Twenty Item Values Inventory (TwIVI) & Ten Item Values Inventory (TIVI): Administration and Scoring Instructions 

The TwIVI and TIVI are 20- and 10-item measures of Schwartz’s ten personal values. They were adapted from Schwartz’s PVQ-40. 

Original Reference: 

Sandy, C. J., Gosling, S. D., Schwartz, S. H., & Koelkebeck, T. (2016). The development and validation of brief and ultra-brief measures of values. Journal of Personality Assessment.

Abstract 

Values are a central personality construct and the importance of studying them has been well established. To encourage researchers to integrate measures of values into their studies, brief and ultrabrief instruments were developed to recapture the 10 values measured by the 40-item Portrait Values Questionnaire (PVQ; Schwartz, 2003). Rigorous psychometric procedures based on separate derivation (N = 38,049) and evaluation (N = 29,143) samples yielded 10- and 20-item measures of values, which proved to be successful at capturing the patterns and magnitude of correlations associated with the original PVQ. These instruments should be useful to researchers who would like to incorporate a values scale into their study but do not have the space to administer a longer measure.


Administration 

The TwIVI and TIVI are composed of short verbal portraits of individuals. It is the job of the respondent to rate on a scale from 1 (“not at all like me”) to 6 (“very much like me”) how similar or dissimilar they are to the person being protrayed. 

For example, 
“She likes to take risks. She is always looking for adventures.”

We recommend creating a branching logic at the beginning of the survey so that participants may be presented with their preferred pronouns (e.g., he, she, they). 


Scoring 

There is no reverse scoring. For each value, take the average of the items. For the TIVI, there is only one item per value. 

TwIVI 

Conformity: 1, 11; Tradition: 2, 12; Benevolence: 3, 13; Universalism: 4, 14; Self-Direction: 5, 15; Stimulation: 6, 16; Hedonism: 7, 17; Achievement: 8, 18; Power: 9, 19; Security: 10, 20.

TIVI
Conformity: 1, Tradition: 2, Benevolence: 3, Universalism: 4, Self-Direction: 5, Stimulation: 6, Hedonism: 7, Achievement: 8, Power: 9, Security: 10. 


Data Analysis 

People systematically differ in their ratings of value importance. Some people rate only a few values highly, others rate most values highly, and some sit in the middle. It is critical to control for these differences in order to retain accuracy of the values measurement when comparing individuals or groups (Schwartz, 2004). Values priorities (or the relevant tradeoff between values) have a strong effect on behavior and attitudes and must therefore be captured accurately.

Researchers may use one of two approaches to control for response differences. 

1) Covariate Analysis. Treat each individual’s mean response to all items as a covariate in your analyses (Schwartz, 1992). This technique partials out the effect of individual differences in mean response level while leaving the distribution of responses within individuals unchanged. 
2) Mean Center. Center each individual’s responses around his or her mean response to all 20 (TwIVI) or 10 (TIVI) items.
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