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Abstract

The main purpose of this paper is to assess a possible impact millennials will have 
on the future business environment of Industry 4.0, based on their personal value 
orientations. Millennials are taking over important roles in organizations, but their 
personal values are significantly different from those of older generations. This 
paper shows that, based on the Schwartz’s value survey with N=371 Slovenian 
respondents, millennials are in general more inclined toward values connected 
to personal growth and freedom from anxiety, emphasizing self-transcendence 
and openness to change, than toward self-protection and anxiety avoidance, 
understating conservation and self-enhancement values. These cognitions can 
have significant implications in shaping the future business environment of 
Industry 4.0, as it can become more open, understanding, collaborative, accepting, 
and generally more supporting, thus creating the evident millennials’ effect. 
Even though millennials are in general well prepared for the future business 
environment, organizations will have to, in order to retain the millennials, reshape 
their current organizational environment to better reflect the millennials’ views.

Keywords: millennials, Industry 4.0, personal values, predicting business 
environment, business ethics, digitalization, Schwartz value survey

Introduction

Millennials, the generation often recognized as being born between 1980 and 
2005, is increasingly taking over important roles in organizations and making 
a significant impact on the current business environment (Twenge et al., 2012; 
Weber, 2017; Akers, 2018). As the largest generation born, millennials are differ-
ent than previous generations (Twenge, 2010), and nowhere is this more evident 
than in their attitudes and behaviors (Gibson et al., 2009). 

Individuals’ attitudes and behaviors are in large part driven by their personal 
values (Rokeach, 1973; Ajzen 1991; Schwartz, 1992; Schwartz, 1994); thus, in 
this study, they can present a base for a key insight into understanding the way 
future business environment will develop. This fact is also widely recognized by 
scientists, who continuously find that personal values indeed have a predictive and 
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influential impact on the behaviors and attitudes of the in-
dividuals (Ajzen, 1991; Schwartz, 1992; Verplanken, 2004; 
Roccas & Sagiv, 2010; Weber, 2017). 

Personal values act as a cognitive filter of sorts. They reflect 
individual’s abstract personal perceptions of the correct 
behavior into the real environment (Spranger, 1928; Rokeach, 
1973; Schwartz, 1992). However, not all personal values are 
of equal importance to an individual, which is attributed to 
individual’s different personal motivations, beliefs, goals, etc. 
(Schwartz, 2012; Schwartz et al., 2012). This creates a gap 
between the types of personal values different generations 
hold, which has significant implications in the workplace and 
in a larger frame, in the business environment (Gibson et al., 
2009; Twenge et al., 2012; Weber, 2017). 

Older generations of employees and managers such as Gen 
X (born between 1965–1980) hold different sets of personal 
values than younger generations (Sessa et al., 2007; Gibson, 
et al., 2009; Twenge et al., 2012; Weber, 2017). They are 
usually more inclined toward security, conformity, tradition, 
benevolence, and universalism than millennials (see Ng et 
al., 2010; Twenge, 2010; Nedelko 2015; Weber, 2017). This 
means that the current business environment was fundamen-
tally shaped by the personal values of previous generations, 
and that millennials will shape it according to their prom-
inent personal values. Thus, in this paper, we put forward 
the notion that the potential impact of millennials on the 
future business environment can be predicted on the basis 
of their personal values. Pairing these cognitions with the 
current trends in business and economic practice presents an 
important opportunity for applicable study.

Current trends in economic and business practice are 
nowadays firmly focused on the changes that digitaliza-
tion, which is showing itself in the form of the Industry 4.0 
phenomenon, will bring (Müller et al., 2018; Bonilla et al., 
2018; Piccarozzi et al., 2018). Digitalization has, especial-
ly in the last decade, had a severe impact on the economic 
system (Scholz et al., 2018) and, within it, the organizations 
(Mohelska & Sokolova, 2018). Organizations can be con-
sidered as core entities of an economic system (Perrow, 
1991); therefore, their role in the development of the future 
business environment is paramount.

The pillars and orientations of Industry 4.0, which are aiming 
to profoundly change the normal business practice through 
digitalization, automation, and artificial intelligence will also 
have a severe impact on employees (Črešnar & Nedelko, 
2017; Schneider, 2018; Črešnar et al., 2019). The complemen-
tarity between the personal values of millennials, who are the 
future employees, and the organization’s requirements in the 
future business economy will also have to be addressed. But, 
more importantly, no studies have yet presented the potential 

impact millennials might have on the future business envi-
ronment, looking through the lenses of their personal values.

This paper offers significant contributions to business 
practice, management, and other social academic disciplines. 
It offers a theoretical assessment model of the changes that the 
millennial generation will likely bring to the future business 
environment, based on their personal values. Moreover, it 
presents personal value orientations of 371 Slovene millenni-
als based on Schwartz’s (2012) value survey. Results provide 
the starting point, which organizations can use to plan the 
recruitment processes, succession, training and learning, de-
velopment, and other employee-related strategic activities.

Theoretical Background

Concept of Personal Values

The deep nature of personal values has, through the decades, 
been studied by scientists who were fascinated with how 
those values ultimately affect human behavior (Kluckhohn, 
1951; Rokeach, 1973; Schwartz, 1992, Schwartz, 1994; 
Schwartz, 2012). Looking at personal values from a purely 
applicable and practical standpoint, such as considered in 
this paper, the concept can be applied in various scientific 
fields, e.g., in humanities, social sciences, etc. (Sagiv et al., 
2017). Personal values are most often described as a set of 
abstract goals, beliefs, etc. that influence a person’s view 
of the world (Rokeach, 1973; Schwartz, 1992). But we can 
describe them, as a cognitive filter, through which a person 
is judging specific real-world circumstances. The study of 
personal values has therefore attracted scientists in various 
fields in trying to describe or predict the specific behavior 
of certain individuals (see Grojean et al., 2004; Bruno & 
Lay, 2008; Twenge, 2010; Nedelko, 2015; Weber, 2017, 
etc.). Specifically, in the context of business economy, sci-
entists have most often gravitated toward linkages between 
personal values and leadership or management (Grojean et 
al., 2004; Bruno & Lay, 2008; Nedelko, 2015; Akers, 2018), 
personal values and organizational ethics or social responsi-
bility (Poto & Lay, 2008; Nedelko, 2015; Nedelko al., 2017), 
personal values and management innovativeness (Nedelko 
& Potočan, 2019), the role of personal values in supporting 
innovativeness (Dabic, Potocan, & Nedelko, 2017), etc.

Through the extensive development of the concept, scien-
tists were starting to notice a pattern of consistent (univer-
sal) structure that personal values have (Rokeach, 1973; 
Schwartz, 1992). In this paper, we base our cognitions on 
Schwartz’s (1992; 1994; 2012) theory, who proposed the 
following structure of personal values in 1992 but refined 
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the concept through the years. Schwartz (1992) proposed 10 
specific dimensions or types of personal values, which differ 
according to a person’s motivation. These are, namely:
1. Power: explaining persons inclinations towards author-

ity and wealth or to dominate and control other people.
2. Achievement: focusing on a person’s capacities, com-

petencies, and ultimately personal success. 
3. Hedonism: a pure focus on self-gratification and pleas-

urable enjoyment of life. 
4. Stimulation: tendencies toward exciting, varied, and 

challenging life. 
5. Self-direction: emphasizing freedom, creativity, and 

curiosity. 
6. Universalism: explaining tolerance, understanding, and 

tendency to protect nature and all living creatures.
7. Benevolence: reflecting honesty, helpfulness, and for-

giveness toward others.
8. Tradition: accepting the culture or religion along with 

customs and ideas of the society. 
9. Conformity: explaining obedience, politeness, and re-

sistance to actions that may harm others. 
10. Security: emphasizing on stability, safety and harmony 

of the country, relationships, and of the individual.

From these 10 main types of personal values, four higher 
dimensions became clearly visible, namely, (1) self-en-
hancement, joining power, hedonism, and achievement; (2) 
openness to change, explaining stimulation, self-direction, 
and hedonism; (3) self-transcendence, encompassing be-
nevolence and universalism; and lastly (4) conservation, 
reflecting security, conformity, and tradition. The first two 
higher dimensional values reflect personal interest, and the 
second two reflect social interest of a person (Schwartz, 
1992). Still, these dimensions are even more expended to the 
level of sectors. Self-transcendence and openness to change 
fall under the sector of personal growth and freedom from 
anxiety, where conservation and self-enhancement fall under 
self-protection and anxiety avoidance sector (Schwartz et 
al., 2012). The theory has since 1992 expanded and became 
more refined (see Schwartz et al., 2012). 

An important theoretical notion, on which we base the ap-
plicative results of this paper, states that personal values are 
able to predict individual’s future behavior, the concept is 
presented in Figure 1 (Ajzen, 1991; Schwartz, 1992; Ver-
planken, 2004; Roccas & Sagiv, 2010; Weber, 2017).

The strength of this concept is in the idea that personal values 
create attitudes (Schwartz, 1992; Roccas & Sagiv, 2010; 
Schwartz, 2012), which in turn influence behavioral intention 
that results in a certain behavior (Ajzen, 1991). This means 
that, for purposes of this study, we are using this concept to 
predict the changes in the future business environment, which 
will be influenced by the millennials’ personal values.

Millennials and Their Personal Values

Millennials are, in general, different than previous generations 
(Twenge, 2010; Ng et al., 2010; Twenge et al., 2012; Weber, 
2017; Akers, 2018). Born between the 1980 and 2000 (or 
sometimes 2005), it is estimated that millennials are the largest 
generation ever to be born, counting around 80 million indi-
viduals. This generation grew up in the era of rapid advances 
in digital technology and computation, giving them a unique 
information-based life experience, which previous generations 
did not have (Weber, 2017). These profoundly different life ex-
periences have shaped millennials’ personal values differently 
from those of previous generations. As Weber (2017, p. 519) 
argues, specific personal values have varying degrees of impor-
tance for different generations, which is often the result of the 
aforementioned different life experiences.

In general, the millennials are considered to be more flexible, 
adaptive, open to change, and hedonistically oriented than 
Generation X, who are more conservative and value more 
tradition in the sense of stability, hard work, and security 
(Lester, 2011; Ahn & Ettner, 2014; Akers, 2018). Further-
more, millennials in management have different values in 
the sense that they are more self-centered and less other-cen-
tered, meaning that they prioritize self-enhancement more 
than self-transcendence. This also reflects in the fact that 
they give more importance to the competencies and skills; 
however, it is peculiar that, at the same time, they also have 
higher moral values. Millennials also value friendship, love, 
and ambition more than previous generations (Gibson et al., 
2009). Ng et al. (2010) find that millennials are prioritiz-
ing parts of the job, which are individualistically oriented, 
meaning that they want to be promoted fast and develop 
their competencies to become better at their job. At the same 
time, however, they value their lives outside of work. Weber 
(2017) also argues that high moral and ethical values make 
millennials prepared to enter today’s business environment.

Personal values Attitudes Behaviour

Figure 1. Theoretical Model of How Values Influence Behavior

Source: Adapted from Ajzen, 1991; Schwartz, 1992; Schwartz, 1994
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With reference to research results from the studies of millenni-
als’ personal values from other Western and developed econo-
mies (Gibson et al., 2009; Ng et al., 2010; Twenge et al., 2012; 
Weber, 2017), we can postulate the following hypothesis. 

Hypothesis: Millennials hold self-protection and anxiety 
avoidance sector values more prominently than values of 
personal growth and freedom from anxiety. Thus, they are 
emphasizing self-enhancing and conservation values more 
than self-transcending and openness to change values.

However, the business environment is constantly changing, 
and especially in the global business economy, trending more 
toward multidisciplinary approaches to problem-solving, 
teamwork, more democratic leadership, more important roles 
of employee creativity and productivity, outstanding ethics 
of employees and organizations, etc. These trends are, in a 
large part, based on the business practices that are typical for 
Industry 4.0-based business environment and were shaped by 
digitalization (Spath et al., 2013; Erol et al., 2016; Prifti, et al., 
2017; Črešnar & Nedelko, 2017; Scholz et al., 2018; Enke et 
al., 2018). Thus, these cognitions call for the reexamination 
of the personal values of the future employees and the role of 
personal values in future workplace environment.

Effects of Digitalization on the Business Environment

When pushing the paradigms of current science, both 
natural and social, there are a lot of discussions about the 
phenomenon of digitalization. This phenomenon has, in the 
last decade, caused profound changes in the natural environ-
ment, society, and, consequently, in the business economy 
(Scholz et al., 2018; Bonilla et al., 2018). Its importance 
for the progress of human species can be rivaled with such 
events as the development of agriculture or mastering the 
fire (Takács-Sánta, 2004; Scholz et al., 2018). Put in simple 
words, digitalization is a process of representing the real 
world with digital symbols using digital technologies (Scholz 
et al., 2018). But nowhere are its effects more evident than 
in the manufacturing and industrial sector, which gave rise 
to the phenomenon of Industry 4.0, where business digital-
ization is at its strongest (Bressanelli et al., 2018). Industry 
4.0 aims for a new industrial revolution while integrating 
automation, Internet of Things, cyber-physical systems, ar-
tificial intelligence, and smart manufacturing (Wang et al., 
2016; Roblek et al., 2016).

So, what are the expected effects of digitalization on the 
business environment? If we examine the issue through the 
lenses of which new competencies employees will have 
to have, we see that an increasingly multicultural environ-
ment will require employees to be more inclined toward 
teamwork, social interactions, collaborations, adaptivity, 

flexibility, ethics, etc. (Erol et al., 2016; Herold et al., 2016; 
Prifti et al., 2017, Enke et al., 2018) prompting a high need 
for benevolence and universalism values. Moreover, it is 
expected from employees to be highly creative, innovative, 
open to learning, emotionally mature, and able to self-man-
age (Erol et al., 2016; Herold et al., 2016; Prifti et al., 2017), 
which calls for high self-direction and stimulation values. 
But contrary to a different note, due to the high multicultur-
al, multidisciplinary, and collaborative environment toward 
which business is apparently striving, personal values 
for power, security, achievement, and tradition are not as 
emphasized. However, they will be mandatory for future 
leaders (Bowels, 2015; Herold, 2016; Akers, 2018).

In consequence of these changes, the question of which 
values, attitudes, and behaviors employees have and how 
this affects the future industry becomes relevant. Therefore, 
an empirical examination to address this issue is needed.

Methods

Sample and Procedures

The data for this study were obtained with a survey in 2018 
conducted among Slovenian young adults, who can be char-
acterized by their age into the millennial generation. Ad-
dressing the cognition that this generation is technologically 
adapted, we conducted a survey online and spread it through 
the population with the help of social media tools. For the 
analysis in this study, we use N=371 returned questionnaires 
with no missing data. The sample size is approximately the 
same as the sample size in other studies of personal values 
in students (see Schwartz et al., 2012). Also, the sample is 
large enough for the analyses of mean values, to draw from 
it meaningful conclusions (Couper, 2000).

In the obtained sample, there are 58% of female respondents 
and 42% of male respondents. With regard to respondents’ 
place of residence, 41.5% live in a large city and 58.5% 
live in a suburban town or on a countryside. On average, 
respondents are 22.62 years old with a standard deviation of 
2.85 years. The youngest respondent was 16 years old; the 
oldest respondent was 35 years old.

Measures

To measure personal values of millennials, a refined theory 
of personal values with a short value survey was used as 
a base for conducting a survey (Schwartz et al., 2012). In 
the survey, there were 26 items or individual values, which 
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were then joined into constructs of 10 main types (subdi-
mensions) of personal values according to the theory indi-
cations of where each item fits a subdimension (Schwartz, 
1992; Schwartz, 1994; Schwartz, 2012; Schwartz et al., 
2012). To grade personal values, millennials were able to 
select an answer on a 6-point Likert type scale, from 1 = 
this is nothing like me to 6 = this is very much like me. In 
previous studies of students’ (approximately the same age 
as millennials) personal values with Schwartz value survey, 
6-point scales were also used in Turkey, Switzerland, Israel, 
and Germany (see Schwartz et al., 2012).

Results

Statistics in Table 1 show interesting and peculiar rankings 
of personal values among Slovenian millennials, suggest-
ing that further investigations are necessary. According to 
the results, at the forefront are personal values connected 
to personal growth and freedom from anxiety. The high-
est-ranked personal value of Slovenian millennials is be-
nevolence (ӯ=5.11; σ=.79). Following are self-direction 
(ӯ=5.00; σ=.77), hedonism (ӯ=4.87; σ=.88), and univer-
salism (ӯ=4.82; σ=.72). Next, personal values connected 
more to self-protection and anxiety avoidance come to the 
forefront. Namely, achievement (ӯ=4.69; σ=1.02), security 
(ӯ=4.46; σ=1.10), stimulation (ӯ=4.15; σ=1.04), tradition 
(ӯ=3.42; σ=1.56), conformity (ӯ=3.40; σ=1.11), and, lastly, 
the lowest-ranked personal value is power (ӯ=3.05; σ=1.06).

Table 1. Results of the Mean Value Analysis and Corresponding 
Ranks

Personal Value Mean Standard 
Deviation Variance Rank

Benevolence 5.11 .79 .62 1.

Self-direction 5.00 .77 .60 2.

Hedonism 4.87 .88 .78 3.

Universalism 4.82 .72 .52 4.

Achievement 4.69 1.02 1.04 5.

Security 4.46 1.10 1.22 6.

Stimulation 4.15 1.04 1.08 7.

Tradition 3.42 1.56 2.44 8.

Conformity 3.40 1.11 1.24 9.

Power 3.05 1.06 1.12 10.

Notes: Sample size is 371; in shaded fields are values connected to 
personal growth and freedom from anxiety; in unshaded fields are 
values connected to self-protection and anxiety avoidance.
Source: Author’s calculations.

Results in Table 1 also show thought-provoking variability 
when examined through the lenses of rankings. As rankings 
of personal values decrease, i.e., lose their subjective impor-
tance in the sample, the variability of the results increases. 

It is evident that personal values at the top of the rankings 
have lower standard deviations and variances (no. 1 = be-
nevolence; σ=.79; s2=.62) than personal values at the bottom 
of the rankings (no. 10 = power; σ=1.06; s2= 1.12).

Discussions and Recommendations

What Value Profile of the Millennials Do the Results 
Indicate?

It is evident that, based on the millennials’ personal values 
rankings, they will be striving more toward personal 
growth in the workplace. That notion falls in line with 
Industry 4.0 competence models, which encourage such 
endeavors (Erol et al., 2016; Prifti et al., 2017; Enke et al., 
2018). On the same note, the millennials will also be more 
inclined toward ridding themselves of anxiety rather than 
only avoiding anxiety. This suggests a proactive behavior 
toward self-management, creativity, and openness toward 
new opportunities and toward other people, which is also 
needed from future employees (Prifti et al., 2017; Grzy-
bowska & Lupicka, 2017). The lack of their focus on tra-
dition, security, and conformity further strengthens a case 
of their fit in the future business environment. With regard 
to self-enhancing values of power and achievement, these 
are not among top-ranked, even though other studies have 
found these to be more prominent in millennials (Ng et al., 
2010; Twenge, 2010; Nedelko, 2015; Weber 2017; Akers, 
2018). Thus, we reject our hypothesis, as clearly Slovene 
millennials categorically prioritize personal values of 
personal growth and freedom from anxiety. This peculiar 
fact may have some implications in former political orienta-
tion, where in the socialistic/communistic Yugoslav regime 
such communal values were heavily encouraged (Rokeach, 
1979). Thus, it is possible that some of the “old” principles 
were transferred from parents to children with means of 
childhood value indoctrination (Baer Jr., 1977), which is 
showing up nowadays in the form of our results. 

With regard to the higher variability of low-ranked personal 
values, the results suggest that, in general, the millennials 
are homogeneous in self-transcending values and in part 
in openness to change. This indicates that these personal 
values are well rooted in society. However, with regard to 
conservation and self-enhancement values, high variability 
suggest that millennials have different goals or motives 
when striving for power and achievement or emphasizing 
conservation. Therefore, although the millennials are, in 
general, benevolent and open, there are also those among 
them who strive for power and achievement but, at the same 
time, remain benevolent and open. Overall, with regard to 
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business practice, we can conclude that millennials are 
prepared for the future business environment of Industry 
4.0, looking through the lenses of their personal values. 
Even though a recent survey found that, based on their ex-
pectations and disappointments, they might not be prepared 
for it (Deloitte, 2018).

How Will Millennials Impact the Future Business 
Environment?

Employers, practitioners, and scientists have voiced their 
requirements for employees’ competencies and demeanor 
in the future Industry 4.0. But millennials, special as 
though they are, will undoubtedly shape it to suit their 
values; therefore, the “millennials’ effect” will be evident. 
For instance, millennials who are supposed to be self-cen-
tered in comparison with previous generations (Twenge et 
al., 2012; Weber, 2017) are not showing these tendencies 
according to the results of this paper. Focusing more on 
others may indicate a more open, collaborative, and accept-
ing working environment. High ranking of hedonism also 
indicates that personal time and enjoyment of life will be an 
important factor; thus, it can be expected that millennials 
will require more vacation time and work harder during 
normal working time.

In contrary with older generation employees (Gibson et 
al., 2009; Twenge, 2010; Weber, 2017), millennials do not 
place a lot of emphasis on conservation values of security, 
tradition, and conformity, which can further suggest a more 
open and free future business environment. However, it is 
curious that, in the case of Slovenia, recent and past study 
results indicate that Slovenian managers also do not put 
crucial importance on these values, in comparison with 
other developed economies (Piciga & Musek et al., 1992; 
Nedelko & Potočan, 2019), which further strengthens 
the implications the former regime had on personal value 
development.

Some millennials undoubtedly do place a lot of emphasis 
on self-enhancing values (Ng et al., 2010; Weber, 2017). 
This can be a result of their upbringing, as they were, 
through television and later on through social media, more 
subjected to various success stories of famous people, 
which were put forward as highly valued endeavors in the 
society (Weber, 2017). But it is suggested that millennials 
with high self-enhancing values may make good leaders in 
the future Industry 4.0 (Bowels, 2015; Akers, 2018). This, 
coupled with high self-transcending values, which are ac-
cording to this study highly ranked and homogeneous, can 
support the notion of more open, understanding, collabo-
rative, accepting, and generally supporting future business 
environment.

With regard to millennials’ effect on the organizations and 
their management, several key points can be outlined. A 
growing projected shortage of workers in Western econ-
omies suggests that millennials will have the option to 
choose between organizations for which they wish to work 
for (Ng et al., 2010). This means that organizations should 
be prepared and have strategies in place to ensure low 
employee turnover rate and have reward systems in place to 
ensure that millennials will be loyal to organizations that, 
according to Lancaster and Stillman (2002), are currently 
not. Setting the proper work environment will be key to re-
taining millennials; here, the results from personal values 
profiles can be significant. To reflect their general personal 
values, the future business environment should be oriented 
to enable millennials to develop, have more available 
leisure time, while reflecting universal, progressive, and 
benevolent attitudes toward others and the environment. 
These cognitions can thus enable organizations, especially 
in the manufacturing sector, which is the most tightly con-
nected to Industry 4.0 (Müller et al., 2018) a comprehensive 
framework to plan the recruitment processes, succession, 
work design, training and learning, development, etc.

Future Directions and Study Limitations

To further enhance the cognitions, additional studies on 
millennials’ personal values should be conducted with con-
nection to the future business environment of Industry 4.0. 
Specifically, the comparison between the millennials from 
different parts of the Western world, and also comparison 
between different age groups within the millennial gener-
ation, can add benefit toward more comprehensively under-
standing the personal value dynamics and consequently their 
impact. To obtain a more accurate picture of their impact, the 
millennials’ attitudes toward digitalization-based business 
environment can further enrich the existing models.

Several limitations of the study can also be outlined. The 
sample is conveniently taken; thus, generalizations of the 
results are more difficult to make. Also, the sample is 
taken from the Slovenian population, which can have some 
implications in the results due to the Slovenian gradual 
transitional approach to a free market economy. A self-as-
sessment method was used, which can also influence the 
results (Lau et al., 2016). Some studies that were cited re-
garding the personal values of millennials; for instance, Ng 
et al. (2010), Twenge et al. (2012), and Weber (2017) may 
have implications in the results, as they were mostly made 
among the North American population. Last, predictions 
were made based on the suggested future behavior through 
the lenses of personal values, which may not comprehen-
sively reflect the real-world circumstances that influence 
behavior (Ajzen, 1991; Schwartz, 1994).
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Conclusion

The main aim of this study was to assess the personal 
values of millennials and determine how they fit into the 
future business environment of Industry 4.0 and how will 
they change it with their attitudes and behaviors. First, 
with regard to the importance millennials place on specific 
personal values, results show that millennials are focusing 
more on personal growth and freedom from anxiety than on 
self-protection and anxiety avoidance. Personal values con-
nected with these tendencies suggest that they can fit into 
the future business environment, are compatible with it, and 
complementary to it. Second, with regard to their impact on 

the future business environment, arguments can be made 
that, based on their personal values, the future business en-
vironment of Industry 4.0 will be more supportive, collabo-
rative, teamwork oriented, open, and understanding toward 
others. Third, overall, we can conclude that millennials’ 
special personal value orientations will undoubtedly cause 
changes in the future business environment. This environ-
ment will reflect the more progressive beliefs and attitudes 
millennials grew up with. Therefore, organizations, espe-
cially in the manufacturing sector, should also prepare their 
environment to better suit millennials’ value orientations in 
order to secure their productivity, happiness, and loyalty to 
minimize the turnover.
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Učinek milenijcev: kako lahko njihove osebne vrednote 
oblikujejo prihodnje poslovno okolje v Industriji 4.0?

Izvleček

Temeljni namen tega prispevka je oceniti, kakšen vpliv bodo imeli milenijci na prihodnje poslovno okolje v Industriji 4.0 
glede na njihove osebne vrednote. Milenijci prevzemajo vse bolj pomembne vloge v organizacijah, njihove osebne vrednote 
pa so precej različne od tistih, ki jih imajo starejše generacije. Ta prispevek kaže na to, da so slovenski milenijci na podlagi 
Schwartzevega testa vrednot, v katerega je bilo zajetih N = 371 anketirancev, bolj nagnjeni k osebnim vrednotam, ki so 
povezane z osebno rastjo in osvoboditvijo pred tesnobo, saj kategorično poudarjajo vrednote samopreseganja in odprtosti 
za spremembe. Manj nagnjeni pa so k vrednotam, ki so povezane s samozaščito in izogibanjem pred tesnobo, kar pa se 
kaže v tem, da velike pomembnosti ne namenjajo vrednotam samopoudarjanja in konservacije. Ta spoznanja imajo lahko 
pomembne implikacije pri tem, kako se bo razvijalo prihodnje poslovno okolje v Industriji 4.0, saj lahko le-to postane bolj 
odprto, razumevajoče, sodelujoče, sprejemajoče in splošno bolj podpirajoče, kar pa ustvari t. i. učinek milenijcev. Čeprav so 
milenijci glede na svoje osebne vrednote dobro pripravljeni na prihodnje poslovno okolje, bodo organizacije, če jih bodo 
hotele zadržati, primorane spremeniti svoje organizacijsko okolje, da bo le-to bolje odsevalo poglede milenijcev.

Ključne besede: milenijci, Industrija 4.0, osebne vrednote, predvidevanje poslovnega okolja, poslovna etika, digitalizacija, 
Schwartzev test vrednot
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