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1.  Introduction 
 

Motivational values have been used in communications for decades but are rarely utilised in 

designing consultation. The motivational values described in this report (see section 2) are 

those identified by American óhumanisticô psychologist Abraham Maslow as a óhierarchy of 

needsô in the 1950s1.  

 

A general knowledge of Maslowôs three main categories - Security (or Sustenance) Driven, 

Outer Directed and Inner Directed - has underpinned much advertising strategy in many 

countries. 

 

Fundamental to Maslowôs theory was that these unconscious drivers of behaviour arise from 

unmet needs. For example at a simple level, needs for safety, security and identity (SD or 

Security Driven), then (OD or Outer Directed) for esteem of others and then self-esteem, and 

then a variety of cognitive and aesthetic needs (ID or Inner Directed). The key point is that 

so long as a need remains unmet, it remains the dominant determinant of behaviour. It is not 

the only such óvalueô that any person has but it is the dominant one. People change their 

dominant need by meeting the previous need, through life experiences. If an opportunity or 

communication meets a need it is likely to be taken up through behaviour. Conversely, if it 

does not, it is likely to be ignored, resisted or discontinued.  

 

Such óMaslowian Valuesô arise through meeting or not meeting needs which themselves are 

probably evolutionary in origin. They are not correlated with differences in personality such 

as those measured by MBTI1, and are different from learnt cultural values2. 

 

From the 1970s onwards a network3 of commercial sector social researchers trained in 

anthropology, behavioural sciences and sociology began large scale studies to track and 

analyse how societies change. They undertook a coordinated exchange of the results of 

making many thousands of measurements of attitudes and beliefs, as well as behaviours. 

Their aim was to follow and describe complex changes and uncover correlations and any 

underlying causes. Through a series of tests using complex algorithms to examine 

correlations, these researchers came to the conclusion that a Maslowian segmentation 

consistently provided the best fit. This involved work in North America, much of Europe, 

South Africa and other countries. 

 

The contemporary expression of this work is in academic and commercial systems for 

mapping motivational values. These divide any population or audience according to its 

dominant motivations, rather than other categories such as age, sex, wealth, class, 

geography, behaviour or ethnicity. As such these ópyschographicô segmentations provide a 

way to test, develop or execute any communication starting from common motivation, rather 

than communication efforts which start with audiences defined by other categories and then 

attempt to add the motivating qualities to an ask or offer in order to get a particular result, 

whether in terms of interest, awareness, alignment, engagement or behavioural action.  

 

                                                           
1
 Myers-Briggs Type Indicator 
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Where motivation is important, such a system is inherently more useful than other 

categorisations. However as many attitudes and beliefs are strongly differentiated by these 

underlying drivers (Cultural Dynamics Strategy and Marketing4 - CDSM - for example maps 

each individual against 100 correlated óAttributesô on a 1,000 x 1,000 grid), values 

differences affect almost any communications activity and planners can therefore benefit 

from considering how to take account of this in designing communication.  

 

Such commercial systems (all with common methodological roots) include: 

 

Values Modes: owned by CDSM - Cultural Dynamics Strategy and Marketing - at 

www.cultdyn.co.uk. Divides the UK population into the three main Maslowian Groups: SD 

(aka óSettlerô), OD (aka óProspectorô) and ID (aka óPioneerô), and within those, into 12 smaller 

segments known as óValues Modesô, based on surveys of 8,500 adults asked 1,000 

questions. This system is the one described further in this report. 

 

Social Values Tribes or 3SC: owned by Environics based in Canada 

http://erg.environics.net/ and applied to North America. Divides the North American 

population into 12 ótribesô. 

 

Cross Cultural Consumer Characterisation or 4Cs: owned by Young and Rubicam - Y 

and R - at www.4cs.yr.com, which divides people as consumers into óseven kindsô by seven 

main motivational axes. 

 

VALS: owned by SRI - SRI Consulting Business Intelligence - based in the US www.sric-

bi.com/VALS. Divides the US population into three major groups and eight smaller groups.  

 

Sociovision/Sinus-Milieu: divides European populations into nine major ófamiliesô - owned 

by Sociovision www.sociovision.com 

 

Environics, SRI and CDSM have online óvalues testsô which any individual can complete. 

Visit the CDSM website and answer ten questions and you will receive an email which tells 

you which óValues Modeô you are in, at over 97% certainty. 

 

In recent decades such systems have been used in devising communications, analysing 

social change, marketing, brand strategy, product development, campaign planning and 

ósocial marketingô , by many hundreds of major companies ranging from BMW and CISCO to 

Unilever, and by football clubs and broadcasters, by NGOs ranging from the National Trust 

to Greenpeace, and by public sector organisations ranging from the US Marines to Natural 

England. They are however, rarely used in the type of public consultation, dialogue planning 

or outreach commonly adopted by UK public sector organisations. 

 

Academic studies with the same underlying methodology of building up segments and 

pictures of society by mapping the net result of individual motivations include those of 

Schwartz and Inglehart: 

 

Schwartz: Shalom Schwartz works at the Hebrew University of Jerusalem and was awarded 

the 2007 Israel Prize in psychology. For 40 years, Prof. Schwartz has conducted in-depth 

http://www.cultdyn.co.uk/
http://erg.environics.net/
http://www.4cs.yr.com/
http://www.sric-bi.com/VALS
http://www.sric-bi.com/VALS
http://www.sociovision.com/
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and international research on personal and cultural values. From 1967, he was based at the 

department of sociology at the University of Wisconsin, and from 1973 moved back to Israel. 

Working with more than 50 collaborators5 Shalom Schwartz has used his 'Schwartz Value 

Inventory' or óSchwartz Values Surveyô based on over 60,000 people across 64 nations on 

all continents, to map common values which act as 'guiding principles for one's life'. In this 

Survey 57 óitemsô represent 10 individual value types, along seven cultural óvalue 

orientationsô.  

 

Inglehart, Welzel and co-workers: Ron Inglehart, at the University of Michigan, and 

Christian Welzel at the University of Bremen, have published numerous books and surveys 

at www.worldvaluessurvey.org. Their survey data are mapped along two main axes, 

traditional/secular-rational (similar to Inner-Security Driven) and survival/self-expression 

(similar to Security v Inner/Outer Directed), and in terms of ómaterialistô and ópost-materialistô 

value dimensions. In 2005 Inglehart and Welzel published Modernization, Cultural Change 

and Democracy: The Human Development Sequence6. They have detailed data for 80 

countries comprising most of the worldôs population and included 120 in their last World 

Values Survey. They have analysed longitudinal change in values of societies using data 

sets going back to the 1920s and identified the pre-conditions for transition to democracy. 

 

In the UK the NGO óGlobal Coolô uses the Values Modes system for its organisational 

strategy: it sets out to engage one psychological segment from the Outer Directed 

Maslowian Group, the Values Mode óNow Peopleô (www.globalcool.org). IPPR, the Institute 

for Public Policy Research, published a report7 in 2009 highlighting why this is a particularly 

significant group to engage on issues such as climate change related behaviour. Numerous 

analyses using values data in relation to issues such as climate change, perception of 

landscapes and Overseas Development Aid are posted at www.campaignstrategy.org.  

 

Advised by counter-insurgency specialist David Kilcullen, US General David Petraeus and 

former General Stanley McChrystal have drawn on Maslowian Group Theory to revise 

strategy in Iraq and Afghanistan to attempt to first meet basic needs for safety, security and 

belonging in order to create the pre-conditions necessary for developments such as 

democracy8
. 

 

 

2.  Reflective and Reflexive Thought 
 

Although based on behavioural observation and on survey data from direct responses to 

questions, these systems are essentially mapping psychological factors of which we are not 

usually conscious. In this respect they are similar to other systems based on studies of how 

people think, process information and make decisions, such as those with roots in testing 

linguistic and cognitive theory, behaviour and brain science. Cognitive linguist and óframingô 

expert George Lakoff for example, has explored the role of such óreflexiveô (i.e. automatic, 

unconscious or óemotionalô) thought in work such as The Political Mind9. Lakoff notes that 

the great majority - one study suggests as much as 98% - of all reasoning is based onô 

emotionalô, reflexive thought of which we are not conscious, rather than órationalô or 

óreflectiveô thought of which we are conscious. 

http://www.worldvaluessurvey.org/
http://www.globalcool.org/
http://www.campaignstrategy.org/
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The general idea that unconscious óreflexiveô thought processes are more significant in 

leading us to undertake behaviours than conscious iteration of arguments or ófactual 

reasoningô is well accepted in fields such as advertising, design and marketing. Examples 

range from the power of context, to the significance of colours or symbols and visual 

language, to behavioural rules of thumb or óheuristicsô, such as those tested and popularised 

by writers such as Robert Cialdini in his best selling book Influence: The Psychology of 

Persuasion10. These are extensively used in commercial applications such as designing 

service offers in fundraising, in retail situations or restaurants, by religions and increasingly, 

in óbehaviour change campaignsô. Other examples include the perceptual filters employed in 

NLP or Neuro Linguistic Programming which has its roots in studies of animal behaviour. 

The deliberate use of language which resonates with particular values sets - for example by 

pollster and óspin doctorô Frank Luntz, as popularised in his book Words That Work: Itôs Not 

What You Say, Itôs What People Hear11 - is another example of how communicators can tap 

into the power of unconscious reflexive thought.  

 

While this range of óreflexiveô approaches is drawn on by strategic communications 

agencies, and some campaign organisations and political parties, who use it alongside 

conscious reflective communications such as overt dialogue, the separate origins of these 

disciplines and methodologies has tended to set them apart from traditional approaches to 

óconsultationô.  

 

The ethos and practice of óconsultationô tends, in contrast, to be firmly anchored in the notion 

of reflective thought. Although sometimes attributed to John Dewey in 1910, the tradition of 

reflective thought goes back to The Enlightenment and some of the oldest philosophers. It 

recognises thinking and óreflectionô as a conscious process of acquiring and testing 

information and ideas, in order to develop new ones and discuss or communicate opinions. 

Debate, argument, logic, the ópower of ideasô, analysis and synthesis, óadvocacyô, dialogue to 

develop or modify views and ensure open and transparent decision-making processes in 

democracies: these are all part of reflective thinking traditions and concepts of 

communication. Central to these ways of thinking about communication in relation to 

decision-making, is that it is a conscious process, in which ófactsô or consciously held 

opinions are weighed by a órationalô process.  

 

Examples from óconsultationô and allied óoutreachô include citizensô juries, dialoguing, 

mediation and negotiation, various forms of discussion groups, opinion polls and surveys, 

and questionnaires and focus groups where these are used to gather óopinionsô. All are 

largely, if not entirely, tools for encouraging reflective thought, or capturing the results of it.  

 

To illustrate the difference, a ófocus groupô which starts by asking for óviewsô on a subject and 

which is then used to collate and sort responses is formally similar to a óstraw pollô, only one 

influenced by group dynamics. The responses may be taken literally. In contrast, a 

moderated qualitative focus group may begin by exploring world views and introduce the 

subject of interest only incidentally, often through involving participants in creating something 

physical. This is designed to give an insight into the underlying motivations or beliefs of 

participants, in order to understand the underlying reasons for their óviewsô or óopinionsô, 

while minimising effects such as those caused by response to the perceived source, 
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messengers or by maintenance of self-identity. This gives a much better indication of how 

people similar to the participants would respond to a óreal worldô offer or ask. 

 

Using values analysis to recruit such a group or identify an audience (i.e. a values or 

psychographic segmentation) means that you start with a multivariate knowledge of their 

values, attitudes and beliefs, because the process of segmenting people through values 

surveys is akin to using the accumulated output of thousands of cross-correlated focus 

groups. 

 

In addition, because we usually reason both emotionally and rationally, or with feeling and 

thinking, reflexively and reflectively, the results of even supposedly óobjectiveô measures of 

views or opinions are strongly shaped by how they are framed and conducted. A well known 

example is polling, which on the face of it produces bare-bones quantified óhardô 

measurements. However the way a poll is framed itself sends a signal: for example that this 

subject is óimportantô, or ócontroversialô, and what is included and excluded has a framing 

effect. So a óhorse raceô political poll can be used to reduce support for a party which is not 

presented as a choice - as with the fourth party in a race where only the first three are 

presented as choices in a published poll. Responses are also ópushedô by the way a specific 

question is framed. Asking several questions about the potential óbenefitsô of genetic 

modification (gm) for example, will push any for/against question which follows, in the óforô 

direction, whereas first asking about ódangersô will have the opposite effect, as we have 

made people realise how many they can think of. Similarly, prompting people to think in 

terms of all their senses (as in invoking the smell of sewage in a flood, or freshly mown hay 

on a summer morning) will make that subject more órealô and evoke stronger responses. 

 

So in terms of óframingô12, the dominant óframeô for communications used in democratic 

politics and governance, which also underlies the social and physical sciences and hence 

much of the educational system, is órationalô reflective thought. This, by extension, has been 

the guiding influence on most consultative designs for public bodies or purposes. It follows 

from this meta-frame that in matters of public consultation, decisions reached by other 

means may be seen as ówronglyô reached because to a greater or lesser extent they are 

ómanipulationô or bias, departures from a rational reflective ideal, and even óunfairô.  

 

To give an example, it is very well established that when a messenger or source is ólikedô, 

there is a strong bias towards agreement with a proposition. Changing the messenger can 

therefore change the outcome. In sales, PR or marketing or campaigns this is widely 

deemed to be acceptable and thus seen as ócommon-senseô. In electoral politics it is 

recognized by political parties that the ólikingô factor is as important, and often much more 

important, than, for example, the ócontentô of a message in terms of ideas. The culture of 

politics however remains one in which politicians and political commentators strive to 

emphasise ósubstanceô, óissuesô or óideasô above ópersonalitiesô, even though political 

strategies may be largely based on trying to use heuristics such as liking, or a host of other 

ótailoringô of communications to audiences. Ostensibly representing óthe publicô, the media 

therefore sometimes criticises politicians for being óstyle rather than substanceô: in effect a 

shorthand criticism for employing reflexive as opposed to reflective communication. 
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In The Political Mind, George Lakoff has argued that this culture of denying the role of 

reflexive thought in politics is a threat to democracy itself, and that there should be a óNew 

Enlightenmentô in order to bring to the surface and reveal the extent of reflexive thought, so 

that we are all aware of how we may be being affected by it when making decisions.  

 

The fact that we are not systematically aware of these influences, helps make óconsultationô 

controversial in itself, for example, where ócitizensô juriesô have been revealed to be 

directional devices designed to help demonstrate support for a pre-determined position 

rather than, as the ójuryô and ócitizenô frames suggest, a decision-making process designed to 

show what the people have decided, or would decide if they had the choice.  

 

In the case of science, where it is widely accepted that crucially important consequences 

attend to whether something is accepted as ótrueô or not, the predominant expectation both 

inside and outside óscienceô is that reflective, conscious thought not only prevails but is all-

important. Testing an hypothesis to see if it can be falsified is a method designed to try to cut 

out the host of perceptual factors which might lead us to believe things which our senses or 

culture tell us are true but which are false: that the earth is flat for example13. This however is 

not a very natural mode of thought. We have to learn it. 

 

The extent to which these different ways of communicating are seen as right or wrong 

depends itself on how we decide right and wrong, and that varies according to psychological 

values. To take the case of politics, Inner Directed people disproportionately decide óright 

and wrongô on ethical grounds: that is, internalised rules they use to decide for themselves 

what is right or wrong. This is one reason why they are called óinnerô directed. The most 

important version of this question for Inner Directed people is therefore likely to be óis it 

ethical for political choices to be decided like this?ô  

 

For Security Driven people óright and wrongô is more a question of morality than ethics: in 

other words a set of rules of right and wrong which have been set by tradition and/or 

authority, not decided for themselves. óIs it within the rules ?ô would tend to be the SD 

equivalent.  

 

For Outer Directed people the picture is less clear and they are the least comfortable of the 

Maslow Groups in answering such a question. Their órealô preference is for ówhat worksô. If 

politics delivers the results, meaning results measured first and foremost by whether it helps 

them achieve esteem of others or self-esteem (for example through delivering the best or 

better services or opportunities to them), then that would be the best way for a political 

decision to have been reached. The Outer Directed motivation applied to this or any other 

question is less about what authority says is right or wrong, and less about internal ethics, 

and more about what others think of them for adopting a position or behaviour (hence they 

are outer-directed, paying attention to others). 

 

The increasing political tendency to see consultation and engagement exercises as effective 

ways to ódeliverô policies, itself encourages conflation of the two things. A belief in the power 

of reflective thought encourages many scientists and some politicians to assume that the 

way to gain support for policies about science, is to generate dialogue and discussion. 

Making assumptions that the key determinants of behaviour are factors such as opportunity, 
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availability and information (rather than reflexive stimuli), has led many attempts at 

óbehaviour changeô through social marketing to fail. 

 

In contrast, it is commonly accepted by advertising and marketing practitioners that opinion 

follows behaviour. Reflexive-thought studies demonstrate this through the óconsistency 

principleô, which turns on maintaining our self-identity as rational. We undertake a behaviour, 

so we adopt an opinion consistent with that behaviour, in order to maintain our self-image as 

órational actorsô. This means both that we adopt strong opinions about important behaviours 

(for example scientists engaged in gm become proponents) and, if we change behaviour, we 

change opinions. Note that this is the reverse of causation assumed in the órational and 

reflectiveô frame in which it is implicit that we formulate our óown opinionsô based on analysis 

of ófactsô. Moreover, the underlying driver of behaviour is often unconscious needs. 

 

Expectations of óconsultationô and ideas of which methods are appropriate are also values 

dependent. For example Inner Directed people are disproportionately likely to advocate 

universalism, benevolence and ethics compared to the rest of the population, and therefore 

would naturally assume that a consultation should be inclusive, especially of the 

disadvantaged, and better if it were open-ended and allowing for participation and creativity 

rather than being closed and led by authority. Security Driven óSettlersô however will tend to 

prefer simple closed ófact basedô propositions, be uncomfortable with taking any initiative in 

formulating questions, and prefer not to have a consultation at all if trusted leaders can take 

a decision instead. Outer Directed people tend to believe there is a óright answerô and want 

to cut through complexity, whereas Inner Directed people tend to find complexity interesting. 

As participants and designers therefore, people in different Maslow Groups will have very 

different views about óconsultationô. 

 

 

3.  Ways to Apply Values Analysis in Consultation 
 

Policy makers and communications practitioners concerned with public sector 

communications around issues such as science and climate change might therefore make 

use of a knowledge of motivational values differences in a number of ways. 

 

 Values Matching. Consultations, outreach projects or other communications can be 

designed so that they resonate with, rather than fight against the values of the 

audience - values matching. As a rule of thumb this means being prepared to have 

three different types of proposition, and being prepared to óget people to do thingsô for 

their reasons, not necessarily yours. It is often possible to get people from such 

different groups to do the same thing but for different reasons but not to óconvertô 

them to taking actions for someone elseôs órightô reasons 

 

 Self-selection of channels, contexts, messengers etc. As people in different 

Motivational Groups and Values modes have different but broadly predictable 

preferences for communications channels and contexts (e.g. types of event, 

activities, media) some targeting can be achieved even without prior knowledge of 

values of a group (i.e. there is strong potential for a self-selection effect according to 
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channel, messenger, context, proposition etc). As a rule of thumb, this means being 

prepared to have three different types of consultation in any one ócommunityô or 

target population 

 

 Change Dynamics. The different Motivational Groups tend to have different roles in 

any social debate within a community. The adoption of new behaviours for example 

is always led by the Inner Directed óPioneersô. This means that there is little point in 

trying to ósellô innovation to other groups, indeed it may simply generate evidence of 

rejection, which in turn may be taken as evidence of ópublic rejectionô and the idea 

abandoned (for example carbon rationing). At the more detailed Values Mode level 

there are ógatekeeperô and óbridgeô groups who can be used to act as channels for 

the spread of new ideas. There is also at least one ósumpô Values Mode which can 

act as a sink or black hole for new behaviours if they ómake it theirsô. Such knowledge 

can be used to plan communications strategies for óbehaviour changeô. Values 

differences also set the requirements that behaviour has to meet in order for it to 

spread effectively across groups to the whole population 

 

 Community Dynamics. The same values differences also tend to drive some 

Maslow Groups to be much more active participants in consultations about óissuesô 

than others. This however is not a predictor of their subsequent behaviour when an 

idea that has been consulted upon is converted into an actionable plan, or actually 

órolled outô. So a consultation or political process that has not accounted for this may 

encounter óunexpectedô problems, or, more rarely in the case of public projects, 

unexpected levels of support. The same values differences also mean that 

community organisations dealing with unresolved óissuesô tend to be dominated by 

one Maslow Group, while those focused on traditional and unchanging activities 

attract another, and óinterestô groups a third 

 

 Avoiding the Logjam of Violent Agreement. Because people in some Values 

Modes are particularly attracted to debates (as they have an interest in órules for 

societyô) they are likewise attracted to take part in debates over proposals for change 

or some óissuesô. However as they sometimes have opposing values this can cause a 

polarised ósee sawô argument or a ólogjam of violent agreementô in which they agree 

about the need to ódo somethingô but disagree over how it should be done. Dialogue 

or consultative processes which do not account for this may sow the seeds of their 

own failure, if they are seeking consensus 

 

 Interpreting Responses. People in different Maslow Groups have very different 

perceptions of their self-agency which directly affects how they will respond to any 

call to take action, particularly of a novel kind. This includes forms of óconsultationô. 

However if the organisers are unaware of this, the results of a consultation may be 

interpreted purely in terms of the reflective content (ie the ósubjectô being consulted 

about from the point of view of the surveyors, etc), rather than responses to the 

medium, channel, proposition framing (etc) which may be highly but unintentionally 

differentiated by values. A result can easily be an indirect measure of values 
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prevalence rather than the preferences that would be revealed if the communication 

format had been ónormalisedô for values 

 

 Assessing or Developing óSupportô. Decision makers seeking signals of broad 

support for policies or projects may emphasise the need to show a órepresentativeô 

range of support but struggle to find categorisations which enable them to do this. UK 

politicians and media for example resort to using ómiddle classô to describe a range of 

people so variable that it now only defines small groups as clearly not ómiddle classô. 

People in different Maslow Groups tend to look and feel different to one another but 

in a host of subtle ways. As they may be of the same age, sex, wealth, origin, 

occupation etc such differences tend to be dismissed as singularities because they 

are not explained by more conventional categories. As a result, consultation or 

outreach may focus on a list of minority groups, or be structured by categories such 

as age or socio-economic group which are selected because they can be used rather 

than because they are particularly representative or relevant. Attempts to increase 

the reach of these exercises can lead to perverse results, such as listing ówomenô, 

the óoldô or the óyoungô alongside other óminoritiesô, or working backwards from a list 

of óhard to reachô groups, who may in reality be quite easy to reach but hard to 

engage if you do not match asks and offers to their values 

 

 Interpreting óMediaô and óOpinionô. Similarly, to gauge and align with ópublic 

opinionô many politicians and public bodies seek to stay in step with views as 

expressed via the media, both third party (e.g. tv, radio, press) and social networks 

(Facebook, Twitter, Myspace etc). These views often align to values antagonisms 

between the most different values groups in society as they tend to populate media 

debates. Only by having knowledge of what these groups are, and their size, can any 

such views be assessed for their significance. The media also makes rather selective 

use of different values groups 

 

Practitioners wishing to plan a consultation using values analysis might approach Cultural 

Dynamics Strategy and Marketing (CDSM), the company which owns the Values Modes 

segmentation system and conducts the British Values Survey, to investigate whether it 

already holds relevant data about the subject under consideration. This can then provide a 

useful insight into who to target and how. In work on ófear of crimeô for Bedfordshire police for 

example, Campaign Strategy, KSBR and CDSM found that the CDSM database already 

contained a question almost identical to the measurement question used by the Home Office 

in the British Crime Survey. This meant that the national evidence base could be related to 

values differences. 

 

Whether using the CDSM system or others such as that of Environics or Y&R, practitioners 

can employ standard field survey techniques to estimate accurately the distribution of values 

in any population, or within organisations or other audiences. With training these can also be 

used face to face and door to door. CDSMôs standard training approach is a two day 

óImmersion Seminarô in which participants learn what it is like to óbeô someone from each of 

the three main Maslow Groups. After that process many communicators find they can apply 

the insights of values to their work even without the need for further field research.  
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Charities such as the RSPB and National Trust for example have used these insights, with 

and without cross-correlation to other segmentations, to plan marketing and recruitment and 

to write creative briefs for agencies. For service or product development, potentially including 

the precise format of consultation exercises, it is advisable to use qualitative research 

procedures segmented by values, to generate ideas, formulate offers and to test them with 

potential audiences.  

 

 

4. Maslow Groups and Values Modes 
 

This section briefly reviews the main differences between the three Maslow Groups and the 

twelve Values Modes, drawing on the work of CDSM www.cultdyn.co.uk , who map the UK 

population with a model which has been developed and refined since the 1970s.  

 
 

Above is CDSMôs version of the Maslowian óHierarchy of Needsô. The theory stated that 

people start out in the centre (red) and if they meet a need, it moves their dominant need out 

to the next layer. For practical purposes CDSM maps the needs not in a triangle but as a 

circle. This is because when you measure the attitudes and beliefs that can be correlate in a 

way consistent with these needs, they do not map as a simple linear progression (see 

below). 

 

 

 

 

 

 

 

 

 

http://www.cultdyn.co.uk/
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Here is the original Maslow óHierarchyô in which the transition is óupwardsô: 

 

 

 

 

 

 

 

 

 

 

  

This is a simplified version of the CDSM óValues Mapô: 
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Below are the 100 óAttributesô which make up the óValues Mapô. These each represent a 

cluster of very strongly correlated questions (ie on a similar ósubjectô) and are located at what 

is in effect, the point of their maximum espousal (ie agreement). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The 100 Attributes capture the most powerfully discriminating questions, that is those which 

best spread the data. Any one person can be located at a single point on this map according 

to their present values score, measured against the 1,000 questions which underlie it. 

Because of the huge size of the dataset behind this ómapô, they only need answer ten of the 

most strongly differentiating questions to fit them with very high confidence into one of the 

twelve such areas of the map, which are known as óValues Modesô. Just putting them into 

one of the three main Maslow Groups is a statistically even easier process. 
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Below in shorthand are the values orientations represented on the map. These arise from 

the unconscious underlying needs of individuals which drive how they see the world (left). 

These in turn lead to orientations which determine how they interpret and respond to any 

proposition (right). 

Needs       Orientations 

 
 

 

As an example of how this affects affiliations to an organisation with a values-distinct profile, 

see the scatter map below for the values of UK supporters of an international aid charity.  

 

 
 

About 40% of the UK population lies in each of the blue bordered parts, and about 30% in 

each of the green and red. In contrast the ethical NGO draws its support 87% from the blue 

area, 8% from the red and 5% from the green. In other words the behaviour of joining and 

staying in this group is very strongly affected by values. In this case values represented by 

the Attributes such as Justice, Universalism and Adaptability - see Attributes circled below. 

 


