
TABLE: SEGMENT WORLDVIEWS

Americans can be identified by 
10 worldviews on the environment.  

The top three segments are the most 
environmentally friendly, but the ma-
jority  do not identify as environmen-
talists.

The three segments in the middle 
don’t spend a lot of time worrying 
about the environment, but they 
aren’t necessarily opposed to envi-
ronmental protection either.

For the remaining four groups, day-
to-day realities and priorities tend to 
trump any environmental leanings.
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SEGMENT WORLDVIEW ON THE ENVIRONMENT 

Greenest Americans 

 

 
9% 

 
Everything is connected, and our daily actions have 
an impact on the environment. 
 

Idealists 
 
 

3% Green lifestyles are part of a new way of being. 
 

Caretakers 
 

24% Healthy families need a healthy environment. 
 

Traditionalists 
 
 

20% Religion and morality dictate actions in a world 
where humans are superior to nature. 
 

Driven Independents 
 

7% Protecting the earth is fine as long as it doesn’t get 
in the way of success. 
 

Murky Middles 17% Indifferent to most everything, including the 
environment. 
 

 

Fatalists 
 

5% Getting material and status needs met on a daily 
basis trumps worries about the planet. 
 

Materialists 
 

7% Little can be done to protect the environment, so 
why not get a piece of the pie. 
 

Cruel Worlders 6% Resentment and isolation leave no room for 
environmental concerns.  

 
 UnGreens 3% Environmental degradation and pollution are 

inevitable parts of America’s prosperity.  

 

Source: “Re:Green - The Ecological Roadmap: A Guide to American Social Values and Environmental Engagement” 
    http://www.climateaccess.org/resource/regreen-ecological-roadmap

RE:GREEN SEGMENT WORLDVIEWS



CHART: SEGMENTATION MAP

Each of the ten segments are charted according to their relative worldviews.  The segments are located within a quad-
rant based on their unique combination of social values.  The chart shows how the segments are positioned in relation 
to one another along a values spectrum of survival (e.g. acceptance of violence)  to fulfillment (e.g. ecological concern) 
and from authority (e.g. religiosity) to individuality (e.g. flexible families).  For example, the chart shows that the Green-
est Americans—who are the only segment to have ecological concern as their top value—are firmly rooted in the fulfill-
ment/individuality quadrant with a worldview that differs from the majority of Americans.

A U T H O R I T Y

I N D I V I D U A L I T Y

S U R V I VA L F U L F I L L M E N T

Murky Middles 17%

Materialists 7%

Cruel Worlders 6%

Fatalists 5%

UnGreens 3% Traditionalists 20%

Driven Independents 7%

Caretakers 24%

Idealists 3%

Acceptance of Violence 
Joy of Consumption 
Civic Apathy 

Ecological Fatalism 
Excessive Taxation 
Confidence in Big Business

Religiosity 
Responsibility 
Traditional Families

Ecological Concern 
Flexible Families 
Community Involvement 

Greenest Americans 9%


