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What’s the Deal with Generation Z?

Prof. Dr. Marcus Schögel



Sensitivity: C2 Internal

For the Content

Prof. Dr. Marcus Schögel 2

1. Let‘s do some time travel.

2. What we know about generations? 

3. How could this happen?

4. What are options for action?

5. Summary



Sensitivity: C2 Internal

For the Content

Prof. Dr. Marcus Schögel 3

1. Let‘s do some time travel.

2. What we know about generations? 

3. How could this happen?

4. What are options for action?

5. Summary



Sensitivity: C2 Internal

A generation refers to all of the people born and living at about the same time.1

Prof. Dr. Marcus Schögel 41 According Wikipedia.com
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1968 – „Talking ‘bout my generation“
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Gen Z
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The differences seem clear and pressing.

•Different ideas of working methods. 

•Different understanding of leadership.

•Different models of collaboration.

•Different approach to technologies. 

•Different school education.

•Different understanding of quality of life.

Conflict is unavoidable, 

beacuse of ...

9
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"Today's young people think of
nothing but themselves. They
have no reverence for parents
or age. They are impatient of

any restraint. They talk as if
they alone knew everything, 
and what passes for wisdom

with us is stupidity with them."
Socrates 469 – 399 b.C.
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What we‘ve learned about generations. Whether we're talking about "Boomers," "GenXers," "Millennials" or "GenZ“.

The "concept of generations" differentiates only by date of birth.

There is no substantial empirical evidence anywhere that generations differ in their values and behaviors.

No common understanding of how generations are delineated in time.

Age is not a „valid method“ for segmenting markets.

1

2
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Research: No evidence for a generational divide.

• Costanza et al. (2012) reported that little of the
empirical research on generational differences has a 
solid, theoretical foundation underpinning either the
concept of generations or the specific hypotheses
about the impact that such generations have.

• Across 105 studies in which the average age was 
used to assign individuals to different generational 
cohorts, Zabel et al. (2016) did not find generational 
differences on average work ethic scores, which
comprised dimensions such as centrality of work, 
beliefs that hard work yields successful outcomes, 
morality/ethics, time-wasting, avoiding leisure
activities, delaying gratification, and self-reliance.

• Parry et al. (2011) found that evidence of
generational differences on work values is mixed. 
Many studies did not find any effects, others did but 
failed to distinguish between “generations” and 
“age” as drivers of such observed differences.

Conclusion: 

The assumed generational 

differences in the workplace

are not supported by the

scientific evidence.

13
Centre of Evidence Based Management 2023
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No “evidence" from a segmentation project in the apparel market.

1

4

Segment
Average 

age

Minimum 

age

Maximum 

age
„Generations“ 

1 45 30 60 Boomers/X/Y

2 41 26 55 Boomers/X/Y/Z

3 55 35 65 Boomers/X/Y

4 42 27 57 Boomers/X/Y
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By „just“ using the statistical indicators you get it all wrong.

Born 1948 and raised in GB. 

(in addition they share: Same maritial status, 

adult children, professionally successful, high 

income spend their free time in the Alps, both

like dogs are famous and are in the focus of

public interest.)

Prinz Charles Ozzy 

Osbourne
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No Generation (X) could be identified as early as 1989. There were already three segments at that time.

Career-oriented (23%): 
Career advancement is central life interest. 
Looking for: Creativity and challenging work tasks, good
relationships with superiors, material wealth, challenging
activities, and leading others.

Leisure-oriented (32%): 
Professional work is perceived as a means to the end of
realizing one's core leisure interests. 
Looking for: a secure job and the possibility of being able to
organize leisure time autonomously. 

Alternative-engaged (45%): 
Willingness to be socially engaged - within their professional 
work. 
Looking for: environmental protection, altruism, good
relations with colleagues and health".

v. Rosenstiel et al. 1989

16
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«People are artificially divided into groups according to
age, to whom certain characteristics are blanketly
ascribed. It's not that simple. If companies believe that, 
they're fooling themselves. In the same way, you could
divide employees according to the signs of the zodiac.»

Zacher 2023
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Generational thinking affects management behavior. Negatively.

Workplace age-related stereotypes and meta-
stereotypes exist and are not accurate or
aligned:
• Stereotypes about older workers tend to be

positive, while they worry that others see
them as negative (e.g., "boring" or
"grumpy").

• Middle-aged workers have positive 
stereotypes about themselves, believing
others see them positively.

• Stereotypes about younger workers vary
from positive ("enthusiastic") to negative 
("inexperienced"), with younger workers
thinking others see them more negatively
than they actually do.

Inaccurate age-related beliefs impact workplace

interactions, leading to inferior training and potential 

interference with job performance.

Meta-stereotypes, or beliefs about what others think

about their age group, can affect work behavior, leading to

conflict and avoidance behaviors.

18

Managers should address these issues by openly discussing stereotypes, 

promoting perspective-taking, emphasizing shared goals, and recognizing

that employees' needs change over time.
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Customers are getting more younger and more asian. A reason to get nervous?

Prof. Dr. Marcus Schögel 20
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Catering to younger customers is a typical marketing strategy –
Even ChatGPT knows very well.

Catering to younger customers is a strategic choice for

marketeers due to

• their long-term value, 

• changing consumer behavior, 

• digital engagement, 

• influence on other demographics, 

• growth potential, 

• cultural influence, and 

• alignment with emerging trends and values. 

To effectively reach out and engage younger consumers, 

businesses need to understand their preferences, adapt to

their needs, and leverage digital and social media channels.

ChatGPT 4, prompt: «Why are so many marketeers trying to cater to younger

customers?»

21



Sensitivity: C2 Internal

For years some have been discussing a „War for talent“

Indicators for the war for talent:

• Skills Shortages

• Demographic Shifts

• Globalization

• Technological Advancements

• Remote Work

• Employee Expectations

• Employer Branding

• Retention Efforts

• Startups and Tech Companies

• Aging Workforce

To succeed in the war for talent, organizations often focus

on 

• competitive compensation packages, 

• employee benefits, 

• professional development opportunities, and 

• a positive workplace culture. 

They may also use recruitment marketing strategies and 

collaborate with educational institutions to cultivate a 

pipeline of talent. This competition for talent is likely to

persist as long as skilled workers remain a critical driver of

business success.

22

The term «war for talent» was introduced in the 2000s by consulting companies, It refers to the intense

competition among employers to attract and retain highly skilled and qualified employees.

Based on ChatGPT, Prompt was: „Is there a war for talent?“. 

Refined by the author.
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Description: In 2023, Sales was the area with the most job openings in Germany. There were 61,000 job vacancies in this field. There were also 50,000 openings in the medical wellness sector in the same year. Read more
Note(s): Germany; July 2023
Source(s): Bundesagentur für Arbeit 
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0 10’000 20’000 30’000 40’000 50’000 60’000 70’000

Sales

Transportation, logistics (excluding vehicle guidance)

Mechatronics, energy, and electronic industries

Medical wellness

Mechanical and automotive engineering

Metal production, metal work, metal construction

Management and organization

Driving of trains and other modes of transport

Education and social profession

Tourism, hotel and restaurant profession

Number of job vacancies

Not only for the Consultants anymore - Professions with the 

most open positions on the job market in Germany in July 2023

http://www.statista.com/statistics/1341022/most-vacancies-professions-germany
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It has become a „Demand driven labour market“ - A „Land of milk and honey“ for employees!

«For newcomers to the labor market, these are

paradisiacal conditions. Because today, companies

no longer dictate the framework conditions for

employers; instead, employees can choose from a 

variety of companies those that meet their

expectations, not only in terms of salary, but also 

in terms of many additional benefits such as

childcare, work-life balance and a sense of

responsibility with regard to environmental and 

climate protection.»

Fehr 2022

2

4
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Jobshot turns the tables in the application process.

«At Jobshot companies apply to job seekers in a 

completely modern way with short videos à la 

Tiktok. If you are interested, you can send a 

video, audio or text message to the company

with just one click. According to the app's own 

information, it has broken the 20,000 download

mark in just a few days, registers 9500 job

seekers and has over 600 registered active

companies.»

Handelszeitung, 5.7.23

25
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Options for Action – Play your ACES!
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Challenge existing perceptions and understandings – Reverse Mentoring

31

www.iidmglobal.com Hürlimann 2023 
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Youth Advisory Councils – Known to politics for years now get corporate.

A Youth Advisory Board is a body

of young people appointed by one

or more governmental officials, 

institutions, or organizations to

advise on issues of public policy or

administrative actions which are

felt to directly affect young

people. 

Prof. Dr. Marcus Schögel 33
Max Havelaar 2023

Wikipedia.com
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Options for action – Play your ACES!
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Targeting the young (students).

3

5
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Background: The Life Stage and Events Segmentation approach.

Prof. Dr. Marcus Schögel 36
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Options for action – Play your ACES!

Accept that there is a change in expectations within the workforce and with customers1. Understand that

diversity might be a key driver in the future of your business. 

Challenge your existing perceptions and understandings. Don‘t give them up, but „translate“ your

approach. Listen what they hav to say (and what they expect).

Exchange and foster knowledge on behalf of different backgrounds. Sounding boards and Councils will 

help to develop a more balanced view.

Segment, target and position for „younger“ target groups. Cater to specific and relevant needs of

„younger“ segments and taylor communication and offerings to their specific situation.

3
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Summary

Generations seem to be an inutuitively adequate approach to adress societal

and corporate challenges and conflicts.

There is no real academic evidence or practical support that generational 

concepts are succefull.

Your ACES help to adress younger target groups in order to avoid biased

decisions.

4

0
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Prof. Dr. Marcus Schögel
Dufourstrasse 4a
9000 St. Gallen

Schweiz

www.imc.uniscg.ch

Marcus.schoegel@unisg.ch

Thank you very much for your attention!

41

http://www.imc.uniscg.ch/
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