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5 Generational Workplace

Veterans

Over b1 years
Experienced
Loyalty to
company

Appreciate
sacrifice

Job for life

Baby Boomers

46 — 60 years
GGreat dedication
to work

Ability to forge
their career
built on upward
maoDbility
Commitment

Generation X

35 - 45 years
Open minded
Appreciate
diversity
World citizens
Competitive

Generation Y

(Millennials)

24 — 34 years

Career path
determined by
switching roles
frequently

Keen on mobility

Socially vocal and
aware

Generation Z

(Digital Natives)

Under 24 years
old

Critical and
selective

Career multi-
taskers

Technology is
intuitive



Prince Charles

m Male

m Born in1948

® Raised in the UK
m Married twice

Lives In a castle

® Wealthy & famous

Generation Z

VSIS (Digital Natives)
Ozzy Osbourne
Over b1 years m Male Under 24 years
Experienced old
Loyalty to B Born in 1948 Critical and
company _ . selective
Appreciate ® Raised inthe UK Career multi-
sacrifice n Married twice taskers |
Job for life Tecr?rjnlngy is
®m Livesin acastle Intuitive

Wealthy & famous




Alternative

Straight

Gen/Z (up and coming Gen Alpha) Madp

Rebellion

Provocation

Social

Individual







/T TREND sanningsjakten

Svaret
finnsi
dintv

Antropologerna rycker ut nar marknads-
undersokningar inte langre ar att lita pa

s
ILEN STANNAR UTANFOR en medelstor villa i Bilsm
nira Stockholm. Der ar torsdagkviill och vi ska titta
pd tv med familjen Kjellén. Katarina Gratffman har
suttit i familjens tv-soffa forut, nirmare bestime
drygr 40 tmmar har antropologen tllbringat med
Lotzz. Ulf och ders tre barn framfor tvin

T dr etz kinsligt omride, minniskor siger ofta art

dom ser pd vissa tv-program dven om de inte gor det. Nyheter och
dokasmentirer ar status, men det dr svirare att fi folk ate beritta are de
fakasks nerar pa dokusipor”

2 e mgar i den etnografiska studie som Katarina

kind tv-kanal. Katanna och hennes medarberare
sskors tv-tittande — syilv sitter Katarina 1 tre familjer 1

50 amrmar per famil] —och med konsumenternas verkliga
kan sen tv-kanalen anpassa sitt utbud.
linad pa vad manmiskor siiger atr de gor och vad de

~—&man.
J— s unde , \
na G an beha s0m
Ar raki lejar § nen ocl trsig

a0

=1 svenska L
- Tv-kvillen bonar

som ska ha

nViser valdigt

litepaTV3,
det finns inga
bra program.”’

"Hmm...
Det dar &r ju
HasseAroi

Efterlyst.”

TEXT: MIA ODABAS
FOTO: MAGNUS LAUPA

MYSKLADER PA.
Antropologen Katarina
ffman &r hemtam i
iljen Kjéllens tv-soffa.
on har spenderat mer &in
40 timmar dir nir hon
tar marknadsundersdk-
ningen till sin extrem.




People don’t say what
they think, don’t
know what they feel
and don’t do as they
say.
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Katarina Graffman
Founder Inculture, PhD Cultural Anthropology

KOMPET

Kompetensforsorjning i metallindustrin

Workshop 1, Jonképing
3-4 maj 2022

il
E Konsumtionskulturen
= ar har for
— att stanna
— Jacob Ostberg
— Katarina Graffman




research society

or

anxious society?



The information based perspective

Basic assumption that is toxic:

We think we have access
to peoples’ inner state.







What Gen Z Considers the Most Important Signs of Success

SO&

A happy Flnding WVOUIr Freedom to live
family purpose VOour jnl:r life as they please

18% 16%

_ Making the Having an Making lots
other pecple world a impact on of money
better place the world



What C

/— TOO MUCH
1 OF THIS

m to live
2y please

NOT ENOUGH
OF THIS )
il

BIG HUMAN
DATA INSIGHT

((alal=1¥}




Information
Policies and procedures

Financial resources - , ;'. _- The Way we Say we
Technology | .
- T get things done.

o '\&_‘.“ e -, 4 e
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FEON 2

The cultural |ceberg

Beliefs
Assumptions
Perceptions
Attitudes
Feelings

The way we really get
things done.

Group norms
Values
Informal interactions
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What’s behind the figures?

2 cultural trends
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H PPIN[SS

JUST ﬁln'tm
THE CMR

APPINESS

HAPPINES
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LOUIS VUITION




FOR
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MAKE THE
WORLD
| GRETA AGAN

Politicians .’ﬁke, oUr 1esPans pry
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JESAW
SECORITY
SoLonoNs

Politicians | Take vour res pamb
NOW 15 THE TIM




Hyperconsumption

The consumption of goods beyond
ohes necessities and the associated
significant pressure to consume
these goods, exerted by social
media and other outlets as those
goods are perceived to
shape one’s identity.

A consumerism for the sake
of consuming!
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Consumer culture

MONEYl

CONSUMPTION 1
IDENTITY 1

STATUS
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"bodily extension”




amazon

i

Amazon

Remate

Messaaes

Phone

PayPal

~

Chromecast

THLATRES

Marcus

Chrome

The digital is me
I’'m digital



MY WORLD WHEN MY WORLD WHEN

My PHONE WAS BATTERAY, MY PHONE EUNS ouT
OF BATTELRY.
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Recommendation society




Digital culture
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Digital culture

How?



Digital integrity
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Digital culture

Whom?
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’ kimkardashian l Follow ‘
o .

616k likes 37w

kimkardashian Follow @kbeautyhair
because I'm taking over the Instagram
today at 12pm PST. I'll be sharing some
of my favorite hair looks from the past!
Meet me over at @kbeautyhair at 12

view all 4,014 comments
shooooooo0009121 llov you kim
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author__unknown That big pimple on
top of her head proves nobody's perfect

psychedelic.ry So beautiful 2
_a_z_i_x_1990_ ashimamalekiiii

povictoria PARECE A ANITTA

-, 1
iry Tllli-'.l'l. |l . L




= . : s 2 - . . . . " ¥ r _f.‘ -_.. - =il 'I.\_. r-il_. ¥
. = o . = _— " |" B - & F o "
b T T T ey T "".-.i T

Trustwo rthy =I | ghth Ousés e

A r
- I a ﬁr.. F . r = :_ / ! il L -| I.l jr
. - T b ¥ : : - ey Y
¥ 4- 4 -I " ._-' ' v : g i 'E e
- B i o i 4 - '.r p! = e WL . .'\- F
! : i |V g R S o B [ i
e g e Py e
3 - 3 E by ! 1

r.."".j ::' -ﬂ-rmr-. g
ST -|. ':'-.. .""."-'.Il '."

it - -

i e
Y



Whatis a job?

THEN / NOW

My salary
My satisfaction
My boss
My bonus

My work

FUTURE

My meaning AND salary
My development
My coach
My continuous progress

My life



Finally



If you want to understand how a lion hunts, don’t
go to the zoo. Go to the jungle.

Kevin Roberts, CEO Worldwide Saatchi & Saarchi
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3 recommendations

ONE: Don’t think "new employes” -
think humans instead if you want to
create meaning in their lives. Do careful research!

TWO: Embrace the fact that people in Gen Z are affected
more by their social groups than by your
marketing communication.

THREE: Be an ethnographer now and then and
get real time self-experienced insights that translates
into constructive business and leadership strategies.



thanks

graffman@inculture.com
+46 70 513 92 10

(@) dr_katarina_graffman
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Dr Katarina Graffman

Katarina Graffman holds a PhD in Anthropology and is a pioneer of consumer
anthropology in a commercial context in Sweden. She is the founder of
Inculture. Inculture’s tools are simple but the practice is complex. It consists of
digging for something with unknown shape, color and size. The research take
place wherever, whenever as reality is her lab. Ethnography is superior to shape
the future by acting today.

She has worked with clients as Volvo, IKEA, SCA, Danone, Skanska, Bjorn Borg,
Swedish Radio/TV and BBC Scotland to help them understand consumers’
behaviour and preferences in order to develop products and marketing
strategies.
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