ENVIRONICS
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DESCRIPTION

Total Households

Active Government
Adaptability to Complexity
Advertising as Stimulus
Attraction For Crowds
Aversion to Complexity
Brand Apathy

Buying on Impulse

Civic Apathy

Civic Engagement
Community Involvement
Concern for Appearance
Confidence in Advertising
Confidence in Big Business
Confidence in Small Business
Conformity to Norms

Crude Materialism

Cultural Assimilation
Deconsumption

Discount Consumerism
Discriminating Consumerism
Duty

Ecological Concern
Ecological Fatalism

Effort Toward Health
Emotional Control
Enthusiasm for Consumption
Enthusiasm for New Technology
Entrepreneurialism

Equal Relationship with Youth
Ethical Consumerism
Fatalism

Financial Security

Flexible Families

Global Consciousness
Importance of Aesthetics
Importance of Brand
Importance of Spontaneity
Intuition & Impulse

Joy of Consumption

Just Deserts
Multiculturalism

National Pride

Need for Status Recognition
Need for Uniqueness
Obedience to Authority
Ostentatious Consumption
Parochialism

Patriarchy

Penchant for Risk

Personal Challenge

Personal Control

Personal Optimism

Primacy of the Family
Protection of Privacy
Pursuit of Intensity
Rejection of Authority
Religiosity

Saving on Principle

Sexism

Sexual Permissiveness
Skepticism Towards Advertising
Social Responsibility

Status via Home

Strategic Consumption
Technology Anxiety
Traditional Family
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Variables - PRIZM PREMIER

CATEGORY
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Variables - PRIZM PREMIER
ORDER VARIABLE DESCRIPTION CATEGORY
68 SVUSO053 Upscale Consumerism Trends
69 Svuso044 Voluntary Simplicity Trends
70 Svuso45 Xenophobia Trends
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