of group members (Kluckhohn, 1951). 

 Furthermore, (Grossberg, 1987) makes suggestions for the successful operation of 

complex information processing systems in changing environments. Such systems, that strive for 

consensus, need not only develop the capacity for maintaining stability, but they must also be able 

to adapt to changing environmental conditions, as these are bound to occur (Grossberg, 1987). 

 

The ontogenetic perspective 

The ontogenetic perspective explains the formation of value hierarchies for individuals. Biologically 

based differences as well as social and cultural experiences influence what becomes important to us 

(Cieciuch & Schwartz, 2017). We are each born with a set of genetic tendencies, physical capacities 

and potentials, and temperaments, i.e. our biological makeup, which affect our individual value 

priorities (Sagiv, Roccas, Cieciuch, & Schwartz, 2017). E.g., a person may be born with a 

biologically based attraction to seeking out sensation while another person may have a biologically 

primed motivational tendency to be creative.  
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Additionally, as humans are embedded in social and cultural settings such as a specific 

country, families, social institutions, education system etc., these provide important contributions 

to our value assessments (Sagiv et al., 2017). More precisely, these settings are ones which mediate 

contact between humans and the physical and cultural environment (Schwartz, 2014). This means 

that, e.g., a person’s family or educational institution sets the conditions for the unfolding of a 

biologically based motivational tendency for, e.g., creativity. Whether or not a biological inclination 

turns into a high priority for self-direction values depends on the social and cultural settings (Sagiv 

et al., 2017). E.g., the settings account for the availability of an outlet for expressing this inclination, 

or the extent to which it is an accepted trait. E.g. families are powerful vehicles of socialization, and 

there is a high congruence between the value hierarchies of parents and those of their children 

(Knafo & Schwartz, 2001; Whitbeck & Gecas, 1988). Value priorities in line with those found in 

one’s family are therefore very likely to be accepted.  

When people respond to institutional pressures and contingencies, they do so in unique 

ways, as this is based on the individual at hand, grounded in inherited traits, past experience, and 

the values they currently hold  (Sagiv et al., 2017). 

Hence, the value system of an individual is based on interaction between said individual, 

who has unique past experiences and motivational tendencies, and the latent culture transmitted 

by the institutions in which the person is embedded.   

 

Schwartz’ theory of basic human values 

Schwartz’ Theory of Basic Human Values aims to measure universal values that apply in all major 

cultures. Schwartz’s theory identifies ten distinct values and describes the relationship between 

them. Schwartz use a graphical map to show the interrelationship and distance between different 

sub values.. In the following section I will look at the theory in depth. 

 

Background  

Definitions and features of values help us to develop an idea of the concept of values. However, 

they do not tell us anything about the substantive content of values. Schwartz’s distinguishes ten 

motivational value types out of the almost infinite number of specific values one could study 

(Schwartz, 1992). Schwartz found significant theoretical and practical advantages to identifying a 

limited set of value types recognized in human groups universally. His value theory concerns how 

values motivate the attitudes and behaviors of individuals. This means that value priorities affect 
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behavioral orientations and choices, and whatever people do or refrain from doing is rooted in the 

individual value priorities of that person. Individuals and groups differ substantially in their value 

priorities, meaning that different people have different ways of organizing their understandings of 

the world (Schwartz, 1992).   

Schwartz advanced the idea that multiple specific values can be expressions of the same 

motivational attitudes. E.g. the individual values inner harmony, equality, and being broadminded 

all share the same broad motivational sentiment, i.e. they belong to the same value type 

universalism. In Schwartz’s (1992) study, ten of these broad value types, distinguished from each 

other by the type of goal or motivation they express, were found. Schwartz found the value types to 

be implicitly distinguishable by a large number of cultures, making the motivational types of values 

universal values. This means that the value types are supposedly found and shared no matter which 

culture and society is probed into. Schwartz’s ten universal value types may therefore be used for 

comparison in and between societies.   

 

Motivational value types  

Schwartz’s distinguishes ten motivational value types that are based on sets of individual values 

that fall under the different value types. The individual specific values that comprise the value types 

can be seen in fig. 2. The ten motivational value types are described in the following after which the 

implications for the boundaries in the circle are considered.  

 

 

Figure 2. individual-level value structure averaged across 20 countries (Schwartz, 1992, p. 24) 
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Achievement: 

The motivational goals of this value type are personal success through demonstrating competence 

according to social standards or the prevailing cultural standards. Achievement values refer to the 

striving of the individual. Competent performance is an important aspect in relation to obtaining 

social approval, successful social interaction and institutional functioning, and for gaining 

resources for survival (Schwartz, 1992; 2012). 

Power:  

The motivational goals of this value type are to attain social status and prestige, and to obtain 

control or dominance over people and resources. These values stem from the differentiation of 

status that seems to appear in social institutions as well as in interpersonal relations. Power is 

treated as a value in order to justify this dominance/submission dimension of life. Power values 

therefore refer to the hierarchical organization of relations in society, and a motivation to elevate in 

status (Schwartz, 1992; 2012). Power values and achievement values are closely related as both 

value types focus on social esteem. The key difference is, however, achievement values emphasize is 

the demonstration of competence in concrete every-day situations (e.g. being ambitious) whereas 

the focus of power values  is to maintain or obtain a dominant position in society in general (e.g. 

wealth) (Schwartz, 1992). 

Security:  

The motivational goals of this value type are safety, harmony, as well as the stability of society, 

relationships, and oneself.  Basic individual and group needs involve a sense of security. The 

distribution of single value types (cf. fig. 1) suggests that there may be two closely related subtypes 

of security values1: one serving individual interests and one that serves collective interests. E.g. 

some security values may be viewed as primarily serving individual interests, such as being healthy 

or clean. Others may be viewed as serving the interests of the collective, such as national security or 

social order. Schwartz’s research, however, supports the existence of a single security type, and 

analysis/data could not infer a sufficient basis for determining several subtypes. Moreover, security 

values that refer to collectivities may in fact be expressions of security for the self, i.e. the 

collectivity may be viewed as an extension of the self, e.g. when national security secures the 

individual (Schwartz, 1992; 2012). 

                                                        
1 In figure 1, the values most directly concerned with collective interest (e.g. social order, family 

security) are mostly located close to the conformity and tradition value regions, which have a collective-focus. 
Values most directly concerned with individual interests (healthy, sense of belonging) are located close to the 
power value region, which is individualist-focused. This implies a possible two-part security value type. 



  
  

 
 

Page | 33 of 81 

 
 

Conformity:  

the motivational goals of conformity values are restraint of actions, inclinations, and impulses 

likely to upset or harm others and violate social expectations or norms. They are derived from a 

need to not  negatively affect close others or violate social expectations or norms. If interactions 

and group functioning are to run smoothly, individuals must inhibit inclinations that might be 

socially disruptive. A person that values conformity will therefore be more likely to practice 

politeness, be obedient, and honor his/her parents and elders (Schwartz, 1992; 2012).    

Tradition:  

The motivational goals of tradition values are  focused on respecting, being committed to, and 

accepting the customs and ideas ones culture and/ or religion impose on the individual, such as 

religious rites, beliefs, and norms of behavior. Traditions are the symbols and practices that 

represent a groups shared experience and fate, and they are valued by members of a group as they 

over time become symbols of said group’s solidarity, uniqueness, and hence a means of cultural 

survival (Schwartz, 1992; 2012). Conformity values and tradition values are closely related as both 

value types share the goal of subordinating the self to socially imposed expectations. The key 

difference is, however, that conformity values encourage responsiveness to current, possibly 

changing expectations, while tradition values call for responsiveness to immutable expectations 

derived from the past. Furthermore, conformity and tradition differ in relation to whom or what 

the subordination is directed towards. Conformity entails subordination to close others or persons 

with whom one frequently interacts, e.g. parents, teachers, and bosses. Following tradition, on the 

other hand, is a subordination to more abstract objects. (Schwartz, 2012).  

Benevolence:  

The motivational goal of benevolence values is concerned with the well-being of people with whom 

one has frequent personal interactions. Individuals or groups that value benevolence will therefore 

convey helpfulness, loyalty, forgiveness, honesty etc. Benevolence values derive from a need to 

promote the flourishing of groups and from an organismic need for affiliation, with the most 

critical being relations within the family and other primary groups (Schwartz, 1992; 2012). 

Benevolence and conformity share the same goal of promoting cooperative and supportive social 

relations. They differ, however, in their motivations to do so. Benevolence values provide an 

internalized motivational base for such behavior while conformity values base cooperation on a 

wish to avoid negative outcomes for oneself (Schwartz, 2012). 
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Universalism:  

Universalism is concerned with the welfare of all people, as well as nature. In Schwartz’ study, the 

three values related to nature emerged together with great consistency (unity with nature, 

protecting the environment, a world of beauty). These values become apparent when people 

become aware of survival needs that are dependent upon out-group members and natural 

resources. Once groups and individuals become aware of the conflicts and strife that can arise due 

to treating outsiders unjustly, it becomes important to accept and respect those who are different. 

And upon becoming aware of the scarcity of natural resources, it becomes apparent that life 

depends on the protection of the environment, and failure to do so will interfere with basic survival 

needs (Schwartz, 1992). Universalism is closely related to benevolence values. However, that main 

difference is that benevolence has a narrower focus by emphasizing on the well-being of people that 

are part of an individual’s in-group, and this distinction is important because of the consequences 

the differences in value priorities lead to. Research suggest, the pattern that members of collectivist 

cultures seem to prioritize benevolence, i.e. showing concern for the welfare of insiders, whilst 

being relatively indifferent to outsiders. Individualist cultures, on the other hand, seem to 

distinguish less severely between in-groups and outgroups suggesting that these cultures tend to 

place equal emphasis on benevolence and universalism values (Schwartz, 1992).   

Self-direction  

The motivational goals of this value type are independent thought and action, i.e. choosing, 

creating, exploring. When a person prioritizes this value, independent thought and action take a 

front seat. People who value self-direction ascribe significant importance to autonomy and 

independence.  

Stimulation:   

The motivational goals of this value type are excitement, novelty, and challenge in life. Stimulation 

values stem from a need for variety and stimulation in order to maintain an optimal level of 

activation. 

Hedonism:  

The motivational goals of this value type are pleasure or sensuous gratification for oneself. 

Hedonistic values have to do with seeking pleasure and enjoying life. 
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“Spirituality”  

Spirituality was included in the hypothesized motivational types of values in Schwartz original 

research, but the study failed to show substantial evidence to deem “spirituality” a universal 

motivational value type. Although the four values chosen to represent the spirituality value type 

(spiritual life, meaning in life, inner harmony, and detachment) did not emerge as a distinct value 

type, the single values were shown to [most often] emerge alongside value types hypothesized to be 

compatible with spirituality; benevolence, tradition, and universalism, in at least 78% of the 

samples. Most likely, this means that there is not a particular set of spiritual values that are 

universally distinctive, and that spirituality is represented by different values for different people. 

 

Structure of value relations 

There is a dynamic structure of relations between the ten value types. The value types are organized 

in a wheel (figure 3) to emphasize the motivational continuum of values, which means that the 

values can be compatible and in conflict with each other (Schwartz, 1992). As the value types are 

continuous rather than as discrete, the precise locations of the boundaries between each value type 

are arbitrary. Finer or broader partitions are therefore possible, and it is reasonable to partition the 

values according to the needs and objectives the research at hand2 (Schwartz, 1992). Treating the 

value types as discrete when beneficial is still useful as they offer valuable insights (Schwartz, 

1994). 

 

Figure 3: Schwartz’ personal values 

                                                        
2 Note that the location of tradition and conformity in the same wedge of the circle, while still being 
separated, suggests that these two value types share the same motivational goal, but that they are empirically 
distinguishable. See fig. 2 for individual value items in the two motivational value types. 
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Compatibilities 

The location of the value types in the value wheel portrays compatibilities and conflicts in the 

pursuit of multiple values simultaneously, where adjacent values are highly compatible (Schwartz, 

1992). Due to the continuum of related motivations, there are eleven different sets of compatible 

value types, meaning that values within these value types are often found together (Schwartz, 1992; 

2012). These can be seen in table 1 

 

Values Shared motivational emphases 

Power and achievement Desire for social superiority and esteem 

Achievement and hedonism Self-indulgence 

Hedonism and stimulation Desire for affectively peasant arousal 

Stimulation and self-direction Intrinsic motivation for mastery and openness 

to change 

Self-direction and universalism Reliance on one’s own judgment and comfort 

with the diversity of existence 

Universalism and benevolence Concern with enhancement of other and 

transcendence of selfish interest 

Benevolence and tradition Devotion to one's in-group 

Benevolence and conformity Normative behavior that promotes close 

relationships 

Tradition and conformity Self-restraint and submission 

Tradition and security Preserving existing social arrangements that 

give certainty to life 

Conformity and security Protection of order and harmony in relations 

Security and power Avoiding or overcoming the threat of 

uncertainty by controlling relationships and 

resources. 

 

Table 1: compatibilities between values 
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Conflicts 

Values come into increasing conflict the farther the distance between them (Schwartz, 1992). Value 

types that appear opposite each other in the wheel are therefore the least compatible and the most 

in conflict. Some values are in conflict, and are therefore unlikely to exist simultaneously. This does 

not mean that the same individual will not pursue conflicting values, however, they will do so in 

different situations (Schwartz, 2012). The sets of value types that are in conflict as their 

motivational goals do not harmonize are seen in table 2-4 (Schwartz, 1992). 

 

Self-direction and stimulation vs. Conformity, tradition, and security 

Independent thought and action, 

being in favor of change 

 Submissive self-restriction, preservation of 

traditional practices, protection of stability 

Table 2: conflicts between values  

Universalism and benevolence vs. Achievement and power 

Acceptance of others as equals 

and concern for their welfare 

 The pursuit of one’s own relative success 

and dominance over others 

Table 3: conflicts between values 

Hedonism vs. Conformity and tradition 

Indulgence of ones desires  Restraint of one’s own impulses and 

acceptance of externally imposed limits 

Table 4: conflicts between values 

 

Higher-order value types 

The value structure can also be organized according to four higher-order value types (figure 3): 

openness to change, self-transcendence, self-enhancement, and conservation. The value wheel in 

figure 3 is color-coded for ease of understanding. Value types sharing the same color code, share 

the same overall goal, i.e. higher-order value type. A broader partition of the value types could 

therefor include these categories instead of the finer partition involving ten value types.  

The four higher order value types form two bipolar dimensions that are in conflict with 

each other. The first conflict is a conflict between openness to change and conservation. This 

conflict dimension expresses a conflict between values that drive motivation to follow one’s own 

intellectual and emotional interests in unpredictable and uncertain directions, and values that 

cause one to preserve the status quo and the certainty it provides. The other conflict is between 
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self-enhancement and self-transcendence. This dimension expresses a conflict between values that 

motivate people to enhance their own personal interests, and values that motivate people to 

transcend selfish concerns and promote the welfare of others and nature (Schwartz, 1992). 

It should be noted that hedonism values share elements with both the openness to change 

and the self-enhancement higher order types, which accounts for is location in the wheel. 

Hedonism is similar to achievement and power in its focus on the self, however, hedonism is not 

characterized by the same competitive motivation. Instead, hedonism values may express some 

degree of the motivation for arousal and challenge found in stimulation and self-direction located 

under the higher-order type openness to change (Schwartz, 1992).  

There are several other higher-order principles than the ones I have mentioned. The ones 

mentioned already, openness to change vs. conservation and self-enhancement vs. self-

transcendence, are grounded in oppositions between competing values along the two bi-polar 

dimensions. However, values can also be structured according to interests and anxiety, e.g. self-

protection vs. growth, anxiety-based values vs. anxiety free values, personal vs. social focus, and 

prevention of loss goals vs. promotion of gain goals (Schwartz, 2012; Schwartz et al., 2012). 

Grounding values in different principles can help foster understanding related to diverse issues.   

 

Universality of basic human values  

According to Schwartz (1992), the ten motivational types “..may be quite close to universals” (p. 38) 

based on the data showing that people in a large number of cultures implicitly distinguish ten types 

of values. The power, achievement, and tradition value types appeared in 100% of the countries 

studied, the hedonism, self-direction, universalism, and security types were found in 95% of the 

countries, and the stimulation, benevolence, and conformity types were found in 90% of the 

countries in the study. Although Schwartz acknowledges that not all cultures can be studied when 

determining true universalism, the proportion of countries that showed evidence of the 10 

motivational value types is deemed the best estimate of universalism of value types.  

The viability of the universally common value structure observed, however, may be 

subject to dispute as it is possible that the value structure may change as social, technological, 

economic, political, and security conditions transform over time. E.g. Schwartz (1992) found that in 

countries undergoing popular revolutions, having overthrown totalitarian or colonial regimes, the 

usual opposition between universalism values and two of the security values, national security and 

social order, was not found. Schwartz (1992), however, views human values as rather persistent as 

the basic human condition in which values are grounded is fairly constant. Most changes in value 
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structure will therefore stabilize again once sociopolitical stability is restored, and major variations 

in value structure will be a rare occurrence 

 

Universal hierarchical consensus  

In spite of the fact that each culture promotes or discourages the pursuit of particular sets of value, 

a clear consensus in the hierarchy of values has been observed in most cultures, contributing to the 

universal viability of Schwartz’ values (Schwartz, 1992, 2012; Schwartz & Bardi, 2001). Values 

related to benevolence, universalism, and self-direction have been found to be the most important 

in most cultures, while power values have been  consistently rated the least important (Schwartz & 

Bardi, 2001). The pan-cultural consensus is likely due to principles underlying the phylogenetic 

perspective in value formation which suggests that all humans share some basic principles and 

needs in terms of group survival and welfare (Cieciuch & Schwartz, 2017; Sagiv et al., 2017). Values 

that clash with the smooth functioning of significant groups, the larger society, or with human 

nature are unlikely to be desired values (Schwartz, 2012).  

 Furthermore, the similar hierarchical structures can also be considered reflections 

of Grossberg's (1987) suggestions for the functioning of complex systems (being stable in addition 

to being adaptive). I .e. benevolence contributes to maintaining group stability while self-direction 

provides members with the motivation to adapt to different environmental conditions. 

The observed universal consensus is an important aspect when considering the 

universality of the values in general, as it suggests that there is a similar understanding of the 

proposed values (Schwartz, 1992). It is of the utmost importance that there exists an equivalence of 

meaning of the different values among the groups or individuals measured, in order for any 

comparisons to take place. If the subjects being studied do not have the same understandings of 

different values, any comparisons will be ineffective. Equivalence of meaning cannot be taken for 

granted, whether in the context of cross-cultural comparison or in inter-societal groups, e.g. groups 

differentiated by age, level of education, occupation, etc. 

 

Exhaustiveness of the ten value types 

Schwartz points out criteria to which a determination of universal basic values must adhere to. E.g., 

the identified set of value types must be comprehensive so that no values of at least moderate 

importance is overlooked as this would distort the assessment of value priorities. The data, in the 

study gave no support for additional value types, and additional single values particular to specific 
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countries, suggested by researchers, were found to be located in one of the already existing ten 

value type regions (e.g., chastity in conformity or tradition; national identity in security or 

tradition), suggesting an exhaustive value type charting (Schwartz, 1992).  

Although the ten distinguished values were found to be exhaustive, Schwartz (1992) did, 

however, put forward that revised theorizing might suggest different or additional value types as 

the partition of value types is arbitrary. Schwartz et al. (2012) proposed a refined theory of the 

basic human values by suggesting 19 finer value partitions on the same motivational continuum as 

the original, based on a criticism of Schwartz’ (1992) method of measuring value structures. As 

mentioned earlier Schwartz has made several iterations of his theory and questionnaire, using 

different numbers of items and different types of questions. So the exhaustiveness of value types is 

still in question. The 19 value continuum divides the motivational continuum of values into a larger 

number of more narrowly defined, conceptually distinct values. This is in order to improve 

homogeneity in the sets of value items in each value type to achieve higher internal value item 

correlation. E.g. in Schwartz et al.'s (2012) revised theory, the original universalism value type has 

been divided into three separate universalism values: tolerance, nature, and concern; and humility 

and face have been added as distinct new value types.  

The original 10 value study has been criticized for its method of measurement, with 

researchers citing multicollinearity between adjacent values, low internal reliabilities of some 

indexes, and cross-loadings of items on multiple factors as problems contributing to skewed 

measurements (e.g. Davidov et al., 2009; Knoppen & Saris, 2009). Low internal reliability may 

occur due to the diverse value items in each value type that make up the motivational continuum of 

value types. In order for a continuum to appear, the individual value items must cover facets that 

optimally sum up an entire value type. However, if value types are defined too broadly, each one of 

them will include components that cover a very broad area which therefore do not correlate well 

with each other. Furthermore, due to the continuum of value types, and the arbitrary partitions, it 

is therefore also inevitable that some value items will be expressions of the adjacent value types, 

which then leads to cross-loading of the items on multiple factors. Cross-loading expresses the 

degree to which each item loads on non-target factors. The cross-loading of factors contributes to 

multicollinearity between adjacent values because of too many inter-correlated factors 

(multicollinearity refers to what occurs when a model includes multiple factors that are correlated). 

Multicollinearity involves some redundancy of factors which means that determining the source of 

different findings becomes difficult. Having broadly defined categories that overlap with each other 

can therefore be a disadvantageous 
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Nonetheless, the ten value continuum has proved useful for many researchers, and is 

widely cited. Measuring values is inherently difficult as these changes over time and depending on 

the situation and context. Also, as I do not adhere to the positivistic criteria of quality, reliability 

and multicollinearity are less of an issue. I am not looking for a single definitive result from these 

values, I only want to increase my understanding of this research area and my respondents. Using 

Schwartz’ ten values as a tool to achieve this, is much less of an issue. 

 

Means-End Theory 

It is important to be able to connect behavior to values, in order to actually understand the 

correlation between the two. Theories and concepts that concern this interconnection between 

values and behavior belong to the theoretical concept “Means-End Chains”. The Means-End Chain 

is an important tool in value research as it allows for the determination of why certain products 

are/are not chosen or considered by a person. It also goes beyond a descriptive assessment of 

positive and negative functional attributes or properties of a product by instead emphasizing why 

and how products are important in an individual’s life. In this section I will first review the 

different models within this field and how they are used. I will then go more into to detail with 

Gutman’s Means-End Chain as this is the model I have chosen to apply in this thesis. 

 

Review of Means-End Model Literature 

There are several examples of Means-End Chains that attempt to provide an understanding of how 

values are connected to behavior (Gutman, 1982; Howard, 1977; Vinson, Scott, & Lamont, 1977; 

Young & Feigin, 1975). The Means-End Chain links values to behavior by trying to explain how 

certain means lead to certain ends, with the means being attributes of products/services/activities 

with/in which people engage (e.g. a smartphone, running), and the ends being valued states of 

being such as happiness, security, and accomplishment (i.e. values). E.g. when marketers advertise 

perfumes, they may be well aware that consumers want to smell good. However, they may not 

know why this is. By probing into what values underlie the desire to smell good, such as 

attractiveness or personal well-being, marketers can tie the attributes of the product to the 

achievement of desired values in positioning efforts. Although means-end-chain models have the 

same objective, they differ in how values are hypothesized to being discovered.  

Rokeach is one of the main contributors to value research and suggested an idea of 

hierarchically organized values. Rokeach spoke of two types of values: terminal and instrumental 
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values (1968, 1977) (see section on “Terminal and instrumental values”). In Rokeach’s Means-End 

Chain, instrumental values guide the selection of means to be used to obtain an end state of being 

(Rokeach, 1973). Howard (1977) echoes Rokeach’s definitions and distinction between terminal 

and instrumental values which he uses to develop a Means-End Chain structure explaining the 

relationship between values, attitudes and choice. The model is a parallel hierarchical evaluative 

structure as making a choice regarding product class and product brand is not only based on 

semantic properties, but is also a matter of evaluation. One level of the Means-End Chain expresses 

terminal states of being, while the other chain expresses instrumental states. Howard suggests that 

evaluations generated by terminal values enable consumers to choose appropriate product classes, 

while evaluations generated by instrumental values enable consumers to pick appropriate brands.  

Vinson, Scott, and Lamont (1977) also operate with a value-attitude system and developed 

a three-level model to show the relationship between consumers’ values, attitudes, and choice 

(Vinson et al., 1977). The model consists of global values at the most central level, domain-specific 

values at the intermediate level, and evaluative beliefs about product attributes at the least central 

level, i.e. similarly to Rokeach and Howard, the authors distinguish between two types of values. 

Global values are a redefinition of terminal values, i.e. the term refers to end-states of being. These 

are central and stable beliefs that persevere independent of context. Domain-specific values, 

however, are preferences that have to do with different domains in the lives of people, e.g. 

regarding work life, social life, family etc. These values are more dynamic than global values as/and 

they refer to something less general than end-states of being. Domain-specific values are 

hypothesized to bridge the gap between global values and evaluative beliefs which are less close to a 

person’s self-concept than global values. In Vinson, Scott and Lamont’s (1977) understanding of 

values, “…exist in an interconnected hierarchical structure in which global values are related and 

connected to generalized consumption-related values, which are, in turn, similarly associated with 

product attributes" (p. 49).  The problems with this model, however, is that it does not present any 

means by which the global and domain-specific values are connected to each other, nor provides an 

explanation of how either level of values is tied to evaluations of product attributes (Gutman, 

1982). 

This distinction between types of values found in some Means-End Chains is absent in 

Young and Feigin’s Grey Benefit Chain (1975) as well as Gutman’s Means-End Chain model (1982). 

The Grey Benefit Chain seeks to discover the functional or practical benefits of product 

attributes/product claims in order to link them to whatever emotional pay-off is gained. The 

method is designed to gradually approach the core values of the consumer by seeking associations 

between surface properties of products and benefits. I.e., a benefit chain begins with the 
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description of a product including a specific product attribute. The consumer then provides two 

benefits that are derived from this attribute and two benefits that are derived from each of the two 

initial benefits after which the process is repeated once more. This structure provides a method for 

looking into several levels of evaluations simultaneously. Similarly, Gutman’s Mean-End Chain 

model (1982) attempts to look into several levels of product evaluations simultaneously through a 

process of categorization where grouping categories based on semantic meaning (physical 

properties) are subsumed by categories defined by values and consequences. This is unlike 

Howard’s Means-End Chain model where parallel semantic and evaluative chains are 

hypothesized. In Gutman’s model a single hierarchy of categories across all levels of the Means-

End Chain is created. 

As I have explained there are several different means-end models each with some specific 

caveats making them more or less applicable in different contexts. For the purpose of this thesis I 

will be applying Gutman’s Means-End Chain to my area of study. This theory is widely used by 

researchers and its single hierarchy of categories fits well with my small scale study and 

inexperience using this theory. A more thorough explanation of Gutman’s Means-End Chain theory 

is described in the following 

 

Gutman’s Means-End Chain theory  

Gutman’s Means-End Chain (MEC) theory is based on approaches by Gutman and Reynolds (1979) 

who proposed that functions or benefits mediate the relationship between product attributes and 

people’s values. Gutman changed this mediator to consequences, and the model was further 

developed by (Olson & Reynolds, 1983). Olsen and Reynolds’s Means-End Chain involves a finer 

distinction of levels leading to six chain levels as opposed to the three levels in Gutman’s and 

Gutman and Reynolds. For the purpose of the study area, I will be using Gutman’s (1982) as this 

theory is as mentioned most suitable for my research design and scope.  

Gutman’s Means-End Chain consists of an attribute-consequence- value sequence (A-C-V 

sequence) (see figure 4). 

Attribute                                Consequence                                 Value 

 

Tangible product 
features. 

 

Desired and undesired results 
accrued from consumption of a 

product. 

 

Desirable end-states of 
existence. 

 

Figure 4: A-C-V sequence 
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The Means-End Chain is a hierarchy that connects attributes of a product, at the first level, to the 

physiological or psychological consequences produced by them, at the second level, in order to 

uncover the personal values that form the basis of one’s decision-making in the end (see figure 5.). 

The means and the ends are linked together through the consequences of consuming a product. 

The chain is therefore based on the belief that products can facilitate the achievement of desired 

end states of being.  The MEC theory is based on four assumptions about consumer behavior: 

Figure 5 shows a conceptualization of the Means-End Chain model (Gutman, 1982) 

 

 Personal values, defined as desirable end-states of existence, have strong influence on the 
choices of individuals 

 People group objects/products into classes according to their ability to satisfy their values. 
 All actions have consequences 

 Individuals learn which actions lead to which consequences 

 

The Means-End Chain model posits that personal values influence everyday consumer 

choices (Gutman, 1982), and that the linkages between product attributes and consequences and 

between consequences and values are what can prove critical in understanding the behaviors of 

consumers. This is very valuable insights as people are not conscious about their choices and why 

they make them. Over time we forget what our desired consequences are and only remember that 

our actions lead to those consequences. The Means-End Chain model illuminates this forgotten 

Figure 5: Conceptual model for Means-End Chain  
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process and the values connected with it. In the following each element of the MEC is explained 

further. 

Attributes  

A product is a bundle of attributes (Gutman, 1982). E.g. a pair of shoes may be comfortable, pretty, 

fashionable etc. Attributes, however, have limited significance in understanding people’s 

motivations . E.g. when asking someone why they purchased a certain product, they might respond 

by listing product attributes such as features that relate to quality, price, brand name, etc. 

However, by only focusing on product attributes, an opportunity to explore the underlying reason 

for purchase or use is missed.  

When consumers have to choose between products that will fulfill some desired 

consequences or states of being in, they are spoilt for choice. Consumers must therefore learn 

which products have attributes that will produce the desired consequences. This linkage between 

attributes and consequences is very important, and over time, consumers learn which products 

have attributes that will produce their desired consequences and which do not. I.e. they learn to 

distinguish between products they would and those they would not use. 

 

Consequences 

Consequences can be defined as “…any result (physiological or psychological) accruing directly or 

indirectly to the consumer (sooner or later) from his/her behavior” (Gutman, 1982, p. 61). 

Consequences are all the results that come from consuming a product. Consequences may be 

physiological, psychological or sociological in nature (Gutman, 1982). Physiological consequences 

of one’s behavior are those that satisfy physiological needs such as hunger, thirst, transportation 

etc. Psychological consequences are those that satisfy a consumer’s psychological needs such as 

self-esteem, while satisfying sociological needs may improve one’s status or group membership. 

Consequences, however, include the desirable outcomes of a decision as well as the undesirable 

ones. Consumers will try to choose actions that minimize undesired consequences and maximize 

desired ones (Gutman, 1982). Desired consequences are therefore the benefits a consumer receives 

from the attributes that a product has, i.e. the advantages enjoyed from the consumption of the 

product (Haley, 1968; Myers, 1976) Undesirable outcomes are those that actively result in 

something deemed negative. Consequences differ according to when they are produced/occur. 

Direct consequences occur directly as a result of consumption, e.g. feeling better when buying a 

nice wedding dress. Indirect consequences, on the other hand are not immediately connected to the 

consumed product. Indirect consequences can occur when other people react favorably or 
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unfavorably to someone because of that person’s consumption behavior, e.g. a person may be 

looked down on because of his/her choice in clothing. Consequences can occur during the time of 

consumption, such as having one’s thirst quenched, but can also occur later on, e.g. getting tooth 

decay.  

 Gutman uses consequences akin to terminal values (without them being actual values) as 

a consequence is seen a state of being produced by an act of consumption. Even though a 

consequence state is not an end-state, it is the ability of consequences to move the consumer closer 

to an end-state that give consequences a meaningful role.  

 

Consequences 

As consumers try to achieve certain desired consequences, consumption situations, i.e. product-use 

situations, provide them with an opportunity to achieve those consequences (Gutman, 1982). 

Product-use situations are situations that involve the use of a product or service. Each person 

learns over time which choices in a given situation produce desirable consequences and which do 

not, meaning that consumers learn to distinguish between products they would not use and those 

they would use and in which types of situations they would use those products. The importance of 

the consequences that arise from the consumption of a product are modified with respect to the 

length of the time horizon that the consumer adopts. This means that a person who would usually 

not spend a large amount of money on a beauty treatment might do so depending on the usage 

situation, e.g. a very special occasion.   

 

Values 

Values, in the means-end model, are the terminal states of mind pursued through the consumption 

of products. As a result, values give consequences importance and they are the criteria by which the 

desirability of consequences are gauged (Gutman, 1982). E.g. a person, who values power, may 

attach positive associations to the enhancement of social status that an expensive new smartphone 

provides, whereas someone who values benevolence may find that the money would have been 

better spend had it been donated to a social cause. Their choices and assessment of consequences is 

hereby tied to the achievement of some goal.  

This is not to say that a person who values power has an abundance of money to spend on 

a smartphone or that the person who values benevolence would not have enjoyed the expensive 

phone. However, consequences are ordered according to importance, in the same way that values 

are prioritized according to importance (Rokeach, 1973; Schwartz, 1992; Schwartz & Bilsky, 1990). 
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In the specific situation, the negative consequences of obtaining a smartphone exceed the benefits 

for the person valuing benevolence. Hence, values provide consequences with positive or negative 

valences in congruence with a person’s value priorities. It is important to note, however, that 

consumers are not necessarily aware of the influence their values have on their behaviors. And just 

as a researcher does not know which values drive the behaviors of the subjects, the subjects, 

likewise, may not be aware of which values they are. 

 

Categorization processes 

When consumers make behavioral choices about specific product alternatives, they do so through a 

mental categorization process of products (Gutman, 1982). Consumers segment their 

environments into meaningful groups by creating equivalences among non-identical stimuli 

(Rosch, 1978).  This categorization process takes place in order to reduce the complexity of 

decision-making and make the abundance of choices more manageable. The result is systematically 

categorized groups of products. The division and content of these meaningful groups, however, not 

only depends on attributes of a product, but also on the values of the consumer as consumers will 

group products into different categories depending on which features are important to them and 

which ones are unimportant in their quest to obtain value fulfillment.  

 The categorization process takes place at each level of the Means-End Chain through 

a process of inclusiveness, with inclusiveness referring to the degree of similarity among objects in 

a category.  At the lowest levels of categorizing, there are low levels of inclusiveness. At the higher 

levels, there are high levels of inclusiveness. E.g., wedding orchestras is a category of low 

inclusiveness. If consumers distinguish between orchestras with a female solo singer and those 

with a female-male duo, two categories of lower inclusiveness would be created, as this is an 

identity grouping of products based on product attributes. However, if wedding orchestras were 

grouped with photo booths, a dj, and comedians, a more inclusive category of wedding 

entertainment would be created, which denotes a elicits a functional grouping. Depending on the 

items grouped together, it would be possible to form an array of functionally labeled categories, 

such as “keep my guests happy”, “are priced fairly according to my budget”, etc., within which a 

final choice of product could be made.  

 

Distinctions 

The categories created in the categorization process are based on a cognitive element called a 

distinction. Distinctions are “…dichotomies that represent the end points of dimensions along 
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which objects may be compared” (Gutman, 1982, p. 63) E.g. a photo booth and a comedian are very 

different in nature from each other. Depending on what a specific person values, however, they can 

still be evaluated according to the same dichotomy, for example a dichotomy of high and low levels 

of entertainment potential, or a dichotomy of much value for money vs. little value for money. 

What constitutes a meaningful functional group of dichotomy is a choice that depends on the 

individual consumer. Categorizing based on individual values means that consumers are more 

likely to be in agreement on what characteristics products possess at the lower levels of 

inclusiveness than they would be at high levels of inclusiveness where categories are based on 

value-laden consequences.  

 

Thus, the Means-End Chain model shows us that people do not buy products for the sake 

of the product, but rather to gain the benefits that the consumption can provide. Products are 

selected on the basis of the attributes they possess, which indicate the consequences that the choice 

will entail for the consumer. Consumers are guided by their values in their decision-making 

processes, and over time, they learn to distinguish between products they would use and those they 

would not use and in which types of situations they would use them. Hence, the Means-End Chain 

links perceived product attributes to values in order to facilitate understanding of behavior in the 

marketplace. 
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Findings from data analysis 

The following are the findings elicited from the data retrieved from laddering interviews and 

Schwartz’ value questionnaires. The findings are presented as they relate to one respondent at a 

time, i.e. ladders and survey results for respondent 1, followed by the ladders and survey results for 

respondent 2 etc. For interview summaries, see appendix 1-5, and for a list of which SVS value 

items belong under which value types, see appendix 6. As I am using SVS values to interpret the 

respondents’ ladders, the corresponding SVS value is included in parentheses under values in the 

A-C-V sequences. The scores in the survey findings have been adjusted for scale use bias. The 

adjustment does not affect the internal relative value scores for one respondent, however, it allows 

for cross-individual comparison. Scores across respondents can therefore be seen relative to each 

other after correction for scale use bias. 

 

Respondent 1 

Five ladders were elicited from the interviews for respondent 1 from which four different SVS 

values were discovered: self-direction, conformity, tradition, and hedonism. In respondent 1’s value 

survey results, stimulation was the value type rated the most important. Benevolence and self-

direction tied for second and third most important; hedonism was fourth, and conformity was fifth. 

The five less important value types were, in order, achievement, tradition, security, universalism 

and power. All values reduce in importance at a modest rate compared to each other except for 

power. Here, the difference from all other values was substantial as it only scored 0.53, which is 

significantly lower than the ninth-most important value, universalism, which scored 4.29 

 

Ladders for respondent 1 
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Survey results for respondent 1 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Respondent 2 

Four ladders were elicited from the interviews for respondent 2 from which four different SVS 

values were discovered: universalism, power, hedonism, and conformity. In respondent 2’s value 

survey results, hedonism was the value type rated most important with a 6.23 score. Universalism 

was rated second-most important; benevolence was third most important; achievement was fourth, 

and self-direction was fifth. The five less important value types were, in order, stimulation, 

security, conformity, tradition, and power. Values reduce in importance at a modest rate compared 

to each other but reduces drastically from the seventh to the eight most important values (from 

security, which scored 4.23, to conformity, which scored 2.73). Conformity, tradition, and power 

values scored between 2.73 and 2.43, which is very low compared to the other values. 
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Ladders for respondent 2 

 

 

 

 

 

 

 

 

 

 

Survey results for respondent 2 
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Respondent 3 

Four ladders were elicited from the interviews for respondent 3 from which two different SVS 

values were discovered: self-direction and hedonism. In respondent 3’s value survey results, 

hedonism was the value type that was rated the most important, by far. Hedonism received a score 

of 6.91 and the second-most important value, self-direction, scored 5.74, which is a difference of 

1.17 points. Self-direction was followed by security, benevolence, and stimulation, which had very 

similar scores to each other. The five less important value types were, in order, universalism, 

conformity, tradition, achievement, and power, with power rated significantly lower, 1.81, than all 

other values.   

Ladders for respondent 3 
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Survey results for respondent 3 

 

 

 

 

 

 

 

 

 

 

 

 

Respondent 4 

Five ladders were elicited from the interviews with respondent number four from which three 

different SVS values were discovered: power, conformity, and self-direction. In respondent 4’s 

value survey results, benevolence was the value rated the highest, but was close to the second- to 

the fourth-most important values; security, hedonism, and self-direction, with scores between 5.75 

and 5.53. Achievement, universalism, conformity, tradition, stimulation, and power were rated the 

lowest, with stimulation and power scoring especially low (1.02 and 0.73, respectively). 

Ladders for respondent 4 
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Survey results for respondent 4 

 

Respondent 5 

Four ladders were elicited from the interviews with respondent 5 from which three different SVS 

values were discovered: tradition, stimulation, and hedonism. In respondent 5’s value survey 

results, conformity and benevolence were rated as the most important values, scoring 5.46 and 

5.32, respectively. They were followed by self-direction, security, achievement, hedonism, 

universalism, tradition, and stimulation, in that order. The least important value was power, which 

was only scored 2.01, which is significantly less than the other values.  
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Ladders for respondent 5 

 

 

 

 

 

 

 

 

 

Survey results for respondent 5 
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Analysis of findings  

They key question is now as follows: To what extent are a woman’s general personal values 

reflected in her choices concerning her wedding dress? Table 6 shows the hierarchical value scores 

of respondents 1-5 with the value motivations elicited from the laddering interviews highlighted. 

The degree of consensus between values elicited from laddering interviews and values that were 

rated the highest in the surveys differs across respondents. E.g. respondents 2 and 3 are the only 

respondents whose most important values in the surveys came across in the A-V-C sequences, and 

although power were the lowest rated value across all respondents, this value still emerged in some 

ladders. In the following, I will take a more thorough look into values elicited from each 

respondent.   

 

Respondent 1 

Respondent 1 is a 29-year-old woman who got married in 2016. In the laddering interviews, she 

expressed the desire to balance expressions of individuality with ideas of established ideas of how 

to behave. This ambivalence of desires can be elicited from the values that emerged from the 

laddering interviews; self-direction and hedonism, and conformity and tradition. Two of these 

values, tradition and conformity, belong to the same higher-order value type, conservation. Self-

direction and hedonism both belong to the higher-order value type openness to change, although it 

should be noted that hedonism can belong in both the openness to change and the self-

enhancement higher-order value types. Based on the fact that the respondent scored stimulation 

the highest and power values the lowest, it is more likely that respondent 1 is motivated by 

openness to change to a higher degree than she is by self-enhancement. This expresses a conflict 

between the higher order values openness to change and conservation.  

The values that appear from the ladders, were rated as being of average importance in 

respondent 1’s SVS. Surprisingly, the respondent’s two highest rated SVS values did not show up in 

the ladders, whereas her third-, fourth-, fifth-, and seventh-highest rated values did. This is 

surprising, as the SVS values should be indicative of a person’s value motivations. From the 

ladders, however, it seems that respondent 1 were motivated by other values than the ones rated 

the highest in the SVS. 
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Respondent 2 

Respondent 2 is a 31-year old woman getting married in 2019. In her interviews, the respondent 

expressed a strong non-consumer culture attitude that involved a second hand dress which she 

described as being a discreet dress. She said she wanted her guests to feel comfortable in an 

informal setting, which she wanted to convey through her dress. This came across in her A-C-V  

 

 

 

sequences as the values universalism and conformity. In the interviews, respondent 2, however, 

also expressed a strong desire to feel like a princess on her wedding and create a “wow” effect, from 

which the hedonism and power values were elicited. The values elicited from respondent 2’s 

ladders are surprising as some of them were not rated in the SVS as values particularly influential 

in respondent 2’s way of living. Universalism and hedonism, which emerged from laddering, were 

indeed rated highly in the SVS. In fact, respondent 2 rated theses values the very highest in the SVS 

along with benevolence, which was scored the third-highest. Universalism and benevolence 

together form the higher-value type self-transcendence which expresses a motivation to transcend 

selfish concerns and promote the welfare of others and nature. Conformity and power, however, 

scored the third- and absolute lowest ratings in the SVS, respectively, but surprisingly, emerged 

from the ladders. This indicates am ambivalence in respondent 2’s value motivations when she 

made choices for a wedding dress. On one hand, her highest rated SVS values appeared as having 

an impact on her wedding dress choices. On the other hand, the ladders indicate that respondent 2 

was driven by motivation based on other values than usually when she made choices for a wedding 

dress. 
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Respondent 3 

Respondent 3 is a 55-year-old woman who got married for the second time in her life in 2018. In 

the interviews, she expressed a desire to be comfortable at her wedding and feel like herself. These 

desires are conveyed in the values elicited from the ladders: hedonism and self-direction. These 

two values, were also rated by respondent 3 to be the two most important values in her life as 

guiding principles. The data therefore indicate that the values that have a large impact as guiding 

principles in respondent 3’s life also motivated her choices made in relation to her wedding dress.  

Respondent 3’s value hierarchy and ladders imply a preference for the higher-order 

value type openness to change, although hedonism can belong in both the openness to change and 

the self-enhancement higher-order value types. However, the achievement and the power values 

were scored the very lowest by respondent 3, indicating a general rejection of the higher-order 

value type self-enhancement. Respondent 3’s collective value hierarchy and her ladders therefore 

imply that she is motivated more by openness to change than self-enhancement. Furthermore, 

respondent 3’s most highly rated values, hedonism and self-direction are both values that are in 

conflict with tradition, respondent 3’s third-least important values, which belong to the higher-

order value type conservation. 

The values elicited from respondent 3’s ladders imply a great consistency between her 

general value motivations and her value motivations when choosing a wedding dress.  

 

Respondent 4 

Respondent 4 is a 30-year-old woman who is getting married in 2020. She chose her wedding 

dress with the idea to make her not only look good at her wedding, but look better than everybody 

else. At the same time she felt that she needed to live up to guests’ expectations of what is 

appropriate wedding attire. This ambivalence of value motivations is reflected in the values elicited 

from the ladders: hedonsim, conformity, and power. The elicitation of power from the ladders is 

rather surprising as this value only scored 0.73 in the SVS. In fact, it was the overall worst rated 

value by respondent 4, which implies that respondent 4 is motivated by this value to a very small 

extent. This makes its appearance in the ladders rather unexpected. Only one of her six highest 

rated values from the SVS appear in the ladders (hedonism). Conformity, which was scored 

relatively average in the SVS, was also elicited from the interviews as being a significant motivator 

to choices made in relation to respondent 4’s wedding dress. Thus, the value motivations elicited 

from respondent 4’s ladders are not implied by her SVS scorings, which indicates that respondent 4 

were driven by other values than usually when choosing her wedding dress.      
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Respondent 5 

Respondent 5 expressed a desire to have a dream wedding without sacrificing her ideas for a 

wedding dress, while also following traditions associated with weddings, which can be elicited from 

the ladders. Respondent 5 expressed the sentiment that the amount of money she spent on her 

wedding dress was commensurate with the significance of getting married. Here, the values 

hedonism, tradition, and stimulation are found to be indicators of what motivated respondent 5’s 

choices concerning her wedding dress. These values, however, were not found to be particularly 

indicative of her personal values in the SVS, although conformity and security values, which 

comprise the higher-order value type conservation along with tradition, were rated as rather 

important in the SVS. Stimulation scored only 3.54 in the SVS, whereas self-direction, which forms 

the higher-order value type openness to change with stimulation and hedonism, was rated very 

highly. The highest scoring values, which scored between 5.46 and 4.81, did not emerge in the 

ladders. Respondent 5’s value elicitations indicate that her value motivations when choosing a 

wedding dress differ slightly from her assessment of her value motivations in general. The 

similarities occur only when taking into consideration higher-order value types.  

In sum, the findings in the samples reveal a mixed congruence between the values elicited 

from the laddering interviews and the values rated the highest in the surveys. This indicates 

possible stimulus to prioritize a different set of values when making choices for a wedding dress 

than under normal circumstances. In the next section, I will discuss possible reasons for the 

observed value hierarchies and elicitations 

 

Discussion 

In the analysis of the impact of personal values in choosing  a wedding dresses, the findings 

indicated that most of the women that were interviewed were motivated by other values when 

selecting a wedding dress, than the ones they were more likely to be motivated by, as indicated by 

the SVS. There can be many reasons for the observed discrepancy. In the following I will discuss 

what can be elicited from the study’s findings.   

 

Differences determined by situations 

From the SVS, it appeared that power values were among those values that were generally rated the 

lowest in the SVS. In fact, power consistently held the very lowest ranking in all the respondents’ 

value hierarchies elicited from the SVS. It is therefore puzzling that two of the women indicated 

motivation stemming from power values. According to Schwartz (2012), however, the same 
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individual can be motivated by conflicting values depending on the situation. As the hierarchical 

dimension of values is sorted by applicability in different situations, a tradeoff between different 

value priorities therefore depends on the specific situation. According to Carter & Duncan (2017), 

the wedding can be seen as a as an extreme case of consumerism, while Choy & Loker (2004) note 

that the expense of a wedding dress is commensurate with the significance of the occasion. If the 

wedding dress in particular has grown to be perceived as being commensurate with the expression 

of power, it could explain why some women indicate power motivations in the selection of a 

wedding dress. The two respondents from whose interviews power values were elicited verbalized 

their expression of power values very differently. For respondent 2, power as a motivation in the 

selection of a wedding dress, was elicited from her desire to mark the change in her relationship 

publically. Respondent 4, however, expressed a desire to look better than everybody else in her 

wedding as it is her special day. This helps to illustrate that expressions of the same Schwartz value 

can be expressed in a variety of ways.   

 Another value that appeared from the ladders but not from the SVS can be seen in 

the reflection of the wedding dress as the ritual artifact worn at the wedding. This celebration is 

largely an event instilled with certain ideas of how it should be done. There is an indication that 

several brides considered this aspect of weddings in their selection of a wedding dress as the values 

conformity and tradition, which belong to the higher-order value type conservation, were indicated 

as having influenced several of the respondents in their wedding dress choices. This is noteworthy 

as conservation values were generally not rated very highly in the SVS. 

 One the contrary, benevolence was rated as a relatively important value across SVS 

from all respondents, appearing as the most to fourth-most important value across hierarchies. 

This value, however were not elicited from any of the ladders. According to many researchers, the 

modern wedding has becomes a trope for individualization and choice (Carter & Duncan, 2017; 

Cherlin, 2004; Heaphy, Smart, & Einarsdottir, 2013), which might explain why benevolence values, 

although considered to be important to the respondents in general, failed to act as a clear motivator 

in the creation of a wedding.      

 One value, however, that was heavily elicited from the ladders was hedonism, which 

was also rated amongst the most important motivators among all the respondents except for 

respondent 5. The importance of hedonism in choosing a wedding dress is not surprising as 

weddings are auspicious occasions. Many women do not need to get married, rather it is something 

they want to. It is a choice made in spite of loosened pressure to do so. It is therefore not surprising 

that women who are free to customize their weddings as they want them to be, make choices based 

on what brings them joy and pleasure.   



  
  

 
 

Page | 61 of 81 

 
 

Thus, in the context of wedding dress selection, many of the brides that were 

interviewed indicated a differentiated motivational hierarchy than the one indicated in the SVS. 

This is possibly due to the fact that the relative importance of multiple values in guiding action 

depends on which are relevant to the actor in the context of the situation.  

 

Impreciseness in eliciting values from ladders 

Although this is a qualitative research study, and I am genuinely interested in my respondents’ 

perceptions of different phenomena, this approach leaves room for an increased amount of 

ambiguity concerning the value motivations of the respondents. In the SVS, respondents were 

asked to ask themselves “What values are important to ME as guiding principles in MY life?” This 

is a method that might result in response bias, as it cannot be assumed that respondents are 

truthful and/or sufficiently insightful in assessing their own personal values. Their own assessment 

of values in the SVS might therefore reflect normative ideals of how they “should” be or which 

values they consider to be better. E.g. respondents 2 and 4 scored power values the very lowest, 

however they still appeared from the interviews. Schwartz (1992) also raises the issue of response 

bias. According to Schwartz, however, responses in the value survey should be viewed as being 

reliable as primarily being reflections of the psychological characteristics of individual respondents, 

rather than of normatively approved ideals of their group or culture. He bases this on substantial 

individual variance in response to values within the same country. I.e. if individuals based their 

ratings on what is generally considered “good” values within their culture, value ratings would 

exhibit a higher rate of consensus. Figure 6 illustrates my respondents’ SVS ratings in comparison 

to each other.  
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My sample is not large enough to makes any representative generalizations, however, the fact that 

all five respondents rated power as their least important value could indicate some bias. Likewise, 

Hedonism scored relatively high which could also be an indication of response bias. These ratings, 

could however, also be determined by the specific situation, as already mentioned. 

 

The implications of self-reported values is, therefore, an area for probing. In the interpretive 

paradigm it is heavily emphasized that people can have different understandings of different 

phenomena. Equivalence of meaning cannot be taken for granted, whether in the context of cross-

cultural comparison or in inter-societal groups, e.g. groups differentiated by age, level of education, 

occupation, etc. In order to understand my respondents, and for my respondents to answer the SVS 

correctly, it is of the utmost importance that there exists an equivalence of meaning of the different 

values among the groups or individuals measured and myself. If I and the respondents do not have 

the same understandings of different values, any attempt at understanding their motivations or 

making comparisons between respondents will be ineffective. In the interpretive approach, I as 

interviewer should attempt to put myself in the place of who I am studying. This, to a certain 

degree, was possible when conducting the laddering, as they involved asking the respondent for 

explanation and clarifications from their own perspectives. However, this congruence in 

understandings cannot be guaranteed.  Take for example respondent number 3. She is 55 years old, 

and was married for the second time last year. I, the interviewer, am 27 and have never been 

married. Some of her considerations and terminology was therefore foreign to me without any 

clarifications, which could result in phrasings that mean one thing to me and another to the 

respondent.  

Congruence in the SVS could especially be a problematic area as it leaves little room 

for clarification of issues. The value ratings in the SVS might therefore be indications of the 

respondent’s own understandings of the values, which are not necessarily the same as my 

understanding. Moreover, if the respondents’ understandings of the SVS values are different from 

mine, my evaluation of which SVS values were elicited from the ladders will be inaccurate. Hence, 

the labels used to denote values may vary in the ladders and SVS, respectively, because of 

differences in definitions.   

One way to diminish the impreciseness is to adjust the size of value categories. 

Schwartz’ original value theory includes 10 motivational value types (1992), while a later version 

includes 19 different value types (2012). Although finer partitions of values allows for more precise 

and nuanced value types, it also means that findings are highly dependent upon minuscule details 

from the findings. I utilize the higher-order value types several times in my assessment of my data. 
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Although this ultimately results in a diminishment of the qualitative properties of my research it is 

a trade-off taken in order to counter my lack of experience and skill with laddering and value 

estimates 

 

Interviewer bias 

A key aspect in the elicitation of values from ladders is the interviewer. In spite of the fact that it is 

the respondents who tell me the dichotomies elicited from the triads, and I ask them about their 

motivations for acting, it is I who control the interview, as I am giving this power by virtue of my 

role. Reynolds & Gutman (1988) note that laddering interviews can become very abstract, which 

poses a risk of widening the response opportunities to an undesirable magnitude. They therefore 

suggest that the interviewer maintain control of the interview by asking as direct questions as 

possible in order to minimize the amount of response options. Although, this is a good idea in 

order for the interviewer to manage and process the information discovered in the interviews, it 

also means that I am actively eliminating a large amount of findings that could also have been 

revealed in an interview. While conducting interviews, I found that respondents were very 

responsive when I asked them a question which resulted in a lot of information being expressed in 

one response. I found that I had to “steer” respondents back onto the right path in order to 

continue the ladder that had already been started, as the laddering method did not provide me with 

the tools to manage the excess information. This might be due to inexperience on behalf of the 

interviewer, and perhaps a method for conducting value-eliciting interviews that allowed for a less 

stringent procedure would have been advantageous. E.g. the Grey Benefit Chain allows the 

respondent to mention several benefits of a product simultaneously, without conflicting with the 

interview structure.   
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Conclusion  

This thesis looked into how personal values can contribute to the understanding of women’s 

choices concerning wedding dresses. In order to create an indication of this, I set off to get an 

indication of how the literature has insofar attempted to understand motivations to choose a 

wedding dress. Perspectives ranged from studies on consumption, expressions of individuality, and 

participation in rites of passage. Although these provide rich and interesting understandings about 

the wedding dress, I set out to add another dimension to the topic: a personal values perspective.  

Based on the idea that product preferences are a reflection of underlying values, as 

argued in the Means-End Chain, I used Gutman & Reynold’s laddering method to conduct value-

eliciting interviews with five female respondents who had purchased a wedding dress. In order to 

create a context for values elicited from laddering interviews, I had the same respondents fill in 

Schwartz’ value survey, which I used as an indication of the respondents’ personal values. From the 

values elicited from the values, it was clear that values rated highly in the SVS were not always 

elicited from the ladders. Moreover, sometimes SVS values that had received a low score were 

discovered in the interviews. Only one respondent’s interviews elicited only the two most highly 

rated values in the SVS. Other respondents’ interviews, on the other hand, indicated a discrepancy 

between the values elicited from ladders and the indication of a value hierarchy gained from the 

SVS. These findings imply that the women’s reasons for selecting a particular wedding dress were 

only to a limited degree reflected in their personal values as indicated by their survey responses. 

One quality of determining personal values is that they make it possible to predict attitudes and 

behaviors. To a limited extent, this could also have been achieved by considering the respondents’ 

SVS responses in relation to their motivations for choosing a wedding dress. However, this would 

only have painted a partial picture of women’s value motivations when selecting a wedding dress.  

Thus, taking a value approach to understanding women’s choices concerning a 

wedding dress shows that women’s personal values play an important role in their selection of a 

wedding dress. However, in the consideration of how values relate to the selection of a wedding 

dress, it should be noted that choices depend not only on what the women value in general, but also 

what marriage, a wedding and related phenomena mean to them.   
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Additional Perspectives  

In my study on the influence of personal values on the selection of a wedding gown, other 

interesting areas not dealt with in this thesis appeared as interesting perspectives to research 

further.  

Firstly, the objective of my study is dependent on the ontology applied to the thesis 

research. Had I employed, e.g., a positivistic ontology, my study of wedding dresses could have 

looked very different. E.g. instead of letting my respondents define what a wedding dress is, I could 

have looked into whether brides conformed to a certain preconceived notion of wedding dresses, 

such as the traditional white Western wedding dress. This strict notion of a wedding dress could 

also have been used to uncover the popularity of certain types of wedding dresses and uncover 

trends or preferences in bridal fashion. As this thesis is based on an inductive, qualitative research 

design concerning value motivation, actual dress features are not very important, as emphasis is on 

how brides feel regardless of what I know their dress to look like.        

 Another interesting perspective in the study of wedding dress could be to look into 

the importance of specific values when choosing a wedding dress. E.g. the tradition value could be 

interesting in the study of the wedding dress as it is a ritual artifact worn in a traditional event. 

Several of the brides that were interviewed mentioned that there were certain ways that things 

“should be” in a wedding. This is especially interesting as it appears from the SVS that tradition 

values are not prioritized very highly, usually. Furthermore, the power value was rated the lowest 

in all SVS, but appeared in several ladders. Further examining could look into whether tradition 

values are prioritized greater in this type of ritual event. Moreover, research could be conducted in 

relation to other events such as birthdays, graduation, baby showers, etc. to elicit whether or not 

specific value types are prioritized more or less in these specific situations.   
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Appendix 1  
Laddering Interview summary: 
respondent 1 
 
Current age: 29 
Wedding: August 2016 
Education: Master’s degree 
 

 
 
1 (1)  Attribute: light color 

 

Why did you choose a light color? 

The color was very demure compared to 

the traditional strong red color. I don’t like 

being in focus. I also wore very simple 

make-up. I wanted to look like myself. 

Do you think brides usually do not look like 

themselves? 

Yes, I have seen this many times! Many 

times brides wear makeup or clothes that 

do not match their usual style. 

What do you think about that? 

I think it is unfortunate because this  

sometimes means they look better on a 

normal day than on their wedding day. And 

their wedding day should be the day they 

look their best. This is why I chose 

something different. 

 
1 (2) Attribute: Pakistani 

 

Why was it important for you that your 

dress was Pakistani? 

It matched my Pakistani wedding.  

Why did you want something Pakistani? 

Because it is a reflection of my Pakistani 

heritage, which I am proud of.  

Could you have had a more Westernized 

wedding? 

No, I didn’t want one. And my family would 

find it very strange. 

 
1 (3) Attribute: coverage   

 

Why was it important to have a 

covering dress? 

I don’t want to show a lot of skin. It is 

important to me because of my 

religious beliefs.  

 
1 (4) Traditional 
 

Why did you want a traditional dress? 

Traditional dresses are more modest. They 

cover more skin. 

Why did you want a dress that covers skin? 

It is more comfortable for me. 

 
1 (5) Attribute: champagne color 
 

Why did you choose a champagne-colored 

dress? 

I thought it was more special to mix the 

traditional with the modern. 

Why was it special? 

The red color is part of my culture’s 

traditional weddings, however, I have 

grown up watching brides wearing white 

wedding gown on TV. I can always wear 

red, but not the lighter color.  

So, you wanted to wear the lighter colored 

wedding dress? 

I wanted to combine both worlds and 

create something unique because this 

represents me. 

 
  

Interviewer 

Respondent 
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Appendix 2  
Laddering Interview summary: 
respondent 2 
 
Current age: 31 
Wedding: August 2019 
Education: Master’s degree 
 
 

 
2 (1) Attribute: natural 
 

Would you describe your dress as natural?  

Yes. 

Why did you choose a natural dress? 

I wanted my wedding dress to match the 

whole wedding which is based on nature, 

second-hand, and sustainability. I think 

natural is more beautiful.  

Why did you want the dress to match this 

theme? 

I wanted to show that second-hand dresses 

can look nice too. 

 
2 (2) Attribute: luxurious  
 

Why did choose a luxurious dress? 

Because m ywedding day is my big day! On 

this day, my husband and I are the center 

of attention. I want there to be a wow-

affect, and I think what I wear should be 

more special than what the guests are 

wearing,  

Why is that? 

I want to be the focus of the party. 

Although I do find the level of self-

orchestration strange. However, I feel it is 

important to mark the change in 

relationship between my fiancé and me.  

 
2 (3) Attribute: sexy 

  

Why is it important for you to look sexy at 

your wedding? 

It is important to me to look like a woman! 

Especially after having children, I want to 

show people that I still have a nice body. 

Why is this important to you? 

I just want to be a princess for a day.  

Why? 

It’s just nice to feel this way every once in a 

while. 

 
2 (4) Attribute: discrete 

 

Why did you choose a discreet dress? 

I feel a bit strange with the pompousness of 

weddings. I would feel strange in a 

bombastic dress. Also the wedding is in our 

backyard, it is very casual, and I want 

everyone to be comfortable. I think a more 

discreet dress is more suited for this. 

How is the wedding dress connected with 

how comfortable people are?  

I want everyone to be comfortable, 

including myself. My dress is also 

symptomatic of the wedding’s dress code. I 

would feel embarrassed if I were up over- 

or underdressed.  

What would you do if you were overdressed 

at your wedding? 

I would change my clothes. 

Why? 

I like to be on the same page as the people I 

am with. 

  
  

Interviewer 

Respondent 
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Appendix 3  
Laddering Interview summary: 
respondent 3 
 
Current age: 55 
Wedding: August 2018 
Education: High School 
 
 

 
 
3 (1) Attribute: simple silhouette 
 

Did your dress have a simple silhouette? 

Yes.  

Why did you choose a simple silhouette? 

Most often, this suits me better. I wanted 

to look good in my wedding. 

Why was this important to you? 

One’s wedding day is important. It means 

something to get married. It is a 

celebration of love between two people. I 

wanted to look good. Especially as I am a 

woman. 

Who did you want to look good for? 

Ideally, you should look good for yourself. 

Personally, I wanted to, firstly, look good 

for my now-husband. I wanted him to 

think he made the right choice in deciding 

to marry me. Secondly, for myself, and 

finally, for my guests. 

Why did you want to look good for your 

guests? 

I wanted to show them that my husband 

and I made an effort to look good as a 

couple.  

Why was this important to you? 

I think the wedding is a manifestation of 

the couple.  

 
3 (2) Attribute: colorful  

 

Is your dress colorful? 

It is very colorful. It is a summer dress.  

Why did you choose a colorful summer 

dress? 

I love colors! And they look good on me. 

And we did not get married in a church so I 

did not think a traditional wedding dress 

would suit our wedding. My colorful flower 

dress suited our garden wedding more. 

Why is a colorful dress more suitable for a 

garden wedding? 

It is not so much that it is suitable for a 

garden wedding, but more that this was my 

second time getting married.  

Why is it more suitable for a second 

wedding? 

Because at my first wedding I had a big 

traditional wedding, and it didn’t last. This 

time I wanted something entirely else and I 

wanted it to be about my husband and me 

and what we liked, instead of adhering to 

traditions. 

Was this reflected in your wedding dress? 

Yes, I wanted my dress and wedding to be 

more personal and not about etiquette.  

 
3 (3) Attribute: sweetheart neckline 
 

Did your dress have a sweetheart neckline? 

Yes, it was close to one at least. 

Why did you choose this? 

It looks good. I think it looks boring to be 

completely covered. I like showing just a 

little bit of skin.  

Interviewer 

Respondent 
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Why do you not like it? 

I don’t like clothes being too close to my 

throat as it makes me feel like I am 

suffocating. It’s just very uncomfortable.  

 
3 (4) Attribute: lightweight 
 

Was your dress lightweight? 

Yes, it was.  

Why did you want a lightweight dress? 

It wasn’t something I wanted in particular. 

The dress I fell for just happened to be 

lightweight. 

Could you have chosen a heavy dress? 

No. 

Why not? 

I wanted my dress to be lightweight and 

elegant and not bombastic and heavy. I 

wanted to be able to move… I wanted my 

dress to represent the fact that our wedding 

was a light and rather informal affair…I 

wanted to feel comfortable. 
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Appendix 4  
Laddering Interview summary: 
respondent 4 
 
Current age: 30 
Wedding: January 2020 
Education: Master degree 
 
 

 
4 (1) Attribute: Red 

 

Why did you choose a red dress? 

I though it was a nice color. 

Why did it matter if the color was nice? 

I wanted to look nice. I always want to 

look nice, but especially at my wedding. 

Why did you want to look especially nice at 

your wedding? 

To me it is just natural to do look extra at 

weddings. 

Why is it important in weddings? 

I should look better than everybody else at 

my wedding. The wedding couple should 

be the center of attention at their wedding. 

I want everyone to think I look good. 

 
4 (2) Attribute: Long dress 

 

Why did you choose a long dress? 

I find this the most normal at a wedding. 

What do you mean by normal? 

I mean, I don’t it is very wedding-like to 

wear a short dress. Brides should look 

special at weddings, and better than the 

guests. 

 
 

4 (3) Attribute: coverage 
 

Why did you choose a dress that provided 

coverage? 

I do not like showing too much skin. I 

would become a little insecure showing 

certain parts of my body.  

Why would it make you insecure? 

Because everyone will be looking at me. I 

do not want my flaws on display. 

 
 
4 (4) Attribute: patterned dress 

 

Why did you choose a patterned dress? 

I actually did not plan on buying a patterned 

dress. I wanted a very simple dress. 

Why did you choose your dress then? 

I really liked it when I saw it. I think it is 

okay to do something special at a wedding.  

Why special? 

Because I do not want everyone to think I 

look bad. I would feel out of place if my 

guests had certain expectation to my look 

that I failed to meet. 

Was it important for you to live up to your 

guests’ expectations? 

I wanted to strike a balance between my 

own likings and my guests expectations. 

 
4 (5) Attribute: slim-fit 

 

Why did you choose a slim-fit dress? 

I never wanted a big dress. 

Why did you want something slim-fit 

instead of a wider dress? 

It just wouldn’t suit my personality. A big 

dress would be too much.  

Interviewer 

Respondent 
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What about a slim dress suits you better? 

I just like it more. It looks better on me.  

So you would look worse wearing a bigger 

dress? 

Yes, I would lose some confidence wearing a 

wider dress. My level of confidence is 

significantly tied to my appearance.  
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Appendix 5 
Laddering Interview summary: 
respondent 5 
 
Current age: 28 
Wedding: September 2018 
Education: Master degree 
 

 
 
 
5 (1) Attribute: white 

 
 
5 (2) Attribute: long sleeves 
 
 
 

 
 
 
 
5 (3) Attribute: long dress 
 

 
 
 
 
 
5 (1) Attribute: A-line dress 
 
 
 
 
 
 
 
 
5 (4) Attribute: A-line dress 

 
 
  

Interviewer 

Respondent 

Why did you choose to wear a white dress at 

your wedding? 

I wanted to wear white as I could not 

imagine wearing a different color. 

Why not? 

I associate the color white with a traditional 

wedding. 

You wanted to follow the tradition? 

Yes. 

Why did you choose this design? 

I though it looked nice on me. It was 

tailor-made to me.  

Why did you choose to have it tailor-

made? 

The wedding is the biggest day in your life. 

I wanted it to be perfect and not make 

sacrifices on my dress. 

Why did you choose long sleeves ? 

I would feel very uncomfortable baring too 

much in a wedding.  

Why? 

I do not think it is very tasteful to bare too 

much at a wedding. Although I do not mind 

showing my arms in general.  

Why is it not tasteful in a wedding? 

I just don’t think it suits a wedding. 

 

Why did you choose a long dress? 

I associate wedding dresses with long 

dresses. I would never wear a short dress 

for a wedding dress. 

Why not? 

The wedding is probably one of the only 

times you can wear such a lavish dress. I 

seized the opportunity to do so. 
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Appendix 6:

 
  

Values and accompanying value items in SVS 

Conformity 11, 20, 40, 47 

Tradition  18, 21, 32, 36, 44, 51 

Benevolence  6, 10,19, 28, 33, 45, 49,52, 54 

Universalism  1, 2, 17, 24, 26, 29, 30, 35, 38 

Self-Direction 5, 14, 16, 31, 41, 53 

Stimulation  9, 25, 37 

Hedonism  4, 50 

Achievement  34, 39, 43, 48, 55 

Power  3, 12, 23, 27, 46, 

Security  7, 8, 13, 15, 22, 42, 56 



  
  

 
 

Page | 80 of 81 

 
 

 

  

Appendix 7: Danish SVS questionnaire 

Bedøm hver værdi ud fra hvor vigtig den er “SOM ET 

VEJLEDENDE PRINCIP I MIT LIV” ved hjælp af 

9-punktsskalaen 
 

7 suverænt vigtigt 

6 meget vigtigt 

5 … 

4 … 

3 vigtigt 

2 … 

1 … 

0 ikke vigtigt 

-1 imod mine værdier  
   
 

1  Lighed (ens muligheder for alle) 

2  Indre harmoni (leve i fred med sig selv) 

3  Social magt (kontrol over andre, dominans) 

4  Glæde (tilfredsstillelse af ønsker) 

5  Frihed (frihed til at handle og tænke) 

6  Et spirituelt liv (vægt på spirituelle forhold frem for 

materielle) 

7  At høre til (at føle at andre tænker på en) 

8  Social orden (stabilitet i samfundet) 

9  Et spændende liv (stimulerende oplevelser) 

10  En mening med livet (et formål med livet) 

11  Høflighed (gode manerer)  

12  Rigdom (materielle goder, penge) 

13  National sikkerhed (beskyttelse af mit land mod fjender) 

14  Selvrespekt (at tro på sit eget værd) 

15  Gengældelse af tjenester (at undgå gæld) 

16  Kreativitet (unikhed, fantasi) 

17  Verdensfred (fri for krig of konflikt) 

18  Respekt for tradition (bevarelse af gamle normer) 

19  Moden kærlighed (dyp, følelsesladet og spirituel intimitet) 

20  Selvdisciplin (selvbeherskelse, modstå fristelser) 

21  Løsrivelse (fra verdslige problemer) 
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22  Familiesikkerhed (sikkerhed for ens kære) 

23  Social anerkendelse (respekt, godkendelse fra andre) 

24  Enhed med naturen (at passe ind i naturen) 

25  At varieret liv (fyldt med udfordringer, noget nyt, 

forandring) 

26  Visdom (en moden forståelse af livet) 

27  Autoritet (retten til at lede eller bestemme) 

28  Ægte venskab (tætte, støttende venner) 

29  En verden af skønhed (skønhed i naturen og kunsten) 

30  Social retfærdighed (at rette uretfærdigheder, tage sig af de 

svage) 

31  Uafhængighed (selvtilstrækkelig, selvforsynende) 

32  Mådehold (undgå ekstreme følelser og handlinger) 

33  Loyal (tro mod mine venner, gruppe) 

34  Ambitiøs (hårdtarbejdende, fremadstræbende) 

35  Tolerant (tolerant over for anderledes ideer og 

overbevisninger) 

36  Ydmyg (beskeden, selvudslettende) 

37  Vovet (leder efter spænding, risici) 

38  At beskytte miljøet (bevare naturen) 

39  Indflydelse (påvirke mennesker og begivenheder) 

40  At ære forældre eller ældre (vise respekt) 

41  Vælge egne mål (at udvælge sine egne formål) 

42  Sund (ikke at være fysisk eller psykisk syg) 

43  Dygtig (kompetent, effektiv) 

44  Acceptere min del i livet (underkaste sig livets 

omstændigheder) 

45  Ærlighed (oprigtig, ægte) 

46  Opretholdelse af mit offentlige image (beskytte mit 

omdømme) 

47  Lydig (pligtopfyldende, mødeforpligtelser) 

48  Intelligent (logisk, tænkning) 

49  Hjælpsom (arbejder for andres velfærd) 

50  Livsnyder (nyder mad, fritid osv.) 

51  Gudfrygtig (holder til religiøs overbevisning og tro) 

52  Ansvarlig (pålidelig, retskaffen) 

53  Nysgerrig (interesseret i alt, at udforske) 

54  Tilgivende (villig til at undskylde andre) 

55  Succesfuld (opnåelse af mål) 

56  Renlig (ordentlig, ryddelig) 


