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The purpose of the study is to indicate the impact of values, motivation and social capital on innovation attitudes in multicultural educational settings in Russia and Canada (3 cultural groups, N= 560). There was used socio-psychological questionnaire uncluding the measurement of values (S. Schwartz), social capital, autonomous vs. external motivation and innovation attitudes. In general, the results obtained support the hypotheses we advanced. There are significant cultural and gender-related differences in value priorities and innovative attitudes among Canadian, Russian and North-Caucasian college students. These differences, in our opinion, reflect differences in the Traditionalism-vs.-Modernism continuum, with the cultures of North Caucasus tending closer to the pole of Traditionalism, whereas the cultural patterns of Ethnic Russians, and more saliently, Canadians lean toward Modernism. The values of Self-Direction, Stimulation, Achievement and Universalism relate positively, and those of Power and Tradition negatively, with positive attitudes to innovations (within the sample on the whole), which is compatible with the results obtained by other researchers (Shane, 1992, 1995; Dollinger, Burke & Gump, 2006). There are culturally specific features in some relations of values and innovative attitudes: thus the value of Power, among Russians, is positively related to innovative attitudes; among North –Caucasians, the value of Stimulation does not relate with innovative attitudes. It might be explained by culturally specific values priorities and implicit theories of creativity and innovations. The multiple regression analysis has revealed as universal relationships between values, motivation, social capital and innovation attitudes, promoted positive attitudes toward innovations as well as culturally specific ones. There are universal positive relationships between horizontal socio-cultural context and positive attitudes toward innovations in the Canadian and the Russian samples. The universal relationship between autonomous motivation and positive attitudes toward innovations is revealed in both countries as well as the relationship between autonomous motivation, attitudes toward innovation and well-being. In the whole the results show that horizontal social and cultural context, values of Self-Direction and Stimulation and autonomous motivation promote positive attitudes to innovations, personal well-being and happiness. The cultural differences in values, socio-cultural context, motivation and their consequences for the attitudes to innovations and personal well-being are discussed.

