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(2) Health Canada, The National Strategy to Reduce Tobacco Use
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WEl1 Seven Psychographic Types Identified in Youth, Aged 11-17. Health Canada

1. Big City independents
Independent of spirit; not easily influenced
Self-focused
Outgoing and gregarious, but not likely to commit to only one person; more of a loner than a team player;
not a "flag waver” in terms of belief in national pride
Relatively free of sexual discrimination; supporter of human rights
New products, brands, fashion, hold little interest; personal appearance not important

2. Passive Luddites
Homebody; family important; traditional family structure
Universe is close to home
More old-fashioned views on morality
More tolerant of, if not involved in, substance use/ abuse
Claims some degree of independence, but is concerned about how seen by others
Not as ready as some to support the disadvantaged
Lacks optimism; has lower level of ambition
Jobs are an issue
Not comfortable with technology

3. Quiet Conformers
A strong work ethic
Has a social conscience
Tends to be more placid than others; a little shy
More of a listener; will follow rather than lead
Against smoking and other substance abuse

4. Concerned Moralists

Very traditional - almost old fashioned - in attitudes toward family, sex roles, sexuality, etc.

A team player, but more of a follower than a leader

A little less optimistic than some and not comfortable with technology; however, tooks to the future and has
career ambitions

* Alittle quiet and shy

Insecure and needs the support and approval of others

Very conscious about how they look; interested in material things; fashion; quite brand conscious and looks
to advertising for information

5. Small-town Traditionalists
Traditional outlook - even old fashioned - on values, sex roles, sex, work ethic, family, religion
Monogamous
Has national pride; believes in government's role
Ambitious; self-confident; tries new things
Socially active but confined to traditional value system; has a social conscience for the less fortunate, but

draws the line on certain issues such as abortion, drug use, AIDS, etc. (less tolerant in these arcas)

Antisubstance use/abuse - cigarettes, drugs

6. Tomorrow s Leaders
Quite ambitious with strong leadership tendencies
A participator; teamn person; gregarious; outgoing
Not really traditional; embraces mores of today; nevertheless has at Jeast some faith in "the system"
The future is important; optimistic about that future
Likes to be thought of as fashionable, up-to-date, modern; fitness is important
Very antismoking

7. TGIF {Thank Goodness it's Friday)
Concern is more for today than the future
No particular work ethic; not ambitious; not disciplined
Lacking in traditional values and without a strong social conscience; not quite a redneck, but pointed in that
direction
Culture of any sort is not a priority
Not entirely self-sufficient; needs company of others, particularly the opposite sex
Substance use/abuse is part of the TGIF lifestyle. This includes cigarettes, drugs, and alcohol.
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