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MINDSET, LIFESTYLE AND THE
WORK MARKET
Business implication of the mindset and lifestyle evolution

Lifestyles
Every day each of us makes hundreds of
decisions that shape our lives. From deciding
what to have for breakfast to the means of
transportation to get to work, from the type of
job we chose to the type of company we select
to work for. These decisions do not only solve
our daily fundamental problems, but also
shape the way we express ourselves.

Human nature tends to stereotype and classify
these complex conditions. Thus, we usually
reduce this entire complex set of
interconnected choices into what we call
Lifestyles. The concept of Lifestyle can be
defined as the choices that we make every day,
or, in the words of Aristotle, “We are what we
do”.

This labeling serves as a simplification
method, but also as a way to reduce the
uncertainty of framing a complex individual
that we cannot fully understand. It also serves
as a means of cohesion and differentiation
among different actors within society. The
interesting part is that, independently of our
level of openness or the accuracy of the
classification itself, Lifestyles play a much
more relevant role in our lives than we care to
admit.

While the concept of lifestyle remains
unchanged, the labels we use evolve over time.
This evolution is shaped by three factors: the
type of decisions that we face, the criteria that
we use to evaluate these decisions and finally
the actual decision we make. These decisions
are highly influenced by what we call
“fundamental trends”.

On the other hand the criteria used to evaluate
the choices as well as the decisions we make
both represent the fundamental elements of
the concept referred to as “mindset”.

Fundamental Trends
In order to understand the concept of how
lifestyles evolve, it is useful to review the
history of “fundamental trends” and how they
have shaped these lifestyles. As we can

observe on the graph presented below,
lifestyles have been responses to major events
or trends that dominated historical periods.
For example, in the 60´s, a lifestyle shaping
decision was the rise of attention given to
human rights issues. In this context, someone
who endorsed this could be labeled as a hippie.
With the same logic, in the 21st century people
with diverse positions towards globalization,
lead to the appearance of hipsters.

It is common to confuse lifestyle with a
consumption pattern. These two concepts are
indeed highly correlated but it is important to
note the causality relation among them. It is in
fact the lifestyle that precedes and shapes
consumption patterns, and not the other way
around. As such, lifestyles can be business
opportunities but should not be confused as
driving business itself.

It is important to highlight that the subdivision
of historical periods is not irrelevant nor is it
constant. While for the post war period we can
subdivide these periods into decades, it is
important to acknowledge that their frequency
has accelerated over time. While in ancient
history we are able to find long lasting
lifestyles, in modern times this changes
drastically. The increasing speed of change we
experience in our lives today is nothing more
than the accelerated evolution of these
fundamental trends and our response to them.

There are a number of fundamental trends that
will impact our choices over the next 20 years.
While not conclusive at all, there is growing
consensus towards recognizing major
fundamental trends existing today.

· Demographic changes: 1) Aging
population, 2) Growing migration, 3)
Increasing number of women in the labor
force

· Resource Constraints: 1) Water scarcity, 2)
Energy constraint, 3) Lack of land

· Food concerns: 1) Increasing relevance of
healthy food, 2) Need for traceability, 3)
Growing share of GMOs
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· Increasing Speed of change: 1) Faster
product obsolescence, 2) Higher level of
specialization, 3) Knowledge obsolescence

· Technological evolution: 1) Big Data, 2)
Work automation; 3) Mass-customization

· Changes in Social Interaction: 1)
Increasing virtual dating, 2) Long-distance
relationships, 3) Virtual “avatar” life

Taking into account the inherent risk of any
forecasting exercise, it is possible to infer
future lifestyles by using different
combinations of fundamental trends.

To demonstrate this exercise, we might try to
describe a new growing lifestyle: “off-the-
grid”. An analysis of the “fundamental trends”
faced and the decisions taken by an individual
can provide a perspective on the origin of this
lifestyle:

· Demographics => Aging population:
Seeking lower stress environment to live
longer and healthier lives

· Resource Constraints => Lack of land:
Willingness to trade off commuting time
for a larger house in a healthier
environment due to increasing prices and
pollution in urban areas.

· Food concerns => Healthy Food and
Traceability: Seeking sustainable health by
carefully choosing foods consumed

· Technology => Big Data: Pursuing privacy
by avoiding being targeted or managed by
“Big Data”

· Social Interaction => Long distance
relationships: Maintaining important
relationships virtually.

After making the above choices an individual
might easily fit within the “off-the-grid”
lifestyle, which translates into a set of
behaviors, including consumption patterns.

In this case, living “off-the-grid” does not mean
living in isolation. On the contrary, it means
being fully integrated in the society but keeping
some private life at home. This might involve
living on the outskirts of the city, in an area
without an electricity grid or garbage collection
service, owning solar panels and buying bulk
food to reduce waste. It could also mean
starting a business or choosing to work for
companies that provide flexibility on schedule
or working location.

The importance of this exercise is the value it
brings when applying it to the upcoming
influential trends presented before in order to
forecast the new potential lifestyles.

Mindsets
The relevance of the “fundamental trends” in
shaping the business context and influencing
business decisions is already broadly accepted.
However, the challenge is how to improve on
the way we interpret that information and how
powerful it can be to predict future customer
behaviors or consumption patterns.

In this sense, it is possible to argue that
forecasting lifestyle changes is not the best
alternative. In fact, Lifestyle is a lagging
indicator for identifying business opportunities.

On the other hand, Mindsets, defined as “The
established set of attitudes and values held by
someone” are more leading indicators. Our
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mindset is present in every decision we make,
thus preceding and shaping our lifestyle. In
more practical terms, Mindset evolution is the
leading indicator of decision making, and thus,
of the evolution of customer behavior and
consumption patterns.

This also means that, for a person to migrate
from their current lifestyle to a new one, they
need to change both their mindset AND their
lifestyle. For example, in order for a modern
“Hipster” to become an “off-the-gridder”, not
only does he or she need to believe in the
relevance of privacy and a healthy life, but he
or she also needs to effectively leave his/her
current home and move to the periphery. This
is called a successful migration from one
lifestyle to another. Any other situation in
which an individual changes only the mindset
or the lifestyle (but not both) turns into a stress
scenario.

Strategic Implications
Based on this, it is possible to conclude that
the appearance of a new lifestyle creates four
new customer segments, depending on
whether the actor has changed their mindset
or not and whether it is a result of their
lifestyle. The next graph illustrates the four
mindset typologies that lead to the creation of
each of these segments:

While the “Courage & Vigor” and “Status Quo”
typologies are more intuitive, it is worth
clarifying the remaining ones.

 A “Fear” mindset typology refers to those who
changed their mindset but did not change their
behaviors and hence, lifestyles. The main
reason is due to the existence of different types
of “barriers to change”. Some of these barriers
are well known, such as social pressure or
traditions, but they can also be more basic,
such as lack of tangible alternatives, lack of
means to pursue these alternatives,
insufficient information or even lack of
credibility, among others.

The other stress quadrant is the “Forced”
mindset typology that refers to those
individuals who change their behaviors, up to
the point of changing their lifestyle, due to a
force that does not stem from their inner belief
system. Opposite the “Fear” quadrant, this
happens due to “barriers for stagnation”.
Examples of this are fashion, social pressure
or lack of alternatives, out of many possible
reasons.

The most interesting part of this model
regards the business implications after the
identification and understanding of these four
segments. For the sake of the analysis, let us
assume that your company provides a product
(or service) designed for the new upcoming
lifestyle.

Making a cross-analysis on the matrix with the
classical adoption curve, it is clear that those
with a “Courage & Vigor” mindset typology will
be the innovators or early adopters. As such,
they will be the most loyal customers of your
product, at least until the appearance of a new
lifestyle that might attract their attention.
Strategies for this segment vary among
businesses, from investing in building loyalty to
leveraging on the strong customer preference
to drive profitability.

The following segment is represented by the
ones within the “Forced” quadrant, turning
them into part of the “early majority”. These
individuals will indeed buy your product or
service but, as they have not embraced the new
mindset, they do not believe your product is
right for them. This represents a stress
situation that turns them into non-loyal
customers. In other words, these customers
will leave this quadrant, and your product, as
soon as possible. Strategy for this segment
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their employees access to services at lower
rates.

Conclusion
In this article we introduced the concept of
fundamental trends and its role as lifestyle
shaper, together with the power of mindset as
a leading indicator of any successful upcoming
trend. We also presented a model that shows
how the appearance of each new lifestyle

automatically generates four new customer
segments; and the implications this model has
in defining the business strategy. Finally, we
highlighted the implication this evolution has at
an organizational level. Taking this into
consideration, every business leader should
ask themselves ONE key question:  Do I know
how the mindset of my consumer is evolving?
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should prevent losing them by understanding
the upcoming trends and developing a product
designed specifically for them. While investing
in loyalty might seem like an appropriate
solution for non-loyal customers, the risk of
investing in order to change consumer mindset
against attitudes and values, should be
carefully analyzed.

It is important to note that those in the “Fear”
quadrant might turn into the missing part of
the “early majority” and the “late majority”.
Removing the barriers to migrate these
customers is a time consuming effort, above
the financial investment it may require.

However, once they have managed to change
their lifestyle to match their new mindset, they
will turn into loyal customers.  The strategy for
this segment should be focused on removing
the barrier to release the potential of this
quadrant.

Lastly those individuals in the “Status Quo”
typology are those that are the least likely to
become your customers. They are comfortable
with their current consumption patterns and
do not find any incentive to change. However, in
the case they have to alter their consumption
patterns, they would turn into the “Laggards”.
This is typically the case when there is a lack of
alternatives for the old consumption pattern.
Recommended strategy for this customer is to
ignore them, focusing the company’s efforts on
the remaining three quadrants. Of course, this
takes into consideration the initial assumption
that your company provides a product (or
service) for the new upcoming lifestyle. In the
case where your company also has a product
for the customers in the “Status Quo”
segment, the recommended strategy would be
not to offer the same but be a combination
behind a portfolio management approach.

Organizational Implications
After analyzing how both the concepts of
lifestyle and mindset interact in the way we
look at our existing business and future
opportunities, we need to be aware that the
changes in mindset and lifestyle also affect the
organization internally and require companies
(or organizations) to adapt to these changes.

When addressing the existing and future
lifestyles and mindset a company or institution
needs to consider:

· Working conditions: Flexible work
arrangements for time, place and
workload.

· Compensation planning: Fixed and variable
components, stock options, discounts on
internal products.

· Fringe benefits (lifestyle package): Access
to ancillary services, gym, discounts in
stores, personal development programs,
free creative time

· Company values and associations:
Deforestation, food safety labor equality,
environmental, ethical treatment, equality,
energy efficiency

Companies and even institutions do try to
introduce such changes into their
organizations. Some have effectively managed
to change, while others have failed to
understand the far reaching implications of
mindset or lifestyle.

For example:

1.- The Japanese government has introduced
the concept of “womanomics” and deployed a
series of polices with the goal of promoting a
change in women’s lifestyle so they can keep
working after childbirth. In reality, however, it
is still difficult for women to do so since the
majority of the population (both men and
women) have not changed their mindset nor
adapted their lifestyle. Thus women continue to
stay at home to bring up their children.

2.- On the other hand, there are some
companies where mindset has changed but
lifestyle is hard to change. A good example of
such a company is Microsoft. They have
understood that they need to be flexible and
agile to retain and attract top-notch talent. In
order to do so Microsoft would require to
introduce fundamental change at the heart of
the organization which is still deeply rooted in
a more traditional and conservative structure.
Creating space to accommodate their future
talent needs to be accompanied by a change of
mindset away from the old and traditional
software company.

3.- Verizon is a good example of a company
that has adapted its work policies to both the
changes of mindset AND lifestyle.

They offer a flexible working style including
one of the best maternity programs, they
provide a motivating work environment with in
house facilities for physical exercise,
partnerships with external companies to give
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