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Welcome to the Vertical Village
In cities, towns and suburbs across North

But if you want to get technical, that’s what

America, shopping malls with large outdoor

we’re talking about: a massive community

parking lots are being redesigned as self-

complete with housing, amenities and

contained villages. The parking is moved, in

services anchored by a big mall, where

some cases underground, and the land is

people will know you.

repurposed for residential condominium
towers and apartment blocks, office

The convenience is attractive; the

complexes and reinvigorated main streets.

community aspect feels really nice. The

Shopping malls are upgraded and

Vertical Village feels like a new and

sometimes completely rebuilt with more

improved home. It’s a place for all people

stores and more floors. Parks and outdoor

and for all the rituals of human life. It’s the

spaces are used to add some green and

place where we live, love, laugh and learn

enjoyable trails to restaurants, fitness

while we work, rest, play and grow.

facilities, schools and other amenities.
People of all ages can live, work, learn and

As more of these communities pop up,

play without ever leaving the area.

developers need to reach people who are
relatively new to the concept. Many

“The Vertical Village is
the place where we
live, love, laugh and
learn while we work,
rest, play and grow.”

potential buyers are still learning about the
benefits of living in a high-density building,
let alone one that is smack dab in the
middle of a mall. They’re still wondering if
convenience and community will meet their
needs and, more importantly, although
perhaps somewhat subconsciously, their
values.
In this report, we’re going to tell you all
you need to know about people who are

Throughout this report, we use the term The

most likely to live in a Vertical Village,

Vertical Village to describe the

what they want, and what messages will

aforementioned community. Why? Because

influence them the most.

it’s snappier than saying “a high-density,
mixed-use urban complex with a revitalized

The answer lies in their values.

shopping mall anchor.”
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Using scientifically accurate data, we are going to give you the core values of buyers most likely to live
in a Vertical Village. Why values? Because what we value determines what we do 24/7/365. When you
know the shared values of your target audience, you’ll know how to influence them.
Once you know the shared values of your audience, all you need to do is design your product, service,
or brand in a way that triggers those values. Put their values at the forefront of everything you do,
every decision you make about your business, and you will influence the people most likely to do
business with you. Because what we value determines what we do.

THREE QUICK EXAMPLES
How do you use Valuegraphics to inform your business decisions? Here’s a
few quick examples from our work in various sectors:

01

Valuegraphics profiling for a hedge fund uncovered
that their investors place a very high value on trust.
One strategy to trigger trust? Every new client gets
the home phone numbers of the fund team.

03

Valuegraphics uncovered a large
segment of bank customers that
highly value status. They come to a
physical branch of the bank
(instead of online banking) because

02

they want to feel important.
The Valuegraphics database revealed that a segment

Triggering this value could be as

of hotel guests places a very high value on career

simple as asking staff to wear more

advancement. What could a hotel chain do to trigger

formal business attire and replacing

that value? Simple: create (or retrofit) industry-

the free cookies and juice with San

leading, 24/7, state-of-the-art business centers in

Pellegrino and biscotti.

each property, and launch an app for guests to
network with each other based on similar career
interests over a 15-minute “brain-date” in the lobby.
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Valuegraphics: What We Value
Determines What We Do
Sociologists and human behavior experts know from years
of research that what we value determines what we do.
Based on that principle, we created the world’s largest
custom dataset of what people in the United States,
Canada, China, the European Union (including the United
Kingdom) and Asia-Pacific including New Zealand value,
want, need and expect from life.

VALUEGRAPHICS
DATABASE
So far, we’ve collected close to
250,000 surveys from people in 59
countries around the world, and
analyzed the importance of 40

The Valuegraphics Database contains detailed information
about what people value, what they want, need and expect
from their life. The data, extrapolated from more than
250,000 surveys, allows us to profile a target audience for
any product, service, brand or organization and scientifically
predict how they’re going to behave in any situation.

core human values and 340 wants,
needs and expectations.
The database has been
constructed as random, stratified,
statistically representative sample.
Data from the 250,000+ surveys
can be mined for predictive

If you know the values of your target audience, you know
how they make decisions about everything 24/7/365. Armed
with this knowledge, you can influence them to choose you:
to use your products and services, to engage with your
brand, to do business with you.

behavioral insights about people in
the United States, Canada, China,
the European Union (including the
United Kingdom), New Zealand
and Asia-Pacific.
Our Valuegraphics database has

Valuegraphics takes the guesswork out of what you—and
others around the boardroom table—might think will
motivate your target audience, and instead replaces those
opinions with data and facts.

what statisticians refer to as a
margin of error around 3.5% with a
95% level of confidence. This
means we are 95% confident that
the findings are accurate to +/3.5%. Research standards can
reach as high as a 5% margin of
error and still be considered valid,

The 40 core values we use as metrics in the Valuegraphics Database

so our 3.5% margin is solid and

come from established social science tools like the World Values

more accurate than what you’d

Index and the Bhutan Gross Domestic Happiness Index. These 40

need for a PhD.

values are considered by the scientific community to be a detailed
roadmap of what humans are about, a kind of DNA blueprint of what

Want to learn more about how we

we think is important as a species.

built the database? Go to
valuegraphics.com.
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WHERE HAS
VALUEGRAPHICS
BEEN ALL MY LIFE?
We hear you. It’s tough trying to
influence an audience without knowing
what they value and how they make
decisions. The reason this kind of
information has never been available
before is because we’ve never had a
custom database large enough and
complex enough to be statistically
accurate. Now we’ve got it (Thank you,
algorithms!). And we’re glad to share it
with you.

VALUEGRAPHICS
ARCHETYPES
We studied the Valuegraphics data to
identify the top 10 archetypes who agree
with each other on a statistically impressive
number of values, wants, needs and
expectations. In other words, we found ten
huge groups of people who agree on pretty
much everything.

“We have limitless
numbers of profiles
living in our database,
because we can mine
the data for literally
anything.”
A Valuegraphics industry profile

But we have limitless numbers of profiles
living in our database, because we can mine
the data for literally anything. We create
Custom Valuegraphics Profiles for specific
brands in any industry, to help organizations
understand how to more effectively motivate
the people they want to impact.
We can build a custom profile for your
organization, help interpret the data, and
guide you through brainstorming and
decision-making. Learn more at
valuegraphics.com.
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How Valuegraphics Reveals
What Motivates People
Traditionally, marketers have looked at age groups and
other demographic segments like gender and income to plan
their strategies, operating under the assumption that people
who can be described in a similar way—age, gender,
income level—must agree with each other and behave in
similar ways. But today people don’t really act their age
anymore. Gender roles and norms are less important than
ever before. In fact, we live in a post-demographic era.
We asked more than 250,000 people about 40 core human
values and an additional 340 questions about wants, needs
and expectations: when combined, these 380 data points
became the metrics for the Valuegraphics Database.
Analysis of survey responses proves that people in the same
age demographic don’t agree with each other much at all:

People will
make decisions
about everything
based on what
they value: if
you want to
influence them,
so should you.

boomers agree with each other only 13% of the time;
Generation X only 11%; and millennials only 15%. That’s
hardly enough agreement to warrant consideration as a
profitable audience to pursue: how can you target a group of
people that disagree on everything to such an extent?

THE BOOK
We Are All the Same Age Now: Valuegraphics—The End of Demographic Stereotypes
by David Allison (Lioncrest Publishing, 2018, available on Amazon, $16.99)
Valuegraphics founder David Allison’s best-selling book introduced Valuegraphics to
the world and received critical acclaim and media attention in dozens of countries
around the world.
It’s a comprehensive guide explaining how Valuegraphics was created and what it can
do. It includes a DIY system that starts you on the road to reaping the benefits of
Valuegraphics instead of demographics to guide decision-making throughout your
organization.
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On the other hand, the people in the top ten Valuegraphics
Archetypes agree with each other on all 380 metrics in our
database between 76% and 89% of the time. That means
profiling a target audience using Valuegraphics instead of
demographic stereotypes will be +/- eight times more effective.
With this information at our fingertips, we can predict how a

WE ARE ALL THE
SAME AGE NOW
A random sample of anyone at
all from the database—just
because we are all human—will

target audience will behave. Demographics can still do a great

agree 8% of the time. So scoring

job of describing an audience, and psychographics record the

an 11% agreement, like

historical behaviour of an audience around a particular brand

Generation X does, is only 3%

or sector. Valuegraphics, however, takes a good hard look at
your demographics and predicts with great accuracy how your

better than not using an age
segment at all.

target audience will behave next. We’ve not been able to do
this before.
A Valuegraphics Profile of your target audience reveals what
the people you’re trying to reach really care about. Every dollar
you spend trying to influence their behavior will be as much as
eight times more powerful, eight times more likely to motivate,
eight times more likely to work.

A Valuegraphics industry profile

VALIDATION OF
YOUR STRATEGY
Devising a sales and marketing
strategy around Valuegraphics
data mitigates financial risk and
fuels innovation because we can
predict how people will react to
one strategy over another. This
predictive data makes it less
scary for corporations to try new
ideas, so we can innovate faster
and with more confidence.
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Valuegraphics and
the Vertical Village
We talked to 1,854 North Americans and went to the Valuegraphics Database to see what we could
find out about the people most likely to live in a Vertical Village. These are the people you want to
reach. In the following sections, we’ve broken down this group into four Valuegraphics profiles to give
you a closer look at who these people are.
WE CALL THEM:
1. the Local Experience Chasers,
2. the Workaholic Investors,
3. the Creative Savers Society, and
4. the City-Loving Environmentalists.

Workaholic Investors
19%
Local Experience Chasers
32%

City-Loving Environmentalists
15%

Creative Savers Society
16%

Splinter Groups
18%

The splinter groups
are made up of people
whose values didn’t
correlate with a larger
group. These groups
are so small they
aren’t worth paying
attention to.

With the values of these four groups at your fingertips, you’ll have a better idea how these people make
decisions. And, you’ll have all you need to convince this target market that making a move to the mall
sounds marvelous. Because remember, what we value determines what we do.
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VALUES IN ACTION
Knowing the values of the people

HOW TO USE THE DATA

most likely to live in a Vertical

The Local Experience Chasers are the largest group

Village leads to very focused

by enough of a margin that they stand out as the

instead of widely scattered

primary audience. Given the next three groups are

brainstorming on what your
target audience wants and what

at 19%, 15% and 16%, and our data is accurate to
within +/-3.5% and a confidence level of 95%, these
three segments are really similar and could pretty

messages will motivate them

much be thought of as more-or-less the same size.

them most.

So, one approach you might elect to follow would be
to consider the Local Experience Chasers as the “A”

Keep their values top of mind

profile and the other three as “B” profiles.

when you make any decision

But consider this: Are there extenuating

about your business—products,

circumstances you can think of that would make you

services, branding, marketing,

elevate a “B” profile to “A” status? Are there any

website, store design,
recruitment, culture. These

groups you want to intentionally ignore or
emphasize in your strategies, despite the overall
size of the audience?

people will make decisions
about everything through the
lens of these values: if you
want to influence them, so
should you.

Use this information as a jumping off point for
strategizing about what to do next. A trained
Valuegraphics facilitator can help you determine
what conclusions are smartest, make sense for the
practical realities of your business, and are still
statistically sound. And remember, this information
is for the whole industry. Want a custom
Valuegraphics Profile just for your specific business
interests? Go to valuegraphics.com, and let’s talk.
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VALUEGRAPHICS PROFILES FOR THE VERTICAL VILLAGE

VALUEGRAPHICS PROFILE:
LOCAL EXPERIENCE CHASERS

The Values
experiences
relationships
Closest Valuegraphics Archetype:*

belonging

Adventure Club

personal growth

Workaholic Investors
19%
Local Experience Chasers
32%

City-Loving Environmentalists
15%

Creative Savers Society
16%

Splinter Groups
18%

*The top ten Valuegraphics Archetypes are explained in detail in the best-selling book We Are All the Same Age Now:
Valuegraphics and the End of Demographic Stereotypes (Lioncrest Publishing, 2018, available on Amazon) by David Allison.
Understanding the 10 core Valuegraphics profiles are not necessary to understanding this report and the four profiles we’ll be
discussing here; just think of the book as an extra homework assignment for the keeners in the class. If you want to know
more, there’s much more you can know.
A Valuegraphics industry profile
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WHAT DO WE KNOW ABOUT
THE LOCAL EXPERIENCE CHASERS?
The Local Experience Chasers are 32% of
our audience of people who have indicated
they are interested in the idea of life in a
Vertical Village. This is the largest and most
dominant segment in this report and deserves
the most thought and attention.
We called them the Local Experience
Chasers because while they literally chase
experience after experience, they like to have
all those experiences close to home, and
paradoxically, they want to do the same
things the love again and again. They are
loyal to things that trigger a sense of
belonging. They’d be very keen on joining the
local swim team or the gardening club, and
as long as they see familiar faces there each
time, they’d find their experience,
relationships and personal growth values all
triggered there.
They see a Vertical Village as both an
“alternative lifestyle” and as providing easy
access to the amenities that meet their social
and belonging needs. Being socially active is
important to them, and they are likely to do
something social three times a week. These

folks tend to be single, and so it’s no surprise
that the data revealed they see “quality of life”
to mean “quality of social life.” Relationships
are important; they want to feel like they
belong.
The idea of multi-purpose living is attractive to
them. They like the idea of not having to go far
to get what they need; proximity to restaurants
is particularly appealing.
Our data shows the Local Experience Chasers
are concerned about who their neighbors might
be—they wonder if diversity would interfere with
the things they want to experience: no one
wants to be the only one in the building who
likes loud music, or vice versa.
Financial security is on the radar for these
people, but they have bigger priorities:
specifically their social life. Similarly,
possessions are only of interest if they are
related to their social activities and
experiences. Politics is of no interest. But, if
politics offered a new social experience that
caught their attention, the Local Experience
Chasers might become loyal political
volunteers.

“They see ‘quality of life’ as ‘quality of social
life.’ They want to feel like they belong.”
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VALUES IN ACTION
These four values—experiences, relationships, belonging and personal growth—are the key to
reaching and influencing the Local Experience Chasers. Here’s an example of how you can put
these values to work.
The experience-chasing side of this profile means extra thought should be given to programming
activities for the residents of this Vertical Village, and these activities should be changed on a fairly
regular basis to meet their adventurous needs. While they’re in the home-hunting phase, this is an
audience that would love the adventure and experience of a 3D walkthrough of the as-yet unfinished
building. If that 3D tour could teach them some things about the building construction, to trigger
some sense of personal growth, you’d really be onto something. And, if you could find a way for
them to do all this 3D exploring of a building that does not yet even exist with a bunch of their
friends, you’d have triggered every one of their core values.
See where this kind of thinking around values can lead you? Once you’ve mastered the art of
making decisions based on audience values, you will find yourself using Valuegraphics as a filter for
everything you do

ACTIVITY
Come up with a handful of quite silly decisions that need to be made and try
making them Valuegraphically. This might be a great thing to do after a long
workshop day, when it’s time for the workshop team to kick back and relax with
a beverage of choice.
Here’s an example: what would you order for lunch when all the new tenants of
a building are coming to meet each other for the first time? Since you know the
values you are trying to trigger include relationships, arrange a sandwich and
salad bar where the rules are that you have to make the sandwich and salad
for someone you’ve just met. Lunch becomes a bonding exercise, and you
leave with a new relationship.

A Valuegraphics industry profile
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VALUEGRAPHICS PROFILE:
WORKAHOLIC INVESTORS

The Values
financial security
material possessions
wealth

Closest Valuegraphics Archetype:
League of Workaholics

upward employment
mobility

Workaholic Investors
19%
Local Experience Chasers
32%

City-Loving Environmentalists
15%

Creative Savers Society
16%

A Valuegraphics industry profile

Splinter Groups
18%
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WHAT DO WE KNOW ABOUT
THE WORKAHOLIC INVESTORS?
Workaholic Investors, 19% of our target
group, are motivated to benefit
themselves: not anyone or anything else.
It’s likely they see a place in the Vertical
Village as an investment; so they are
thinking long-term about all the
component parts of the offering. They
are most likely to be attracted to the
close proximity of amenities; they like
the idea of how that would save time.
Time is money, after all.
Workaholic Investors may be concerned
that excess amenities—pool, fitness
center, community room—would
increase the price.

be in a committed relationship. As an
example of some of the outlier facts the
Valuegraphics database reveals, these
prospects are very likely to be in a
similar industry as at least one of their
parents.
They are attracted to material
possessions as a way to display their
success. Being ladder climbers,
networking and socializing are of
interest only if they perceive it will be
beneficial to their career growth. Who
else lives in the building could be
attractive to them, especially if there’s
potential for career advancement thanks
to a run-in in the elevator, or perhaps
more formalized networking events.

Being career-driven, and clocking close
to 80+ hours a week, they are unlikely to

“Workaholic Investors, 19% of our target
group, are motivated to benefit themselves:
not anyone or anything else.”
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VALUES IN ACTION
The workaholic investors may or may not actually live in the Vertical Village you are trying to bring to
life. But they will have similar wants, and similar messages will motivate them regardless of the end
use they have in mind. For example, we know they value financial security. Sales materials should
offer a complete breakdown of the offering as an investment, and you could consider including an
optional insurance policy to protect against unexpected rental market fluctuations, as renting out
their investment property is very likely what they have in mind.
Because they value material possessions, a physical memento of their investment property in your
remarkable Vertical Village would be appropriate: something eye-catching to showcase on the
credenza at work, something people will ask about. Workaholics like more than anything to be seen
as being successful, and status signals trigger that value.
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VALUEGRAPHICS PROFILE:
CREATIVE SAVERS SOCIETY

The Values
creativity
financial security
personal growth
family/relationships

Closest Valuegraphics Archetype:
House of Creativity and Savers Society

personal responsibility

Workaholic Investors
19%
Local Experience Chasers
32%

City-Loving Environmentalists
15%

Creative Savers Society
16%

A Valuegraphics industry profile

Splinter Groups
18%
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WHAT DO WE KNOW ABOUT
THE CREATIVE SAVERS?
Inspiring design, cozy common areas,
quaint trails meandering through parks:
Creative Savers are attracted to living in
places that will foster their own creativity.
They are very attracted to the notion that
this community is likely to appeal to a
diverse group of people. They’re less
likely to be attracted to shopping for the
sake of shopping, but they are likely to be
very attracted to the convenience of living
close to the shops, services and
amenities they need.
The Creative Savers consider themselves
to be very creative people, and they’ve
likely found a way to make a career out of
it. They are likely to be light workaholics
(60+ hours a week), but they don’t
consider all the time they spend “working”
as a negative thing. Because their pursuit
involves being creative, they don’t think of
it as “work.”

The data indicates they are keenly aware
that their creatively centered life can be a
financial challenge, and they have reacted
by becoming more frugal with their
spending. This crossover results in a
person who is, at times, struggling
financially, but is happy to make sacrifices
to adjust accordingly. For Creative Savers,
financial decisions are likely to be made
based on long-term security. And, as an
outlier data-point, they are likely to be
attracted to any repurposing that avoids
waste.
The Valuegraphics data shows that while
there is no predominant relationship-status
trend within this profile, if they are in a
committed relationship, then they are very
likely to have children.
Other notes of interest: Creative Savers
are likely to be late adopters of technology
and are the most likely out of the four
Vertical Village profiles to be religious.

“Creative Savers are attracted to living
in places that will foster their creativity.”
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VALUES IN ACTION
These people see themselves as creative people, and who are we to judge? For inclusion in our
House of Creativity archetype, they need only indicate that they spend a minimum of five hours a
week actually doing the thing they are convinced makes them creative. Mostly—in fact almost
entirely—they share a remarkable number of values, wants, needs and expectations that revolve
around their own drive to be creative.
They acknowledge family, and may even have children, but find these distractions take time away
from their favorite creative pursuits. In the context of a Vertical Village they will be looking for ways
to express their creativity (can they have a hand in some interior design decisions for their suite?),
and they’ll thrive if they know there are creative outlets and performances and other creative stimuli
baked into the very DNA of this community.
The Savers Society, which is also a dominant archetype for this profile, are almost an opposite
group, in some respects. They will be concerned about keeping money in the bank, but will also
save experiences and people and photos: they are looking for more of everything. While the House
of Creativity are exclusively concerned with themselves and their own creative life, the Savers
Society is focused on collecting reminders of how they are connected to everyone else. With these
two main archetypes combining to form a subgroup, the tendencies of each will be less severe than
when found in the data individually.
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VALUEGRAPHICS PROFILE:
CITY-LOVING ENVIRONMENTALISTS

The Values
family/relationships
personal responsibility

Closest Valuegraphics Archetype:

health/well-being

Environmental Assembly with a dose

personal growth

of Technology Fellowship

Workaholic Investors
19%
Local Experience Chasers
32%

City-Loving Environmentalists
15%

Creative Savers Society
16%

A Valuegraphics industry profile
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WHAT DO WE KNOW ABOUT THE
CITY-LOVING ENVIRONMENTALISTS?
The City-Loving Environmentalists are
likely to perceive that a Vertical Village will
minimize waste and reduce their carbon
footprint, and they find these ideas to be
highly motivating. They see this style of
community as being better for the
environment than other kinds of
developments.
A subgroup of the Environmental Assembly
archetype, this group isn’t preachy about
the environment, but they believe in
personal awareness and responsibility.
They are very aware of their carbonfootprint. They love city living, but
appreciate and value parks and green
spaces. Clean living and environmentally
friendliness are priorities over creature
comforts. They would be attracted to
private or shared spaces that allow them to
grow some of their own food.

“They love city living,
but appreciate and

They are very attracted to diversity and are
highly educated.

value parks and

They are extremely loyal, and though

green spaces.”

they will become intensely and actively

unlikely to be political on general matters,
political over issues that matter to them—
like climate change
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VALUES IN ACTION
Based on the combined importance of family and relationships, many in this audience will seek
advice from family and friends when it comes to making a decision about moving. Be prepared for
multiple visits from multiple groups of people as the prospects seek validation of their decision to
buy. In fact, why not facilitate a weekly wine tasting at the sales center specifically for those
prospects who want to bring other people to have a look. Might as well make it fun!
These are also buyers who will be religious about environmentalism, but, unlike the Environmental
Assembly Archetype who love to be preachy about it, this group just wants to be personally
responsible for getting their part done. Make it easy for them. Here’s an idea: early on, hire a userexperience consultant to think about how to minimize the annoyance of the weekly trip to the
recycling room, certainly the least glamorous part of the week for anyone who lives in a condo or
apartment tower. And with a bit of the Technology Fellowship showing up among these folks, we
know that they’ll spend a moderate to high amount of time online—not to play games or do work, but
to stay in constant contact with a network of friends and family. It’s just who they are.
The Technology Fellowship archetype brings an online community layer to this profile. They’ll spend
a lot of time networking and communicating about plans to meet at the community garden co-op or
lobby/greenhouse combo.
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Vertical Village
Valuegraphics Matrix

When you look at the shared values of our four Valuegraphics Profiles, you can see the common
threads are family/relationship, personal growth, personal responsibility and financial security.
You might choose to keep only those four values at the forefront of your decision-making in
order to reach a solid cross-section of your target audience. Or, you might decide to chase one
of the four profiles, or maybe two. You could even use the values to know what group to
exclude, and the values will show you how to deter that group.
For example, do you want career-focused Workaholic Investors coming to live side by side with
the sociable Local Experience Chasers? Maybe you make different decisions for different
buildings, the first with the values of the former in mind, the second with the values of the latter.
Whatever you do, the values for the audience (or audiences) you want to influence should be the
starting point for everything you do and every decision you make.
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VALUEGRAPHICS

LAST WORD
The key to reaching your target audience lies in a few shared human
values. It seems so simple. But keep in mind the incredibly complex
data collection and analysis that has been used to make things work
out so simply.
These values are everything to your audience; they use them to make
every decision about everything, all day long, every day. And if you
want to attract them, you need to do the same. Who you hire, how you
answer the phone, what your advertising messages are, what you post
on social media, how you design your product, what your customer
service is all about: everything you do should trigger these values.
Make your target audience’s Valuegraphics the lens through which
you do business, and you’ll influence more people more effectively
than ever before.

valuegraphics.com

TOGETHER
WILL

TACKLE

WE
BIG

PROBLEMS

THANK YOU FOR YOUR SUPPORT
As of this writing, we have collected Valuegraphics benchmark data from a random,
stratified, statistically representative sample of the population of Canada, USA, Europe,
the United Kingdom, China, and Asia-Pacific, including Japan and New Zealand: 59
countries and counting.
We are actively pursuing our goal to create the very first global database of what we all
care about, what makes us human: our values.
Proceeds from our work providing corporations with data will be funneled into providing
data for free to not-for-profit organizations tackling global problems. Many global issues
can be fixed faster, or at least de-escalated, if everyone involved understood how similar
we are to each other, based on science and data.
We are out to harness the power of Valuegraphics to accomplish great things.
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