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Values Model 101: Groups and
Dynamics
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B inner Directed aka Pioneer

|| Outer Directed aka Prospector
B sustenance Driven aka Settler

More info/ intro
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THREE WORLDS

Safety and
belonging

Success

Meeting unmet needs turns Settlers into
Prospectors, and Prospectors in Pioneers

Chris Rose chrisi@campaiansirateay.co.uk (compiled 19 January 2017) a
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Drivers and behaviouisunmet needs

Settlers- need for
security driven:
safety, security,
identity belonging.
Keep things small,
local, avoid risk

Prospectors;

outer directed:
need for success,
esteem of others
then self esteem.
Acquire and
display symbols of
success.

PROSPECTORS

Q@’ Pioneers; inner directed. Need to
connect actions with values, explore
ideas, experiment. Networking,
interests, ethics, innovation

campaignstrategy.org
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Settlers
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change ? No thanks,
you lead
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Questions ?

Prospectors Pioneers
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Seek to follow strong,
Sense Of Semgency authoritative, trusted
f SF RSNAZ
Otherwise world
OKIl y3aSa YS
change the world.
Dependent.

Gets
higher

N\

Self agency starts low
but gets higher with
transitions within
Prospectors. Seek to

PROSPECTORS

Want to adopt
proven ways to make
world better.

Yes l/we can change the

g2NI RO 2SQff GKA
solution. Seek

interdependence.




Past, Present and Future

The past was better.
Past Good old days.
Pessimistic about
change. Low
expectations.

Future

PROSPECTORS

The future will be
goodcA 0 Qa 6 KS
will succeed.
Invested in optimism
about mechanisms of
success, eg tech.
High expectations.

Present

_ The present can be
Q@’ best. Seek

optimisation and

NBE T2 N)Y o WwS | f
optimism.



People Dynamic

Ea-r‘rz_szs

START HERE

I PROSPECTORS

PIONEERS

Meeting unmet needs turns Settlers into Prospectors, and
Prospectors in Pioneers. Driven by life experiences.

FromWhat Makes People Tick: The Three Hidden Worlds of Settlers, Prospectors and Pioneers
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People can move overall from Settlers>
Prospectors > Pioneers as they meet needs

Like taking seats
in a stadium,
people move if

TwWOo-WAY
TURNSTILES

they meet their SETTLERS
needs. If
conditions for
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ONE-WAY
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FromWhat Makes People Tick: The Three Hidden Worlds of Settlers,
Prospectors and Pioneers
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Social Change Dynamic

New ideas and behaviours move the opposite wgm
Pioneers> Prospectors > Settlers

Resist change until it

Ejor[mn% looks normal: then seek
OtE Ion o Rules from authority to
ni r”rre‘;’l‘l’ ¥ e embed it, and enforce.
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fashion T
' Constant
: experimentation and
EleiL?i‘ELOOT exploration of new ideas

deas that look and behaviours.
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Different in many ways so what holds them together ?
social elastic

A Differences are significant but rarely absolute

Aalyeé aKINBR OFfdzSa S3I WoSAY:

A Attributes nearer the centre of the map are more in common

A With free-choice groups tend to seffelect by values activities,
social networks, venues etc and so avoid conflict

A Social bonds of family, friendship and culture & interests

A Utility eg at work: Settlers perfect essential functions,
Prospectors are the turbboosters, Pioneers the experimenters

A Common experiences and interdependencies eg reliance on
public services, common bonds formed in national or commun
wide efforts, common understanding eg from media

A Human contact and expecting to see one another again and
needing to get along



Getting Along examples
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Acceptance of change For the beauty of the game,

rationalised in different win or lose Pionee)
way's




| _ The Social Elastic
Little change, high

cohesion/ understanding,
inter-dependencies

ST Prospector’ zlelil== O of change

Moderate change; less cohesion/ understanding,
testing interdependencies

prospesior I

Elastic stretching: big change,; little cohesion/
understanding, fewer intedependencies

prospecto >

93 &a20Alf YSRAI OldzaSa tAQGAYy3a Ay O2YYQ:
more choice but fewer common experiences (bowling algue in values silos)




Change over time



Maslowc society =people with different
dominant needs

Looking fovideas —» /" INNER-DIRECTED

Loo‘dw\g {;rv' success (eSf'e&w\.) —"/ \ OV TER~DIRECTED

Lodking, fov safety, SECURITY-DRINEN
, —
Ser_urdy , bekon(jiwj

P Pioneer
«—— Prospector

Settler

Maslow drew his
needs groups in a
pyramid. For most of
human history values
surveys, they had
existed, would
probably have been
nearly all red Settler




Factors keeping people as
Settlers would have
iIncluded

A Chronic insecurity: war, strife,

disorder
A High dangers of death and disease

Indicators from the past include

A Mortality rates and lifespan
A Infant mortality

Statistical studies of such factor
by the late Hans Rosling
of GapMinderand others



https://www.gapminder.org/

Life expectancy began It accelerated in the
to rise significantly in C20th

the Industrial

Revolution

Life expectancy, 1543 to 2011

Life expectancy at birth is the average number of years a child born would live If current mortality
patterns were to stay the same.
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Child mortality

fell

Drivers of both include: material productivity,
better living conditions, nutrition and
sanitation, law and order, security, energy use,
education (= development)

Child mortality, 1751 to 2013 e

Number of children per 1,000 live births who die before reaching the age of 5
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1973
Settler
Prospect
Pioneer
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First CDSM type values UK survey in 1973 still
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2016
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UK 2016
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found society was majority Settler but with

many Pioneers and Prospectors

By 2016 Pioneers were the largest group and

Settlers the smallest a lot had changed and
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Post World War 2: UK introduced a
free National Health Service, a
Welfare State and expanded free

universal education. Economy grew.

Material goods and home
ownership became more

widely attainable. 70
60
Feelings of security & .

opportunities to
acquire and display the 40
symbols of success (Prospec

need) increased 20
20

More

Settlers could

become

Prospectors

UK Home Ownership Rate (%)
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http://citywire.co.uk/money/chartof-the-daythe-uk-a-nation-of-homeownersit-appears

not/a571075
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Car ownership in Britain
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Percentage of households with washing machines in the United Kingdom (UK) from 1970 to
2014
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More people got cars,
iIncreasing freedoms of
mobility

And washing machines,
Increasing free time to
do other things
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