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Abstract
This paper aims to identify the ranking of importance of work values as perceived by marketing students, and to
explore the underlying dimensions of work values in the Malaysian context. It also aims to determine whether there
are differences of work values between marketing students in Malaysia and US. Previously validated Super’s Work
Values Inventory (SWVI) containing 15 dimensions was completed by business students undertaking Marketing and
other majors in Malaysia and USA. Factor analysis is employed to examine the underlying structure of work values.
The study confirms the two-factor structure (intrinsic and extrinsic) of work values and shows that marketing
students value the work that allows them to fulfill their potential in terms of creativity (M = 4.23) and intellectual
stimulation (M = 3.99) in Malaysia. Moreover, the results showed that significant differences in work values exist
between Malaysia and US students with respect to economic return, way of life, altruism, prestige, management and
variety. This article contributes to the worldwide knowledge on work values by highlighting the importance of
understanding potential marketing professionals’ work values in the two different countries. Respondents selected
from two countries will limit the generalizability of the study.
Keywords: marketing students, work values, United States, Malaysia
1. Introduction
“Marketers, how can I decide if marketing is the right career for me? I am trying to decide whether to pursue
marketing (my degree subject) as a career or try something totally different, and if anyone works in marketing I
would find it really helpful to know the following: 1) what are the main things you love and hate about working in
marketing? What is the main source of satisfaction for you? 2) How do you cope with the pressure of bottom-line
accountability? Maybe I am looking at it the wrong way, but I feel in marketing there are always those who could
second-guess you and feel someone else could have achieved better results with the same budget. Does this mean
there are high turnovers in marketing positions as senior managers think someone else with "fresh ideas" will do
better? “
(Questions post on www.ask.metafilter.com, 2010)
Values and beliefs are instilled in us by culture and play a significant role in our lives. These values are eventually
used as guiding principles that justify our actions accordingly (Knafo and Schwartz, 2003). Generally, values are of
interest to both academics and practitioners because they do not relate to a particular object or situation, are relatively
few in numbers, and are stable overtime (Dose, 1997). Because of these characteristics, and in light of increasing
trends towards internationalization and globalization, work values are an important medium through which employee
behavior can be understood and managed. Traditionally, work values have been studied in the vocational psychology
literature. Today’s globalization is unavoidably spreading its influence around the world, especially in the
managerial environment (Ghoshal, 2005) and it is essential to have a better understanding of the structure of
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marketing professionals’ work values as they are the supposed experts of both sales and marketing. It is they who
know the products, market, underlying technologies and the factors that cause customers to buy. It is also important
to have a better understanding of the work values of the young generation in Asia Pacific countries in general, and
Malaysia in particular, with regard to a specific job category, i.e. marketing and compare those values with their
counterparts in US.
A number of studies examined the concept of work values (Hirschi, 2010; Gahan and Abesekera, 2009;
Vansteenkiste et al., 2007; Zhang, 2007; Roe and Ester, 1999; Sagie at al., 1996) and the strong influence of work
values on work performance (Klenke, 2005). Although work value is an important topic, little attention has been paid
to it in marketing literature. It is important to know exactly what work values future marketers possess and what
characteristics of work are important to them. According to the Attraction-Selection-Attrition (ASA) theory
(Schneider et al., 1995) work values are an important determinant of person-organization fit. Individuals are attracted
to an organization because of the values of the organization; they will be happier, more motivated, satisfied, and
committed when the individual’s values are congruent with those emphasized by their employer. Likewise,
individuals will leave the organization if their values do not match those of the organization (Judge and Bretz, 1992).
This basic idea goes back to Super (1953), who suggested that: ‘‘work satisfaction and life satisfaction depend upon
the extent to which the individual finds adequate outlets for his abilities, interests, personality traits, and values . . .’’.
The proposition of Super sounds self-evident, especially for youngsters who still have to develop their careers.
Furthermore, Dawis and Lofquist (1984) suggested that work values are central to understanding job satisfaction, as
posited in their Theory of Work Adjustment (TWA) (Dawis and Lofquist, 1984), which assumes that individuals
develop job satisfaction when their values are fulfilled by aspects of their job. Therefore, work values are believed to
be critical in career choice (Super, 1953). The process of a career choice is argued to be complicated. While the
concept of career is changing, students worldwide are usually facing challenges in their future career decision-taking.
The choice of courses to study in business schools and the subsequent paths to follow, are fraught with problems.
Marketing is considered to be one of the “creative” areas of business, and a marketing professional is deemed to have
creative tendencies which can build the dream, as well as possessing an analytical mind to research the market before
developing appropriate strategies. There is always a need for marketing professionals in most companies,
organizations and industries, be it a small or large business. In considering a career in marketing, it is important to
select a job that best reflects that individual’s values as this can make the difference between enjoying and detesting
any future career, and dedicating oneself to career choices that are unattainable may lead to frustration. Therefore,
the question is, what work values future marketing professionals hold? To date, in the marketing field, there has been
a scarcity of research in this subject. Thus, the objective of this study is threefold: (1) to identify the ranking of
importance of work values perceived by marketing students; (2) to identify the underlying work value structure
among marketing undergraduate students, and (3)to determine whether there are differences of work values between
marketing students in Malaysia and the United States.
In our study, we focused upon the Eastern and Western cultures. We selected Malaysia and USA because of the
substantial differences between these cultures (Ronen and Shenkar, 1985). A major influence within the Eastern
culture is Confucianism (Engardio, 1995) whereby importance of society, the group, and hierarchical relationships
within a society has been endured for many years. In contrast, the Judeo-Christian religion has been the primary
influence in the West which emphasizes on personal achievement and individual self-worth (Wayne 1989).
Collectivism is represented in this study by Chinese Malaysian and Individualism is represented by US students.
2. Literature Review
Becker and McClintock (1967); Schwartz (1992) describe value as normative standards to choose among various
behaviors. Values are widely considered to be central to the selection of life roles (Brown and Crace, 1996). Gordon
(1975) suggested that values tend to remain fairly stable over an individual’s life span. The literature provides a
number of definitions of values; for example, Rokeach (1973, p.5) defines a value 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”. Super (1980, p.130) defines a value as “an objective, either a
psychological state, a relationship, or material condition that one seeks to attain”. Dose (1997, p. 220) summarizes
and defines values as: ‘‘. . . standards or criteria for choosing goals or guiding action . . .’’ that are ‘‘. . . relatively
enduring and stable over time’’. This definition can be applied to the meaning of work values by adding ‘‘relating to
work or the work environment’’ (Dose, 1997, p. 227). Rokeach (1973) stated that “Values are determinants of
virtually all kinds of behavior that could be called social behavior or social action, attitudes and ideology, evaluations,
moral judgments and justifications of self and others, and attempts to influence others” ( p.5). The Rokeach Value
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Survey (Rokeach, 1973) found that values can be classified into two sets. The first set represents terminal values or
the ultimate end-goals of existence, such as wisdom, equality, peace, family security and inner harmony as desirable
end-states of existence. The second set represents instrumental values, or the behavioral means for achieving such
end-goals, for instance, the importance of being honest, courageous, responsible, open-minded, ambitious, forgiving,
or logical. The concept of work values is defined and measured in a variety of ways, depending on the research
objectives and theoretical background (Dose, 1997; Meglino and Ravlin, 1998; Roe and Ester, 1999). Some authors
consider work values as broad tendencies to prefer certain job characteristics, outcomes or features of work
environments (e.g. Furnham, Forde, and Ferrari, 1999; Hofstede, 1998; Lofquist and Dawis, 1978; Pryor, 1982,
Super, 1973), whereas others define them as desirable modes of behavior (Meglino and Ravlin, 1998). Another
group (Jones, 1991; Trevino, 1986) describes values as systems of ethics, ideologies or philosophies. A work value,
which is a specific context to which values can be applied, can be defined as the importance individuals give to a
certain outcome obtained in a work context (Elizur, 1984). According to Ros, Schwartz, Surkiss (1999) work values
are beliefs pertaining to desirable end states (e.g. high pay) or behaviours (e.g. working with people).
Many researchers suggest that work values can be classified as extrinsic or intrinsic (George and Jones, 1997; Nord,
Brief, Atieh and Dohorty, 1990; Wollack et al., 1971). One definition describes intrinsic work values as desired end
states depending on the content of work, and extrinsic values as independent content of the work (George and Jones,
1997). Examples of intrinsic work values include creativity and intellectual stimulation; examples of extrinsic work
values include prestige and economic returns (Johnson, 2001). Super (1990) proposed the Life-Career Rainbow
which suggested that a person would have different “roles,” such as child, student, worker, and so on, throughout his
or her entire lifespan. Work values play an important role in the development of each “role” (Super, 1990). Super
(1957) developed a scale, Super’s Work Values Inventory (SWVI), to measure work values. The SWVI included 15
statements and used a pair-comparison format. The 1970 version contained 15 dimensions: Altruism, Esthetics,
Creativity, Intellectual Stimulation, Achievement, Independence, Prestige, Management, Economic Returns, Security,
Surroundings, Supervisory Relations, Associates, Way of Life, and Variety. The latest version, Super’s Work Values
Inventory – Revised (SWVI-R), comprises 12 scales: Achievement, Coworkers, Creativity, Income, Independence,
Lifestyle, Mental Challenge, Prestige, Security, Supervision, Work Environment, and Variety. Previous studies find
very few gender differences between males and females regarding work values (Keller, Bourchard, Arvey, Segal,
and Dawis, 1992; Rowe and Snizek, 1995). However, Taylor and Thompson (1976) investigated the differences of
work value systems between younger and older workers, and the results indicated that both education and age had a
strong influence on work values. Past research has shown that intrinsic and extrinsic work values are associated with
different outcomes. For example, Hirschi (2010) found that intrinsic work values, such as personal growth, had a
positive impact on career development. Vansteenkiste et al. (2007) confirmed that, employees with high extrinsic
work values tend to place an excessive focus on external indicators of their worth, status, and importance.
The current study is built on the premise that values in general play a central role in determining work values, which
in turn play a critical role in career choice. The relationship between general values—or beliefs—and work values
has also been examined. For example, Hyde and Weathington (2006) addressed the relationship between
personal-life values and work values. Duffy (2010) explored how intrinsic religiousness and spirituality influenced
work values. Zhang et al. (2007) analyzed the relationship between work values and personality in Chinese students.
Gahan and Abeysekera (2009) found that the effect of national culture on work values was mediated by individual
self-construal (independent and interdependent). Demographics such as gender, age, and educational level, have been
found to influence work values (Hagstrom and Kjellberg, 2007; Hirschi, 2010; Warr, 2008). The differences or
similarities in work values across various countries with different national cultures have also been investigated
(Hattrup, Muller, & Aguirre, 2007; Hattrup et al., 2007; Wang et al., 2010; Warr, 2008).
In this study, the value system in the Malaysian context is addressed. The total Malaysian population is 28.3 million
of which 91.8 % are Malaysian citizens and 8.2% are non-citizens. Malaysian citizens are categorized into different
ethnic groups; The Malays (Muslims) are the predominant ethnic group in Peninsular Malaysia which constitutes
67.4%, followed by Chinese (Buddhism) 24.6%, Indians 7.3% and others 0.7% (Department of Statistics, 2010). For
the ethnically Chinese in Malaysia, the value system is derived from the Confucian ethos. Those values are universal
in nature, but they also include some values which are uniquely Confucian (Hofstede, 1991) such as, respect for
tradition, humility, filial piety, and protecting one’s face. Furthermore, a system of guanxi or using connections to
obtain something is integral to the very existence of society itself. This is often seen as a form of corruption from the
west’s point of view but, in fact, it forms a vital network of social relationships which are essential in Chinese culture.
Moderation or following the middle way is another value leading to harmony and stability. These values support the
collective rather than the individualistic way of thought and strengthen the construct of unity within the extended
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family unit. The value of non-competitiveness has raised the greatest controversy because of its overtly contradictory
nature. It is classified here as part of the Confucian ethos. Many perceive ethnic Chinese as one of the most
competitive of all peoples. This may, in fact, be true. However, self-perception and perceptions by others seem to be
very different things. Chinese people consider aggressive competition to be an anathema. In the Western
individualistic society this attitude is integral to sport and the attainment of goals. However, this overt competition
and rivalry is considered a negative influence and manifestly rejected by Chinese society, but in business it would
appear to be an acceptable course of action. Once again it may well be Western to evaluate an Eastern homeostatic
mechanism in this way.
3. Methods and Procedures
The study aimed to identify the work values of senior marketing undergraduates in Malaysia. The data for this study
was collected in the College of Business - Universiti Utara Malaysia (Malaysia). The study uses a student sample for
its relative convenience. Also, it is assumed that the study of business students has some external validity in
exploring their current and future work values. The usage of business students as a sample is especially advantageous.
As the cultural values are rooted and developed through the growth of individuals, the ways in which they receive
education and are influenced by family and peers, are especially relevant. Super’s (1970) ‘‘Work Values Inventory’’
instrument is used and the WVI scale has 45 attributes. Each attribute is assessed on a five-point Likert-type scale
ranging from ‘‘unimportant’’ to ‘‘very important’’ (See appendix 1). Undergraduate students were encouraged to
participate in the study and voluntarily fill in a questionnaire that is written in English at the end of the lectures in
their classrooms. 211 completed questionnaires were retained and analyzed. The respondents were from a Chinese
ethnic background, and among the 211 respondents, 173 (77.8 %) of them were female students. Although the Malay
ethnic are majority in Malaysia as mentioned earlier, those who enrolled in marketing courses were Chinese. The
value of Cronbach’s alpha is 0.92, which indicates a good internal consistency of the WVI. In the second phase of
this study, Work Values Inventory’’ instrument is used again and self-administered questionnaires were presented
also to other business disciplines (Accounting, finance, economic, international business, management and
hospitality) in Univerisiti Utara Malaysia, and also to marketing students and other business fields at the University
of Denver and Metropolitan State University of Denver in the United States of America. Then, the respondents were
asked to rate how important the work values to them. A total of 324 usable questionnaires were collected, 150 were
from other business fields in Malaysia, 46 were from marketing students in US and 128 from non-marketing students
in US.
4. Data Analysis and Results
To explore the underlying factor structure of the WVI, EFA (Exploratory Factor Analysis) is used. Then CFA
(Confirmatory Factor Analysis) is used to confirm the factorial structure derived from the EFA procedure. The
sample size for this study met the minimum recommended level for performing EFA and CFA. Both the Bartlett test
of sphericity and the Kaiser–Meyer–Olkin measure of sampling adequacy (0.925) showed that the sample met the
criteria and was suitable for conducting factor analysis. Furthermore, the sample size met the criterion of having at
least five observations for each variable (Anderson and Gerbing, 1988; Hair et al, 2006). Descriptive statistics of
work values are given in Table 1. As Table 1 demonstrates, Achievement has the highest score of work values
(M=4.31). It is followed by supervisory relations and creativity. Aesthetic is the lowest ranked value (M=3.78).
Table 1. Mean, standard deviation and correlation for the marketing students sample in Malaysia
M

S. D. 1

2

3

4

5

6

7

Achievement

4.31 0.57 1.0

Supervisor
relationships

4.25 0.54

Creativity

4.23 0.64 0.39 0.27 1.0

Economic return

4.06 0.56 0.41 0.46 0.24 1.0

Surroundings

4.05 0.57 0.52 0.52 0.32 0.43 1.0

Way of life

4.05 0.54 0.48 0.47 0.33 0.46 0.49 1.0

Altruism

4.03 0.56 0.46 0.35 0.37 0.28 0.32 0.47 1.0
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Intellectual simulation 3.99 0.56 0.44 0.26 0.53 0.33 0.36 0.35 0.46 1.0
Independence

3.98 0.57 0.39 0.39 0.33 0.48 0.41 0.49 0.37 0.38 1.0

Associates

3.93 0.55 0.34 0.42 0.33 0.42 0.42 0.45 0.37 0.39 0.37 1.0

Security

3.91 0.57 0.42 0.45 0.24 0.33 0.43 0.36 0.34 0.29 0.44 0.36 1.0

Prestige

3.86 0.58 0.46 0.35 0.42 0.43 0.45 0.45 0.39 0.41 0.47 0.45 0.38 1.0

Management

3.84 0.62 0.44 0.29 0.42 0.31 0.34 0.42 0.42 0.52 0.44 0.37 0.30 0.55 1.0

Variety

3.81 0.56 0.29 0.26 0.42 0.62 0.33 0.39 0.29 0.35 0.35 0.33 0.28 0.38 0.34 1.0

Aesthetic

3.78 0.60 0.39 0.26 0.61 0.52 0.34 0.33 0.47 047

0.40 0.31 0.25 0.37 0.45 0.34 1.0

Using data from Malaysian respondents, factor analysis is conducted on 15 work value scores, which are calculated
by summing up the 45 work value items. Principle component analysis with Varimax rotation was used to extract
factors. Factors demonstrating an Eigen value greater than one were extracted, as the number of factors to be
extracted are set using Eigen value ≥ 1 as the main criterion (Pallant, 2001). Also, a scree plot was obtained to clarify
if any other factors might be present (Tabachnik and Fidell, 2001). The resultant factor analysis is examined and
items that show substantial and similar loadings on more than one factor are excluded (Hair et al, 2006). Similarly,
items that demonstrate a factor loading of 0.4 or below are deleted from each resulting factor and then assessed using
its Cronbach’s alpha value. The initial factor analysis result reveals a two-factor solution, which accounts for 52% of
variance. A close examination of factor loadings shows that ‘‘prestige’’ loads equally low on two factors, thus this
item is removed and the analysis is re-run. The results of the EFA are presented in Table 2.
Table 2. Results of EFA (Exploratory Factor Analysis)
Work values
Supervisor relationship
Surroundings
Economic return
Way of life
Security
Achievement
independence
Associates
Intellectual simulation
Creativity
Aesthetics
Management
Altruism
Variety
Cronbach alpha

Factor 1
Extrinsic
0.78
0.71
0.70
0.66
0.65
0.62
0.58
0.57

0.86

Factor 2
Intrinsic

0.82
0.78
0.72
0.68
0.56
0.51
0.82

Table 2 shows that the first factor has eight work value attributes and it accounts for 42% of variance. These
variables are: security, supervisory relations, economic returns, achievement, associates, way of life, and
surroundings. This factor is named ‘‘extrinsic values”. The second factor contained six work value attributes, which
accounts for 10% of variance. These variables are creativity, aesthetic, intellectual stimulation, management,
altruism and variety. This factor is labeled ‘‘intrinsic values”. Two first-order factors are hypothesized to underlie the
14 work value attributes (Figure 1).
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Fiigure 1. First-order work valuues structure
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Table 3. Reesults of CFA, composite reliiability and varriance extracteed
Factor
loading
Extrinsic

Intrinsic
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Composite reliability is a principal measure used in assessing the overall reliability of the measurement model. For
the two latent constructs in the model, composite reliability scores are greater than 0.70 (see Table 3), which
indicates that the measures all consistently represent the same latent construct (Hair et al, 2006, Nunnally and
Bernstein, 1994). Convergent validity is assessed by an item’s own reliability and composite reliability (Anderson
and Gerbing, 1988; Fornell and Larcker, 1981). Discriminant validity is assessed for the two constructs by
constraining the estimated correlation parameter between them to 1.00 and then performing a chi-square difference
test on the values obtained for the constrained and unconstrained model (Anderson and Gerbing, 1988). Nonetheless,
all models in which the correlation constrained to one showed bad fit; therefore, discriminant validity was confirmed
(Bagozzi and Philips, 1982). In summary, the measurement model should indicate good quality of reliability,
convergent validity, and discriminant validity. It also shows that work values did not differ significantly by gender.
The one-way ANOVA procedures employed identified that there is no significant work value differences between
male and female F (1,174) = .006, p > .001 for the extrinsic values factor and F (1,174) = 5.490, p > .001 for the
intrinsic values factor.
The t-tests were undertaken to examine the significant differences between work values for different types of
students (Marketing and Non-marketing; US and Malaysia). ANOVA tests with Duncan's multiple-range tests were
also employed to explore significant differences among students groups from the two countries.
Table 4. Work values differences between marketing and non-marketing students in Malaysia
Work values

Achievement
Supervisor relationships
Creativity
Economic return
Surroundings
Way of life
Altruism
Intellectual simulation
Independence
Associates
Security
Management
Variety
Aesthetic

Malaysian marketing
students
(N=211)
4.31
4.25
4.23
4.06
4.05
4.05
4.03
3.99
3.98
3.93
3.91
3.84
3.81
3.78

Malaysian
non-marketing students
(N=150)
4.11
4.04
4.13
3.83
3.96
3.91
3.96
4.00
3.83
3.81
3.73
3.78
3.79
3.74

t-value

significance

3.329
3.247
1.492
3.374
1.399
2.146
1.249
- 0.309
2.397
1.796
2.751
0.976
0.231
0.674

0.001
0.001
0.137
0.001
0.163
0.033
0.213
0.758
0.017
0.073
0.006
0.330
0.817
0.501

Table 4 shows work values differences in means between marketing and non-marketing students in Malaysia using
t-test. The test reveals that six work values were significantly different between the two groups, namely, achievement,
supervisory relationships, economic return, way of life, independence and security. No significant differences were
found between marketing and non-marketing students in Malaysia with respect to other eight work values, i.e.
creativity, surroundings, altruism, intellectual simulation, associates, management, variety and aesthetic. Malaysian
marketing students appeared to have higher mean scores for achievement value than non-marketing students. In other
words, Malaysian marketing students prefer job which gives one the feeling of accomplishment in doing a job well
compared to their counterparts from other disciplines. Also, the mean scores suggested that marketing students in
Malaysia place high importance on supervisory relationships than other non-marketing students. The results also
indicated that marketing students in Malaysia are likely to select a job which pays well and enables them to have
things they want more than other students. Furthermore, the way of life value or the work that permits one to live the
kind of life he/she chooses and to be the type of person he/she wishes to be is reported to high in marketing students
than non-marketing students in Malaysia. Moreover, the mean scores indicated that marketing students in Malaysia
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are more likely to search for work which permits one to work in his/her own way, as fast or slow as he/she wishes.
Finally, marketing students in Malaysia place more importance on security more than non-marketing students.
Table 5. Work values differences between Malaysian and US marketing students
Work values

Achievement
Supervisor relationships
Creativity
Economic return
Surroundings
Way of life
Altruism
Intellectual simulation
Independence
Associates
Security
Management
Variety
Aesthetic

Malaysian marketing
students
(N=211)
4.31
4.25
4.23
4.06
4.05
4.05
4.03
3.99
4.12
3.93
3.91
3.84
3.81
3.78

American marketing
students
(N=46)
4.38
4.40
4.29
4.41
4.06
4.64
4.27
3.96
4.23
4.02
4.09
3.55
4.08
3.64

t-value

significance

- 0.691
- 1.620
-0.525
- 3.571
- 0.077
- 6.789
- 2.418
- 0.304
- 1.182
- 1.001
- 1.785
2.668
- 2.871
1.391

0.490
0.106
0.600
0.000
0.939
0.000
0.016
0.761
0.238
0.318
0.076
0.008
0.004
0.166

According to Table 5, marketing students in Malaysia and US show similar work values, the results of t-tests showed
that Marketing students in Malaysia were not statistically significantly different from US students with respect to 9
work values, namely, achievement, supervisory relationships, creativity, surroundings, intellectual simulation,
independence, associates, security and aesthetic. By contrast, statistically significant differences were found between
Malaysian marketing students and American marketing students with respect to five work values: economic return,
way of life, altruism, management and variety. The mean scores suggest that American marketing students tend to
place high importance on those factors with exception of management work value. Furthermore, American
marketing students are more likely to find a job which pays well and enables them to have things they want
compared to Malaysian students. They are also more likely to have a job that permits one to live the kind of life
he/she chooses and to be the type of person he/she wishes to be in comparison to Malaysian counterparts.
Furthermore, the altruism value or work which enables one to contribute to the welfare of others reported to be high
in American marketing students than marketing students in Malaysia. Moreover, the mean scores indicated that
marketing students in America are more likely to search for work which gives one standing on the eyes of others and
evokes respect. Finally, marketing students in America place more importance on work that provides an opportunity
to do different types of tasks. As for the Malaysian students, they scored higher than Americans in terms of
management work values which permits one to plan and lay out work for others.
Table 6. Work values differences between US marketing and non-marketing students
Work values

Achievement
Supervisor relationships
Creativity
Economic return
Surroundings
Published by Sciedu Press

American nonmarketing students
(N=118)
4.29
4.24
3.90
4.42
4.07
29

American marketing
students
(N=46)
4.38
4.40
4.29
4..41
4.06

t-value

significance

0.933
1.490
3.027
-0.116
- 0.112

0.352
0.138
0.003
0.908
0.911
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Way of life
4.53
4.64
1.296
0.197
Altruism
3.85
4.27
3.062
0.003
Intellectual simulation
3.82
3.96
1.305
0.194
Independence
3.88
4.23
3.051
0.003
Associates
3.95
4.02
0.617
0.538
Security
3.91
4.09
1.312
0.191
Management
3.55
3.56
0.083
0.934
Variety
3.88
4.08
1.674
0.096
Aesthetic
3.14
3.64
3.198
0.002
Table 6 showed that no statistically significant differences in work values existed between marketing students and
other students in US with the exception of four values, namely, independence, altruism, creativity and aesthetic.
5. Discussion and Conclusion
Throughout life individuals acquire a set of values, beliefs and ideas that are important to them and live their lives
according to this set of values. Matching an individual's work values with characteristics of occupations is a key
success factor that should be considered. Therefore, the purpose of this study was to identify the work value structure
of marketing students in Malaysia and to make a comparison of work values between Marketing students in US and
Malaysia. A work value inventory is used by career counselors and career development facilitators to measure how
important various work values are to the individual. Similarly, in this study a work value inventory is used to assess
the importance of different attributes of work values so that marketing departments at different firms can understand
what students value the most in work activities, so that they can develop effective recruitment strategies as well as
effective employee retention programs. Data were collected from senior marketing and non- marketing students in
US and Malaysia. EFA and CFA were conducted to explore and confirm students’ work value structure. A
two-factor work value structure, including extrinsic and intrinsic, emerge after EFA on the first run. This structure is
then subjected to CFA, the results of CFA confirmed the presence of the factorial structure of work values. Extrinsic
values factor represents work values such as security, supervisory relations, economic returns, associates,
achievement, surroundings, and way of life. The extrinsic factor of work value involves most of the tangible work
outcomes. The other factor, “intrinsic values”, represents more intangible aspects of work. For example, six work
values are grouped into the factor of “Intrinsic values’’. They are creativity, aesthetic, intellectual stimulation,
management, altruism and variety. These values relate to the intangible aspects of jobs that allow job holders to
fulfill their talents. The two first-order factors organize, as well as summarize, the 14 work values into broader
categories.
With regard to the Malaysian sample, achievement is the work value that marketing students appreciate most, and
that specific value is generally emphasized in Asian culture where individuals believe in constant perseverance in
order to achieve their goals (Li, 2004). This study shows that marketing students value the work that allows them to
fulfill their potential in terms of creativity (mean = 4.23) and intellectual stimulation (mean = 3.99). Apparently, a
career in marketing can mean many things; it may involve working in promotion, branding, communications,
advertising, sales jobs or market research. The job is stimulating because it requires marketing professionals to be
creative. Moreover, the influence of the Chinese heritage (most of the respondents are from a Chinese ethnic
background) is demonstrated how much Malaysian students care about interpersonal relationships, or ‘‘quanxi.’’
They are particularly concerned about their personal relationships with supervisors. Also, that finding reflects their
“Respect for an authority figure”, and is a value which emphasizes the high regard and admiration they hold for an
authority figure (Kim and Hong, 2004). Having a good salary (economic returns), working in a pleasant environment
(surroundings), and living out the life of their dreams (way of life) are important to them. Females made up 77.8 %
of the marketing students in Malaysia samples. The work value structure identified in this sample is more
representative of female employees’ work values than those of their male counterparts. Additionally, the study
reports that work values do not differ significantly between male and female workers and this result is congruent
with previous studies which found very few gender differences between males and females (Keller, Bourchard,
Arvey, Segal, and Dawis, 1992; Rowe and Snizek, 1995).
The findings of the study suggest that marketing students in Malaysia and US show similar work values with respect
to nine work values, namely, achievement, supervisor relationship, creativity, surroundings, intellectual simulation,
Published by Sciedu Press

30

ISSN 1923-4007

E-ISSN 1923-4015

http://ijba.sciedupress.com

International Journal of Business Administration

Vol. 7, No. 5; 2016

independence, associates, security and aesthetic. By contrast, statistically significant differences were found between
Malaysian marketing students and American marketing students with respect to other work values: economic return,
way of life, altruism, management and variety. The mean scores suggest that American marketing students tend to
place high importance on those five factors. Furthermore, American marketing students are more likely to find a job
which pays well and enables them to have things they want compared to Malaysian students. They are also more
likely to have a job that permits one to live the kind of life he/she chooses and to be the type of person he/she wishes
to be in comparison to Malaysian counterparts. Furthermore, the altruism value or work which enables one to
contribute to the welfare of others reported to be high in American marketing students than marketing students in
Malaysia. Moreover, the mean scores indicated that marketing students in America are more likely to search for
work which gives one standing on the eyes of others and evokes respect. Finally, marketing students in America
place more importance on work that provides an opportunity to do different types of tasks. As for the Malaysian
students, they scored higher than Americans in terms of management work values which permits one to plan and lay
out work for others. The current study findings are consistent with previous research that showed work values vary
by job category i.e. nurses (Cooman et al., 2008) and IT professionals (Dinger, Thatcher, and Stepina, 2010). This
article contributes to the current knowledge on work values by pinpointing the importance of understanding potential
marketing professionals’ work values in the two different cultures. It is believed that understanding the work values
of senior marketing students may enable firms to make the fullest use of their talents. The main limitation of this
study is in the generalizability of the work value structure. Therefore, it is suggested that more cross-cultural
comparison studies to be conducted to examine the possibility of generalizing the factor structure onto different
subjects with different cultural backgrounds. In addition, these findings warrant further investigation on the impact of
social/cultural variables on work values.
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Appendix 1
The statements below represent values which people consider important in their work. These are satisfactions which
people often seek in their jobs or as a result of their jobs. They are not all considered equally important; some are very
important to some people but of little importance to others. Read each statement carefully and indicate how important
it is to you.
_________________________________________________________________________________________

5 means “Very Important”
4 means “Important”
3 means “Moderately Important”
2 means “Of Little Importance”
1 means “Unimportant”
_________________________________________________________________________________________
WORK IN WHICH YOU:

CIRCLE ONE

_____________________________________________________________________________
1.

have to keep solving problems

5

4

3

2

1

2.

help others

5

4

3

2

1

3.

can get a raise

5

4

3

2

1

4.

look forward to changes in your job

5

4

3

2

1

5.

have freedom in your area

5

4

3

2

1

6.

gain prestige in your field

5

4

3

2

1

7.

need to have artistic ability

5

4

3

2

1

8.

are one of the gang

5

4

3

2

1

9.

know your job will last

5

4

3

2

1

10. can be the kind of person you would like to be

5

4

3

2

1

11. have a boss who gives you a fair deal

5

4

3

2

1

12. like the setting in which your work is done

5

4

3

2

1

13. get the feeling of having done a good day’s work

5

4

3

2

1

14. have authority over others

5

4

3

2

1
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15. try out new ideas and suggestions

5

4

3

2

1

16. create something new

5

4

3

2

1

17. know by the results when you’ve done a good job

5

4

3

2

1

18. have a boss who is reasonable

5

4

3

2

1

19. are sure of always having a job

5

4

3

2

1

20. add beauty to the world

5

4

3

2

1

21. make your own decisions

5

4

3

2

1

22. have pay increases that keep up with the cost of living

5

4

3

2

1

23. are mentally challenged

5

4

3

2

1

24. use leadership abilities

5

4

3

2

1

25. have adequate lounge, toilet and other facilities

5

4

3

2

1

26. have a way of life, while not on the job, that you like

5

4

3

2

1

27. form friendships with your fellow employees

5

4

3

2

1

28. know that others consider your work important

5

4

3

2

1

29. do not do the same thing all the time

5

4

3

2

1

30. feel you have helped another person

5

4

3

2

1

31. add to the well-being of other people

5

4

3

2

1

32. do many different things

5

4

3

2

1

33. are looked up to by others

5

4

3

2

1

34. have good connections with fellow workers

5

4

3

2

1

35. lead the kind of life you most enjoy

5

4

3

2

1

36. have a good place in which to work (quiet, calm, etc.)

5

4

3

2

1

37. plan and organize the work of others

5

4

3

2

1

38. need to be mentally alert

5

4

3

2

1

39. are paid enough to live very well

5

4

3

2

1

40. are your own boss

5

4

3

2

1

41. make attractive products

5

4

3

2

1

42. are sure of another job in the company if your present job ends

5

4

3

2

1

43. have a supervisor who is considerate

5

4

3

2

1

44. see the result of your efforts

5

4

3

2

1

45. contribute new ideas

5

4

3

2

1
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