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Abstract. The difference between generations is becoming increasingly apparent in the mo-
dern world. These days, one can observe over and over again how the intergenerational transmission
of values is violated, and the differences between generations are becoming more and more notice-
able. A number of studies are focused on the features that distinguish modern generations from each
other, the values of generations as well as the perception of these values both by a particular genera-
tion and members of cohorts interacting with it. Some researchers note that the modern young gene-
ration (the so-called ‘Generation Y’, ‘Gen Y’ or ‘millennials’), in comparison with their parents
(the so-called ‘Generation X’, ‘Gen X’), is characterised by a rejection of previously accepted criteria
for social maturity (which can be understood as compliance with a number of social-psychological
standards). However, there are practically no studies addressing this topic. The article describes
a quantitative and qualitative study conducted in three stages, which involved 349, 25 and 100 sub-
jects respectively. At the first stage, the data of the Russian longitudinal monitoring survey (RLMS)
of households conducted by HSE University were used and analysed; at the second stage, a series of
semi-structured interviews was conducted on the topic of perception of social maturity; at the third
stage, the values of generational cohorts were investigated using the Rokeach Value Survey (RVS)
and the author’s questionnaire, which makes it possible to assess the influence of the cultural context
on the formation of values. Within the first (auxiliary) stage, the basic hypothesis was confirmed
about the differences in the compliance with the social maturity criteria (age of marriage, presence of
children in the family, financial independence) among the young (Y) and older (X) generations of
modern Russians. As part of the second stage, the features of the perception of these differences were
identified. And at the third stage, it was proposed to interpret the differences using the values identi-
fied in millennials and the features of the perception of these values by themselves and Gen Xers.

Key words: Generation Y, Generation X, values of generations, social maturity, crite-
ria of social maturity

Introduction

Violation of the intergenerational transmission of values is increasingly be-
coming the subject of social-psychological research in Russia and abroad (Mart-
sinkovskaya, Poleva, 2017; Pishchik, 2015; Rikel, 2019; Starchikova, 2012; Gil-

© Rikel A.M., 2020
This work is licensed under a Creative Commons Attribution 4.0 International License
sv https://creativecommons.org/licenses/by/4.0/

COLUAJIBHAA IICUXOJIOI'MA B KPOCC-KYJIBTYPHOM U3MEPEHUN 491



Rikel A.M. RUDN Journal of Psychology and Pedagogics, 2020, 17(3), 491-503

leard, Higgs, 2005; Twenge, Campbell, 2009). ‘Generations’ can be considered as
large social groups (Andreeva, 2001), and the social-psychological operationalisa-
tion of this term is based on K. Mannheim’s classical understanding through
the impact of the social and cultural context on age groups (Mannheim, 1997). In close
examination, the problem of generations is analysed and popularised in most modern
works by social psychologists, sociologists and cultural scientists. Scientists point
to the factors that form generations, the grounds for distinguishing generations,
the main characteristics inherent in members of one generation. Based on a com-
bination of factors, various typologies of generations of varying degrees of popularity
are proposed (Levada, 2011; Pishchik, 2015; Semenova, 2003; Strauss, Howe, 1991;
etc.). As the basic features that distinguish modern generations from each other,
scientists often highlight values and related features of mutual perception of genera-
tions based on the perception of these values (Pishchik, 2015; Shevchenko, 2013;
Hershatter, Epstein, 2010; Lyons, Kuron, 2014; Lusk, 2007; Parry, Urwin, 2010).
Regardless of the specific names in various typologies, a number of Russian
and foreign researchers note that the modern young generation (late 1980s—1990s),
in comparison with their parents, is characterised by a rejection of previously accepted
social maturity criteria (Ilyin, 2012; Martsinkovskaya, Poleva, 2017; Khriptovich,
2015; Arnett, 2000; Billari, Liefbroer 2010; Calcutt, 2010; Omelchenko, 2012).
Russian Gen Y members, born in 1985-2003 (this classification is conven-
tionally accepted as the most popular within the framework of this study), were
born during radical and controversial changes in the economic and political struc-
ture of our country. The values and features of this generation were determined by
the economic and political factors (globalisation, the collapse of the USSR, libera-
lisation of public life) and the development of information technologies (Internet,
social networks, etc.) (Radaev, 2019). Millennials are often characterised by high
expectations, a trend towards fast and constant consumption and a desire to quickly
achieve high career results and financial well-being (Khriptovich, 2015). At the same
time, the instability of the political and economic situation in the country led to
the desire of parents to protect them from various dangers, providing them with con-
trol and special care, so that some of the millennials turned out to be reluctant to
go away from under the parental ‘wing’ (Rean, Shagalov, 2018). This can be illus-
trated by the fact that higher education is perceived by some millennials not as
professional preparation for adulthood but as a continuation of the childhood peri-
od (Ilyin, 2012). This consideration allowed a number of authors, as we see it,
to make an overly radical, not empirically confirmed conclusion about the perso-
nal immaturity, infantilism, and irresponsibility of millennials (Khriptovich, 2015).
It is the desire to test these categorical conclusion about the immaturity of
millennials that formed the basis of our study. We understood maturity not as
a characteristic of the features of human development at different age stages (Pat-
turina, 2006) and not as a personality trait, but as a criterion for the compliance
with social standards that existed in a number of previous generations prescribed
by society for a certain age (Kon, 1999; Anisimov, Kireeva, 2010) (forming a family
and learning the familial and parental social roles, beginning labour activity asso-
ciated with financial independence). These criteria were analysed in the context of
the Generation Y values as well as the perception of the millennials by the Gen
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Xers (born in 1964-1984), since the analysis of behavioural patterns without
considering this perception and the value orientations that determine it seems in-
complete.

Methods

The purpose of this study was to identify the features of the perception of
social maturity criteria and values associated with this perception among the younger
generation (Y), as well as the perception of these values by the older generation (X).
The object of the study was Generation Y and the subject was the perception of
values associated with social maturity criteria.

The study was conducted in three stages (the first and second stages in coop-
eration with A.V. Milyukhina, the third stage in cooperation with S.V. Dorenskaya).
At the first (auxiliary) stage of the study the distinctive features of millennials
were confirmed in the context of social maturity criteria. To achieve this, we used
the cohort analysis method to analyse data obtained from the Russian Longitudinal
Monitoring Survey (RLMS) (https://www.hse.ru/rlms/), which has been conduct-
ed by the National Research University Higher School of Economics (NRU HSE)
annually since 1994, and highlight the issues characterising the indicated maturity
criteria (related to having a family, children and gainful employment). The responses
of twenty-year-old subjects born in 1974 (the so-called ‘core’ of Generation X)
and in 1995 (the ‘core’ of Generation Y) were compared.

At the second (main) stage of the study, differences in the perception of these
social maturity criteria between the older and younger generations were revealed.
In order to accomplish this task, in-person semi-structured interviews were conducted
based on an analysis of projective situations involving the concept of maturity.

Examples of situations. (1) “A couple — a man (aged 28) and a woman
(aged 26) — live together for several years, rent an apartment, do not register their
marriage, employed, frequent travellers, do not plan to have children in the next
couple of years”. (2) A woman (aged 27), works for a prestigious company, is re-
ceiving a second higher education, lives separately from her parents. She has
some relationships but does not consider them seriously, is in search of a life part-
ner. She spends her spare time attending various cultural events, theatres, clubs,
and practising yoga.

The interviews contained the following questions: 1) Describe the person(s).
How do you perceive him/her/them? What criteria do you follow when describing
him/her/them in this way? What do you pay attention to in this situation? 2) What
do you think are the reasons for this lifestyle? (3) What is your attitude to this life-
style?

At the third (main) stage of the study, the values of Generation Y were studied
with the help of (a) the Rokeach Value Survey; (b) the author’s methodology,
which makes it possible to reveal the peculiarities of the influence of the cultural
context on the formation of generations and evaluate the perception of the genera-
tional values by representatives of older generations (in this case, Generation X).
In particular, the Gen Xers were invited to answer the question “What values, in your
opinion, are characteristic of millennials?”” and to complete a number of sentence

EZ TS

fragments (for example, “A4 typical millennial is convinced that...”, “The meaning
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of the life for a millennial is...”, etc.). This stage of the study was conducted to
interpret the differences in perception and behaviour. Some of the results of this
study are described separately (Rikel, Dorenskaya, 2017); here we use only data
related to value problematics and associated social maturity criteria.

Samples. The first stage: 349 subjects: 159 subjects of the older generation
X (born in 1974) and 190 subjects of the younger generation Y (born in 1995).
The second stage: 25 subjects: 12 Gen Xers aged 42-49 and 13 millennials aged
22-25. The third stage: 100 subjects: 65 millennials (the average age = 23.2 years)
and 35 Gen Xers (the average age = 40.3 years).

This particular age of the subjects was chosen according to the traditional
analysis logic for intergenerational research of the so-called ‘generation core’, i.e.
a group of people born in the middle of the generation cycle distinguished by so-
ciologists. This approach, taking into account some criticisms regarding the study
of the characteristics of generational cohorts, nevertheless, makes it possible to
increase the internal and constructive validity of the results obtained by “clearing”
the sample of subjects belonging to the borderline, so-called “echo-generations”
(Becton et al., 2014; Costanza et al., 2012; Egri, Ralston, 2004; etc.).

Data processing methods. The data obtained were processed using Pearson’s
chi-squared test at the first stage (to identify differences), high-quality content ana-
lysis at the second stage and Mann — Whitney U-test for independent samples at
the third stage (to identify differences).

Results

The auxiliary (first) stage of the study. Significant differences were identi-
fied with respect to all three considered behavioural social maturity criteria. Thus,
sample analyses of 1994, 2000, 2005, 2010, and 2015 showed significant diffe-
rences (x~ = 27.761; p = 0.000) in the respondents’ answers about their marital
status (see Figure 1): the respondents of the older generation have a significantly
higher percentage (30.8%) of the answers “I am in a registered marriage” as compared
to the younger generation (4.2%). There is a tendency for an increasing number of
answers “We live together but do not register our marriage” from 2000 (4.8% of
the respondents born in 1980) till 2015 (13.2% of the respondents born in 1995).

Significant differences were revealed ()* = 16.229; p = 0.000) in the answers of
respondents born in 1979 and 1990 to the question about the presence of children
(see Figure 2). Thus, more than a half (54.7%) of the respondents born in 1979
answered this question positively at the age of 25, and the percentage of positive
answers for respondents born in 1990 was much lower — 36.5%.

Significant differences were revealed (y* = 14.789; p = 0.001) in the answers of
the respondents of the older and younger generations to the question “Does your
work ensure your financial independence?”. The percentage of the respondents of
the younger generation (26.1%) who answered positively to this question is much
lower as compared to that of the respondents of the older generation (43.4%) (the an-
swers of the millennials were compared with the answers of the Gen Xers given
more than 15 years ago).

The confirmed differences between the generations in all the three criteria of
compliance with the standards of social maturity allowed us to move from the auxi-
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liary stage to the main one, i.e. a discussion of the social-psychological characte-
ristics of the perception of these differences and values that accompany them.

100,0% o
69,7% 74,6% 77,1% 82,6%
75,0% 61,0% ,7%

50,0%
30,8%
23,6%

25,0% ey 12,2%12,2% 10,2%12,3% 13,2%
! 0

4,2%

0,0%

1974 1980 1985 1990 1995

B Never married Married H Live together not married

Figure 1. The marital status of 20-year-old Russians born in different years
(years of birth are shown on the horizontal axis)
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Figure 2. The presence of children among 25-year-old Russians born in different years
(years of birth are shown on the horizontal axis)

The main (second and third) stage of the study. Within the second (qualitative)
stage, we analysed the interviews of members of the two generations (X and Y).
In interviews with the majority of Gen X respondents, there were phrases denoting
their perception of the generational differences from the younger generation: “Well,
they began to live differently — this is also good”, “But still, there was another
life”, etc. The older generation generally does not condemn the tendency of young
people toward later marriage, birth of children and entry into working life: “Actu-
ally, I don’t care”, “I neither reproach nor support them”, “And when she is 16
and she is told ‘go get married’, it is as if we are in Central Asia: I can’t under-
stand it. She still wants to live for herself...”). However, there are also negative
assessments as to: (a) the increased number of civil marriages: “Well, it’s not good,
because it’s not responsible”, “To get married and keep house together, one should
have the guts. This is also selfishness in addition”’; (b) unwillingness to have children:
“I think that sooner or later a woman will want her own nest and her children.
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Or what is the point in this existence, in this life?”; (c) trend toward a later entry
into working life: “Yes, idler. Or spoiled”, “Well, that is, those who are freeloading
off their parents do not think about anything, wasting their lives ”. Speaking about
the possible reasons for such trends, the respondents of the older generation men-
tion: (a) the priority of a career and the desire to earn more money, receiving higher
education by modern young people, including the need to obtain knowledge “be-
cause of technological progress” (“And the fact they have children later, perhaps,
it’s because nowadays many of them are getting higher education, making a ca-
reer”); (b) the positive economic changes, thanks to which parents have the op-
portunity to financially support their adult children (“Well, because before, actu-
ally, there was neither money nor food. And people tried their best to survive faster,
faster, faster”); (c) the growing needs and opportunities of modern young people
and a more favourable economic situation in the country (“Yes, it’s all about fi-
nances. Then people probably became more interested in living. They want some-
thing more than just washing their pants”, “We had fewer needs before, there was
no such purpose as to earn money, and then only to have a child”); (d) the propa-
ganda of the consumer lifestyle and hedonistic values ( “No one says: ‘Take a loan,
buy a pushchair, give birth to a child’. Everyone says: ‘Buy yourself a car, a ticket
to the Maldives’ ). In addition, the economic difficulties for creating a family were
noted ( “The state does not support young families, either”).

At the same time, members of the older generation recognise marriage,
the presence of children and employment as maturity criteria. For example, many
respondents describe a working woman (even without a husband and children) as
a mature person ( “‘Well, without a family. So she must be looking for a man, she hasn’t
found one yet — she’s looking for a life partner — if he’s not there, then where is he
to be found? ). Many respondents consider marriage registration an important and
serious step, and reluctance to enter into official relations and have children as
a desire to avoid responsibility ( “not planning a serious life”, “not good, because
it’s not responsible”’), which is also explained by personal qualities (“‘This is selfish-
ness in addition”’), the immaturity of a person ( “They have not grown yet”, “But she
does not need a family. Psychologically, she has not yet come to this ) and he-
donistic values (“They live for their own pleasure”, ‘‘fixated on earning income,
enjoying prosperity”, “travelling, living for themselves, having fun”). The respon-
dents also emphasised the importance of personal maturity for creating a family
(“First you should represent yourself as a personality. Now, I am ready to work,
I am ready to get married, I am ready to give birth to children”). It is noteworthy
that the majority of the respondents interpret a woman’s having a child at such
a young age as an accident, rather than a conscious decision ( “Because she ‘got
knocked up’, of course”).

Most millennials, like the members of the older generation, reflect upon
the very fact of the differences between their generation and the changing conditions
of the surrounding reality as compared to the conditions in which their parents
lived: “They have grown old and do not follow the fashion. In our time, a man
without education is a man without a future, he will remain a locksmith for life”;
“They are not fixated to the fact that one needs to buy an apartment, register
a marriage; they are kind of modern, so to say. Well, now I think a lot of couples
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live like that and it’s normal for them”. In general, the representatives of the younger
generation are more positive about the tendency toward later marriage and the birth of
children in comparison with the older generation: “Perhaps this is even more cor-
rect”; “There will be fewer couples who have children through carelessness or to
be like everyone else so as not to be different”. The reasons for the trend to start
a career later, according to the younger generation, are as follows: (a) the changed
hierarchy of values; (b) the increased terms of studies due to higher education
(“Because education has lengthened in terms, and with full-time study it is impos-
sible to do everything well’); (c) the immaturity and unwillingness to start a fami-
ly (“I think that, if people are ready to start a family, let them do so, but there are
fewer such people”). At the same time, the younger generation often speaks of
achieving a certain level of self-development and self-realisation as the needs of
the modern young generation (“Perhaps people now want to devote themselves
more to developing their own personalities rather than to starting and supporting
a family as a unit of society”’) and as a necessary factor for starting a family that is
not noted by the members of the older generation ( “Indeed, I think that a family
needs to be started when you yourself are mentally and financially prepared to
provide your family and raise a child. That is, you need to develop yourself to
a certain level”). Far more respondents of the younger generation, as compared to
the older generation, note the importance of financial security for creating a fami-
ly (“They are not yet well-off enough to start a family. Therefore, they are earning
money”). The reasons for the trend towards a later start of family and working life
also include the improvement of economic and social conditions and the resulting
increase in the needs of young people (“And you think: ‘don’t want to enclose
myself in an apartment with my husband and child, I want to go now and see
the world. Why shouldn’t I?” 7, “And education was different before, there was
no choice: work and the only alternative to work is family”’). One can also note
such personal characteristics of modern youth as individualism (“Well, in princi-
ple, people now don’t see value in marriage, we seem to have a sort of individua-
listic culture rather than familial or collectivistic”’) and the spread of hedonistic
values (“Everyone wants to live well, live with pleasure”). It is curious that often
the respondents blame the parent generation for this trend because of hyper-
custodial behaviour towards children (“Parents treat children like children much
longer”, “I think parents cared for him too much”).

The perception of the above maturity criteria by the younger generation is
different from that of the older generation. Most respondents give a positive as-
sessment to the couple, who do not seek to register their relationship, saying that
in the modern world this is a normal model of behaviour, explaining their position
by the fact that marriage now “does not matter at all”. The younger generation
perceives such people as having hedonistic value orientations (“7They probably
feel comfortable this way — not to change anything, but just have fun together”),
striving for self-realisation and financial solvency (“They are not yet well-off to
start a family”). The unwillingness to have children is perceived by the respon-
dents of the younger generation as a desire to avoid responsibility (“They don’t
want to burden themselves with children’’) and immaturity (“That is, they live for
themselves. Maybe even with some kind of infantilism, as it were”). That is, nega-
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tive assessments of situations that demonstrate immature behaviour according to
the criteria of marriage and the presence of children are practically not found in
the younger generation.

The criterion of working life is also perceived by the younger generation
differently than by the older one. Half of the respondents rated a non-working stu-
dent as immature ( “Dependent”, “Looking like some kind of infantile’). However,
the explanation of such a lifestyle is different from that of the older generation:
the younger generation is less likely to attribute negative personal qualities to such
a person, more often they say that the reasons are the family’s well-being and
(as mentioned above) hyper-care ( “Perhaps, the parents insist on this way of
life”’). The perception of the younger generation of a situation that demonstrates
the standards of the older generation in “mature” behaviour is mainly based on
negative assessments (It seems like I should pop a kid so as not to be different?”,
“Call this a hunch but they somehow rushed into it”).

The third (quantitative) stage of the study. The revealed difference in rela-
tion to social maturity criteria was interpreted using the analysis of the third
(quantitative) stage of the study, which was focused on the values of millennials
and the perception of these values by Gen Xers. Thus, the following criteria are
rated by the millennials higher as compared to the Gen Xers: ‘Pleasures’ (u = 62.7)
(fourth place vs. ninth place), ‘Diversity’ (u = 62.7) (third place vs. sixteenth place),
‘Individuality’ (u = 64.1) (second place vs. nineteenth place). The top five values
according to the millennials also includes ‘Knowledge’ (n = 63.5) (according to
the Gen Xers, it is ranked only thirtieth). In turn, ‘Social Utility to Society’ (n = 36.9)
is ranked only seventeenth (but fifth, according to Gen X); ‘Happy family life’ is
ranked sixteenth by the millennials (n = 37.4) (whereas it is ranked tenth, accor-
ding to Gen Xers).

Table

Gen Y values (according to Rokeach Value Survey)
as perceived by millennials themselves and by Gen Xers

Rank Gen Y values (self-perceived) Gen Y values (perceived by Gen X)
1 Comfortable life Comfortable life
2 Pleasure Pleasure
3 Inner harmony Interesting job
4 Self-development True friendship
5 Social recognition Health

Answering the question “What values do you think are characteristic of mil-
lennials?”, the Gen Xers ascribe to them the desire for a ‘Comfortable life’ (first
place), ‘Pleasures’ (second place), ‘Interesting work’ (third place). The millennials
perceive themselves in a similar way: when they answer the question “What values
do you think are characteristic of Gen Xers?”, they also mention ‘Comfortable life’
(first place) and ‘Pleasures’ (second place), adding ‘Development’ and ‘Public
recognition’ (fourth place) and (fifth place) respectively (see Table).
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Discussion

The data obtained at the third stage indicate that there exists a certain value
gap between the generations under study, which was confirmed in a number of pre-
vious works (Yemelyanova, 2019; Martsinkovskaya, Poleva, 2017; Rean, Shagalov,
2018; Omelchenko, 2012). The results can be combined and, as a result, we can
note that millennials are characterised by a shift in values towards individualistic
ones associated with hedonism and self-development and, accordingly, indicate
a certain rejection of conditionally collectivistic values, a decrease in the signifi-
cance of family values, which was also confirmed in a number of earlier studies
(Radaev, 2019; Khriptovich, 2015; Billari, Liefbroer, 2010).

In this context, it is curious enough that the perception of the millennials by
themselves and the perception of the millennials by the Gen Xers is in logical conso-
nance (both the Gen Xers and the millennials see the latter as an individualistic
generation, striving for self-realisation and hedonism). But at the same time, the fac-
tor of well-being (‘Money’), the importance of which both generations attribute to
the millennials (first place), in fact, does not find a place even in the top ‘five’ of their
values. The Gen Xers do not blame the millennials for their individuality and chan-
ging the social maturity criteria, find excuses for them in the changed social con-
text (e.g. desire to make a career, receive an education; positive trends in the economy,
the cult of consumption) and, as a result, in the values of millenials; but neverthe-
less, they think of the younger generation as less mature, and often as trying to avoid
responsibility (if they do not want to have children and start a family).

In the perception of the millennials, the changed social context is not something
that has to be accepted as a forced necessity but rather as new positive trends. In-
stead of the familial and collectivistic values, which seem to be closely related to
marriage and children, there come individualistic values, where the leading posi-
tions are held by the values of self-development (‘Cognition’, ‘Education’) and
hedonism (‘Pleasure’, ‘Diversity’). Similar results were obtained earlier in the Wes-
tern studies (Bruce, Kelly, 2013). Perhaps, this ‘tandem’ of self-development and
hedonism explains the later start of the millennials in terms of making a career
and gaining financial independence and, accordingly, the low value of ‘Money’
(contrary to the stereotypes of the Gen Xers and the autostereotypes of the millen-
nials themselves). The low importance of financial achievements is easily explained
by the relative economic prosperity, under which this generation socialised, as well as
the primacy of the values of self-development, which are higher than the values of
material wealth. Moreover, it is possible, in the eyes of other generations, the de-
sire for hedonism is erroneously associated with the desire for financial savings,
which gives rise to such erroneous stereotypes. These data are consistent with
the previously obtained results (Rean, Shagalov, 2018), in which the younger ge-
neration appreciates pleasure and freedom, but does not tend to separate financial-
ly from adults, thereby offering, in fact, new social maturity criteria.

The results obtained on a sample of modern Russian millennials generally
correspond to similar trends in this generation identified in a number of Western
studies (Billari, Liefbroer, 2010; Lusk, 2007; Twenge, Campbell, 2009): changes
in the social maturity criteria and stereotypes about infantilisation of millennials (Ar-
nett, 2000), apparently, are part of the global psychological portrait of the modern
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millennials, and there is no need to talk about the same values behind this portrait:
the different cultural and historical context of the socialisation of these generations in
different countries naturally introduces differences in their value orientations.

Conclusion

So, the conducted quantitative and qualitative research allows us to conclude:

1) both generations recognise the existence of intergenerational differences,
the main of which (in the context of this study) is in the perception of social ma-
turity criteria;

2) the Gen Xers perceive marital cohabitation, having children and financial
independence as attributes of entry into adulthood, which for a number of reasons,
the millennials decided to reject;

3) the millennials recognise the rejection of the previously existing criteria of social
maturity and not only justify them but perceive them as a whole much more positively;

4) the absence of early marriages and the later birth of children for the millen-
nials is a conscious choice, and they find the reasons for such behaviour in the great
opportunities that society gives them, which, among other things, allow them to
better prepare for family life. In addition to the influence of society, some of the mil-
lennials tend to blame the previous generation for hyper-custody, which allowed
them to alienate the classic standards of ‘adult’ behaviour;

5) modern Russian millennials in general reproduce similar trends (in relation
to social maturity) inherent in this generation in the West;

6) the Generations X and Y treat and interpret changes in the perception of social
maturity criteria in a similar way; the Gen Xers are relatively tolerant of these changes;

7) the general consensus in the mutual and individual perceptions of values
by the Gen Xers and millennials, the tolerance of the older generation to the younger
one in terms of accepting these changes against the backdrop of serious value dis-
sonance between the two generations allows us to make a positive forecast for
productive and effective communication and interaction between these cohorts.

However, the study has a number of limitations, the main of which are
the following:

1) the study allows us to talk about the differences of generations in terms of
attitude to maturity only in terms of perception of values in the context of social
criteria but we cannot analyse the deeper psychological mechanisms of growing
up, which does not reduce its value;

2) the study did not provide a distinction between generational and age-related
factors by measuring the characteristics of identification with a particular genera-
tion. At the same time, the cohort analysis performed at the first stage partly al-
lows us to remove this limitation;

3) the study did not consider gender differences between generations, which
is a prospect for further research.
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Bocnpustue Kputepues counasibHOM 3pesiocTm,
CaMOBOCNPUSATUE U LEHHOCTHbIE OpUeHTaunumn
npeacrtasutTenein pocCUMNCKOro nokoneHus «<Urpek»

A.M. Pukeuan

MocKOBCKHI rOCy1apCTBEHHBIN YHUBepcUuTeT uMeHn M.B. JIoMmoHOCOBa
Poccuiickaa @edepayus, 119991, Mockea, Jlenunckue eopwi, 1

AnHoTanus. B coBpeMeHHOM MHupe pa3HHIA MEXKIy MOKOJICHHSIMI CTAHOBHUTCS BCe OoJee
oueBUIHON. Bce uaie oTMmeuaeTcss HapylieHHE MEXKIIOKOJSHHONH TPaHCMHUCCHU IICHHOCTEH,
Bce OOJBINE BBIACISCTCS PasMIiid MEXIy MOKOJCHUSIMH. V3ydaroTcss 0COOEHHOCTH, OTIIMYa-
IOLIE€ COBPEMEHHBIE ITOKOJIEHUS APYT OT ApYyTa, LIEHHOCTH MOKOJEHUH, a TaK)Ke BOCHPUSATHE
9THUX LIEHHOCTEH KaK KOHKPETHBIM MOKOJIEHUEM, TaK U MPEACTABUTENSIMH B3aUMOJICHCTBYIOLINX
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¢ HUM KoropT. HekoTopsle uccienoBarean OTMEYArOT, YTO COBPEMEHHOMY MOJIOZIOMY IOKO-
JIeHUIO (TaK Ha3bIBaeMOMY MOKOJIeHUIO «rpex») B CpaBHEHUH C UX POJAUTEISIMU (TaK Ha3bl-
BaeMbIM IOKOJIeHHeM «JKC») CBOMCTBEHEH OTKa3 OT MPUHSTBHIX PaHEEe KPUTEPHEB COIMAIBLHOM
3penocT (KOTOPYIO MOJKHO ITOHUMATh KaK COOTBETCTBHE PALY COLUAIBHO-IICHXOIOTMIECKUX
CTaH/IapTOB), OIHAKO MCCIIEIOBAHMUS, 3aTParuBaloLIye JaHHYIO TEMY, IPAKTHYECKU OTCYTCTBYIOT.
Beuto mpoBeneHo TpexdTanHoe (KOJMYEeCTBEHHOE M KadyeCTBEHHOE) HCCieqoBaHue (MEpBbBIi
atam, N = 349 gein.; Bropoit atan N = 25 gen.; tpetuid atanm N = 100 gen.). Ha nepBom 3tamne
HCTIOJIF30BAITICH W aHATM3UPOBAIHCH JAHHBIC JIOHTHTIOAHOTO OOCIEIOBAHMS JOMOXO3SHCTB
PM33 HUY BIID; Ha BTOpOM — NPOBOAMIACH CEpHUS MOMYCTPYKTYPUPOBAHHBIX MHTEPBHIO
10 TEME BOCIIPUATHSI COLIUANIBHOMN 3pEJIOCTH; HA TPETHEM — UCCIIEI0BAIUCH LIEHHOCTH I1OKOJIEH-
YEeCKHUX KOTOPT € MOMOIIbI0 MeToIuKU «LleHHOCTHBIE opueHTauum» M. Poknya u aBTOpcKoit
AHKETHI, MO3BOJISIONIEH OLEHUTh BIUSHHUE KYJIbTYPHOTO KOHTEKCTa Ha (pOPMHpPOBAHUE LICH-
HOCTeH. B pamkax mepBoro (BCIIOMOTaTeNsHOT0) 3Tala MOATBEpAMIAcCh 06a30Bas THIIOTE3a O
Pa3NUYMAX B COOTBETCTBUH COIMATBHBIM KPUTEPHSIM 3PEIIOCTH (BO3PACT BCTYIUICHUS B Opak,
MOSIBJIGHUS IETeH B ceMbe, 0OpeTeHus] (PUHAHCOBOM HE3aBUCHUMOCTH) Y MOoAoro («Mrpex»)
u crapuiero («Mkc») mokoseHnit COBpPEMEHHBIX POCCHsH. B paMkax BTOporo 3tama ObUIH BbI-
SIBJICHBI OCOOCHHOCTH BOCHPHSTHS JaHHBIX Pa3lIMunil, a C TIOMOIIBIO PE3yIBTATOB TPETHETO
9Tamna OblIa MpeUIoKeHa HHTEPIIPETANNS OTYUYCHHBIX Pa3InIUi C IIOMOIIBIO BBIIBICHHEBIX Y
nokoJieHust «Mrpex» eHHOCTeH U 0COOCHHOCTEH BOCIIPHUATHS 3TUX LIEHHOCTEH UM caMHUM U
nokosieHneM «Mke».
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