
Values and mentalities of those who believe and 

don’t believe that manufacturers practice 

planned obsolescence 

Believers: 

An anti-brand (“no-logo”) attitude and a degree of 

voluntary simplicity when consuming.  

Sensitivity to consumption’s environmental impact 

and the environmental threats to the planet. 

 

Non-believers: 

A desire to play (gamification), joy of consumption, 

consumption as an immense playing field. They trust 

companies and their advertising messages. 

ECOLOGICAL ALARMISM  116 

APOCALYPTIC ANXIETY 114 

ECOLOGICAL LIFESTYLE  113 

JOY OF CONSUMPTION  89 

IMPORTANCE OF BRAND  87 

 

 

 

GAMIFICATION  113 

JOY OF CONSUMPTION  111 

CONFIDENCE IN BIG BUSINESS 110 

GADGET ZEAL  110 

PURSUIT OF NOVELTY  110 

CONFIDENCE IN ADVERTISING 109 

IMPORTANCE OF BRAND  109 

 

               

 

Much stronger 
Stronger 
Weaker 
Much weaker 

(*) The indices are calculated by comparing  

the groups analyzed to the total population 


