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AHoTalisa

Junimomua poOoTa BukiaaeHa Ha 41 cTopiHil, 0€3 CIUCKY JIITepaTypu Ta
nonatkiB. Bona mictuThk BetyI, 3 po3aiiau, BUCHOBOK, 10 rpadiki, 7 Tabmuib, 30
JDKEpET B epestiKy MOCUIaHb Ta | J0/1aTOK 3 MOBHUM TEKCTOM ONUTHUKA. OO0’ €KTOM
pO3MIISAY 32 KpUTEPIEM HOCIS MPOOJEMHU € CydacHE pOCIHChbKE CYCHUILCTBO, a 3a
KpUTEPIEM MPOOIJIEMH - COPUIHATTS areHTHOCTI. [IpeameT nociimkenus — pakropu,
[0 KOPEIIOI0Th 31 CHOPUHHATTSAM areHTHOCTI. MeTor poOOTH € BHUSABJICHHS
OCHOBHMX (DaKTOPIB, IO KOPEIIOIOTh 3 CHPUUHSATTSIM areéHTHOCTI B Cy4acHOMY
POCIHCBKOMY CYCHUIBCTBI. 3aBJaHHS JOCHIJKEHHS CKIIAIalOThCS 3 MPOBEICHHS
OTJIsIly JIITEpaTypu Ha TEMY areHTHOCTI B COIIOJIOTIi, ajamnTallisi pe3yJbTaTiB 10
POCIHCBKOTO KOHTEKCTY, Ta MPOBEICHHS EMIIPUYHOTO AOCHIKEHHs, abu 1)
3pO3YMITH PIBE€Hb CIIPUMHATTS BIACHOT ar€HTHOCTI CepeJl pOCIisiH; 2) BUSHAYUTH, SIKi
coIliajbHO-AeMorpadiudi 3MiHHI BIUIMBAIOTh HA areHTHICTh; 1 3) BU3HAYUTHU YU €
3B’S130K MIXK areHTHICTIO Ta MiATPUMKOIO BIHU cepell pOoCisiH. Y MepriomMy po3uii
MIPOBEJICHO OTJISII OCHOBHOT TEOPETUYHOI Oa31 HA TEMY ar€HTHOCTI, TPOAHAII30BaHO
CrocoOu eMITIPUYHOTO BUMIPIOBAHHS ar€HTHOCTI Ta BXKJIMB1 PE3yJIbTATH B 11H TEMI,
OKPECJIEHO KOHTEKCT CY4YaCHOI'O0 POCIHCHKOrO CyCHUIbCTBA 1, (PiHAIBHO, OMUCAHO
KOHLIENITyali3alil0 MOAAIBIIOr0 JOCHIKEHHSI pa3oM 3 TiNoTe3aMHu. Y JIpyromy
O34Tl 3alpONOHOBAHO METOAOJOIIYHY pPAMKY POOOTH i JIOCHIKEHHA. Y
TPETbOMY pO3JLII TPEACTaBICHI TOJOBHI PE3yJbTaTH CTATUCTUYHOIO aHaJI3y
310paHMX JaHUX Ta MPOAHaII30BaHO, YU M1JBEPIUIUCS 3aPOINOHOBAHI IIOTE3U. 3a
pe3yibTataMu poOOTH 3pOO0JIEHO BUCHOBKH MPO CTaH areHTHOCTI Ta (hakTopu
BIJIMBY HA ar€HTHICTb B POCIMCHKOMY CYyCHUIBCTBI, @ TAKOXK IIPEICTABIICHa KPUTUKA
Ta JMIiTalli TPOBEAEHOTO A0CixKeHHs. KiltouoB1 cioBa: areHTHICTb, COPUHHATTS

areHTHOCTI, Cy4acHE POCIMChKE CYCHIBCTBO, MIATPUMKA BIHH.



Introduction

Topic Importance

The full-scale invasion of Ukraine by Russia, marked by its illegal and brutal
nature, has left the global community bewildered. What added to the complexity of
the situation was the seeming absence of widespread resistance over its government
actions within Russian society. On the contrary, there appears to be a prevailing
sentiment of support for the war among Russians according to the independent
Russian polling agencies (Russian Field, 2023; Levada Center, 2023). Speaking
against the authoritarian machine would imply having a strong anti-war position and
a belief that one could change something with their voice. Both of these are

corresponding to the feeling of agency.

Some of the unpublished focus groups (Open Minds Institute, 2023) reveal

nn

that quite often, Russians would use phrases such as "we're just small people," "we
don't have a say in anything," and "we probably lack a comprehensive understanding
of the situation”, when discussing the ongoing war. They are portraying themselves
as non-agents in what is happening. Indeed, this is exactly what the Russian
propaganda machine was working on for decades - persuading that world is too
complex for Russians to understand and that they should leave it all to the
paternalistic, authoritarian government. Through a deliberate and systematic

campaign, the government, it seems, has succeeded in diminishing individuals'

inclination to challenge their government's actions.

What is left there to wonder - is this lack of agency prevailing among Russians
in all domains of their life? Or is the political domain an exception? And is it a factor
influencing their declared support for the war? Since the war is not over and in the
long term the trends in Russians’ public opinion might play a role in shaping the
events, it remains crucial for social sciences to investigate the underlying

components of the contemporary Russian society.



Research goal

To identify the main factors correlating with the perception of agency in
contemporary Russian society.

Research tasks

l. Research theoretical base on the study of the perception of agency.
2. Adapt available findings to the Russian context.
3. Conduct empirical research to
a) Understand what the level of agency perception in various aspects of
life among Russians is.
b) Investigate what socio-demographic variables influence agency.
c) Investigate whether the feeling of agency correlates with Russians’

support for the war and government.

The research object

The object of our research by the criterion of holders of the problem is
contemporary Russian society.
The object of our research by the criterion of problem situation is the

perception of agency.

The research subject

The subject of our research is the factors correlating with the perception of
agency.

Research parts

The theoretical-methodological base for the research draws vastly on the
paper “Agency as a sociological variable” (Hitlin & Long, 2009) and previous
findings on the peculiarities of the contemporary Russian society conducted by

independent Russian polling agencies.



The empirical base consists of the survey results from data collected
specifically for the purpose of this research on May 17th, 2023. Russian respondents

were recruited online, and the final sample consisted of 952 people.

The hypotheses included a statement that 1) Russians feel more agency in
their personal life, than the political one; that 2) age, 3) material well-being, and 4)
occupation type are factors influencing the perception of agency; and that agency

positively correlates with 5) support for the war and 6) support for the government.

Work structure

Overall, this graduate work consists of an introduction, theoretical,
methodological, and empirical chapters, a conclusion, a reference list, which holds
21 scientific articles and 9 sources, and 1 appendix with the survey questionnaire.

The whole work 1s 41 pages, without references and appendices.



Chapter 1. Theoretical framework

1.1. Agency in Sociology

This chapter delves into the concept of agency, exploring its multiple
interpretations and arriving at a definition that is most relevant to our research. Then,
previous empirical studies on the topic are presented. Afterward, the context of
contemporary Russian society in regard to the agency is discussed. Eventually,
drawing on the theoretical part of this chapter, a research conceptualization is

conducted.

1.1.1. Theoretical interpretation of agency

The agency is a vividly discussed concept in philosophy and social sciences,

including political science, economics, sociology, and social psychology.

In the philosophical perspective explored in the essays of Bratman (2007), he
refers to agency as an individual’s capacity to act intentionally and make decisions
that affect the world around them. He does, however, mention that it must be an

inherently social phenomenon that is still shaped by relationships between people.

In sociology, the concept of agency is most often mentioned in the traditional
dichotomy of “agency VS structure,” where the underlying question lies in whether
individuals are independent actors or whether societal structures influence their
behavior (Parsons et al., 1951; Giddens, 1984). In such a debate, the agency is
usually referred to as the capacity of individuals or groups to act independently and
make their own choices within a social structure. Or, put differently, the ability of
individuals to make decisions and take actions that have an impact on their lives and
the lives of others rather than simply being passive recipients of social forces or
circumstances. Structure, on the other hand, refers to the larger social and cultural

forces that shape and constrain individual action. While structure sets the conditions



9
and parameters within which an agency operates, the agency is important because it
allows individuals to resist or challenge social norms and conventions and to exert
some control over their own lives. In 1951, The Department of Social Relations of
Harvard University collaborators published a book "Toward a General Theory of
Action,” edited by Talcott Parsons, where they argued that human action is not
simply the result of individual motives or preferences but is shaped by a variety of

social and cultural factors.

Nevertheless, we might argue that in the second half of the 20th century, the
above-described debate was partially resolved through various sociological works.
One of the most important ones is “The Constitution of Society” by Anthony
Giddens (1984). In his book, he argues that social structures are both the product of
human action and the medium through which action takes place. He proposes a
theory of structuration, which posits that social structures are both the outcome of
past human activity and the context in which future action takes place. According to
Giddens, social structures are not external constraints on individual action but rather
are internalized and reproduced through individual action. Giddens believes that,
essentially, it is through the interplay of agency and structure that social change

occurs.

Looking at more recent sociological works delving into the agency concept,
it is important to mention Emirbayer & Mishe's “What is Agency?” (1998). In their
article, the agency is described as “a temporally embedded process of social
engagement, informed by the past but also oriented toward the future and toward the
present” (p.963). Past habits and experiences form the action, but those actions are
still thought of in the context of how they will impact the future. Regarding the
agency VS structure debate, authors rather agree with Giddens, believing agency is

both enabled and constrained by social structures.

Another important piece that provides a bit more straightforward definition is
“Understanding Agency” by Berry Barnes (2002), where he describes agency as the

ability of people to act with purpose and make decisions according to their own
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beliefs and desires. He also draws on the concept of collective agency, meaning the

ability of groups to act with a common purpose.

However, all the definitions described above are still too theoretical and do

not translate into empirical research where we could measure agency.

Therefore, we need to introduce an alternative interpretation of agency, which
we will refer to as "perceived agency.” Simply put, it’s the perception of whether
one can act independently and make own choices. This distinction is best described
in Hitlin & Long’s “Agency as a sociological variable” (p.138, 2009): “a person’s
objective opportunities to exert control over their life VS their subjective belief about
their ability to exert control.” They provide a definition of the agency being a
construct that is influenced by individuals, situations, and the life course and go on
to explain that self-beliefs of personal agency are integrated into a socialized notion
of self, which reflects an individual's subjective comprehension of their position

within social structures and situated activities.

This subjective belief is, in fact, our point of interest for this research, though
slightly conceptually different from the philosophical perception of agency. In
psychological journals, it is described as a personal experience of feeling in control
over one's own behavior and, as a result, influencing what happens in the world

around them (Haggard & Tsakiris, 2009).

And yet, though more work on the perceived agency was conducted through
a psychological perspective, agency as a perceived concept should still be an object
of sociological research due to its crucial role in social life and interactions, as

argued by the aforementioned Hitlin & Long (2009).

Thus, concluding all of the said above, we will use the following definition

for the course of this work:

Agency - a belief of an individual that he/she can act freely and independently

and hold control over the course of his/her life.
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1.1.2. Empirical research of agency

Now that we have defined what agency is, let's delve into whether and how it
has been studied from a sociological perspective and what the key findings are in a

broad international context.

A long but, of course, a not exhaustive list of subjective measures of the
agency was created by the already mentioned Hitlin and Long (2009) in their
“Agency as a sociological variable.” All of the variables they mentioned depict a

personal perception of having (or lacking) human agency.
Self-efficacy

They start by outlining probably the most popular concept (283M findings on
Google) used to study perceived agency - self-efficacy. Gesas (1989, p. 292)
explains it as a concept that “refers to people's assessments of their effectiveness,
competence, and causal agency.” So it’s a bit more detailed context than the general
agency; it is quite often related to some specific domains or tasks. For example, from
the psychological perspective, the self-efficacy variable is used in the studies of
alcohol or smoking addiction. In such a specific domain, the question would be
posed in a manner of “How well can you X?”, where X is anything from doing

homework to earning money.

Nevertheless, there was also an attempt to create a general self-efficacy scale

by Sherer et al. (1982). Examples of their final index questions are:

l. If something looks too complicated, [ will not even bother to try it.
2. When I make plans, I am certain I can make them work.
3. I do not seem to be capable of dealing with most problems that come

up in my life.
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As for the most prominent findings - according to McDougall (1995), self-
efficacy tends to decrease in domains such as relationships, health, and cognitive

capacity as people age.

Self-efficacy theory also suggests the perception of one's ability to accomplish
certain tasks is a determinant of whether one will undertake them (Hitlin & Long,

2009).
Locus of control

A locus of control refers to a measurement that reflects an individual's
perspective on the causes of events in their life. An internal locus of control indicates
the belief that one has the ability to influence and control what happens, whereas an
external locus of control suggests that events are primarily determined by external
factors beyond one's control (Rotter 1966). Possessing a stronger internal locus of

control aligns with different expressions of agency.

At first glance, it reflects the agency VS structure debate with its
differentiation on internal and external locus of control. Yet, as we can witness by
the examples below, locus of control does not seem to be a good fit, as it studies
more the perception of whether the world & society respond to individual merits,

rather than the perception of own agency.
Example questions:

a) Many of the unhappy things in people’s lives are partly due to bad luck.

b) People’s misfortunes result from the mistakes they make.
Mastery

The Personal Mastery Scale developed by Pearlin (1978) refers to the extent
that individuals view their life chances as being under their own control rather than
being predetermined or the extent a respondent feels in control rather than at the

mercy of predetermined fates (Pearlin and Schooler 1978). It sounds similar to the
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locus of control, but the fundamental difference lies in the component questions:
mastery measures worldviews on agency VS structures, while mastery has a focus
on personal agency VS structure. It thus makes the mastery scale a relevant variable

for our further research.
Example questions:
How strongly do you agree? (1-5)

1. I have little control over the things that happen to me.

2. Sometimes, I feel that I'm being pushed around in life.

Personal control

The sense of personal control in an individual refers to their belief in their
ability to actively and effectively manage, regulate, influence, and guide their own
lives. Conversely, a lack of sense of control entails perceiving that one's actions do

not significantly impact the outcomes they experience (Mirowsky & Ross, 1998).
Example questions:
How strongly do you agree? (1-5)

1. I am responsible for my own success.
2. There’s no sense in planning a lot - if something good is going to

happen, it will.

The perception of personal control is an acquired and broad expectation
(Mirowsky & Ross, 2003) that is strengthened through the cumulative feedback
obtained from life experiences. Education, in particular, plays a crucial role in

predicting this perception of control (Mirowsky & Ross, 2007).
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Another attempt to gather subjective quantitative studies of the agency was
conducted by Alkire (2005). She offers an important point: the agency is often
different in various contexts. As, for example, one particular woman might feel high
agency as a mother or wife, but sense less control over her job or local politics due

to her lack of education.

Among the ways of measuring agency, she mentions Schwartz’s values
theory, but it’s not too relevant for our case since those selected questions deal with
valuing agency, not the feeling of having agency. All other variables Alkire

discusses repeat Hitlin’s list presented above, except WVS.
WVS

The World Values Survey (WVS) is a global research project that seeks to
understand changes in people's values, beliefs, and behaviors over time. It was
founded in 1981 by Swedish political scientist Ronald Inglehart and has since
become one of the most comprehensive and widely used surveys of social attitudes

in the world.

In their happiness and well-being part of the questionnaire, they have a
question: “Some people feel they have completely free choice and control over their
lives, while other people feel that what they do has no real effect on what happens
to them. Please use this scale where 1 means “no choice at all,” and 10 means “a
great deal of choice” to indicate how much freedom of choice and control you feel
you have over the way your life turns out.” Though studied as a part of well-being
index, this question can actually make a separate topic of the agency. Furthermore,
we can work with it and add subdomains. For example, ask about “control over your

job” instead of a broad “life.”

At first glance, all of the measures discussed above seem very similar in their
concepts and design, differing only in details. However, as for our research, we’re
interested exactly in the feeling of having agency. Self-efficacy deals more with

beliefs in own abilities or self-confidence, not an agency. Locus of control studies
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general worldviews on agency and personal control scale shifts toward the questions
of responsibility. The most relevant scale seems to be Pearlin’s mastery scale and
the WVS question from the well-being section. In our research, we will use both,

but divide WVS into small sub-domains.
Key Findings

Now, as we’ve covered how the agency is studied, we will briefly look over

what the key findings are.

First of all, every variable from those discussed fades with age, meaning the
older people are, the less they feel like they can control their own lives and the more

they think there are external forces that lead them.

In Klassen's study conducted in 2004, it was observed that efficacy scales
tended to be comparatively lower in collectivist cultures when compared to
individualist cultures. Despite these differences, collectivist cultures demonstrated
high levels of performance while maintaining more realistic beliefs regarding their
efficacy. This finding suggests that cultural factors, particularly in Western regions,
contribute to a higher sense of efficacy compared to regions in Asia and Eastern
Europe. However, regardless of cultural variations, all studies consistently indicated
that levels of efficacy significantly predicted performance outcomes. In other words,
individuals who possessed a greater sense of agency tended to achieve better

accomplishments in various domains.

Luszczynska and colleagues led another multicultural evaluation of self-
efficacy (2005). Most importantly, they proved that efficacy could be applicable
across various contexts while checking for the internal validity of the measure.
Moreover, their research revealed a robust and positive correlation between the
subjective experience of agency and both quality of life and overall life satisfaction.
On the flip side, individuals with lower levels of efficacy were found to be more
vulnerable to psychological distress, including symptoms of depression, anxiety, and

other forms of psychological suffering.
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In addition to the aforementioned research, the concept of self-efficacy has

also been explored from a political standpoint. Madsen (1987) delved into how
individuals engaged in petitioning perceive their own power and influence within
the political realm. Notably, Madsen found that individuals who experienced success
with their petitions tended to exhibit higher levels of perceived agency. This
observation underscores the importance of real-life feedback and tangible rewards

in shaping and strengthening one's sense of agency.

In summary, the concept of agency is valued and perceived differently across
various cultural contexts, particularly exhibiting relatively less significance in
collectivistic societies. The notion of agency intertwines closely with performance
outcomes, life satisfaction, and even psychological well-being, including its
association with symptoms of depression and related conditions. Furthermore, the
sense of agency tends to diminish as individuals age, suggesting that it may undergo
changes and fluctuations over the course of one's lifespan. And, importantly, people

may feel different levels of agency in different domains.
Conclusion

In this chapter, we reviewed the debate on agency in sociology, discussed
different interpretations of agency, and provided a definition of perceived agency to
be used in further research. Various ways to measure agency in sociology, such as
self-efficacy, mastery, locus of control, personal control, and values, were discussed,
and the most relevant variables were identified. Finally, key findings from previous
empirical research on agency were presented, including correlations with age,

culture, psychological features, and successes in life.
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1.2. Context of contemporary Russian society

Now, as we have discussed what agency is and what are the strategies for

studying it, let’s look into the population of our interest.

Since the launch of the so-called “Special Military Operation” in Ukraine, all
of the polling agencies, both independent and state-owned, international and
Russian, reported that a majority of the population supports this invasion (Levada
Center 2023; ®OM Media, 2023). And though there might be discussions on the
peculiarities of sociological data in authoritarian regimes, experts agree that the
number is most probably representative of the situation (Kizlova & Norris, 2022).
Yet, while 20% say they don’t support the war, and a real number might even be

bigger, we do not witness any grand collective or individual-level resistance.

So what do we know about Russians and their perception of having control

over what is happening in their lives and the world?

There have been no direct studies on the subject of our interest. However,

trends of what is happening might be highlighted.

Volkov (2020) reviewed the life strategies of Russians and claimed that they
tend to prioritize long-term planning and aim for the "creation of the future."

However, his methods are not clear and the conclusion seems rather vague.

An attempt was made to understand Russians' social behavior patterns through
their perception of how society should look. After analyzing various polling data
and studies, Lubsky et al. (2016) concluded that roughly 60% of Russians follow
statist-liberal behavioral patterns. These patterns are characterized by a "will for a
strong hand", but a belief that not all businesses should be nationalized and
entrepreneurship benefits society. This suggests that they favor economic agency,

but not necessarily political agency.
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The most relevant study for our goal, to understand what hypothesis to form

is a quarterly study by Levada (2023) on the feeling of responsibility and feeling of
control over various situations among Russians. Their general conclusion is that
Russians mostly feel like they can influence what is happening in their family (83%
in the last survey), and far less - what is happening in the country (19%).
Consequently, they feel more responsible for their family, and home and less for the

city and country affairs.

Chart 1.1

Kak Bbl cuutaere, B Kakoii mepe Bbl MmoxeTte
NOBJ/IUATb Ha TO, YTO NPOUCXOAMUT...

B %% OTBETUBLUMX "B NONHOK Mepe" 1 "B 3HauMTeNnLHo mepe”

... BCembe 83%
.. Ha pabote 47%
... Bjome / BO iBope RN

.. Bropoge / pailoHe [PREA

.. BCTpaHe 19%

Source: Levada survey results, 2023

Weirdly, compared to October 2021, the self-assessment of influence on the

situation in the country and in the city/district has increased, though it is still at 23%.
Yet, coming to the details, there are some peculiarities.

First of all, younger respondents aged 18-24 and 25-39 see the greatest
opportunity to influence the course of processes in different categories. This is in

line with our previous discussion on how agency fades with age.

Additionally, the wealthiest respondents also feel more control over life than
others, which is rather unsurprising as they do exercise more freedom with their

finances.
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Eventually, among the “feeling high control” group are those, who believe
things are going in the right direction. This might suggest that war supporters have

a higher feeling of agency.

According to Gulevich and Sarieva (2020), a significant factor affecting
political agency in Russia is the belief in a just world. This belief is crucial because
those who subscribe to it are more likely to feel empowered and use their agency to
effect change. Conversely, those who do not believe in a just world may feel

powerless and be less likely to take action.

In fact, the general political agency was consistently declining in Russia since
2000, while its peak was in the 1990s. Political protests, from signing petitions to
street actions, became less and less frequent. During this period, several laws were
passed that reduced citizens' ability to influence the socio-political situation in the

country.

In conclusion, Russians tend to desire a strong leader, exhibit paternalistic
tendencies, and often feel powerless to influence events at the national level, which
has been a trend over the last 20 years. However, they feel more control over what

happens in their families, homes, and to some extent, in their jobs.

1.3. Research conceptualization

As we have seen in the literature, the psychological perspective of agency and
its perception has received much attention. Specifically, correlations between
agency and life satisfaction or its impact on performance were studied. However,
there have been less sociological investigations into general trends of agency,

particularly regarding whether individuals feel agency.

When it comes to Russian society - there were no deep studies on the matter

at all. As it is important these days, we are going to investigate.
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The object of our research by the criterion of holders of the problem is

contemporary Russian society.

The object of our research by the criterion of problem situation is the

perception of agency.

The agency i1s, as we have finalized through the literature review, a “belief of
an individual that he/she can act freely and independently and hold control over the

course of his/her life.”

In general, we will divide our broad research topic, “Agency in contemporary

Russian society,” into three research tasks:

° Understand what the level of agency perception in various aspects of
life among Russians is;

° Investigate what socio-demographic variables influence agency;

° Investigate whether the feeling of agency correlates with Russians’

support for the war and government.

Thus, the feeling of the agency will be studied both as 1) a dependent variable
in pair with independent socio-demographic variables and 2) an independent

variable in the context of its correlation with war or government attitudes.
Hypotheses

Though the first research question is rather exploratory, we can still form

hypotheses around it.

As we have seen in Levada polls, Russians answer to a greater extent that they
feel influence over their family (83%) and work (47%) more than over their
neighborhood or country. This suggests that they can behave like agents of potential
influence in personal areas of their life rather than social or political life.
Additionally, living in an autocracy predictably intensifies feelings of lack of control

over broad national issues.
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Hypothesis #1: Russians feel more agency in their personal life (family,
household, neighbors, job) than in political ones (government’s decisions, country’s

development).

To answer the second research question on socio-demographic predictors, we

distinguish three hypotheses based on the conclusions from the previous chapters.

In Hitlin & Young’s (2009) overview of agency as a sociological variable,
they state it always declines with age. Hence the older the person - the lower level
of agency feeling. The same trend was spotted by Levada research - younger

respondents feel the biggest influence over the course of the events.
Hypothesis #2: Younger Russians feel more agency than older ones.

Levada's polling suggests that those who are financially well-off and can
afford to buy more goods tend to feel more responsible and influential in various
parts of their lives compared to those who are less financially secure. This could be
due to the perception of their own successes as personal achievements. It is possible
that being able to purchase expensive items or having a higher standard of living
may lead to a sense of accomplishment and control over one's life. This feeling of
control and accomplishment, in turn, could translate to a higher sense of

responsibility and influence in other aspects of their lives.

Hypothesis #3: The richer the person is - the higher the feeling of agency
he/she feels.

Research on behavioral patterns of Russians discussed in the previous chapter
(Lubsky et al., 2016) suggests they believe entrepreneurship is good and might value
economic agency. Combining this idea with our hypothesis that rich people feel
more agency, we can also explain the phenomena through occupation type. If a
person is self-employed or an entrepreneur, instead of working for a state or private
sector, he or she can potentially enjoy a greater sense of agency due to freedom in

decisions.
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Hypothesis #4: Occupation type is a factor influencing the feeling of agency

My initial intuition was that Russians who say they support the war feel a lack
of agency in their lives, probably initiated by propaganda, which focuses on
atomizing society and portraying individuals as powerless. However, this
assumption was challenged by theoretical research. According to Levada, those who
believe that Russia is moving in the right direction feel more influence over various
aspects of their personal and country life. This finding aligns with the empirical
research on political agency, which suggests that those whose views were eventually
listened to felt greater agency. (Madsen, 1987) It is possible that even though those
Russians who supported the war didn't explicitly show their views to the
government, they might have felt like their thoughts were heard and therefore felt a

greater sense of agency.

Hypothesis #5: There’s a positive correlation between the feeling of agency

and war support among Russians.

Hypothesis #6: There’s a positive correlation between the feeling of agency

and the government’s support among Russians.

Chart 1.2

#2 #5
Age War support

Material well- #3

Agenc
being gency

#a4 #6
Occupation Government support

Research Hypotheses
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Chapter 2. Research methodology

This chapter focuses on laying a methodological framework for our research.
We start with the operationalization of all the variables used in the future
questionnaire and provide their measurement formulation. Then - data collection and

methods of data analysis are discussed.

2.1. Operationalization

We defined agency as a belief that one possesses agency. To properly measure
the general phenomena, we have analyzed the pros and cons of various options and
concluded that the Pearlin Mastery Scale is the most relevant scale, as it deals exactly
with the belief of own agency rather self-confidence or philosophical views on the
agency. It consists of 7 questions portrayed as sentences on a feeling of agency.
Respondents have to use a 5-item Likert scale varying from “fully disagree” to “fully

agree.”

The next step for us would be to measure the feeling of agency across various
domains of life. To do that, we will use the WVS formulation of “some people feel
they have completely free choice and control over various aspects of their personal
and social life, while others feel that what they do has no real effect on what happens
in these domains.” Domains included in the question will be health, family, work,
personal finances, the country’s development, and the government’s actions. Again,
a 5-item Likert scale varying from “no choice and control at all” to “full choice and

control” will be applied.

The socio-demographical variables in our questionnaire will exceed those
mentioned in the hypothesis, as this is an exploratory study. They will include full
age, gender, occupation type, financial status, dynamics of financial status (how the
financial situation of a person changed during the last couple of months), and a

city/town population.
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Additional variables required to test our hypotheses #5 and #6 will be the
support for the war in Ukraine and the general support of the current Russian
government. They will be measured the same way through the Likert scale, where

one will mean “fully don’t support™ and 5 - “fully support.

Please see Appendix 1 for the full questionnaire in the Russian language.

Research operationalization is presented below.

Chart 2.1

Age

Gender
War support

Education

Socio-demographic Agency in contemporary

Occupation . N 9
characteristics Russian society

Material
well-being

Government support

Domain specific

agency
aaaaaaaaaaaaaa

N General agency
Material (Peariin Mastery Scale)
well-being...

Residence

yyyyyyyyyyyyy

nnnnnnnnnnnnnnn
eeeeeeeeeeeeeeeeeeeeeeeeeeeee

Research operationalization scheme

2.2. Data collection

Because we’re looking into the descriptive representation of the agency in
contemporary Russian society and the dependencies between our research variables,

collecting questionnaire data is an obvious choice.

Since our general population is the whole of Russian society older than 18

years, the sample should be constructed accordingly.

We will gather the data online, as it is the only accessible option for the
researcher. The questionnaire will be prepared at the 1KA (1ka.si) - an open source

application for online surveys developed by the University of Ljubljana, due its
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convenient ways of data export into .sav format. Recruiting will be happening
through a website, where Russians can complete different tasks for a small financial

reward. Each respondent will receive $0.25 for completing our survey.

There are, however, serious limitations to the chosen data collection method

and its representativeness.

l. People who fill out a survey on a chosen website are not random, they
fulfill two conditions:
- knowing how to use the Internet

- looking for a side job to get additional money
Both these conditions can influence the feeling of agency.

2. Russians might be hesitant to answer politically related questions or
give socially desirable answers, as proved by the London School of

Economics (Schaub & Chapkovski, 2022).

Yet, though we cannot be sure that the data collected represents the real state
of affairs on agency among Russians due to sampling bias, we can still acquire
valuable insights into how Russians’ feeling of agency is interconnected with other

topics of our interest.

The total process of data collection took 17 hours until a sample of 1027
respondents was gathered. The data will be cleaned from those who finished the
survey in less than 1 minute (meaning they didn’t pay attention to the text of the

questions) and missings.

2.3. Methods of data analysis

The statistical analysis of our questionnaire results will be conducted through

SPPSS and will consist of two parts.
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First, descriptive statistics will be used to look at the general percentage
distribution of general and domain-specific agencies (to test our hypothesis #1), as
well as socio-demographic and war or government support variables. Correlation
analysis will also be performed between different types of agency to see if feeling
agency in one domain influences the feeling of agency in general. Based on that, we

will also combine all the agency measures into one index of the agency.

Then, differences within sociodemographic variables and the general agency
will be explored, as well as correlation and ANOVA tests, to understand whether the
difference (if any) we see within groups is statistically significant. The special focus
will be on the variables of age, financial status, and occupation to answer hypotheses
#2,#3, and #4, respectively. We will also try to build a regression model, where the
agency is a dependent variable, and all the sociodemographic variables will act as

independent ones.

Eventually, to test hypotheses #5 and #6, we will check for a correlation

between the index of agency and war and government support.
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Chapter 3. Empirical findings

In this Chapter, a statistical analysis of the survey results will be performed.
First, the sample will be discussed. Then descriptive statistics of the socio-
demographic variables and agency variables will be presented. Then, correlation
analysis and ANOVA to understand the factors influencing agency will be
performed. Eventually, it will be determined which of the tested hypotheses were

confirmed and which were not.

3.1. General descriptives overview
Sample

The amount of filled-out surveys was 1027, but after performing listwise
deletion of the missing data, as well as survey results of those who took less than 1
minute to fill the questionnaire out, the final sample consisted of 956 respondents.
The mean age is 36.74, and the standard deviation is 11.98. Respondents’ sex
distribution is equal, with 49.8% of females and 50.2% of males. Almost half of the

respondents possess higher education (Chart 3.1).

Chart 3.1

Respondents' education distribution
@ Unfinished general education
@ General education
General vocational education
@ Higher education
@ A few higher educations or PhD

Source: collected survey data
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Notably, the sample appears to deviate significantly from the demographics
of the overall population in terms of the occupation of respondents (Chart 3.2).
Approximately one-third of the respondents are self-employed or entrepreneurs,
which is higher than what we could expect in the general population. Additionally,
around a quarter of the respondents are retired, students, or temporarily not working,
which further indicates a lack of representativeness. This skewed composition could
be attributed to the recruitment details: respondents were gathered from a website
individuals use to find small side jobs or tasks to earn money. Consequently, the
sample may predominantly consist of individuals actively seeking additional income
or those in transitional phases of their careers, leading to an unbalanced

representation of employment statuses in the research.

Chart 3.2

Respondents' occupation distribution

® Government sector
® Private sector
Self-employed / entrepreneur
@ Non-governmental sector
® Temporarily unemployed/Retired/Student
@ Other

33.1%

Source: collected survey data

Another interesting point discovered through our frequencies analysis is that
only 46% of our respondents rather or fully support the ongoing war (“Special
Military Operation”) in Ukraine (Chart 3.3), while the typical polling results of both
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independent and state-owned Russian agencies report a number ranging from 60 to
75%, as we have discussed in previous chapters. This could have 2 potential
explanations. One is that in an online environment, people feel more anonymous and
are less prone to giving socially acceptable answers. Another option is that because
our sample is younger and more confident Internet users, there are indeed fewer war
supporters in it than in Russia in general. Whatever the real reason behind this
deviation is, it indicates that our sample has its specificities compared to the

population.

Chart 3.3

Respondents' support for the ongoing war in Ukraine

® Fully support
® Rather support

Support in some
aspects, but not in
others

® Rather don't support
@ Fully don't support

Source: collected survey data

General overview of agency in contemporary Russian society

We will start our analysis by looking at the descriptive representation of the
feeling of agency in Russian society. First, we have to recode the components of the
Pearlin’s mastery scale, as some of them were inverted. Once we have all the
components on the same scale where 1 equals the low feeling of own agency, and 5

equals the high feeling of agency, we combine all the subcategories into one measure
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- “mastery_total.” This new measure has a minimum value of 7 and a maximum of
35 due to 7 components. In our sample, the mean for mastery is 23.21, and the
standard deviation is 5.17, which suggests Russians, in general, feel pretty good
about their agency. Yet, the mastery scale solely does not provide a comprehensive

picture.

We then turn to the WVS adaptation of the question of feeling agency in

various domains of personal and political life. The distribution is presented below.

Chart 3.4

"How much do you think you can influence the following areas of your personal and social life?"

W Absolutely cannot

B Toa small extent

REETGN 4.3% 32.0% 37.6% Something in-between

To a large extent

I Absolutely can

22.2% 46.8%

Work XA 31.9% 38.2%

Personal finances EX:1 35.5%

Country's development 12.8%

Government's decisions 17.1% 4.3% 2.1%

0% 25% 50% 75% 100%

Source: collected survey data

We can vividly see that Russian respondents feel the most agency over
personal life domains. Almost 70% of them believe they can substantially influence
what is happening in their family, 58% feel like they hold control over their personal
finances, and around 50% - over health and work. On the other hand, a significantly
smaller portion feels agency in the political domain. Only 6.4% feel like they can
influence the Russian government’s decision, and a quarter feels like they can

influence the general country’s development.
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We can thus confirm our hypothesis #1: Russians feel more agency in their

personal life than in their political one.

We have then tested for correlation between agency in various domains and
the general feeling of agency in life (mastery total). Spearman’s rho correlation was

chosen for the analysis since all the scales are ordinal (Table 3.1).

Table 3.1
Correlations®
agency_financ  agency_countr  agency_gover
agency_health agency_family agency_work e nment mastery_total
Spearman's rho agency_health Correlation Coefficient 1.000 4357 403" 420" 205" 117" 267"
Sig. (2-tailed) o <.001 <.001 <.001 <.001 <.001 <.001
agency_family Correlation Coefficient 435" 1.000 368" 414" 144" .061 324"
Sig. (2-tailed) <.001 o <.001 <.001 <.001 .059 <.001
agency_work Correlation Coefficient 403" 368" 1.000 6317 276" 166" 365"
Sig. (2-tailed) <.001 <.001 o <.001 <.001 <.001 <.001
agency_finance Correlation Coefficient 420" 414" 631" 1.000 272" 157" 400"
Sig. (2-tailed) <.001 <.001 <.001 0 <.001 <.001 <.001
agency_country Correlation Coefficient 205" 1447 276" 272" 1.000 734" 2157
Sig. (2-tailed) <.001 <.001 <.001 <.001 0 <.001 <.001
agency_government Correlation Coefficient 117" .061 166 1577 7347 1.000 142"
Sig. (2-tailed) <.001 .059 <.001 <.001 <.001 0 <.001
mastery_total Correlation Coefficient 267" 3247 365" 400" 215" 142" 1.000

Sig. (2-tailed) <.001 <.001 <.001 <.001 <.001 <.001
**_Correlation is significant at the 0.01 level (2-tailed).
b. Listwise N = 956

Source: collected survey data, agency correlations

All of the measures of the agency are positively correlated with one another
at the 0.01 significance level. This means that Russians who generally feel like they
hold agency in some domains of life are more likely to feel it in other aspects.
However, the correlation is strong for work and finances at 0.63, moderate for other
aspects of personal life (health, family) ranging around 0.3-0.4, and weak between
personal life and political agency (country’s development, government’s decisions).
Correlation between aspects of political life, on the other hand, is particularly strong
(0.73). The correlation between the general feeling of agency in life (mastery_total)
and different domains is moderate. For this reason, in our future analysis, we will
combine the feeling of agency in personal and political aspects into two separate
indexes. The personal agency will be a sum of perception of influence in health,
family, work, and finance and hold a minimum value of 4 and a maximum of 20.

The political agency will be a sum of perception of influence on the country’s
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development and government’s decisions and hold a minimum value of 2 and a

maximum of 10.

3.2. Socio-demographic aspects of agency

Agency VS Age

To test our hypothesis #2 that age is a factor influencing the feeling of agency,
we have again conducted a Spearman rho correlation analysis because we were
comparing an ordinal and a scale variable. We can confirm that the younger person
is, the more agency one tends to feel (Table 3.2). It is evident in both general feelings
of agency (p=-.082, p<0.05), agency in personal life (p=-.191, p<0.01), and agency
in political life (p=-.096, p<0.01). However, the correlation is rather small, meaning

the effect of the age factor is not as important as expected.
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Table 3.2

Nonparametric Correlations

Correlations®
mastery_total age
Spearman's rho mastery_total Correlation Coefficient 1.000 -.082"
Sig. (2-tailed) . 011
age Correlation Coefficient -.082" 1.000
Sig. (2-tailed) 011

*. Correlation is significant at the 0.05 level (2-tailed).
b. Listwise N = 956

Nonparametric Correlations

Correlations®
personal_agen
age cy
Spearman's rho age Correlation Coefficient 1.000 -.191"
Sig. (2-tailed) . <.001
personal_agency Correlation Coefficient -.1917 1.000
Sig. (2-tailed) <.001

**_ Correlation is significant at the 0.01 level (2-tailed).
b. Listwise N = 956

Nonparametric Correlations

Correlations®
political_agenc
age y
Spearman's rho age Correlation Coefficient 1.000 -.096"
Sig. (2-tailed) g .003
political_agency Correlation Coefficient -.096" 1.000
Sig. (2-tailed) .003

**_Correlation is significant at the 0.01 level (2-tailed).
b. Listwise N = 956

Source: collected survey data, agency VS age correlations

As individuals age, they may face more physical limitations and health issues
that restrict their ability to engage actively in personal and political spheres, which
can explain the spotted correlation. Additionally, the older generation of Russia that

grew up during the Soviet regime might have more paternalistic sentiments toward

life.

Agency VS Finances

To test our hypothesis #3, that the richer the person is - the higher the feeling
of the agency he/she feels, we have analyzed the distribution of our three variables

of agency among 7 groups of financial situations. Looking at the chart below, we
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can clearly see that the general feeling of agency, which we measure through the

mastery scale, is getting higher as personal finances increase (scale 7-35).

Chart 3.5

General feeling of agency VS Financial situation

30.0

20.0
15’ l
10.0

Not enough Enough for food  Enough for food,  Enoughto buy Enough money for Enough money for | can afford

o

money even for  and utility bills  but not enough to clothes and various everything, but everything
food buy clothes and shoes, but not purchases, but  you have to save
shoes enough tobuy buying expensive  up to buy an

small household things (computer, apartment, a car,
appliances washing machine, a summer house
refrigerator)
requires a loan

Source: collected survey data

We then conducted a One-Way ANOVA test to understand whether the

differences we see are statistically significant and got a positive answer.
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Table 3.3
ANOVA

mastery_total

Sum of

Squares df Mean Square F Sig.
Between Groups 2720.994 6 453.499 18.860 <.001
Within Groups 22819.745 949 24.046
Total 25540.740 955

ANOVA Effect Sizes?

95% Confidence Interval

Point Estimate Lower Upper
mastery total Eta-squared .107 .068 .139
Epsilon-squared .101 .062 .134
Omega-squared Fixed- .101 .062 .134
effect
Omega-squared .018 .011 .025

Random-effect

a. Eta-squared and Epsilon-squared are estimated based on the fixed-effect
model.

Source: collected survey data, ANOVA results for general agency & financial

situation

A similar situation, with an even more drastic increase, is found in the feeling

of agency in personal domains (scale 4-20).
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Chart 3.6

Feeling of agency in personal domains (health, family, work, finance) VS Financial
situation

18.0
17.6
16.0
14.0 L
13.1
12.0 12.5
10.0
Not enough Enough for food Enough for food, = Enough to buy  Enough money for Enough money for | can afford
money even for and utility bills  but not enough to clothes and various everything, but everything
food buy clothes and shoes, but not purchases, but  you have to save
shoes enough to buy  buying expensive up to buy an

small household things (computer, apartment, a car,
appliances washing machine, a summer house
refrigerator)
requires a loan

Source: collected survey data

We also confirm the significance of such findings by another One-Way

ANOVA.

Table 3.4

ANOVA
personal_agency
Sum of
Squares df Mean Square F Sig.
Between Groups 1048.450 6 174.742 20.202 <.001
Within Groups 8208.390 949 8.650
Total 9256.840 955
ANOVA Effect Sizes?
95% Confidence Interval
Point Estimate Lower Upper
personal_agency Eta-squared .113 .074 .147
Epsilon-squared .108 .068 .141
Omega-squared Fixed- .108 .068 .141
effect
Omega-squared .020 012 .027

Random-effect

a. Eta-squared and Epsilon-squared are estimated based on the fixed-effect
model.

Source: collected survey data, ANOVA results for personal agency &

financial situation
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When it comes to the feeling of influence on political questions, no vivid
difference is documented across various financial situation groups, except for an

increase for the “can afford everything” group (Chart 3.7).

Chart 3.7

Feeling of agency in political domains VS Financial situation

6.0

4.0

2.0

0.0
Not enough Enough for food Enough for food,  Enough to buy Enough money for Enough money for | can afford
money even for and utility bills  but not enough to clothes and various everything, but everything
food buy clothes and shoes, but not purchases, but  you have to save
shoes enough to buy  buying expensive up to buy an

small household things (computer, apartment, a car,
appliances washing machine, a summer house
refrigerator)
requires a loan

Source: collected survey data

These differences are, nevertheless, statistically insignificant.

Table 3.5
ANOVA

political_agency

Sum of

Squares df Mean Square F Sig.
Between Groups 35.072 6 5.845 1.619 .138
Within Groups 3425.255 949 3.609
Total 3460.326 955

Source: collected survey data, ANOVA results for political agency &
financial situation
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Concluding, we can confirm hypothesis #3 that the richer the person is - the
higher the feeling of the agency he/she feels. Wealthier Russians most probably
enjoy a greater level of agency due to their greater level of access to resources and
the reduced constraints that financial freedom brings. However, it only holds true
for the general feeling of agency and agency in personal domains of life, but not in
political ones. This indicates that in authoritarian regimes, wealth likely does not

play a role in influencing the social landscape.

Agency VS Occupation

Our hypothesis #4 stated that occupation type is a factor influencing the
feeling of agency. We expected people who are entrepreneurs or self-employed to
enjoy greater levels of agency because they exert more autonomy and decision-
making freedom over their day-to-day activities. However, we couldn’t confirm it
with One-Way ANOVA for any type of agency previously discussed: for both
personal, political, and general feelings of agency, the difference between various

occupation groups was not statistically significant (Table 3.6).
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Table 3.6
ANOVA
personal_agency
Sum of
Squares df Mean Square F Sig.
Between Groups 79.459 5 15.892 1.645 .145
Within Groups 9177.381 950 9.660
Total 9256.840 955
ANOVA
political_agency
Sum of
Squares df Mean Square F Sig.
Between Groups 19.193 5 3.839 1.060 .381
Within Groups 3441.133 950 3.622
Total 3460.326 955
ANOVA
mastery_total
Sum of
Squares df Mean Square F Sig.
Between Groups 309.547 5 61.909 2.331 .041
Within Groups 25231.193 950 26.559
Total 25540.740 955

Source: collected survey data, ANOVA results for different agencies &
occupation types

A potential reason for getting negative results could be the intense variability
within the chosen occupation types. For example, the difference between groups of
people who work in the state or private sector might not be as significant as the
difference between people who hold distinct hierarchical positions in both of the
sectors. Another explanation could be that there are other mediating factors
regarding the occupation, like job satisfaction, that could influence the feeling of

agency to a greater extent. This hypothesis would require additional research.
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3.3. Agency and support for the regime

Our final two hypotheses, #5 and #6, dealt with how agency connects to the
support for the current regime and its actions. We expected the feeling of agency to
be positively correlated with both support for the government and the ongoing war
in Ukraine. After conducting Spearman’s rho correlation, it is, first of all, important
to mention that the support for the government and the war also correlate with one

another at .708 at the 0.01 significance level (Table 3.7).

Table 3.7

Nonparametric Correlations

Correlations®

personal_agen

govsupport Vo cy
Spearman's rho govsupport Correlation Coefficient 1.000 708" 194"
Sig. (2-tailed) . <.001 <.001
sV Correlation Coefficient 708" 1.000 1137
Sig. (2-tailed) <.001 o <.001
personal_agency Correlation Coefficient 194" 113" 1.000
Sig. (2-tailed) <.001 <.001

**_ Correlation is significant at the 0.01 level (2-tailed).
b. Listwise N = 956

Correlations®
political_agenc
govsupport svo

Spearman's rho govsupport Correlation Coefficient 1.000 708" 229"
Sig. (2-tailed) . <.001 <.001
svo Correlation Coefficient 708" 1.000 208"
Sig. (2-tailed) <.001 o <.001
political_agency Correlation Coefficient 229" 208" 1.000

Sig. (2-tailed) <.001 <.001

**_ Correlation is significant at the 0.01 level (2-tailed).
b. Listwise N = 956

Correlations”

govsupport svo mastery_total
Spearman's rho govsupport  Correlation Coefficient 1.000 708" 257"
Sig. (2-tailed) . <.001 <.001
svo Correlation Coefficient 708" 1.000 196"
Sig. (2-tailed) <.001 . <.001
mastery_total Correlation Coefficient 257" 196" 1.000

Sig. (2-tailed) <.001 <.001

**_ Correlation is significant at the 0.01 level (2-tailed).
b. Listwise N = 956

Source: collected survey data, correlation results for agency and war &
government support



41

We can confirm our hypotheses #5 and #6, but we can also see that such
correlation is small, ranging from .1 to .25 at a 0.01 significance level. We can also
notice that the correlation between war & government support and political agency

and general agency are stronger than with a personal agency.

This does not go in hand with my initial intuition that it is exactly the lack of
agency that makes Russians support the current regime and its atrocities. A potential
explanation of the opposite is that individuals who align their beliefs with the
government's agenda may perceive themselves as influencing the direction of the
country. In the context of war, the government often emphasizes nationalistic and
patriotic ideologies, fostering a sense of unity and collective identity. When
individuals perceive their support for the government as actively contributing to the
country's agenda during times of conflict, it reinforces their sense of agency and the
belief that they have a role in shaping Russia’s trajectory. Additionally, positive
correlation results suggest that exactly those who do not support the war feel lower
levels of their own agency, which could potentially explain their lack of resistance

actions.

In summary, Russians tend to feel more agency in their personal life domains
compared to the political domain. The majority of respondents believe they can
substantially influence their family, personal finances, health, and work, while a
smaller proportion feels agency in influencing government decisions or the country's
development. Also, age and material well-being were confirmed to be factors
influencing Russians' sense of agency. The younger and the richer one is, the more
one feels like he exerts influence over his/her life. However, wealth does not
translate into feeling more control in political life, meaning an authoritarian regime
does not care for individuals' money. Occupation type turned out to be a non-
significant factor for Russians’ feeling of agency, most probably due to high
variability within different sectors of work. Eventually, we found a positive

correlation between agency and support for the current regime and the ongoing war
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in Ukraine, although the correlations are relatively small. This challenges my own
initial expectation that a lack of agency would lead to support for the regime,
suggesting that individuals aligning their beliefs with the government's agenda may
perceive themselves as actively shaping the country's direction, especially during

times of conflict, reinforcing their sense of agency.
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Conclusion

The goal of our research was to understand how Russians feel about their
agency and identify the main factors that correlate with this perception, such as

socio-demographic variables and their support for the war and the current regime.

In the first chapter, we have discussed the traditional sociological debate of
agency VS structure. After an extensive literature overview, we provided agency
definition as a “perceived” phenomenon - a belief of an individual that he/she can
act freely and independently and hold control over the course of his/her life. We then
looked at the most popular scales that measure agency in sociology and picked the
most relevant for our research - Pearlins’ mastery scale and the WVS agency
perception question. After that, the most prominent findings on agency and the
context of the contemporary Russian society we discussed. We discovered that
Russians are characterized by a desire for paternalism in the political domain but
feel quite a lot of control over domains of their personal life. Eventually, drawing on
all of the theoretical discussion, we conceptualized our research by dividing it into
three sub-tasks and stated six hypotheses on the topic. Namely, we discussed
assumptions that Russians feel more agency in personal life than in political one;
that age, material well-being, and occupation type influence the perception of
agency; and that there’s a positive relationship between agency feeling and war or

government support among Russians.

In the second chapter, we have prepared the methodological framework for
our research. We have conducted operationalization of the previously discussed
variables required for our hypothesis testing. Then, we described the process of data
collection in an online environment, and the limitations of such an approach were

mentioned. Eventually, the plan for statistical analysis was laid out.
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In the third chapter, we have analyzed the survey results and confirmed five

out of six initial hypotheses. As we found out, Russians indeed feel more influence
and control over the personal areas of their life, such as health, family, work, and
finances. In contrast, only a few of them consider having agency in the political
sphere and influencing the country’s development or government’s actions. Age and
material well-being are among the factors influencing the perception of agency.
Those who support the war and the current regime have a higher sense of agency.
Conversely, war opponents tend to have lower levels of agency which could explain
a lack of action from their side. This confirms our hypothesis that we based on the
literature overview, however, contradicts the author’s initial assumptions presented

in the Introduction part of this work.

Critique / Discussion

There are several limitations of the conducted research. First of all, the sample
specificity. Respondents are a) confident Internet users and b) looking for a job. As
a result, in our final sample, there’s a significantly bigger representation of those
unemployed, students, or self-employed. Additionally, 46% of respondents
answered that they support the war in Ukraine, while the general polling in Russia
suggests this number varies from 60 to 75%. These factors suggest a conclusion that
the sample is definitely not representative of the whole Russian population, but it is

still valuable for the analysis.

Another critique of the work conducted is that the data was not exhausted to
a full extent, meaning not all of the survey variables were used in the analysis. As
an effect, some potential factors influencing the feeling of agency could’ve been
missed. Thus, a second round of data analysis could help identify other predictors

through, for example, conducting a linear regression for agency feeling.
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Further work

In general, the research provided an exploratory view of the agency in
contemporary Russian society by identifying several connections between the
agency and other domains. Further research is required to gain a substantially deeper
understanding of what factors can influence the feeling of agency among Russians
in both personal and political aspects of their life. Recommended would be to go
beyond the standard socio-demographical variables and test for topics like personal
experiences, ideological views, etc. Additionally, potential mediators should be

discussed.
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Appendix 1. Questionnaire
30pascmeyiime!

Mbwi, epynna coyuonozo6 u3 pasHvlx YHUGEPCUMEMO8, U3yiaem, KaxK Joou
OMHOCAMCA K BANCHbIM U AKMYAIbHbIM B80NPOCAM, KACAIOWUMCA 00ujecmsa.
Ecau Bwvi 0ocmuenu cosepuiennonemusi, Mol npocum Bac omeemumv na p:ao
8onpocos. 30ecb Hem NPABUTLHBIX U HENPABUIbHBIX OMEEmMOos. 011 HAC 8ANCHO
Bawe nuunoe muenue. Hccrnedoganue noIHOCMbI0 AHOHUMHO: 8 Xo00e
uccne0o8anuss He NOHAOOOUMCS YKA3bI6AMb UHDOPMAYUIO, KOMOPAS NO36801UM
uoenmughuyuposamev  Bawy auunocms. Ilomomy mbl npocum omeeuams
uckpenue. Pesynomamwui 6yoym ucnonv3ogamsl auuib 8 0000ujeHHOM 6ude 8
uccredosamenvbekux yenax. 3anoanenue onpocuuxa 3anumaem 0o 10 munym. Boi
Modrceme OMKA3amMbCsl OM Y4acmusl 8 UCCLe008aHUU 8 000U MoMmenm. 3anonnssa
ankemy, Bwi  coenawaemecv  npumame  yuacmue 8  UCCIE008AHUU.

bnazooapum Bac 3a yuacmue!

,ZZJZ}Z Haudaaa omeenibnie, noofcaﬂyﬁcma, HA HECKOJIbKO 60npocoe o Bac.

sex

Baw non:

o Kenckuu
® Myowcckou

age
Croavko Bam nonanwvix nem?

education
Vkaosicume Baw yposenwv obpazoeanusi:
® Henonnoe cpeonee

o (peonee

e (peodne-cneyuanbHoe

® PBuicuee

® Heckonvko @vicuiux unu yueHas cmeneHs
population

B xaxom nacenennom nyHKme Bui npoofcueaeme?

B 2opooe/nocenke/cene 100 moic. u menee scumenneti
B 2opooe 100-250 moic. scumeneti

B 2opooe 250-500 moic. ocumeneti

B 2opooe 500-1 man. sorcumeneii

B 2opooe 6onee 1 man. scumeneti
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occupation
B xaxom cekmope sxkonomuxu Bui pabomaeme?

T'ocyoapcmeenusiii cekmop

Yacmuwviu cekmop

Camo3sanamuiii/l [peonpurnumamens
Hexommepueckuti cexkmop

Bpemenno ne pabomato/Ilencuonep/Cmyoenm
pyeoe (yrascume, nodxcanyticma)

finances
Oyenume, noowcanyicma, Baw yposenv doxooa:

® He xeamaem Oenee dadice Ha edy

e Xsamaem Ha edy u ON1AMY KOMMYHATbHBIX YCILYy2

® Xsamaem Ha edy, HO He X8amaem HA NOKYNKY 00exHcObl U 00)8U

® Xsamaem Ha 00edcOy u 06y8b, HO He X6amaem Ha NOKYNK)Y MeNKOl
ObLIMOBOU MeEXHUKU

e Xsamaem Oenee Ha pa3iuyHble NOKYNKU, HO NOKYNKA 00PO2UX 8euyell
(Komnvlomepa, CMUPAIbHOU MAUUHBL, XOJIOOUIbHUKA) mpebyem
Kpeouma

e Xsamaem Oenez Ha 8ce, A HA NOKYNKY KEAPMUPbL, MAUUHBL, 0aYU
APUXOOUMCSL KONUMb

® Moey nozgonrums cebe 6ce

finance_dynamics

Hsmenunocwv 1u Bawe mamepuanvroe nonodicenue (YyposeHsb cemeinozo
00x00a) 3a nocieonue noucooa?

Cywecmeenno yxyouunocs
Hemnozo yxyowunoco
Huxax ne uzmenunoco
Hemnoeo ynyuwunocs
Cywecmeenno yayuuunocsy

mastery
Hackonvko b1 coenachvl co cneoyiowumu ymeepicoeHusmu?

o (CogepuieHHo He co2llaceH/Ha

e (Ckopee He coenacen/Ha

® B uém-mo coenacen/na, 6 4ém-mo Hem
e (Ckopee coenacem/nHa

® [loinocmwio coenacen
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A Huxak He Mo2y peulums HeKomopule npoobaembl, KOMopble y MeHsl eChib.
HHnoeoa s wyscmeyio, umo meHs moakarom myoa-crooa no HCUuzHu.

A mano konmpoaupyro npoucxoosujee co MHOLL.

A moey coenams 6ce, umo 3axouy.

bonvwyro uacmo epemenu s yyecmeyro ceos 6€CnOMOWHbIM NPU pelleHuu
JHCUBHEHHBIX NPOOJIEM.

To, umo npousotioem co MHOU 8 OYOyWeM, 80 MHO2OM 3ABUCUN ON MEHS.

A mano umo moz2y coenams, 4mooOwvl UsMEHUMb OONLUUHCINBO BANCHBIX 8eUyell
8 ceoell HCU3HU.

AN R R

NS

agency

Hexomopuwie noou cuumarom, umo y Hux ecmsv NOIHOCMbIO C80OOOHDIU
8b100D U KOHMPOJIb HAO PAZTUYHBIMU ACNEKMAMU C80ell TUYHOLU U 0OUeCMBEeHHOU
JICUBHU, 8 MO BpeMs KaK Opyaue CHUmarom, Ymo mo, 4mo oHu 0eaarom, He umeem
PeanvbHo2o GNUAHUA HA MO, Ymo npoucxooum 6 smux cghepax. Kax evl cuumaeme,
HACKONbLKO 8bl  Modiceme MNOGIUAMb Ha credyiowue cgepvl 6awel U
00UecmeeHHOol HCUZHU?

o (CosepuleHHo He Moy
B nesnauumenvrnoii mepe
Heumo cpeonee
B snauumenvhoi mepe
B nonnoi mepe
300posve
Cembs
Paboma
Jluunvie gpunancol
Pazsumue cmpanul
Jleiicmeus enacmu

SN~

SVo

B kakoti cmenenu b1 noodeporcusaeme cneyuanrbHy0 80eHHYI0 ONepayuio
Ha Ykpaune?

o (Coscem He N0OOepIHCUBAIO

® (Ckopee He n000epIHCUBAIO

® B uém-mo nodoeporcusaro, 8 YeM-mo Hem
® (Ckopee nodoepircusaio

® [lonnocmvio noodoepicusaio

govsupport

B rakoti cmenenu vl noooepocusaeme HolHewHue eiacmu Poccuu?
o (Coscem He N00OepIHCUBAIO

Ckopee He noodepacusaio

B uém-mo noooepoicusaro, 6 uém-mo nem

Ckopee noodeparcusaio

°
°
°
® [lonnocmvio noodoepicusaio



