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Introducing
Valuegraphics

With the world’s largest global database of shared human values, the Valuegraphics
Project offers a groundbreaking approach to understanding and influencing human
behavior. Valuegraphics emerged from a recognition that traditional demographic
categories, such as age, gender, and income, are insufficient at predicting behavior
because they do not account for the deeper motivations that drive individuals. Instead,
Valuegraphics focuses on the 56 core human values identified through its extensive
global research. This approach supports the idea that values drive all human decisions,
behaviors, and emotions, and are more stable and consistent over a lifetime compared
to demographic factors commonly based upon fluctuating social trends. The
Valuegraphics Database contains data from nearly a million surveys conducted in 152
languages and 180 countries, providing a segmentable global inventory of shared
human values. This data makes it possible to identify the specific values that will
engage and influence any group of people, almost anywhere on Earth.

Traditional demographics merely describe what people are and often do this
inaccurately, contributing to the perpetuation of harmful stereotypes and assumptions
that enhance divisiveness. In contrast, Valuegraphics identifies who people are at their
core by understanding the values that drive them. Data from the Valuegraphics
Database shows that the key motivators of people within any demographic grouping
are only in agreement an average of 10.5% of the time, whereas values-based
grouping can align people significantly more effectively, up to 90%. This vast difference
highlights the inadequacy of demographic categorization and the profound insights
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that Valuegraphics offers. By focusing on shared human values, Valuegraphics aims to
move beyond the divisive nature of demographic stereotypes, fostering a more
understanding, accepting, and united global society. This approach not only helps
enrich social connections and achieve business objectives but also works toward
creating a better world where values-driven interactions prevail.

What is Valuegraphics?

Since 2016, Valuegraphics has been developing and refining the world’s largest global
database of human values. As of May 2024, the Valuegraphics database holds 568,305
responses to benchmarking surveys and an additional 255,983 targeted responses—a
running total of 824,288 completed
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manifestations. Accordingly, this
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a 95% level of confidence and a +/- 3
3.5% maximum margin or error.
The magnitude of this database is not only statistically significant, but it enables
analysis across populations, audiences, and groups, and right down to individuals
without losing its coherence or accuracy. This enables Valuegraphics to produce
accurate, reliable, and verifiable results at the individual, group, and audience levels.

In building the database, ten online benchmarking surveys were conducted across 180
countries and administered in 152 languages. These surveys, spanning various facets
of life such as relationships, hobbies, education, and work, aimed to gauge personal
values and behaviors. Participants were encouraged to complete multiple surveys,
resulting in a rich dataset with more completed survey responses than individual
respondents. Each survey offered different pathways, tailoring follow-up questions
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based on respondents’ initial answers. In total, the benchmarking surveys comprised
389 questions. This included general questions pertaining to the topic of each survey,
as well as values-specific questions that all respondents answered. The questionnaires
used in the Valuegraphics benchmarking surveys and the resultant database (the
Benchmarking Database) serve as the foundational sets of data upon which
subsequent analyses are evaluated.

This robust database initially encompassed 40 values sourced from several renowned
outlets, such as the World Values Survey and other respected academic sources.
Through Valuegraphics’ extensive global research and feedback, an additional 16
values were identified, culminating in the comprehensive set of 56 global Valuegraphics
values utilized today. The process of identifying these 56 human values was thorough
and exceptionally detailed: the 2.5 million open-ended comments were manually
distilled into approximately 8,000 definitions of values, which were then refined into 56
human values and 281 unique ways that those values manifest or appear for people
when they are in alignment.

Database Considerations

Valuegraphics provides an extensive framework for understanding human values,
utilizing its rich database sourced from diverse populations across the globe. However,
as with all research and their resultant databases, inherent limitations exist within its
methodology that merit consideration.

One such constraint lies in the reliance on self-reported data obtained through
questionnaires. Respondent bias can arise from individuals' tendencies to tailor their
responses to societal expectations or personal perceptions of desirability rather than
providing candid insights into their true values. Valuegraphics employs strategies such
as clear instructions and indirect questioning techniques to mitigate this bias and
explicitly communicate that responses remain anonymous and cannot be attributed to
any individual respondent. However, the potential for skewed responses remains.

Despite efforts to ensure diversity within its database, Valuegraphics may encounter
sampling bias, inadvertently excluding certain demographic groups. This limitation
could arise due to disparities in access to internet technology, religious beliefs or
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socio-political constraints about the use of technology, varying levels of computer
literacy, or varying levels of engagement with survey activities. As a result, the
database may not fully capture the breadth of human values across all populations,
potentially limiting the generalizability of its findings. To mitigate the impact of these
potential limitations, Valuegraphics applies data weighting methods in some
circumstances to ensure that under-surveyed cohorts are represented accurately,
equally, and ethically in relevant profiles. It should also be noted that global internet
penetration averages 66.2% (as of January 2024, with some regions as high as 97.6%;
see Statisca 2024).

Valuegraphics also acknowledges that the benchmarking surveys could not reach
some groups worldwide. Despite gathering responses from 180 countries and being
administered in 152 different languages, some countries were excluded or could not be
reached for various reasons, including poor internet accessibility (including censorship),
political considerations, and slow response rates. For instance, the following countries
could not be represented in the database: North Korea, Syria, Turkmenistan, and
Myanmar. Additionally, some groups within the otherwise profiled countries or regions
may not have full representation, such as those who shun technology, have literacy
challenges, or are incarcerated without internet access, as three examples. Other
groups are more nuanced and limited by skews in those with internet access within
their regions. While statistical representation for the surveyed countries was based on
their most recent census data, using age as the primary strata, Valuegraphics is aware
of the potential for inaccuracies within census data itself and is therefore transparent
about this limitation.

Furthermore, while Valuegraphics boasts a high level of accuracy of +/- 3.5%, no
measurement tool is entirely immune to error, and much depends on accurate
interpretation. Variability in data interpretation, processing methodologies, and
statistical modeling techniques could introduce minor inconsistencies or inaccuracies
in the results. Valuegraphics applies up to 14 different validity checks on all survey
responses to mitigate any bias, misinterpretation, or inaccuracies; however, it should
be understood that the chance remains. As an example, some of those validity checks
include:
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e Completion time analysis to examine whether the time taken to offer a response
is significantly out of the average range.

e Straightlining identification to ensure that the same ratings were not invariably
applied across ratings-based questions.

e Consistency analysis to cross-check whether similar questions at different
stages of the survey elicit the same or similar responses.

e Cross-validation analysis to compare samples with census data and ensure
accurate population representation.

e CQutlier identification and analysis to detect and examine data points significantly
deviated from the rest of the dataset and consider their potential causes and
impacts.

e Duplicate response checking to identify, flag, and remove redundant or identical
entries within the dataset to ensure data integrity and accuracy.

It is also paramount to acknowledge that Valuegraphics conducted its benchmarking
surveys with a high degree of ethical consideration. The surveys were designed to
ensure that respondents were fully aware of the purpose of the surveys, how their data
would be used, and that their responses would be anonymized. To further enhance
transparency and trust, respondents to every Valuegraphics survey are provided with a
unique code and an email address they can use at any time to request the removal of
their data from the database. Furthermore, Valuegrahpics respects the rights to
removal, erasure, and access.

The Valuegraphics Way

The Valuegraphics research design and ideology, while multidisciplinary where
appropriate, are predominantly sociological. Notwithstanding the importance of social
science disciplines like psychology and others, the Valuegraphics approach favors a
sociological approach to exploring and understanding values for the nuanced insight it
can provide into the influence and impact of broader social conditions.
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As an academic discipline, sociology aims to understand the structure and functioning
of society. From this perspective, values are considered the personal beliefs and
motivations that shape individual and group behaviors, collectively influencing social
norms and cultural practices. They represent what is important to people in specific
social contexts, helping to maintain social cohesion by guiding acceptable behavior
and fostering a sense of community. For example, values such as Cooperation, Service
to Others, and Compassion can drive social movements and influence societal change,
as these values motivate individuals to act in ways that promote these principles.

As one example, an alternative disciplinary approach commonly used to understand
human values is psychology. With its primary interest in the human mind and its
influence upon behavior, a psychological perspective on values considers them to be
the personal beliefs and motivations that guide an individual's behavior and unique
decision-making processes. They influence how people interact with the world,
shaping their goals and determining what they find meaningful. Values from a
psychological viewpoint are thereby intrinsic and can vary significantly from person to
person, reflecting their unique perspectives, experiences, and priorities.

Values from both sociological and psychological perspectives concern personal beliefs
and motivations. Both have merit for their insights into recognizing and determining the
key elements influencing how individuals operate. A key difference between these
disciplinary perspectives is how they understand the role of values in human behavior.
Sociology emphasizes the collective aspect of values, considering how shared values
shape societal norms and related behaviors. In contrast, psychology focuses on an
individual's internal motivations and how their values guide personal actions and
decisions.

Valuegraphics considers a sociological approach to understanding values crucial for a
broader, more integrated view of how individual beliefs influence collective behavior
and societal norms. This approach matters because it emphasizes the
interconnectedness of personal motivations and social structures, illustrating how
shared values can drive significant societal changes and foster social cohesion. By
focusing on the collective aspect of values, Valuegraphics offers nuanced insights
essential for organizations aiming to engage with and influence audiences effectively
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and with respect. Its sociological vantage point allows for a deeper understanding of
the broader implications of values, making it possible to identify and leverage the
values that unite people and drive collective action. This holistic approach enhances
the effectiveness of engagement strategies and promotes a more inclusive and
cohesive society where shared values can lead to positive social change. By favoring a
sociological approach, Valuegraphics ensures that the insights provided are not only
relevant on an individual level but also impactful on a societal scale, helping
organizations to connect with people in a meaningful and transformative way.

Why Use Valuegraphics?

Successful organizations understand that the cornerstone of effective decision-making
is solidly anchored in data-driven strategies. Data provides reliability and measurable
evidence to substantiate decisions and direction. This granular insight into target
audiences separates thriving organizations from others. Values-driven insights from the
Valuegraphics Database provide the means for a rich and deep understanding of what
drives us: our values. Traditional demographic data only scratches the surface, offering
an average of 10.5% alignment or accuracy. As David Allison, founder of
Valuegraphics, astutely observes, since global agreement among individuals regardless
of demographics is approximately 8%, demographics are only a paltry 2.5% more
accurate. In other words, relying on demographics for a mere 2.5% improvement over
random chance when making critical decisions is a poor choice, falling far short of
what is significantly more effective. Valuegraphics, as the alternative, provides
alignment of 75% at minimum, with 90% and above for some audiences.

The power of Valuegraphics is internationally recognized as a groundbreaking system
that has earned acclaim from esteemed authors Don Peppers and Martha Rogers,
PhD., respected for their influential work in customer relationship management and
experiences and co-authors of business bestsellers, including Managing Customer
Relationships and Experiences: A Strategic Framework. In their words, "Valuegraphics
takes the ol’ time religion of demographics and stands it on its head, providing an
effective and essential replacement.”

Not only endorsed by thought leaders, Valuegraphics’ applications span various fields,
including marketing, product development, personal development, and employee
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engagement. For example, understanding the core values of a target audience can
significantly enhance the effectiveness of marketing campaigns, product features, and
workplace culture initiatives. Organizations such as PayPal, lululemon, Arc'teryx, the
Environmental Defense Fund, and the United Nations Foundation have successfully
used Valuegraphics to more profoundly connect with people by speaking directly to
what they value. Valuegraphics has also gained recognition through strategic
partnerships, including a collaboration with Google Xi to create the Belonging Index.

Understanding shared values will help you solve every issue and
seize every opportunity. Because we are all values-driven.

Values are the answer.
Let's put them to work.
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A Snapshot View
of Valuegraphics

Background:

Launched in 2016

The first truly global database of human values
More than a million complete survey responses
180 countries

152 languages

2.5 million open-ended comments generated
8,000+ definitions of values identified

56 core human values

281 distinct ways that values align for individuals

Accuracy:

95% level of confidence
+/- 3.5% level of error margin

Rigorous test/retest reliability was conducted throughout the data-gathering and
analytical process.
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