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Abstract 
An aging Swedish population is putting an increased pressure on the Swedish pension system. To 

address this, the Swedish pension system was reformed in the late 1990s. This reformation 

resulted in an increased individual responsibility for pension investments among the Swedish 

population. The individual responsibility has shown to be challenging for many since they feel a 

great uncertainty in this area. Adding to the notion that the Swedish population is aging; young 

Swedes are also entering the working life later than before, without planning to retire later than 

the current seniors. This will implicate that a smaller part of the retirement payments will come 

from the national public pension, making the individual's pension planning more important. This 

means that the role of occupational pension and private savings has and will grow in importance 

years to come.  
 

Even so, private pension savings among young people is decreasing. Young people born between 

1980 and 2000, often denoted Millennials (also called Generation Y) in literature, are an 

interesting cohort to research, since they will be the first generation to experience the full impact 

of the new Swedish pension system. Recent studies indicate that this generation has low interest 

for pension planning and that they find information about pensions hard to understand. The study 

will, therefore, investigate how Swedish Millennials could become better informed, engaged and 

active in their pension planning. 
 

The study was conducted through interviews with five representatives from the Swedish pension 

industry and a survey with 146 Swedish Millennials.  

Findings indicated that the Millennials’ current attitudes towards pension have a negative impact 

on their pension planning behaviour. It has been concluded that Millennials engagement to 

pension planning can be strengthened by improving four factors: Relevance, Content, Channels 

and Motivation 

 

Keywords: Generation Y, Millennials, Attitudes on pension, Pension planning, Saving 

Behaviour, Saving theory, Behavioural Economics 
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Sammanfattning 
En åldrande svensk befolkning sätter ökad press på det svenska pensionssystemet. För att bemöta 

förändringen reformerades systemet under sent 1990-tal. Reformationen resulterade i ett ökat 

individuellt ansvar när det gäller pensionsplaceringar bland den svenska befolkningen. Det 

individuella ansvaret har visat sig vara utmanande för många, eftersom att de upplever stor 

osäkerhet inom området. Förutom att den svenska befolkningen blir äldre så kommer unga 

svenskar in i arbetslivet senare än vad man gjorde tidigare, utan planer på att gå i pension senare 

än dagens äldre. Det här kommer att innebära att en mindre del av pensionsutbetalningar kommer 

att komma ifrån den allmänna pensionen, vilket gör individens egen planering inför pensionen 

allt viktigare. Det innebär att betydelsen av tjänstepension och privat pensionssparande har vuxit, 

och kommer att växa inom de kommande åren. 
 

Trots detta så minskar pensionsbesparingarna bland unga. Unga personer födda mellan år 1980 

och 2000, ofta refererade till som millenniegenerationen (även kallade Generation Y) i litteratur, 

är en intressant grupp att studera, eftersom att de är de första som kommer att uppleva den fulla 

inverkan som det nya svenska pensionssystemet kommer att ha. Nya studier visar att den här 

generationen har ett lågt intresse för pensionsplanering, och att de tycker att informationen om 

pensioner är svår att förstå. Den här studien kommer därför att undersöka hur den svenska 

millenniegenerationen kan bli bättre informerade, engagerade, samt aktiva i deras 

pensionsplanering. 
 

Studien är utförd genom intervjuer med fem representanter från den svenska pensionsbranschen, 

samt genom en enkät med 146 svenskar tillhörande millenniegenerationen.  
 

Resultatet visade att de befintliga attityderna bland millenniegenerationen när det gäller pension 

har en negativ inverkan på deras pensionsplanering. Slutsatsen var att millenniegenerationens 

engagemang i pensionsplanering kan stärkas genom att förbättrings fyra faktorer: Relevans, 

Innehåll, Kanaler och Motivation. 

 
Nyckelord: Generation Y, Millenniegenerationen, Attityder om pensioner, Pensionsplanering, 

Sparandebeteende, Sparandeteori, Beteende ekonomi 
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1 Introduction 
This chapter begins by presenting the background and problem formulation leading to the 

research question. It further presents and discusses the purpose, limitations, delimitations and 

the expected contribution of the research. Finally, a brief outline of the thesis is presented.  

1.1 Background  
An increasing life expectancy among the global population is today engaging policymakers all 

around the world. A reason for this is that the development has created a need for many nations to 

reform their current pension systems. This is becoming critical in order to accommodate their 

structure and make them less sensitive to the demographic changes. Furthermore, this is 

important in order to deliver on the nation’s pension commitments and ensure the population’s 

economic welfare in the future (Engström & Westerberg, 2003). 

 

The Swedish pension system was reformed in the late 1990s by a broad political consensus when 

realizing that the prior ATP (‘Allmän tilläggspension’) system was not stable enough to provide 

security for the aging Swedish population (Barr, 2013). Consequently, the baby boom of the 

1940s and 50s had created a large demographic hump approaching their retirement age and the 

need for a reform was broadly acknowledged. Policymakers had the task to strengthen the link 

between individuals' payroll contribution and future benefits in order to make it more reliant on 

the country's economic development. The reformation resulted in the introduction of individual 

accounts (the premium pension system) as a part of the new pension system (Engström & 

Westerberg, 2003). The pension pyramid seen in Figure 1, is often used to explain the main 

structure of the Swedish pension system, which is based on a national public pension, 

occupational pension, and a voluntary private pension.    

 

 

Figure 1. The sources of pension in the Swedish pension system (Pensionsmyndigheten, 2016) 

An important feature of the new pension system is that it encourages individuals to take an active 

role in how to invest their individual accounts for future retirement. This means that all 

individuals have the possibility, but not the obligation, to choose from a variety of funds and 

securities in which to invest their accounts until retirement. This responsibility has appeared to be 

challenging for many individuals, since they feel a great uncertainty in this area. The effort of 

gathering and evaluating information to make an informed investment decision can be an obstacle 

for many in the system. (Engström & Westerberg, 2003)  
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Meanwhile, we have moved into a period of time when there are more people who reach the 

retirement phase than there are youths who enter working life. However, people in general do not 

want to postpone their retirement, even though it would be necessary for the inhabitants of 

Sweden, to be able to maintain the good life standard that the seniors enjoy today (Sifo, 2014). 
Despite to the reforms and the effort to handle demographic changes, the EU commission and 

OCED advocate that people will need to work longer and save more for their retirement than they 

do today in order maintain the sought lifestyle (Lindenius, 2015). This stresses the importance of 

good pension asset management in order to grow savings, as well as creating awareness about 

this issue among a much broader part of the population.  

 

Folksam (2014) showed in a recent study that people born in 1946 will receive less than half of 

their salary in national public pension and a total level of pension corresponding to three-quarters 

of their final salary. Continuing the pension case, at this rate, those born in 1995 will just receive 

national public pension corresponding to 41 percent of their final salary. This means that the role 

of occupational pension and private savings has and will grow in importance years to come. Even 

so, private pension savings among young people is decreasing (SCB, 2014). It will probably lead 

to falling retirement savings and a decline for the whole industry. During the last ten years, 

private pension savings have decreased in the ages 20 to 34. In the age group 20 to 24, savings 

have declined almost by half, from 13.6 percent in 2000 to 7.5 percent in 2011 (SCB, 2014).    

 

This young generation of people born between 1980 and 2000, often denoted as Millennials (also 

called Generation Y) in literature (Gelston, 2008), are interesting since they are currently 

establishing themselves in the labour market and will be one of the firsts to experience the full 

impact of the new Swedish pension system.  

 

Young Swedes relation towards pension savings has been investigated in a survey done by the 

research company Inizio, commissioned by the ICT consultancy firm Tieto. Results showed that 

young Swedes generally have low interest in planning for their retirement and that many are 

unhappy with how the information on their individual pension accounts is presented. According 

to the survey, 58 per cent of the university students perceive that it is hard to very hard to 

understand the content and information about their pension as it is presented today. (DN, 2015) 

 

In light of this development, more research on young people’s relation to pension is needed in 

order to understand and create greater awareness of the issues previously mentioned. Further 

research is also important in order to influence the development of pension services in a way that 

is beneficial for coming generations.   

1.2 Problem Formulation 
To be economically conscious and make sound investment decisions early in life can have a 

substantial impact on an individual's personal wealth in the long run (Loretto et al., 2000). The 

investment decisions made early on, together with the life income, have the greatest impact on an 

individual’s personal pension account in the Swedish system since pension capital is given more 

time to compound and grow. Planning for the future early on is therefore a factor likely to 

determine the economic possibilities given upon retirement.  

 

Consequently, individuals must confront complicated financial decisions in a demanding 

financial environment already at young ages (Lusardi et al., 2010). To navigate an increasingly 
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risky and globalized marketplace, young people must be able to make well-informed decisions in 

regard to their pension (Lusardi & Mitchell, 2011) 

 

Still the Swedish Millennials seem to lack engagement and interest in their pension planning, or 

think the information is too complex to understand in order to make informed decisions (DN, 

2015). This can be impeding factors for engagement and sound investments in the Swedish 

pension system. Unawareness or disengagement in their economic outlook can trick young 

people to underestimate the need for additional pension capital when retiring, in order to make 

the drop between salary and received pension less hurtful.  

 

In generational theory, Millennials are argued to have a different set of values, expectations, 

consumer behaviour and views on authority which were shaped by the times in which they grew 

up, highly influenced by the fast technological development (Gelston, 2008). It is therefore 

imperative to comprehend how young people’s attitudes, knowledge, expectations and saving 

habits have influenced their pension planning behaviour (Foster, 2012).  

1.3 Purpose 
The purpose of this Master Thesis is to identify critical factors which can strengthen the interest 

and engagement to pension planning among Swedish Millennials. The research also aims to 

contribute to the field of Behavioural Economics and Generational Theory through providing 

further empirical research on young Swedes’ perception and attitudes towards pension planning. 

1.4 Research question 

Main question:  

 

RQ: Which factors can improve the Swedish Millennials’ engagement to pension planning? 

 

In order to understand the underlying issues of this research question, two sub-questions were 

asked in the process: 

Sub-RQ1: Which are the common attitudes towards pension planning among Millennials? 

 

Sub-RQ2: How are attitudes affecting Millennials behaviour in regards to pension planning? 

1.5 Delimitation 
The thesis is focusing only on the Millennials’ perspective on pension planning and will therefore 

delimit other age groups not associated with this generation. This thesis is also focused on the 

Swedish pension market, because the structure of the pension systems differs between most 

countries. Differences in national laws are also a reason for the national focus of the study. 

Furthermore, there are differences in how the pension information is communicated to its 

population. 

 

The thesis is not discussing possible problems or issues with the Swedish pension system; instead 

it gives a broader view on how it is organized. The research is also delimited from explaining 

which investment strategies that are preferable, and rather focus on how to make investment 

advice more accessible and interesting for Millennials. The research is also delimited to only 

analyse the research question from an individual and industrial level. The individual level refers 

to the behaviour of individuals or the organisation as an entity, and the industrial level is related 
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to a broader perspective such as societal issues and industrial development (Blomquist & Hallin, 

2014). 

 

The employers’ role in regard to pension planning among the Swedish Millennials is delimitated 

from the thesis. Involving the employers would have needed an additional survey which would 

have made the study too extensive. The author made the judgement that the two chosen empirical 

studies contributes more to answering the research question. 

1.6 Limitation 
It is not sure that a sufficient amount of respondents participates in the survey. The same 

limitation can be seen for interviews with bank and insurance companies. A limitation of this 

study is that the findings derived from the qualitative study may be considered subjective, which 

implies that the findings may have a low level of generalizability.  

1.7 Expected contribution 
The intended contribution of this research is to provide further empirical research on young 

Swedes attitudes, expectations and commitment to pension planning. From the literature review, 

few studies have been found on factors affecting young people’s pension savings in Sweden. 

Pettigrew et al. (2007) also argues that there is little research focusing specifically on young 

people’s attitudes towards pension savings. The aim is to explore Millennials expectations on 

pension services in order to increase their commitment to pension planning.  

1.8 Outline 
In Chapter one; Introduction; the background and problem are presented before formulating the 

research question. The chapter additionally presents the expected contributions of the research 

and how it contributes to the academia. 
 

In Chapter two; Research Method; the research method is presented by explaining how the 

research will be performed, methods used and why. 
 

In Chapter three; The Swedish Pension System; a short presentation of the Swedish pension 

system is made to give the reader an understanding of how it is organized and how individuals 

can contribute. 
 

In Chapter four; Literature review; literature of relevance to this research is presented to give the 

reader an overview of the subject, introduce important theories and show gaps in the current 

literature. 
 

In Chapter five; Results; the results from the empirical study is presented in two parts results 

from industry interviews and the results of the survey with Swedish Millennials.  
 

In Chapter six; Analysis and discussion; this chapter contains an analysis and discussion of the 

results and empirical findings. It will also discuss how the research methods used could have 

affected the results. 
 

In Chapter seven; Conclusions; the chapter will give the reader some closing conclusions about 

the research and the authors answer the research question. It will also present implications for the 

industry and future research. 
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2 Research method 
This chapter presents an explanation and motivation for the used research approach, research 

design, methods for data collection and methods of data analysis. 

2.1 Methodological approach and research design 
The purpose of the research is to explore which attitudes the Swedish Millennial cohort has for 

pension savings and how these attitudes affect their behaviour in regards to pension planning. It 

is also aiming towards understanding how Swedish Millennials can become more engaged in 

their pension. The research question with the proposed focus, concerns a field that has only been 

studied sparsely in previous research. The topic of Millennials thoughts and attitude toward 

pensions has been explored in previous international studies but not in Sweden. Literature that 

focuses on pensions in Sweden is more focused on the structure and operations of the system 

rather than how the users experience and manage their pension in the system. This means that 

there are gaps in the literature which the authors aim to fill. Therefore, an inductive research 

approach is chosen, which involves beginning the research with gathering data without having 

any expectations of the outcome, analysing the data and form theories that explain what is seen. 

In other words, inductive research involves moving from individual observations to statements of 

general patterns. (Collins & Hussey, 2014) The research was performed through an iterative 

approach, which means that the background, problem formulation, purpose, research question, 

method etc. was updated when new insights were acquired, according to recommendations by 

Blomkvist & Hallin (2014). 

In social science, it is important to beware that the researchers’ owns interest and values affect 

the research. It is impossible to separate what happens in the social world from how the 

researchers interpret the research (Collins & Hussey, 2014). As the purpose of the research 

involves exploring factors and solutions to a problem observed in the real world, the study can be 

classified as applied research (Collins & Hussey, 2014). Feibleman (1961) explains that applied 

science has the aim to understand the social and then control it to get practical tasks done. During 

applied science the research protocols might not be as strict as in pure science and unexpected 

turns can occur during the research. 

With the desired outcome to understand what actions can be done to improve young Swedes 

pension condition, a qualitative methodology was used. The methodology included qualitative 

interviews with the pension industry and a survey of both qualitative and quantitative nature, with 

respondents from the Millennial cohort. The chosen methodology aimed towards obtaining a 

holistic picture of the research area, while still focusing deeper in certain areas. The areas of 

focus were Millennials’ attitudes and thought on pension and how this affected their pension 

planning activities. Using different sources to explain a phenomenon can increase reliability and 

validity if the result point to the same result (Denzion, 1978). One of the primary disadvantages 

of using multiple methods is that it is time-consuming (Thurmond, 2001). However the fact that 

one source was purely qualitative while the other was both qualitative and quantitative make pure 

data triangulation not possible.  

2.2 Research process 
The process of the research was divided into three stages, pre-study, empirical study and analysis. 

The research project was initiated with pre-study, a stage where the context of the research area 

was understood and the research question was defined. It was followed by the empirical stage 

where data was collected through interviews and a survey. This data was later analysed using 
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analytical methods and compared to literature. The analysed data was then made into research 

conclusions which could answer the research question. During the entire research project, a 

literature review was conducted. A schematic presentation of the process can be seen in Figure 2 

below. 

 
Figure 2. The Research process 

2.2.1 Literature review  
A literature review was continuously performed throughout the research. The purpose of the 

literature review was to identify previously conducted research in areas related to the research 

question in order to gain a deeper understanding of this existing knowledge (Collins & Hussey, 

2014). The identified literature contributed to the research by identification of knowledge gaps, 

inspiring for research design and inspiration for data collection and analysis methods.  

 

The literature review begun with a wide search but narrowed down throughout the process to a 

gain deeper knowledge about the most interesting areas. In accordance with Collins & Hussey 

(2014), all literature has been critically evaluated. The examined literature has mainly been 

articles from journals, books and other published works found at the search engines KTH B 

Primo, Google Scholar and university libraries. The search process has been structured and 

documented according to Collins & Hussey (2014) recommendations. In the early stage of the 

literature review, a wide range of literature was examined to understand which literature was 

relevant for the purpose of the project. The relevant existing literature was organized in a 

spreadsheet according to author, title, subject, content and keywords etcetera, to keep track of 

progress and maintain the structure. The following keywords have been used to find relevant 

literature:  

 

"saving theory", ”saving behaviour”, “decision-making”, “goal-setting”, “Generation Y”, 

“engagement to pension planning”, “Millennials”, "youth", “generational theory”, “Swedes 

attitudes on pension”, “personal traits”, “Generation Y marketing”, "Swedish pension system",  

"old Swedish pension system", "ATP", "occupational savings", "premium pension", "PPM", 

"private pension savings", “Millennials’ attitudes on pension”, “goal setting”, “financial 

literacy”, “financial planning”, “motivational factors” and “financial service providers" 

etcetera. 

 

Even though a thorough literature review was conducted it is impossible to assure that all relevant 

literature has been examined.  
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2.2.2 Pre-study 
A pre-study was conducted at the beginning of the study to gain a broad understanding of the 

pension system, current pension services and interesting takes on the problem, as well as to 

understand the context of the research area. Collins & Hussey (2014) describes a pre-study as a 

process to familiarize oneself with the context of the research area. The results of the pre-study 

together with the literature review provided guidance for how to reformulate the research 

question and the direction of the research.  

 

The pre-study was performed through unstructured interviews with financial industry experts at 

the ICT consultancy firm Tieto, which is a large Nordic in ICT service provider and consultancy 

firm. They offer products and services to various industries, among them the insurance and 

financial services industry. The firm has been a collaborative partner during the entire research 

process since they have extensive experience in delivering technology driven business solutions 

to the pension industry, and because they find this research to be of mutual interest.   

 

Unstructured interviews were used since this is a good method for data collection when the aim is 

to understand and formulate a problem. In unstructured interviews, the respondent can talk freely 

about the topic (Collins & Hussey, 2014). An unstructured interview enables the researcher to get 

information about a subject that he/she otherwise could have missed discussing. An overview of 

the respondents collaborating can be seen in Table 1 below and results can be found in the 

appendix section.  

Table 1. Overview of pre-study interviews at Tieto 

Pre-study 
Respondent 

Profession Date and duration Form 

    

A Director of Customer 

Experience Management 

2016-02-08 42 min Live Interview 

    

B Head of Sales, Insurance 2016-02-16 30 min Live Interview 

    

C Customer executive  2016-02-19 55 min Live Interview 

    

D Customer executive  2016-02-24 62 min Live Interview 

    

E Customer executive  2016-02-24 51 min Live Interview 

    

 

2.2.3 Empirical study 
 

Interviews 

Semi-structured interviews with open-ended questions were conducted with financial service 

providers to acquire qualitative data about how they work with pension saving offerings and the 

Millennial cohort. The data from the respondents was used as primary data in the study. Primary 

data is data generated from the author's own study (Collins & Hussey, 2014). In semi-structured 

interviews, the interviewer prepares questions in advance but is also allowed to ask additional 

questions to explore new interesting areas that might be found during the interviews (Collins & 

Hussey, 2014). By doing so the interviewer reserves flexibility to interesting information that the 

researcher might not have thought about prior to the interviews. In open-ended questions the 

interviewer encourages the respondent to talk about the subject and avoid short "yes" or "no" 
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answers. Open-ended questions are statements with the intention to understand the respondent’s 

perception and thoughts about the subject (Collins & Hussey, 2014). 

 

Four out of five interviews were performed with one respondent, and in one interview the 

respondent had a colleague present for support. One of the authors managed the questions while 

the other assisted with documentation and guidance.  All interviews were recorded, with the 

permission of the respondents, as well as transcribed for later analysis. In this way, the 

interviewers could focus on performing a professional interview, rather than being caught up with 

documentation. Information about the respondents and the time and date of the interviews is 

presented in Table 2 below. 
 

Table 2. Overview of pension industry interviews 

Company 
Main focus of 
operations 

Respondents 
Date and 
duration 

Form 

     

Company A Pension, Insurance and 

Bank 

Pension Economist and 

Head of Business Specialists 

2016-03-02 

55 min 

Live interview 

     

Company B Pension and Insurance Head of Private Life & 

Savings 

2016-03-03 

69 min 

Live interview 

     

Company C Pension and Insurance Sales Director 

 

2016-03-08 

70 min 

Live interview 

     

Company D Major Swedish Bank 1) Head of Business & 

Operations Development 

2) Business Developer 

2016-03-10 

61 min 

Live interview 

     

Company E Online Pension Service Product Owner 2016-03-11 

53 min 

Skype 

Interview 

     

 

The data from the interviews were analysed using a general analytical procedure. This procedure 

involves three overlapping activities; data reduction, data displays and conclusion & verification, 

which are displayed in Figure 3. Collis and  Hussey (2014) explains that data reduction is the first 

step and it involves selecting, discarding, simplifying, summarising and re-organising the data 

that appear in documented notes or transcripts. Throughout the process, a continuous data 

reduction is also performed to discard data that becomes redundant. This is an iterative process 

which allows for creativity and modification as new items or data becomes available and new 

displays are constructed. Own thoughts were noted, summed up and created to generalisations 

during the analysis. 

 

 
Figure 3. The overlapping process in the data analysis (Collis & Hussey, 2014 p.158) 
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Survey 

A survey with both open-ended questions and multiple choice questions were sent to Millennials, 

and the outcome was used as a primary source of data to the research. The Millennial 

classification is explained in chapter 4.2 Millennials. The survey layout and questions are 

developed through an iterative process, using a test-group to ensure reliable responses will be 

achieved by the survey (Collis & Hussey, 2014). The test-group was handpicked to ensure that 

the respondents had different backgrounds, ages, education, gender etc. In this way, the test-

group could provide both general and detailed feedback on improvement areas for the final 

survey. The purpose of the survey was to collect both qualitative and quantitative data about 

Millennials’ attitudes, perception, expectations and thoughts in regards to pension planning and 

pension activities. The survey was distributed using digital channels and built-in Google Forms, a 

free online cloud-based survey application. The link to the survey was distributed to Millennials 

through social media, such as Facebook and LinkedIn, as well as to universities, high schools and 

employers through email, in order to reach a broad representation of the Millennial cohort. Since 

the survey was distributed through digital channels, and the authors were not able to meet the 

respondents, it was not possible to determine the respondent’s perceptions of the questions (Trost, 

2012). It should be noted that it is not possible to assure that the survey was entirely answered by 

people of the Millennial cohort. However, it was pointed out multiple times that the survey was 

exclusively for people associated with the Millennial cohort. Additionally, an explanation of 

whom this study perceived to be a Millennial, was included in the survey. 

 

Constructions of the questions were based on Trost’s (2012) guidelines for surveys. Trost (2012) 

describes how to think about survey questions regarding the structure of the questions, 

vocabulary, and question alternatives etcetera. In that way the survey held a high quality, which 

reduced the likeliness of collecting results that are unreliable. 

 

The respondents of the survey did not receive any reward for their participation, because of 

potential negative effects such as decreasing answer quality. Awards can affect the results of the 

survey through increasing participation of respondents who only perform the survey to receive 

the reward (Trost, 2012). 

 

The data from the survey was analysed by using a multi-method approach since both qualitative 

(open-ended questions) and quantitative (close-ended questions) data collection methods were 

used (Watkins & O'Neil, 2013). The qualitative data in the survey was analysed in the same way 

as the qualitative interviews. The quantitative answers were categorised and analysed with 

descriptive statistical methods, such as tables, charts and other graphical forms. This allows 

patterns to be discerned that are not apparent in the raw data (Collis & Hussey, 2014). 

2.3 Reliability and Validity 
Reliability refers to the accuracy and precision of the measurements in the research, as well as to 

what level the study can be repeatable by another researcher (Collis & Hussey, 2014). The 

validity of a study refers to if the researcher’s tests actually measure what the researcher intended 

to measure (Collis & Hussey, 2014). 

 

Regarding the reliability of the literature review, the standard should be seen as quite high, since 

the literature used in this study is listed in the reference list. However, another reader or 

researcher could interpret the secondary sources differently, which would reduce the reliability. 
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The reliability of the interviews is reduced by the use of unstructured and semi-structured 

questions since these types of questions do not ensure that the same follow-up questions are 

asked in all interviews. To increase reliability the researchers ensured that at least all pre-

designed questions were answered. These questions are added in the appendix for reference. 

 

There is always a problem with the validity when people are interviewed since the respondents 

can misinterpret the questions and therefore give answers to questions that are not asked. To 

increase the validity the researchers tried to make the questions as easy to understand as possible, 

and repeatedly asked the respondent if he/she understood the question. If the researchers sensed 

that the respondent misunderstood a question the interviewers re-explained the question.   

 

The content of the survey will be included in the thesis to increase the reliability of the survey. 

However, since the details of the respondents are not presented in the thesis, the reliability is 

decreased. To increase the validity of the survey, the survey was developed iteratively. This 

meant that two test versions were performed in order to ensure that person of the Millennial 

cohort understood the questions before the final survey was distributed and answered. However, 

since the authors did not meet the respondents of the distributed survey in person, there is a risk 

that the respondents did not understand all of the questions in the survey. To increase validity, the 

study has taken into account Blomkvist and Hallin (2014) advice of assuring that the theory is 

about the field presented in the problem formulation, aim and question formulation.  

2.4 Generalizability  
According to Collis and Hussey (2014), generalizability is the extent to which research findings 

can be extended to a population. This refers to taking the findings from a sample (part of a larger 

segment) and arguing that the whole segment shares the findings of the sample. The conducted 

interviews cannot be generalized for the whole pension industry. The interviews can however, 

create a deeper understanding of the pension industry’s perception about the investigated subject. 

The survey results can neither be generalized for the complete Swedish Millennial population 

since it is only representative for a small part of the population. Furthermore, the survey is merely 

an indication of what the Swedish Millennials thoughts, attitudes, expectations and actions are in 

regards to the pension planning. 

 

Another type of generalizability is according to Gummesson (2000) to extend the findings of a 

research to another location or setting if the study has captured the interactions and characteristics 

of the phenomena that is studied. Based on this view the results from the study can be extended to 

similar situations and accommodate insights into areas studied in this research. It may, for 

instance, be possible to use the findings from the interviews in future studies that relate to the 

pension industry, in Sweden and globally. The findings from the survey might be possible to use 

for future studies about Millennials attitudes, expectations, saving behaviour or engagement with 

pensions, in Sweden and globally. 

2.5 Ethics 
The thesis was performed in collaboration with the company Tieto. Tieto assisted with support 

and knowledge in the form of guidance, pre-study interviews, a workplace, connections to the 

interview respondents and a monetary reward for the authors. Tieto’s motive for being involved 

in the study was to get a deeper understanding of the problem area. Before the research was 

initiated, a Non-Disclosure Agreement (NDA) was created by Tieto and signed by the authors. 

The NDA states how the authors should relate to information obtained during working with Tieto 
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and their customers. A NDA is an enforceable contract by law. The research project was 

performed following the Swedish Research Council’s four ethical codes. These codes are ethical 

guidelines for research of social science. 

  

The first code “Information” was fulfilled during all empirical studies by explaining the purpose 

of the research for the participants. The second code “Consent” was achieved by explaining for 

the participants that they had a free choice to participate or not in the study. Interview 

respondents were informed about the purpose and asked for consent. The survey participants 

were explained about the purpose in the first paragraph of the online survey. The online survey 

was not presented as a request but rather as an invitation to participate. The third code 

“Confidentiality” was accomplished through assuring the participants that the collected data 

would be treated confidentially. The participants could choose whether they wanted to be 

anonymous or not. The fourth code “Good use” refers to that the author will not use the collected 

data for any other purpose than the intended purpose of this study. All interview participants were 

anonymized since one respondent wanted to be anonymous. Additionally, the interviews were 

performed with customers to the partner-company Tieto, which are competitors to each other. By 

not including confidential information or the real names and company names in the report, the 

research has not violated any ethical codes, NDA’s, or jeopardized the competitive environment 

in the market. 
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3 The Swedish Pension System 
This chapter briefly presents the Swedish pension system and describes how it is structured.  

When a Swedish citizen turns 61 years old he/she can decide to retire from the working life. The 

employer can ask an employee to work indefinitely, however after 67 years of age the employee 

has no right to keep his/her employment unless the employer wishes to (PRO, 2016). The average 

retirement age was 63.8 years in 2014 (Pensionsmyndigheten, 2016). The retirement age is 

predicted to increase with approximately 2 years per decade in the future, due to increased life 

expectancy (SCB, 2012) and an average postponed entry to the workforce (Lindenius, 2015). The 

increase in life expectancy is similar to the rest of Europe (Lindenius, 2015). As a senior (retired 

person), an individual receives pension payments instead of workplace salary. The pension 

payment, however, comes from different sources. The source of the pension payments can come 

from three parts; the National Public Pension, the Occupational Pension and the Private Pension, 

see Figure 1 in section 1.1 Background. The National Public Pension is managed by the Swedish 

Pensions Agency by order of the Swedish government. It is divided into another three parts; the 

Income Pension which 16 per cent of a person’s income, the Premium Pension which is 2,5 per 

cent of a person’s income and the Guarantee Pension which offers basic social security for those 

people who have had little or no earned income during their lives. The individual is not able to 

influence how the guarantee pension or the income pension is invested. However the individual 

can decide with limited options where it’s Premium Pension should be invested. The National 

Public Pension is, in general, the largest part of a person’s pension capital (KPA1, 2016). 

However, due to increasing numbers of seniors and an increased life expectancy among the 

Swedish population, the contribution from the National Public Pension is expected to decrease 

(Lindenius, 2015). 

The Occupational Pension is a saving scheme which all employees with collective bargaining 

agreement or employees with a special contract have. Approximately 90 per cent of the Swedish 

workforce has Occupational Pension (EU Commission, 2016). This pension generally consists of 

age pension, reimbursement for long-term sickness and the possibility of reimbursement to 

survivors in case of death.  There are two types of Occupational Pensions; benefit pension and 

premium pension. The benefit pension guarantees a certain percentage of your final wage when 

you retire while the premium pension is decided by how much you make during a lifetime (SPP, 

2016). There are only people born before the year 1953 that have some parts of the benefit 

pension scheme (KPA1, 2016). An individual has the choice of deciding if the premium pension 

should be invested in traditional pension insurance or fund insurance. The individual can further 

choose which insurance companies should manage their Occupational Pension and how much 

these actors should manage each. The individual can also choose to manage and invest part of, or 

the complete premium pension in funds at a bank. The individual’s freedom of choice is much 

larger for the Occupational pension than for the National public pension (KPA3, 2016). 

The Private Pension is a voluntary form of saving for the retirement, in addition to the National 

public pension and the Occupational pension. This form is used to achieve a better financial 

situation as a senior. Investment forms and decisions in regards to the private pension are 100 per 

cent in the control of the individual. However since it is a voluntary saving form, not all people 

have a private pension account (KPA2, 2016). The private pension has since the start of 2016 

become less beneficial because of a new Swedish tax law. This new tax law has decreased the 

deductible tax amount of the private pension from 12000 SEK to 1800 SEK. In 2017 it will be 0 

SEK (Skatteverket, 2016).  
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4 Literature Review  
This chapter presents an overview of the literature on savings theory, generational theory, 

Millennials’ attitudes towards pension planning, and marketing theory targeting Millennials. The 

presented theories within the literature review serves as a basis to understand and analyse the 

empirical results of this study. This gained knowledge will also be an important element when 

answering the research questions.    

4.1 Saving theory 
Wärnderyd (1999) defines savings as the difference in net worth at the end of a period in relation 

to what it was in the beginning of that same period. This difference equals the excess in income 

after consumption. Katona (1975) has divided saving into three different types of saving motives; 

contractual, discretionary and residual savings. Contractual saving is a form of regular (e.g. 

monthly) payments intended for long-term accumulation. Discretionary saving is defined as 

separate saving provisions decided upon in a specific point in time. Katona’s (1975) definition of 

residual savings is somewhat similar to Wärnderyd (1999) definition of savings, which refers to 

the net worth left at the end of a period. Katona’s extensive research within the field of 

behavioural economics has been an important corner stone within the field. Hermansson (2015) 

developed a framework to explain and structure the antecedents of saving behaviour defined by 

Katona (1975). This framework is presented in Figure 4.  

 

 
Figure 4. The antecedents of Saving Behaviour (Hermansson, 2015 p.13) 

A person's saving behaviour, which refers to an individual’s ability and willingness to save, is 

affected by both external and internal factors. The external factors refer to the economic 

environment, as well as society and institutions. The economic environment is, for instance, the 

current situation in the global financial market, foreign trade and the stock exchange. The society 

and institutional factors are for instance the national pension system, the tax system (tax levels) 

unemployment benefits, as well as how the structure and regulations on banks work (interaction 

between customers and banks). (Katona, 1975) 
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Internal factors that influence the saving behaviour are Life-cycle dimensions (current stage in 

life), education/profession and income/wealth, such as the person’s age, a person’s saving 

horizon, total income, occupation, knowledge about savings and finance. The individual factors 

that influence the saving behaviour are personality traits, saving/risk attitudes and saving 

motives.  

 

The external factors will be delimited from the literature review going forward, and focus will 

rather be on the internal and individual factors presented in Hermansson’s (2015) framework. 

This is done in an effort to isolate the individual perspectives on savings from the broader 

regulatory and macroeconomic perspectives.    

4.1.1 Internal Factors 
Internal factors are, as previously mentioned, factors that reflect the Life-cycle dimensions of an 

individual, such as income, education, financial literacy, age and saving horizon. The question on 

whether higher income is positively correlated with higher saving rates has been a subject for 

discussion a long time (Dynan et al., 2000). According to Huggett and Ventura (2000) individuals 

with high income do tend to save a higher fraction of their income than low-income earners. This 

conclusion is also supported by Dynan et al. (2000), even though they disagree with Huggett and 

Ventura (2000) on their suggestion that there is a “switching” pattern at later ages. Unlike 

Huggett and Ventura (2000) they argue that households with higher saving rates while young 

continue to save more than low-income households when retiring.  

 

There also seem to be a positive relationship between financial knowledge and retirement 

planning, since individuals with higher financial literacy are more likely to plan for their 

retirement (Van Rooji et al., 2011). Statistically, women show lower financial literacy than men, 

the ‘young’ and ‘old’ are less financially literate than the ‘middle-aged’ and more educated 

individuals show greater literacy than less educated (Lusardi & Mitchell, 2011). Lusardi et al. 

(2010) showed that less than one-third of young adults have basic knowledge of interest rates, 

inflation and risk diversification.  

 

Van Rooij et al. (2011) additionally found that financial knowledge often precedes retirement 

planning and not the other way around. Clark et al. (2012) agree that low financial literacy has a 

negative impact on retirement planning, but adds that the time perspective is another important 

factor. They argue that individuals who have a long time left until retiring are more likely to 

show poor interest in pension planning. 

4.1.2 Individual Factors 
Individual factors like personality traits, expectations, attitudes and saving motives all play an 

important role when it comes to the willingness to save (Hermansson, 2015). Brandstätter (1996) 

argues that conscientiousness and inflexibility are of most importance when it comes to the 

willingness to save. According to Fisher (1930), saving money is about deferring gratification 

into the future and suggests that individuals who can picture the future and set goals are more 

successful in saving money.  

 

Even though there have been attempts to measure personal traits, it does not necessarily mean 

that the findings can be assured in a satisfactory way, since the outcomes often are subjective. 

This is due to the gathering of data, which is done through respondents describing themselves 

(Hermansson, 2015). While Nyhus (2002) supports that personal traits are meaningful when 
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explaining differences in saving patterns, she also points out the potential value of more empirical 

studies regarding the link between personal traits and saving habits.  

 

Another individual factor, expectations, is highly important to the willingness to save. The 

willingness to save grows when there are low expectations for the future. This could be triggered 

by for example a low belief in the macroeconomic situation or personal economic outlook. 

Consumer expectations (macroeconomic and personal) will thus affect the behaviour of 

individuals in accordance to Hermansson’s (2015) framework. 

 

According to Hermansson’s (2015) classification, saving motives are other important factors in 

regards to the amount being saved. Wärneryd (1999) points out that habit and precautionary 

motives are the two factors that best explain differences in savings. Lindquist (1981) argued that 

it is possible to rank saving motives in a hierarchical order as follows: 1) To handle cash 2) The 

need to have reserve money 3) Having sufficient money to buy something expensive 4) The need 

to manage accumulated wealth. According to Hermansson (2015) however, this type of structure 

is problematic since motives may vary over time for individuals, and they are not all mutually 

exclusive. She presents an example of her argumentation where retirement savings could be 

highly important for individuals in their 40-60s while perceived as less important for individuals 

in their 30s because they may be more concerned with other investments, like an apartment or a 

car. Hermansson (2015) thereby concludes that it is reasonable to link saving horizons to the 

saving behaviour of individuals and that saving motives may vary in relation to age.   

4.1.3 Saving Behaviour 

Decision making 

Curry (2004) argues that the individual responsibility in saving for retirement is problematic 

since individuals do not know how much they will receive from the state, and therefore how 

much will be beneficial for them to save. The lack of financial knowledge often leads them to 

take decisions inconsistent with their financial needs (Clark & Strauss, 2008), and even when 

they are provided with the information they do not use this in a proper manner (Strauss, 2008). It 

is additionally common to have expectations on retirement which are not matched by realistic 

preparations (Strauss, 2008).           

 

The typical buying decision-making process is described by Engel et al., (1968) as need 

recognition, information search, alternative evaluation, purchase and post-purchase. Need 

recognition is the first and most important step in the process. If there is no need there is no 

decision to purchase. The recognition for a need occurs when there is a gap between the 

consumer's current state and the ideal “desired” state.  This first stage is however often missing in 

the financial service industry decision-making process. This would in the pension service case 

lead to consumers not recognizing the need until he/she is close to retirement, which is too late 

(Shaw & Waite, 2015; Grace et al., 2010; Gough & Sozou, 2005; Harrison et al., 2006; Milner & 

Rosenstreich, 2013; Grace et al., 2010). 

 

The second stage in the decision process is information search, which refers to when the 

consumer will search for information to the need or problem. The degree of search depends on 

the complexity of choices to be made and the involvement the consumer is ready to invest. It is 

common that the consumer will pay more attention to information, and value information for own 

experiences and the information from family, friends and others, than from advertisement and 

commercials. (Engel et al., 1968)  
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The third stage is to evaluate alternatives, which is done from two aspects, objective and 

subjective characteristics. Objective characteristics are features and functionality of the product, 

while subjective characteristics focus on perception and perceived value of the brand by the 

consumer or its reputation. Each consumer has personal characteristics that he/she finds 

important. (Engel et al., 1968)  

 

The fourth stage, the purchase decision is when the purchase happens based in the previous 

stages. However, the consumer decision-making process is also affected by previous customer 

experiences such store shopping experience, online experience, promotion experience, and the 

seller's policies. (Engel et al., 1968)  

 

The fifth and last stage in the process, the post-purchase behaviour is when the consumer 

evaluates the purchase with the original need recognition which either lead to a satisfied or 

unsatisfied experience. If the experience was satisfactory the consumer will minimize effort on 

information search and alternative evaluation for the next purchases. This produces customer 

loyalty. If the experience was negative the consumer will repeat the complete process during a 

future purchase. (Engel et al., 1968) 

Goal setting 

Locke and Latham (1990) suggest that people get motivated by goals that they perceive to be 

moderate to difficult, meaning that there is a positive relationship between goal difficulty and 

goal achievement. However if the goal seems too hard, the task is seen as unfeasible (Bayuk, 

2015). On the other hand, if the goal seems too easy, this can also be demotivating. Bijleveld et 

al, (2012) suggest that that the higher effort-higher reward rule is applicable to goal pursuit, 

meaning that if you put in more effort you gain more reward. For long-term saving it is more 

beneficial to think about why one should save than how much to save (Ülkümen & Cheema, 

2011). The key drivers of goal setting are feedback, commitment to the goal and task complexity. 

People need feedback in order to track their progress. Commitment to the goal is enhanced by 

viewing the goal as significant and by self-efficacy. The extent to which task knowledge is harder 

to obtain on complex tasks is referred to task complexity (Locke & Latham, 2006). 

Planning 

Planning is the process of showing the prominent activities needed to pursue a goal (Bayuk et al., 

2010). In a study on planning with regard to money savings, Bayuk (2015) conclude that the 

planning process influences the motivation of goal pursuit. McCrea et al. (2008) found a strong 

relationship between people thinking about retirement and people planning to finance it through 

concrete actions. Psychological research shows that having a specific picture in mind, for 

instance about life after retirement will encourage activities and a positive effect on the 

probability to think on concrete actions. In the Netherlands, it is suggested that retirement 

planning impacts the way people experience their retirement. Those who plan for retirement tend 

to have a more comfortable feeling about how their actual retirement will turn out (Van Rooji et 

al., 2011), which suggests that planning can make people more aware and relaxed. 
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4.2 Millennials  
Much attention has been paid to describe the differences in consumption preferences between 

generations the last couple of years, not least in management magazines, business consultancy 

publications and national newspapers (Parry & Urwin, 2011). According to Pendergast (2012) the 

generational theory aims to find and describe characteristic patterns among people born around 

the same time period: 

“Generation theory aims to understand and characterise cohorts of people according to their 

membership of a generation revealing patterns across the generation group”  

According to Kupperschmidt (2000), a ‘generation’ is often generally defined by practitioners as 

a cluster of people that shares age, location and significant life events at critical developmental 

phases. Parry and Urwin (2011) explain that the standard approach across Western economies has 

been to recognize four generations active in the workforce; Veterans, Baby Boomers, Generation 

X and Millennials. The identified patterns among these groups have been widely discussed by 

authors (Strauss & Howe, 1991; Oblinger, 2003; Parment, 2011), whereby many suggestions 

have been made regarding the birth-year categorization, and what these cohorts should be titled. 

Though a general consensus among researchers and practitioners does not seem to exist, the 

majority draw similar conclusions. The grouping of individuals within these generational cohorts 

is motivated by the belief that they share a common set of values and attitudes, as a result from 

shared events and experiences (Parry & Urwin, 2011). Some authors have raised concerns on 

whether this popular topic has undergone sufficient academic work to either confirm or disprove 

these popular stereotypes (Lyons et al., 2007; Parry & Urwin, 2011). Even if these generational 

cohorts have been accused of some of being disconnected stereotypes (Hoover, 2009), the authors 

of this paper share the perspective of those arguing that there are generational differences. The 

four generations currently active in the workforce will be defined according to Table 3 below.  

 

Table 3. Generational groups currently in the workforce 

Generation  Years of birth Also known as 

Veterans 1922-1942 Silent Generation, Matures, Traditionalists 

Baby Boomers 1943-1960 Boomers 

Generation X 1961-1979 Thirteenth, Baby Busters, Lost Generation 

Millennials 1980-2000 Generation Y, Nexters, Echo Boomers, iGeneration 

 

Values 
The generation of people born between 1980 and 2000, also called Millennials, the Generation Y 

or sometimes the iGeneration in literature (hereby defined as Millennials), are according to 

Gelston (2008), unlike the generations that preceded them. Gelston (2008) argues that they have a 

different set of characteristics, a distinct set of values, views on authority and sense of loyalty, 

which was shaped by the times in which they grew up, highly influenced by the technological 

boom. Fertik (2011) argues that growing up in an interconnected world with high-speed internet, 

cell phones, instant messaging, blogging, social networks and interactive web pages within the 

grasp of their hands, made Millennials accustomed to technology and rapid technological 

changes. Fertik (2011) further argues that these advanced technologies made Millennials experts 
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in multitasking, but also shortened their attention spans and the ability to focus on a single task at 

a time.  

Another important influence on the Millennials was according to D’Auria (2007) the lifestyle of 

their parents, the Baby Boomers. She argues that many watched their parents work long hours 

their whole lives, which led to the view that there must be something more to life than just 

working. Therefore work-life balance became a critical factor for this generation.  

 

“The young people of this generation do not live to work – but rather work to live. A job merely 

provides the income to do that they want to do” (McCrindle, 2003, p. 4) 

 

A study done by Universum (2015) suggested that Millennials also seeks balance in other areas 

of life, apart from work-life balance. They try to balance their spending on impulsive buying 

versus spending on needs, but also achieve a balance between online digital interactions and real 

experiences through regular social activities with friends and family.  

 

D’Auria (2007) exemplifies the phenomena of when differences in values become a source of 

misunderstanding between generations. She explains that prior generations often stereotype 

Millennials as lazy, impatient, disengaged and that they lack motivation and loyalty. However, 

they are also perceived as highly adaptable and able to embrace change. Additional stereotypes 

say that they are innovative, tech savvy, efficient, tolerant, highly ambitious and often self-

driven. Fertik (2010) concludes that they seek a workplace that accommodates their desire to 

balance between professional and personal pursuits, as well as their need for adequate direction 

and acknowledgment.  

 

Consumer Behaviour 
In a recent market research done by the American investment bank Goldman Sachs (2015), they 

concluded that Millennials has been reluctant to buy goods such as cars, music and luxury goods. 

They are instead turning to new services that provide access to these goods, without the burden of 

ownership. This has given rise to what many call the ‘sharing economy’. Reisenwitz and Iyer 

(2009) found that Millennials are stereotypically less brand loyal and that marketers could expect 

more brand switching among this individuals in comparison to previous generations. In a study 

by Parment (2013) on the differences between Baby Boomers and Millennials shopping 

behaviour, results showed that Baby Boomers value the retail experience and in-store service 

higher than Millennials. For Baby Boomers, the purchase process typically starts with a visit to 

the retailer the consumer trusts and gives advice for choosing the right product. For Millennials, 

the purchase process starts with choosing a product they like and thereafter sets out to find the 

right retailer (Parment, 2013).  

 

Peers seem to be an integral part of Millennials life and primary contributor in their decision-

making process. Besides friends, they listen to the crowd opinion while doing primary research. 

They tend to seek reviews and opinions online and check the ratings given by others in order to 

gain certainty and confirmation (Barkley, 2011). Goldman Sachs (2015) research findings 

support the notion of Millennials as a generation of researchers. They found that most 

respondents of Millennials would reach out to their social network or peer reviewing before 

deciding on important buying decisions.       

 

In research done by the ICT company Evry (2016) on how to engage Millennials in financial 

services, they concluded that members of this cohort have a strong sense of individualism and 
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need to prove that they are capable of making their own decisions. They found that this 

generation wants freedom in their decision-making process, but are still cautious and require 

some assurance before taking important decisions. When looking for assurance they trust the 

crowd aggregate, but their close friends even more: 

  

“They trust endorsements and recommendations from people they feel they can relate to, are 

similar or know them best. This trust is based on proven competency.” (Evry, 2016) 

  

Millennials typically trust their own decision-making capabilities best after having the chance to 

gather all information from available sources. When it comes to customer loyalty, members of 

Millennials show loyalty as long as they don’t encounter a bad experience where they feel 

undervalued or lose control over the situation. They, therefore, tend to be loyal to services which 

are responsive, time-efficient and deliver great customer experience, and have typically low 

patience with services that fail to deliver on this. (Evry, 2016) 

 

Helm (2008) argues that Millennials highly values user-friendly solutions when it comes to 

managing their finances. In his argumentation, he presented a case where the Pittsburgh-based 

PNC Bank offered customer only mediocre rates, in exchange for superior user-friendliness. The 

service included feedback on account balances by text messages and automatic money transfer to 

savings when receiving paychecks, and was very successful in the Millennial segment. 

Reisenwitz and Iyer (2009) argues that members of Millennials are generally more risk tolerant 

than the previous cohort, Generation X, and lastly concluded that financial products with a higher 

degree of risk were likely to be more successful among Millennials than the previous generation. 

 

Do Millennials think the same worldwide? 
Literature by Schewe et al. (2013) suggests that they in many ways do, but there are also 

differences. The differences they have encountered seem to originate from differences in cultural 

upbringing between countries. Their study compared members of Millennials living in three 

different countries, Sweden, USA, and New Zealand. Findings show that the Millennials in 

Sweden appear quite different from Millennials in the U.S. and New Zealand on a number of 

values. According to their logic, they trace those differences to the philosophy of the Social 

Democratic political system which has been dominant in Sweden for a long time, and where 

equality is valued over individualism. Stronger similarities were found among young people in 

the USA and New Zealand due to New Zealand's experimentation with neoliberal economic and 

social reforms (Schewe et al., 2013). While they concluded that the world is becoming 

homogenized on many values, there are also disparities. Their suggestion to marketers was to 

think carefully about these aspects when trying to execute a global strategy to target this group.     

 

Young Swedes were according to Parment (2011) influenced in their foundational years by a 

series of changes taking place during the 1980s, which would form their values different from 

those of previous Swedish generations. The political landscape was changing in this era and 

opened up for ideologies different from the Swedish Socialist Democratic tradition in which the 

state takes care of its citizens and makes all important decisions for them. The society that they 

grew up in is in many ways different from each other. Due to freer market forces, Millennials has 

been growing up in a more international society, which has led them to be more open to new 

cultures, leisure activities and ideas etcetera (Parment, 2011). This internationalization has 

arguably led to greater resemblance in personal traits among Millennials worldwide (Schewe et 

al., 2013)   
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According to Parment (2008) Swedish Millennials have been growing up to be more emotionally 

involved in their purchase decisions: 

“Saving money for the future is desirable, but saving is in constant tension with ambitions to 

maximize opportunities and enjoy life.”(Parment, 2008) 

So even though saving money for the future is desirable, emotions are allowed to take a larger 

role in the decision-making process for Swedish Millennials than for the Swedish baby boomers 

(Parment, 2008).  

4.3 Millennials attitudes on pensions and savings 
There are a few international studies made on Millennials and their attitudes on saving and 

pension planning. Unfortunately, there are little Swedish studies in this area. Due to some 

similarities between Millennials on a worldwide perspective, this chapter looks into the 

international studies that explain Millennials attitudes on pensions and saving. 

General attitudes toward saving 

Pettigrew et al. (2007) argue that young people are unexcited about savings and they perceive 

pensions planning as dull and irrelevant. They go on by explaining that the majority of young 

people see the purpose and benefits of saving, but they still don’t prioritize it. Saving is not only 

perceived as a dull activity, it is also associated with a duller existence. Envisage (2015) goes as 

far as stating that Millennials thought pattern toward savings is different to the previous 

generation. They don’t save for retirement because they do not see retirement as a life stage; 

instead, they save for other things. Shaw and Waite (2015) argue in a study on Millennials that 

men’s savings activities are mostly based on goal-oriented reasons. The saving activities are 

mostly short-term, which provides the Millennials with next to immediate gratification. Saving 

activities are generally considered to be hard to maintain for Millennials, immediate needs and 

desires often mean sacrifices are made to long-term saving (Pettigrew et al. 2007; Quilgars et al. 

2008; Shaw & Waite, 2015). This attitude is seen both in female and male Millennials (Foster, 

2015; Shaw & Waite, 2015). The general sense of “living in the moment” clashes with the good 

intentions to save for the future (Pettigrew et al., 2007; Shaw & Waite, 2015). Pettigrew et al. 

(2007) identified that one way to get around this is to pass-over money to partners or parents for 

safe keeping. 

Conceptualisations of retirement 

Retirement is viewed as both distant and temporary, which makes it feel irrelevant for Millennials 

(Shaw & Waite, 2015; Inizio, 2015). For some Millennials retirement is also associated with a 

non-desirable lifestyle and mortality, which is not something that they welcome (Pettigrew et al. 

2007; Shaw & Waite, 2015). Van Rooij et al. (2011) found in a study on financial literacy and 

retirement planning, that younger people do not tend to think about retirement as much as older 

people because retirement is a distant concept. A similar result was found in a Swedish study by 

Inizio (2015), which indicated that students think retirement is too far away in time to grasp the 

importance of planning for the retirement. Further, 32 per cent of the respondents also answered 

that they did now care about their pension and retirement. Pettigrew et al (2007) and Correia 

(2013) both argue that negative attitudes toward saving are amplified when saving is linked to 

aging and retirement. 

 

Some Millennial men in the UK are aware of the need of retirement saving from observing 

parents and grandparents. The awareness raises some concern for them, but not enough for them, 
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to start saving or planning for their retirement (Shaw & Waite, 2015). Millennials in USA, 

Australia and the UK are more concerned with paying off debt, saving for a house and travel than 

to finance their future retirement (Webster, 1997; Traynor, 2015; Shaw & Waite, 2015). This 

attitude exists even though they recognised the need for retirement planning and retirement 

savings (Webster, 1997; Shaw & Waite, 2015). 

 

In a study by Collison (2012) about different generation’s attitudes on retirement, they found that 

Millennials were the most optimistic generation concerning their future lifestyle. As many as 68 

per cent thought their living standard would increase or stay the same when they retire. This 

result was 20 per cent more optimistic than Generation X and 30 per cent more optimistic than 

Baby boomers. Grace et al (2010) and Foster (2012) gives similar indication from Millennial men 

and women’s expectation toward their future living standard. However women are said to be 

slightly less optimistic than men, they have a larger belief that unforeseen event such as kids; 

sickness and unemployment, can affect the future living standard (Grace et al, 2010). In addition 

to the opportunistic lifestyle, twice as many American Millennials believed that they can retire 

before the age of 65 then people from the Generation X and Baby boomers. On the contrary, 

millennials were least active with private pension savings and fewer have employee retirement 

benefits (Collision, 2012). 

 

Shaw and Waite (2015) saw signs that Millennials are uncertain about whether they will retire 

and use their pension capital or not. This uncertainty comes from two sources, first of all, it is 

believed that they retirement age will have increased when Millennials intend to retire. Secondly, 

some Millennials are uncertain whether they will live to reach their retirement. This uncertainty 

acts as a barrier to saving for the retirement. The reasoning is ‘why should I save for something 

that I might not use’. Pettigrew et al (2007) and Shaw and Waite (2015) found the interesting 

attitude that Millennials believes that they will earn more money in the future, which justifies 

their current lack of pension planning activities and pension planning. Pettigrew et al (2007) 

argue that this attitude is common across all Millennials, regardless of how well off or stable lives 

they have now. Conflicting results by Shaw and Waite (2015) showed that these millennial men 

were aware of the bad pension situation as well as that the situation demanded individual actions 

from them. Still they lived by the optimistic beliefs of future earnings. Pettigrew et al (2007) 

explain it as: “Millennials fail to recognize the urgency in initiating a pension saving process.” 

Financial literacy and knowledge about pensions 

Financial literacy (also known as financial expertise) is the individual's possession of knowledge 

and understanding of financial matter (Lusardi & Mitchell, 2009). It is primarily referred to the 

private economy, like for instance to make decisions concerning investments, real estate, 

pensions, savings, tax planning and insurance (Lusardi & Mitchell, 2011). It can also include 

knowledge of financial concepts, such as interest compounding, consumer rights etc. As the 

financial market becomes more integrated and complex, average individuals are faced with 

sophisticated and sometimes irreversible financial decisions. This is most evident in the 

retirement decision-making environment (Lusardi & Mitchell, 2011). 

Studies in Netherlands (Euwals et al., 2004), Australia (Grace et al., 2010),UK (Pettigrew et al., 

2007) indicate that the overall level of financial literacy in the general public is low, however, it 

appears that youths have a lower financial knowledge than the general public. Van Rooij et al. 

(2011) writes that young people have less knowledge about private finance and retirement than 

middle age people, the reason is that financial knowledge is accumulated during their lifetime.  
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Ginn and MacIntyr (2013) add by arguing that women as a cohort have a lower level of financial 

literacy regardless of age. They explain this argument by the women’s overall lesser role in the 

socio-economic environment. In a study on young people’s attitudes toward retirement made in 

the United Kingdom, Shaw and Waite (2015) could further show that the financial illiteracy 

among Millennials comes from the abstract nature of retirement. Their study showed that 

Millennials did not feel that retirement and pension were of their concern right now and therefore 

they did not bother with learning about pension or managing their pension right now (Shaw & 

Waite, 2015). A Swedish study by Inizio (2015) showed that Millennial students found it hard to 

understand pensions and pension information. 

Those Millennials that have got responsibilities such as from mortgages or parenting take saving 

more seriously. In a study on financial literacy and retirement planning in the Netherlands by Van 

Rooij et al. (2011), they found out that households with more financial experience are more likely 

to plan for retirement. They could also conclude while studying economics education in schools, 

that it is financial literacy that affects retirement planning, not the other way around. Lusardi and 

Mitchell (2009) have drawn similar conclusions from studies done in the US. The conclusion 

means that an improved focus and increased distribution of educational program can improve 

financial literacy and consequently retirement planning. Furthermore, young people that have a 

clear plan for their future are able to manage their savings better than those without a plan 

(Pettigrew et al., 2007). Shaw and Waite (2015) identified that some men in the UK actively try 

to build up credit rating on their credit card, with the intention to use the credit as a backup asset 

instead of an own saving buffer. 

Financial service providers 

Financial service providers are companies and institutions (for instance banks, credit card 

companies, insurance companies, pension companies) that offer financial services/ products such 

as loans, insurances, retirement insurances, stock brokerage and investment fund etcetera.  

 

Following the financial crisis in 2007-2008, the trust for financial services have declined globally 

(Nyberg, 2008) and was still low in 2014 (PwC, 2014). Shaw and Waite (2015) and Foster (2012) 

investigated the distrust among the segment of Millennials in the UK and they got the same 

result. Shaw and Waite (2015) explain that because Millennials grew up during the financial 

crisis they mainly have a negative picture of the finance industry. The distrust for financial 

service providers is argued to partially be the reason for Millennials lower engagement with 

saving and pension activities. If Millennials has low trust from financial service providers, they, 

on the other hand, have high trust for employers (Shaw and Waite, 2015). 

 

Financial products and services are viewed as intangible by Millennials, which result in a reduced 

sense of control (Shaw & Waite, 2015). Anderson and Korling (2012) explain that many products 

can be similar with regard to how risk and return are presented, however the financial service 

providers choose to present their products as differentiated. The reason is to show that their 

products are better than the competitors; unfortunately, the different features and presentation can 

make it difficult for the customer to understand and compare products.  

 

Shaw and Waite (2015) found that Millennials in the UK prefer to use the Internet as the channel 

for information about pensions (Shaw and Wait, 2015), however, the study did not specify this 

result any further. Inizio (2015) study showed that Swedish student wanted information from an 

Internet-based mobile application. Pettigrew et al (2007) and Shaw and Waite (2015) have 
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concluded that Millennials think that family is a preferred and trusted source for information and 

advice regarding pensions. They also point out that Millennials seek an unbiased source of 

information, which possibly could be the employers.  

 

In a report by the Swedish committee of Finance (Finansmarknadskommitténs), Anderson and 

Korling (2012) found that there was no exclusive actor that truly is responsible for all pension 

questions and pension information. It is instead a combination of Pensionsmyndigheten, 

Finansinspektionen, Konsumentverket, minpension.se, Konsumenternas Bank- och 

Försäkringsbyrå, Svensk Försäkring, Svenska Bankföreningen, the employers etc. 

Pensionsmyndigheten has the responsibility for the national public pension. Finansinspektionen 

and konsumentverket have the responsibility for that financial law and regulations are followed. 

With no exclusive source of information, the responsibility falls on the individual to decipher 

what is correct. Anderson and Korling explain that it becomes hard for the consumer to compile 

and understand pension information. In the study, the authors recommended that there should be 

only one authority that owned the pension and pension information question. 

 

Since there can occur distrust by the Millennials for the service provider's, services and 

information sources, a desire to be more in charge has grown (Shaw and Wait, 2015; Envisage, 

2015). Millennials also have a strong connection to money and independence, which describes 

the desire to have control (Schewe et al., 2013) of their own money. They expect flexibility, 

transparency and speed in everything they do since they have been raised in a fast and transparent 

digital age. Regarding risk, youths tend to take more risk that middle-aged people (Shaw & Wait, 

2015). Between the genders, men tend to take larger investment risks than women (Sundén & 

Surette, 1998) 

4.4 Marketing theory targeting Millennials 
A person living in a city is faced with thousands of commercial messages every day (Kotler et al., 

2005; The New York Times, 2007). Studies show that Millennials ignore or does not observe 

more than 90% of all commercial messages (Adroit Digital, 2014). It is said that Millennials are 

experts in avoiding advertisement, commercial messages, and marketing (Luna, 2013), which is 

an indication of how hard it is for brands to connect with Millennials. Therefore, it becomes 

important to understand how Millennials wants to connect with brands and companies, in order to 

be seen in the large swarm of information, advertisement and media. According to Gerzema and 

D’Antonio (2011), Millennials are shifting their spending behaviour to support brands and 

companies whose values match their own. They write; 

”Brands must champion the values of this generation in order to earn the right to have them as 

customers. Rather than the customer joining the brand’s world, the brand must join the 

customer’s world.” (Gerzema and D’Antonio, 2011) 

Scholars, researchers and marketers advocate a few different ways to best reach and connect with 

Millennials. Fromm et al. (2011); Mangold and Faulds (2009) and Parent et al. (2011) propose 

social media as the path to success. Bounie et al., (2008) and Mangold and Smith (2012) advocate 

Peer-to-peer and social communities. Another trendy marketing tool for Millennials is content 

marketing (Pulizzi, 2013) as well as celebrity endorsement (Branigan et al., 2014).  The 

following chapters will explain these theories and why they are relevant for reaching Millennials. 
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Social Media 
Social media enable customers to influence and engage with a company and the product and 

services they offer (Tuten and Solomon, 2014). Social media has turn marketing from a one-way 

communication into a two-way communication.  Social media marketing is using different 

technologies and channels to communicate with current and prospective customers. Whether a 

company aims to promote a product, improve customer service, influence brand attitudes, 

develop a new product or maintain customer relationships, social media is a channel that enables 

these all activities (Tuten & Solomon, 2014; Mangold & Faulds, 2009). Facebook, Youtube, 

Twitter and Pinterest are some of the largest social media platforms and they attract between 250 

million – 1.1 billion unique users every month (Ebizmba, 2016), which give us a sense of the 

magnitude that social media has. A study by Fromm et al. (2011) found out that Millennials feel 

left out if they do not use Facebook every day. They could also show that Millennials feels that 

they live are rich when they are connected to people via social media. In the same study, Fromm 

et al. (2011) concluded that Millennials also interact more with brands on Social media than other 

generations do. Bolton et al., 2013 argued that:  

“Millennials social media usage affects consumers’ identity formation, their expectations 

regarding service, formation of habits, engagement with brands and firms, participation in value 

co-creation, brand loyalty, purchase behaviour and lifetime value, and (ultimately) the value of 

the firm”. 

This shows how much of important social media can have for a company's success with 

Millennials. Goldman Sachs Global Investment Research (2015) showed that a strong brand isn't 

enough to lock in a sale. Fromm et al. (2011) argue that a brand's importance is shrinking but 

social media is growing in importance among Millennials. 

 

Some opposition to social media marketing is that a company become dependent on the social 

media platform to communicate with customers (Pulizzi, 2012), which can have huge negative 

effect if the platform changes.  A Social Times (2012) article writes that people and foremost 

millennials are getting tired of social media. For instance, a more and more recurrent situation is 

that Millennials tell their friend to drop the phone and be social instead. However, many 

marketers and scholar still argue that social media is growing. 

Content Marketing 
Joe Pulizzi, a marketing guru and leader of the content marketing movement describes content 

marketing as; 

“Content marketing is a strategic marketing approach focused on creating and distributing 

valuable, relevant, and consistent content to attract and retain a clearly-defined audience — and, 

ultimately, to drive profitable customer action” (Pulizzi, 2015) 

The idea is that companies and brands should act more as media companies to attract and retain 

customers. Content marketing is about storytelling and providing the customer with the content 

the customer actually wants as well as when the customer wants it. Through this marketing tool, 

the company will generate a positive influence and behaviour at the customer, which results in 

future sales. The opposite is general marketing, which surrounds disturbing the customer in its 

everyday life and trying to convince the customer of the value that the products offer for the 

customer. Gunelius (2011) suggest that content marketing is the evolution of interruption 

marketing to engagement marketing. She also argues that the Internet has enabled the customer to 



 

25 

 

locate unbiased and reliable information sources that the Millennials listen to. Companies need to 

take the position of reliable content provider and reduce its promotion. Pulizzi (2015) argues that 

people, and especially Millennials know when they are marketed to and when this happens they 

filter out most of the advertisement. 

 

Marketers suggest that some of the pros with content marketing are that it attracts relevant 

customers, evokes emotional responses, which are crucial for content sharing, and a company 

becomes a reliable source of information (Nelson, 2012). The cons with content marketing are 

the fact that it is hard and time-consuming to manage and return on investment if often realized 

far in the future (Nelson, 2012) 

Peer-to-peer and social communities 
A part of the social media concept is social communities, peer-to-peer communication and online 

reviews. Social communities are about sharing, socializing and conversing (Tuten & Solomon, 

2014) with fellow like-minded. Social community empowers Millennials to address peers with 

product related questions, purchasing decisions, product ratings, merits and reviews and to 

connect and build relationships (Mangold & Faulds, 2009). Bounie et al. (2008) show evidence 

that online reviews can be as effective as experts and personal recommendations. Online review 

is a digital form of word-of-mouth, where users reviews of products are based on personal usage 

experience (Mangold & Smith, 2012) The use of social communities and online reviews can help 

consumers to conduct information searches and construct criterion for evaluation which in turn 

helps them to make a purchasing decision (Fromm et al., 2011; Liu et al., 2011). Being raised in 

an always connected and online world, Millennials see the benefits of participating in knowledge 

sharing and product recommendation at anytime, anywhere and through multiple sites (Mangold 

& Smith, 2011). According to a study by eMarketer (2010), Millennials is discussing different 

products and services more than other generations. The study shows that as much as 56 per cent 

of the Millennial cohort talk about products and services using social networking forums and 

communities, compared to 35 per cent of the other generations. 

 

Simonson and Rosen (2014) explain that a customer's purchasing decision is affected by prior 

preference, beliefs and experiences, or information from marketers, or input from others (for 

instance peers). The more a customer depend on Others, the positive and negative impact online 

review can have for a company. A company that is sensitive to Others need to beware and take 

care of its online Status since the status can change rapidly. One should see the online review as 

feedback and take it into account for future changes. 

Celebrity endorsement 
Celebrity endorsement is when a famous person promotes a brand’s product or service message 

(Kotler et al, 2005), typically through TV commercials or newspaper ads. Celebrity endorsement 

can also be in the form of online reviews by famous bloggers. The blogger might mention a 

product or just discuss the subject around a product, which influences the readers. Buksa & 

Mitsis (2011); Bush et al., (2004) and Dix et al., 2010) found in different studies that celebrity 

endorsement is an effective communication strategy to reach Millennials. Celebrities seem to be 

capable of selling ideas as well as products to this cohort. It was also shown that Millennials 

found celebrities with a social conscience, as role models. Fromm et al. (2011) argues that 

Millennials care more about a cause than previous generations and that they are more likely to 

show interest in companies that support causes. 
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Shaw and Waite (2015) found negative attitude toward celebrity endorsement for a pension 

enrolment scheme. The study showed that for some Millennials, rich celebrities is not a 

trustworthy source for a pension scheme since they probably will not use the pension scheme 

themselves. Both Erdogan (1999) and Kotler et al. (2005) argues that there must be a clear link 

between the endorser and the product that the celebrity promotes, otherwise, the endorsement will 

fail. If using this communication strategy, companies must be careful when they choose 

celebrities to represent their brands. Selecting the wrong representative can have embarrassing 

and destructive consequences (Kotler et al, 2005).   
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5 Results 
This chapter presents the empirical data from conducted interviews, as well as from the survey 

sent to Millennials respondents.  

5.1 Interview results  
This first part of the empirical study was conducted through interviews with Experts and Senior 

Managers in some of the largest pension companies in Sweden. In addition, an interview was 

conducted with a start-up company currently entering the Swedish pension market. 

 

Information and Communication 

Respondents showed concerned about the language used when communicating their message to 

customers. According to Company D, the life and pension industry have not done well in 

explaining what they sell and they use a much too complicated language. Company C highlights 

the same problem by explaining that the language used by the industry is too introvert because a 

grand majority of people are not interested in their jargon. It is not adapted to the environment in 

which they are operating, meaning that their expressions and financial terms are not common 

knowledge to a grand part of the population.  

 

Furthermore, respondent at Company C talks about the importance of showing fervour in their 

message, and the usage of an attractive language that does not obstruct nor scare people into 

pension planning, but rather motivates and engages. Respondent at Company D would promote 

an advertisement that clarifies the importance of pension savings by describing the daunting 

scenario of the future, awaiting those who do not make a financial plan for their retirement. The 

purpose of this action is to make more people understand the economic consequences a lack of 

foresight potentially could create.  

 

Respondents argued about the possibility to be more concrete and specific when it comes to 

communicating what pension really is. Respondents from Company C, D and E points out the 

possibility to increase the awareness by talking more about occupational pension as ‘concrete’ 

money in the hands of the individual. While it may be hard to understand the technical 

vocabulary like premiums and pension benefits, the grand majority can relate to money. 

Company D explains that if employers informed their employees better about their occupational 

pension, more employees would understand that the occupational pension is part of the total 

income received from them. Respondent at Company C refers to the occupational pension as 

deferred salary, becoming available to you when retiring.  

 

Company B highlights the challenge in simplifying the communication about their products since 

regulations forces operators to give all information about the products to the customers. The 

intention is good, but it comes at the expense of simplicity and clearness since the information is 

very extensive. How customers can make good investments with their pension capital should not 

necessarily be the most central part when communicating with customers, but rather to speak 

about the needs, and why they need to put more focus on their pension planning. (Company B). 

Other than a development in the way that pension is being communicated, more and better 

communication platforms are needed (Company D). Respondent at Company B highlights the 

difficulties in breaking through the noise (advertisement, commercial, social media etcetera) that 

people experience every day. The same respondent argues that it is necessary and increasingly 

important for pension industry to meet the Millennials where they are, and not try to bring 

Millennials to the court of the companies. However, exactly how this should be done is uncertain 
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(Company B). Company E stresses the importance of being present and active in the 

communication channels used by Millennials, in order to be a part of their lives. 

 

Moreover, respondent at Company C argues that building relationships are far more important 

than delivering innovating products. Since all products and services are replicable, and new 

products will not be enough to compete (Company C). Interview respondent at Company A 

argues that in order to create good relationships with customers, the interaction between pension 

companies and customers need to improve significantly. Today there is not always a direct 

contact between their pension company and the customers, even through the mail (Company A).   

 

The impact of for example TV commercials has not been very powerful in stimulating customers 

to further engage in their pension planning. This weakness proves that a better platform for 

communication is needed (Company A). The ones who have made a financial plan and taken an 

active role on how to invest their pension, have often done this after personal communication 

with an adviser (Company A). Even though the input of information (collecting data etcetera) 

through good communication platforms can be valuable, the respondent at Company C stresses 

the importance of figuring out how to succeed with the output. The most significant problem for 

the industry is according to the respondent, figuring out how to communicate their message in a 

way that results in concrete actions (Company C). Company E has tested to market their service 

through letting famous people blog about their service. This effort was a great success in reaching 

members of Millennials, especially female users. The respondent at Company E believes this was 

a successful strategy because these people are role models for many in that age.      

 

An important building block in good communication is transparency. Respondent at Company C 

even claims that transparency together with availability is needed for young people to not lose 

interest in pension savings. The respondent at Company E argues that they were founded partly 

as a reaction against the lack of transparency of the business. They wanted to offer an alternative 

to pension advisers, which according to him often earned a large commission in order to 

recommend their own funds (Company E).  

  

Engagement to pension planning 

A clear challenge when trying to make young people start saving for their pension is the time 

perspective. Young people often feel that there is a lot of time until they will retire, and will, 

therefore, postpone putting away money for their pension (Company B; Company E). Compared 

to other saving targets pension saving become abstract, which makes it easy for young people to 

postpone investment decisions related to their pension (Company B).  

 

There are a lot of other things that young people are interested in saving for, for instance, 

vacation, an apartment, a car etcetera (Company B; Company D). Generally, people start thinking 

about their pension when they are about 50 years old (Company B; Company E). Even though 

people might understand that pension saving is important they do not yet understand the acute 

need to start saving at a young age (Company D). Respondents at Company A and D both points 

out that it would be beneficial for the pension industry to be able to identify when young people 

go through life changing events like marriage or having children. This is interesting because 

people tend to re-evaluate their economic situation and think about the future when these life-

cycle events occur. They believe this could be great opportunities to talk about pension planning 

(Company A; Company D)  
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People at a young age are not aware of the consequences of not saving for their retirement in time 

(Company A). Since other priorities are important for young people it is a tough challenge for the 

pension industry to communicate the importance of starting to save early. By starting to save 

early in life you will get the interest compounding effect, something the youth seem to be less 

aware of (Company B; Company D). To be able to communicate this message through 

pedagogical tools is desirable, since it clearly shows how retirement is affected by savings 

(Company B).  

 

Young people have positive beliefs about the future, some young people might think that they 

will become millionaires in the future, but most of them will not (Company D). It is more 

understandable to talk about salaries than to talk about future pension payments. No one would, 

for instance, accept a lower salary within the next two months, but many acts as if they would 

accept a lower pension (Company D). Retirement is too far ahead into the future for young 

people to really understand the consequences of not starting to save for their retirement. There is 

an abstraction to it. The feeling of abstraction is a large obstacle (Company C). 

 

Awareness and personal responsibility 

The challenge lies in making people understand that they are responsible for the final result of 

their pension. For most people the public pension will account for less than half the salary, and 

occupation pension and private savings will complement for the rest of the need for money. 

Because there are different levels of engagements in the pension there will be a different result 

between people that actively invested their pension money, and those that have not made a 

specific choice. There has been a shift in where the responsibility lies for the outcome of the 

pension savings. (Company A). There is overconfidence in that the government will take care of 

individuals when they retire (Company A; Company D). The belief in other agencies needs to be 

reduced so that individuals clearly can see their personal responsibility and impact on the final 

outcome (Company A; Company C). Earlier a set percent of your salary was put away for your 

pension, but nowadays the savings is dependent on the stock market (Company A). 

Responsibility does not solely lie in the hands of the individual’s; employers have a responsibility 

to provide an occupational pension. However, how these assets are invested is up to the 

employees (Company B). According to the respondent at Company E, the pension pyramid is not 

representative for all individuals since the National Public Pension does not stand for the greatest 

part of the pension as suggested. This is an inaccurate picture of the reality (Company E). 

 

Possible improvements   

At the moment, new regulations are being introduced to the life and pension industry, where most 

of the focus is at protecting the customers, as well as increasing transparency. This will 

strengthen the confidence in the industry (Company A). For instance regulations regarding 

commission to minimize the risk of conflicts of interests between customers and advisers 

(Company A; Company E). Transparency will help to achieve this. Right now what the final 

outcome of this will be is, however, uncertain (Company A). 

 

Digitalisation is a given part of the future of the life and pension industry (Company A). It is 

quite clear that young people are having a more digital lifestyle (Company C), and the pension 

companies need to meet the customers on their side of the court (Company B). To still be in 

business in a few years, it is crucial to have the ability to handle a fast-growing transparency 

through digitalisation. Customers will be able to grade companies within the life and pension 

industry for everyone to take part of. The word of a specific advisor will have less worth 
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(Company C). However, meeting advisors digitally might be part of the future. The purpose is to 

be where the customer is (Company B). 

 

A good brand will also be an important part of a successful future for the pension companies. 

That is where sustainability is of most importance. People will choose brand depending on what 

community they would like to be a part of (Company C). Sustainability is highly rated among 

young people (Company D). Becoming a part of this community will be achieved through 

creating relationships, rather than creating innovative products. The trick is to get people to want 

to be customers (Company C). 

5.2 Survey results 
The second part of this empirical study was conducted through sending out an online-based 

survey to respondents defined as Millennials.  

Respondents 

The online survey targeted Swedish Millennials to answer questions about their attitudes, 

behaviour and thoughts about their personal pension involvement. The web-based survey 

attracted 146 respondents to answer the survey. The ages of the respondents were well distributed 

over the age span (years 1980-2000), with peaks from people between 1992-1986. All of the 

optional ages were represented by at least one respondent. See the age distribution in Figure 5. 

The gender distribution was relatively equal with 45.5% women and 54.5% men. The large 

majority of the respondents had a university degree or were currently performing a university 

education (83.4%). 12.4 % of the respondents were currently in high school or high school was 

their highest degree, see Figure 6. Work was the most common occupation with 44.1% of the 

sample. The second largest occupation category was studies (33.8%). The remaining respondents 

were either both studying and working, PhD students or unemployed.  

 
Figure 5. Millennial respondents’ year of birth 
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Figure 6. Millennial respondents’ level of education 

Current activity 

To get a sense of the respondents’ previous activities, pension plans and pension goal the 

following questions were asked. In the question; “If you work, do you receive an occupational 

pension from your current employer?” the vast majority of the working respondents (74.1%) 

receive an occupational pension while 10.4% did not receive an occupational pension and 15.5 % 

did not know if they received an occupational pension from their employer. A similar question 

regarding the respondents´ private pension was also asked, “Do you save privately for your 

pension?”. The results show that the majority (69.7%) do not have private pension saving, while 

26.4% has private pension saving and 4.1% don’t know whether or not they save privately for 

their pension, see Figure 7. 

 

When asked about if they had any goals for their pension, the vast majority of the respondents 

(84.8%) did not have any goals. Only 15.2 % had set some pension goals, see Figure 8. Those 

who had made pension goals were asked to answer, how they intended to reach their pension 

goals. Because so few had pension goals, this question only got 23 answers. The question showed 

that the respondent thought that private saving was needed to achieve their goals. They did not 

expect the public and the occupational pension to be sufficient for their goals. Monthly savings, 

increased yearly savings and investments in real estate were mentioned examples of private 

saving solutions. Three respondents expressed that an active engagement in premium and 

occupational pension actually would enable them to reach their goals. 
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Figure 7. The proportion that save privately among Millennial respondents 

 
Figure 8. The proportion of Millennial respondents who have a pension goal 

Awareness and personal responsibility 

The survey included questions about the respondents’ awareness of their pension situation and 

their personal responsibility for their pension outcome. These areas appeared relevant to examine 

by the literature review and the pre-study. When the respondents answered the question “Who is 

responsible to the largest extent for your future pension?” the outcome was very clear, 81.4% 

thought that they were personally responsible for their own pension outcome. This meant that 

only a small part of the respondents thought that other actors were responsible for their individual 

pension. More specifically, 15.2% marked other actors, such as “the government” or “the 

Swedish pension agency”. Furthermore, only 3.5% of the respondents marked external factors, 

such as “the employer” or “the pension company”. 

 

One question in the survey was “How aware are you with your pension situation?” The 

answer clearly showed that respondents (73.1%) had a low to relatively low awareness of their 

own pension situation. The rest (26.9%) had good to relatively good awareness of their pension 

situation. see Figure 9.  
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Figure 9. Millennial respondents’ awareness of their own pension situation 

In the question “When do you think a person should become engaged with one's pension?”, 

52.5 % of respondent answered that “in your 30s” is when a person should get engaged. The 

second most chosen alternative was “in your 20s” (35.9%), then “in your 40s” (11%) and last 

with only one vote, “in your 60s” (0.7%). The alternatives “in your 50s” and “never” was not 

chosen at all. 

 

To understand if the survey respondents think that the way they manage and invest their pension 

capital have an influence on a larger matter, like the society, the question “I can influence the 

society through how I invest my pension capital?” was asked. The response was that the most 

part (44.1 %) had no idea, 42.1 % agreed that they can influence society with pension capital and 

13.8% disagreed with the statement.  

 

Engagement 

On the question “Are you engaged in your pension investments?” three-quarters (76.6%) of 

the respondents answered that they were not engaged in their pension investments. Only one-

quarter (23.4%) of the respondents were engaged in their pension investment. Those who 

answered that they were not engaged in their pension investments got to answer additional 

questions about; “Why they were not more engaged in their pension”. These questions were 

presented as statements which the respondent had to assess, from “I agree a lot” to “I don’t agree 

at all”. The results showed that the majority agreed a lot with the statement that retirement is too 

far away in the future and they prioritized other things right now. Most of the respondents agreed 

or agreed a lot with the statement “I am unsure of what I should do” as well as with the statement 

“the topic of pension” never come up in my everyday life”. The statement “I think I will receive a 

pleasing pension when I retire even if I do not engage in my pension” gave unclear results.  Most 

respondents marked “I agree” to the statement “I am uncertain where I can receive help with my 

pension investments”. Some respondents answered “it was too hard to understand pension 

information” and that is why they were not more engaged in their pension investments, see 

Figure 10.  
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Figure 10. Why Millennials respondents are not more engaged in their pension 

When asked which activities the respondents had performed during the last year the answers 

gave a clear outcome, “opening and reading the Orange Letter” was a key activity, as much as 

74.5% of all respondents had performed this activity. The second most performed activity was 

“discussing my pension with family and friends” (39.3%), then “ decided how my pension capital 

should be managed” (30.3%), followed by “Looked up pension information on the internet” 

(26.9%), “I haven't done any activities regarding my pension” (19.3%), “Spoken with a pension 

advisor” (15.2%) and finally “Discussed my pension with my employer or colleagues” (11.7%).  

Information 

In the question “Which information is important to you, when you want to make a good 

decision about your pension?” six statements was given and the respondent had to rate their 

thought about this statements from very important to not important. Five statements leaned 

toward important or very important while one statement leaned toward less important or not 

important. The five statements were, “Information about how other individuals invest their 

retirement money”, “Advice from advisors”, “Information about Investment risks”, and “Trends 

and forecasts about the future”. The one statement that was regarded as less or not important was 

“Stock exchange information”. 

 

In a specific question on “How the Millennial respondents perceived the language in pension 

information”, the answers indicated that the majority found the language more easy than hard. 

Four alternatives were given, very easy, easy, hard and very hard. The results were pretty even, 

55.1% clicked an “easy” alternative while 44.9% clicked a “hard” alternative. There were only a 

few who selected the extreme alternatives, very hard or very easy, which is why these results 

have been merged with the less extreme alternative (easy and hard). 
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In order to get new information on what the Millennial respondents would like to improve 

regarding pension information, an open-ended question was ask about this topic. The question 

was “How do you think that pension information could be presented in a better way?” and 

around 30% of the respondents gave an answer.  

 

● Their most frequent suggestion was about improving information with better graphics, 

illustrations and examples. One respondent wrote: “I want a lot of graphics and 

illustrations that show my pension status and examples that are adapted to me.” 

Other respondents wrote that they would like to view realistic examples based on real 

people. These examples should illustrate how these peoples’ total pension outcome had 

turned out based on their decisions. A second respondent gave the following example of 

how this could be presented: “If a person does nothing, show that the pension payment 

will be 15.000SEK/month. But if the same person saves X SEK/month show that the 

pension payment will be 17.000SEK/month and if the same person also makes choice B 

show that the pension payment will be 20.000SEK/month”.  

 

● The second most frequent suggestion was that the respondents would like only one place 

where all of a person's pension sources (public, occupational and private pension) are 

gathered and illustrated. The reason was the respondents were missing a place where they 

could get a holistic overview of their pension. Additional to the overview, the single place 

should describe how different pension objects are connected.  One respondent gave the 

straightforward answers: “It is more important that there is one single place of 

information than that the information is simplified” 

 

● A few respondents suggested that the pension concept should be introduced and explain in 

an earlier age, tentatively in high school. Since these respondents did not learn in high 

school, they would now like a crash course in pension planning. Two respondents 

proposed that pension information and the pension planning must become more concrete 

and relevant for a person today. Currently, the focus is on the future when a person is old, 

which is not very relevant right now. One respondent wrote: ”Clearer messages and 

directed information to the different generation can perhaps improve how people perceive 

their pension.”  

 

● Two respondents wrote that they preferred to manage their pensions by themselves. These 

respondents desired more freedom and easier access to manage pension investments, 

decisions etcetera. The costs of different funds, stocks and pension solutions offered by 

the financial actors could become more transparent. In connection with this pension 

information, it was sometimes viewed as partial. 

 

● The pension information was mention to use a difficult terminology which needed 

explanations. Adding to the difficulty of understanding the information, one respondent 

suggested that the “Easy-to-read” version could be presented as the main information with 

a possibility to read a more detailed version. This suggestion is the opposite of how it is 

now on many web pages. 
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Communication 

The question “Do you know where to turn in order to get information or advice about your 

pension?” was included in the survey. The respondent's answers gave an almost fifty-fifty result 

(51% said “Yes” while 49% said “No”), see Figure 11.  

 

 
Figure 11. Proportion of Millennial respondent knowing where to turn for information 

The previous question was followed by an open-ended question to all those who had answered 

‘Yes’ to the previous question. The open-ended question was “If Yes, where would you turn?”. 

The received answers are showed in the bullet list below: 

 

● The most frequent answer was to turn to the respondent's own bank or a random bank. 

Some respondents motivated their answers by adding that they wanted expert advice, 

which they felt the bank could offer while others guessed that their own bank or a random 

bank would be the place to turn to. Two respondents added that even though they would 

turn to their banks they had some restrictions about the bank's position on advice. These 

respondents thought that the banks are biased and offer solutions that are favourable for 

them at the expense of the customer. 

 

● The second most frequent answer was to turn to the employer or the advisor that the 

employer offered. Four respondents mentioned that they have a personal advisor through 

their employer.  

 

● The third most recurring answer was to turn to the Swedish Pension Agency and 

minpension.se. Unfortunately, no respondent further explained their answer.  

 

● The fourth most recurring suggestion was to turn to a private pension/insurance firm or a 

random pension/insurance firm. Similar to banks, two respondent mentions that they felt 

that their pension/insurance firms are biased and offer solutions that are favourable for 

them at the expense of the customer. 

 

● Another suggestion that the question captured was the searching on the internet and 

reading on forums is a way to gather information and advice. Morningstar and 

Småspararguiden are two examples of website that were mentioned.  
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● A few respondents listed that they turn to family, friends and colleagues for information 

and advice. Those respondents that listed these answers also pointed out they had family, 

friends and colleague that they thought to be knowledgeable and engaged with the 

pension topic. 

 

● The least frequent answers to where Millennials respondents turn to for information were 

stock market actors such as Avanza and Nordnet, employee unions and the Swedish 

consumer agency.  

 

The survey included a question about “Which source the Millennials respondent would like to 

learn more about pensions through?”. This multiple choice question required at least one 

choice but allowed respondents to give multiple answers. The alternative that was chosen the 

most of among the alternative was “Through my employer” (62.1%). The second most selected 

alternative was “school/university”, which was chosen by 57.9% of all respondents. Thirdly, 

“advisors at banks and pension firms” was selected by 44.8%, see Figure 12.  

 

Of those respondents who are working, 65.2% wanted to learn from their employer and of those 

respondents that are students 73% want to learn from school/university. Furthermore, 59.5% of 

the student saw a future employer as a possible source to learn about pensions.  

 
Figure 12. Millennial respondents’ preferred sources of education about pensions 
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Trust 

From reviewing the literature and talking to experts during the pre-study the topic of trust came 

up. To understand the Millennials attitudes toward trust and whom they found to be reliable as a 

source of advice, two questions about trust was included in the survey. The result from the 

question “Who do you trust the most when you do pension investment?”, which was a 

multiple choice question that required at least one choice but allowed respondents to give 

multiple answers, is shown in Figure 13. Most of the Millennial respondents marked “Family” 

(62,8%) as the most reliable source for getting advice on pension investments. The second most 

chosen alternative was “Advisors at banks and pension firms”. As much as 58.6% of the 

respondents chose that alternative. The alternatives “Friends” and “Colleagues” got 41.4% and 

33.8% respectively. When it comes to trust in investment decisions “My employer”, “Social 

media, blogs” and “Media (Newspapers, TV)” got chosen by less than 20% of the respondents.  

 

 
Figure 13. Millennial respondents trusted parties when it comes to pension investments 

The second question about trust also included the topic of customer association and business 

competence. The question was “Who do you think would manage your pension capital most 

successful in the long run?” and it was created to examine who the Millennial respondent 

believed to be reliable and trustworthy right now but also in the future. The result from the 

question showed that most of the respondent (39.3%) would not trust in anyone other than 

themselves. One-fourth (25.5%) of the respondents had no idea and more than a quarter (29%) 

thought their bank or pension company was the best alternative. Only 5.5% marked “The 

government” and as low as 0.7% marked “a company such as Facebook or Google”. 

 

Motivation and improvements 

The literature study and pre-study indicated that Millennials think that the topic and activities 

related to pension and retirement are seen as boring and dull. Therefore, the question “How do 

you motivate yourself to perform a dull task?” was included as an open-ended question to 

explain how Millennials motivated themselves with dull tasks. Even though the question was not 
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mandatory, ninety respondents (62.1%) answered the question. The most recurrent answers are 

listed below in a decreasing level of occurrence: 

 

● Just do it; that was the most recurrent attitude to the question by the respondent. They 

motivated it with answering “the sooner you do it, the less it will become a mental 

obstacle or turn into a bad conscious”. Respondent mentioned that they got motivated by 

checking off task from their to-do-lists. They did not like having things lying on their 

shoulders. 

 

● Focus on the benefits that come from performing the task; the thought of achieving a 

future goal or just realizing that the task will eventually be beneficial and useful was a 

strong source of motivation. This attitude was mentioned for both short and long term 

goals. One respondent exemplified the question with regard to its education, “not all 

courses are fun by I need to perform all of them in order to receive my degree 

certificate”. Focusing the mind on the goal and visualizing the goal helped the respondent 

to keep up motivation. Two respondents described it as, “it's not about motivation but 

about discipline and understanding the importance of the task”. A third respondent took 

this to the next level and explained that “I persuade myself that the task is good and 

important for me”. 

 

● Reward; A frequent answer was that the respondent wanted a reward for their 

performance. If the reward is not given from a third-party, they could reward themselves 

after completing the task. 

 

● Break down the tasks in sub-tasks; to easier understand a task and to find motivation 

respondents mention that they break down a task in smaller sub-tasks. This enables them 

to reduce the threshold of the task and to see the progress that they do. 

 

● Time pressure; A few respondent mentioned that they perform best under time pressure 

and that time pressure is especially effective for dull tasks.  

 

● Make the task more fun; when a task is boring some respondent mentioned that they try to 

make the task or process of performing the task more fun.  

 

The result from the question “What could make pension savings easier or more interesting?” 

is showed in the bulleted list below. The most recurrent suggestion is listed first and the least 

recurrent the very last. 

 

● Information should be explained in an easier way; the topic of information quality tops 

the answers for this question too.  At the moment, information is found too complex and 

some information feels irrelevant by the respondents. The respondents gave 

recommendations that the information could be presented through educational movies or 

interactive applications to make pension activities more interesting. They would like the 

information to simplify the process of comparing alternatives and decisions. Three 

respondents even recommend that the decisions and the number of fund alternatives 

should be decreased.  
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● Personalized information and advice; the respondents felt that the information and advice 

are currently not specialized enough for their situation and knowledge. This includes for 

instance that information to a Millennial must be written to attract the Millennials interest; 

otherwise, the information will feel irrelevant. Some respondents mentioned that they 

would like advice and recommendations on how they should start with pension planning 

and pension savings.  

 

● Exemplify and visualize different outcomes based on how real people have managed their 

pension and what choices they made; the respondents explain that they want to see how 

different choices affect their future pension. This information should be made as realistic 

as possible. One example was to quantify what 500SEK/ month in pension savings will 

enable a Millennial to do as a senior. 

 

● Online platforms, application and mobile apps for easier navigation and better 

transparency; Respondents want one platform where they do everything. This includes 

find all relevant information, get advice for all different pension saving solutions, see 

scenarios and forecasts based on decisions and enabling them to manage decisions. Three 

respondents mention that they value transparent fees of funds/stocks, holistic information 

and the level of ethicality funds, stocks have. Additionally risk related to decisions and 

investments should be transparent and better explained. 

 

● Better accessibility and integrated into everyday life; the topic of pension and 

management of a Millennial’s pension must be more integrated into everyday life. This in 

combination with better accessibility is mentioned as a way to lower the threshold for 

Millennials to initiate pension planning. The respondents mention that they wished to 

receive status- and progress updated as well as tips on how to become more engaged, 

completely hassle-free. Two respondent mentions that a “bank-app” and the payslip 

would be a good source to reach them in their everyday life. 

 

● Automatic solution that takes care of everything for you; two respondent just wanted to 

have a trusting robot/application to handle everything for them. Two respondents 

mentioned that the same service could just as well be provided by a pension advisor that 

they trusted. 

 

● Brighter presentation of the pension and retirement; two respondents mention that the 

pension information is presented too negative. One respondent had experiences of 

receiving the following information from a pension company, “If you continue to save 

like you currently do, you will receive 13SEK/ month in pension payments” This 

Respondent was not encouraged by the information, instead the respondent got less 

motivated to do anything. The respondent suggested that pension actor should focus on 

the opportunities instead of trust and misfortune, especially in these situations. 

 

In the question “I would become a more active pension saver if…” the respondent was urged 

to click if they agreed or disagreed with six statements. The majority of the respondent agreed 

with all statements. The four statements “...there were clearer goals with my pension”, “...I was 

told that I might not receive the pension I thought I would“, ”...easier saving tool existed that 

showed how much I should save”  and “...I got better feedback on how my pension investments 

are progressing” was marked with “agree” by  more than 75 % of the respondents, see figure 14.  
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Figure 14. Millennial respondents’ reasons for becoming more active in their pension 

To get a sense of what the Millennial respondents think about the future of the pension industry 

and what type of pension solution that they believe will be available in the future, an open-ended 

question was included in the survey. The question was “How do you think we will save for our 

pensions in the future?” and the results is presented in the bulleted list below. The most 

recurrent answers are listed first and the least recurrent answers are listed last. 

 

● More focus on private pension savings; Most of the respondent that answered this 

question think that they will have to focus more on private savings in the future. They 

mention that the decreasing contributions from the public pension will make private 

savings even more important. Parts of these respondents want to manage their own 

pension savings. Four respondents described that saving solutions such as ISK 

(investment savings account) will become more popular because they are most beneficial 

with regard to taxes and fees. One respondent answered, “I think we will have more 

private saving solutions and the investments we make will be insured, meaning that we 

will at least receive as much capital as we have invested when the time has ended”. 

Investments are thought to be made with stocks, funds, real estate as well as other 

material things.  

 

● Individual responsibility; on a similar topic as private savings, is individual responsibility. 

A third of the respondent mentioned that whether or not they will save privately, the 

responsibility for their future pension will become more and more in the hands of the 

individual. It was also mentioned that respondents think that this responsibility should be 

informed to people while they are even younger than they are now. Otherwise, it will be 

hard for a youth to manage its pension as it should be managed. One respondent answered 

“We will have more private responsibility in the future. I think that the employers will 
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directly pay the employees the total contribution (salary + pension contribution) and 

allow the employee to decide what to do with the money for him/her.” 

 

● Same as now; approximately 15% of the respondent do not believe that any large change 

will happen in the pension system or how people save and plan for their future pension. 

They think that the banks and pension companies will have similar roles as today.  It is 

thought that Millennials will have to work more and longer to get the pension they need in 

order to retain their living standard as a senior. 

 

● Easy and transparent mobile app; One quote from a respondent were “We will use one 

app that is easy to use and transparent with fees and requirement. With just a few clicks 

we will be able to manage and invest our capital.” Three respondents agreed with the 

mobile app and added that transparency will become even more important in the future 

than it is now. 

 

● Niche pension companies; Two respondents answered that they think a niche pension 

market will develop in the future. Suggestions such as crowd-based solutions, collective 

investments and robot advice services were mentioned as up-and-coming niche markets. 

One participant thought that large trustworthy companies from the business sector will 

enter the pension industry and offer investment solutions that also have a money-back 

solution. 

  

● Citizen income; One respondent wrote “There will be no need for a pension in the future, 

with increasing automation and smarter robots the majority of the public will not have to 

work. Instead, these people will receive citizen incomes”. 
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6 Analysis and Discussion  
This chapter contains an analysis and discussion of the results and empirical findings. It will also 

discuss how the research methods used could have affected the results. 

 

During the curse of this research several issues have emerged to be impeding factors for 

commitment to pension planning among Millennials. These issues all seem to fall under four 

categories or root causes, which are by the authors considered to be antecedents to the problem of 

negative attitudes and low commitment. These categories are therefore defined as important 

factors, which are crucial to strengthen Millennials engagement to pension planning. The analysis 

and discussion of the results are thereby structured after these four identified factors; relevance, 

content, channels and motivation. 

6.1 Relevance 
The survey results indicate that Millennials are largely aware of their responsibility for pension 

planning since 81.4% of the respondents believed they were responsible. This suggests that the 

majority of survey respondents have embraced the transition of responsibility that has occurred 

the last couple of years. This seems however not to be enough to influence the survey 

respondents to engage in their pension at this stage in life, since as many as 73.1% had low to 

relatively low awareness of their current pension situation. Likewise, more than a half (52.4%) of 

the respondents answered that one should get engaged with pension planning in their 30s and 

more than a third (35.9%) believe it would be a good idea to start already in their 20s. Even so, 

interview respondents from the pension industry seem to agree that there is a very limited pension 

planning activity until people reach their 50s. This indicates that there is a divergence between 

people’s awareness about what they should and what they actually do in regards to their pension. 

According to the saving literature, internal and individual factors have an important role in 

explaining this type of behaviour. Having lower income, financial literacy and longer saving 

horizons when in the beginning of their careers could according to literature, be a part of the 

explanation for why there is a poor interest in pension planning. However, since Lusardi & 

Mitchell (2011) argue that education is positively correlated with financial literacy, it is possible 

that the large proportion (83.4%) of the survey respondents with academic background have 

influenced the results in a ‘positive’ direction. This means that the awareness in regards to 

financial matters, like pension, is higher in this sample in comparison to the average Swedish 

Millennial.  

 

According to Hermansson (2015) expectations on the future also play an important role when it 

comes to the willingness to save. Low belief in the economic future would accordingly lead to a 

higher willingness to save. However, Pettigrew et al (2007) and Shaw and Waite (2015) found in 

their respective studies, that Millennials expect to earn a higher income in the future, and 

therefore postpone their engagement to pension planning. Results from the industry interviews 

suggest that this could be the case in Sweden as well and that the expectations for the future are 

almost unrealistic in some cases. This could easily trick people into believing they will be able to 

catch up with poor pension planning later in life since they will be able to set aside more money 

later. Even so, the lost compounding effect on savings would require much higher pension 

provisions in the future than the broad majority may think. If this is true for the grand part of the 

Swedish Millennials, this is an important factor to consider when communicating about their 

future needs. 
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Results from the empirical study, both from interviews with the pension companies and the 

survey with Millennials indicate that there is an evident goal abstraction related to pension 

planning. This goal abstraction will according to the literature have a negative impact on pension 

planning and savings in general. It is, therefore, important to talk more openly about goals, and 

what these goals might implicate for individuals in terms of concrete actions, like saving rates 

and saving horizons. According to Ülkümen and Cheema (2011), it is more beneficial to think 

about why one should save than how much to save in regards to long-term planning. Interview 

respondents at the pension companies mention the importance of originating from individual 

needs when discussing pension planning. This is supported by Engel et al., (1968) who argues 

that need recognition is the first and most important step in a buying decision-making process. 

Results suggest that Millennials recognize that there is a need to engage in pension planning and 

even private savings early, but have a hard time motivating why and to which extent. This 

pension need will thus probably fall victim for more current needs Millennials will encounter 

during their first years as adults if not being communicated concrete enough. It is thus important 

to, as far as possible, help individuals understand why they need to make a plan, to set a realistic 

target and what the monthly provisions should be in order to meet this target.    

 

According to the literature Millennials are more prone to support causes that are close at heart, 

for example environmental and sustainability issues. This is supported by the interview 

respondents at Company C and D. The survey respondents did not show an especially high 

degree of awareness on how their pension capital affects the society and what impact they can 

have on the causes they support. To be more transparent and communicate how capital is 

invested on the financial markets could be a good way to show Millennials how their capital can 

have an impact for the greater good. To know their contribution can build additional relevance.  

6.2 Content  
The interview respondents had the common belief that Millennials would find the language used 

by the pension industry very hard to understand. Unfortunately, the survey did not give a clear 

answer to what perception the Millennials have about the language in the pension information. 

Instead, the answer indicated an ambiguity in this matter. Approximately equal many found the 

language to be hard as not hard. However, those survey respondents that perceived the language 

to be hard explained that the complication in the language was a barrier for engagement in their 

pension planning. The conclusion is that the language needs to be simplified in order to assure 

that all citizens are equally equipped to manage their pension. 

Unsurprisingly, the survey indicated that Swedish Millennials think that the content in the 

pension information is too complex and needs improvement. The interviewee as well as literature 

by Shaw and Waite (2015) and Inizio (2015) had come to the same conclusion. According to one 

respondent in the survey, the most important aspect of simplifying pension planning is to improve 

the pension information. One respondent from the pension industry concurred with this statement 

and said that the content and language is not adapted to the public, but to the industry. From these 

results, it is odd that the pension industry has not already improved the content and language to a 

satisfactory level of the customer. Therefore, a conclusion is; the insight concerning this matter is 

not communicated throughout the whole industry or even throughout complete organisations in 

the pension industry. An additional assumption drawn from the result is that the pension industry 

is unaware of how they should better-provided content to the public.  

The survey respondents and the interview respondents also thought that the pension information 

can be presented in a better way. One interview respondent suggested that the comprehension of 
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the content could be improved if the content became more pedagogical, for example by using 

visual messages and effects. From the survey, it was prominent that the respondents sought after 

content such as visual messages, graphical examples, videos and interactive information. 

Additionally, the survey respondents desired content that is adapted to their own personal 

situation. Personalized information should for instance show how decisions, saving amounts and 

interest rate affect the final pension outcome with regard to the person’s persona. It is evident in 

the survey that the millennials have become used to simple, graphical, entertaining and 

pedagogical content from their digital lifestyle with other industries. Consequently, they want the 

same content from the pension industry. D’Auria (2007) called Millennials lazy, which in this 

case might also be true. Whether they are lazy or not, the millennials know what they want and 

unless they receive according to their wishes, no change will be made in their pension 

commitment. 

Research conducted on Millennials in Netherlands (Euwals et al., 2004), Australia (Grace et al, 

2010) and the UK (Pettigrew et al., 2007) suggest that Millennials have a low level of financial 

literacy. According to Lusardi and Mitchell (2011), this is most prominent when decisions about 

pension planning and retirement are performed. The survey indicates that the Swedish 

Millennials also have a low level of financial literacy. This conclusion is drawn from the results; 

49% of the survey respondent did not know who to turn to for help with pension related activities 

and several respondents did not know how to initiate their pension planning in accordance to their 

answers on open-ended questions. The survey did however not dive deeper into this issue. This is 

an issue that could have been investigated deeper in the study. The interview respondents at 

Company B and D did, however, mention that they perceived the Swedish Millennials to be 

relatively low. For instance, they seem to be unaware of the interest compounding effect. If the 

financial knowledge is as low as the literature, interviews and survey indicate, this could explain 

the low level of financial planning (Van Rooij et al., 2011) 

Not surprisingly, Lusardi and Mitchell (2009) concluded that increasing the focus on better and 

more extensive educational programs about basic finance, can improve the financial literacy and 

consequently the financial planning. This argument indicates that Swedish Millennials can 

benefit from better financial education. 

The interview respondent at Company C brings forward issues with the pension pyramid 

illustration. The respondent argues that the illustration of the three pension sources in the pension 

pyramid (private, occupational and national public pension) is misleading. The illustration shows 

that the national public pension is the largest contribution and that occupational and private 

pension contributes less to a person's final outcome. Nowadays it is more common that three 

pension parts contribute equally to a person's final pension outcome. This argument is supported 

by literature (Engström & Westerberg, 2003) and the pre-study interviews. Interview respondent 

at Company C suggests that the pension pyramid should be illustrated as a rectangle with equally 

large parts. Furthermore, the same respondent mentions that the Swedish Pension Agency 

transmits messages, which indicate that the Swedish people will be taken care of when they 

retire. Misleading information like the just mentioned can certainly be a contributing factor for 

the Swedish Millennials perception about their future pension. In other words, the pension 

industry needs to communicate more accurate and transparent messages. 

In a survey by Inizio (2015), the results show that Swedish Millennials have a negative attitude 

toward retirement. The survey shows that the retirement age is viewed as unattractive, boring, 

and irrelevant. Two interview respondents mention that the Swedish senior today have a healthy 
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and rich lifestyle, which is also possible for the Millennials to have when the time comes. This 

indicates that the pension industry could improve the message they send to Millennials. However, 

the survey indicates that the subject of retirement is rarely discussed among Millennials. An 

assumption is drawn that the Millennials negative attitude toward retirement, explains why only 

15% of the survey respondent had a goal with their retirement. It is likely that a larger and 

focused discussion about the real pension situation can benefit Millennials. 

The open-ended questions in the survey highlighted the subject of transparency several times. 

Survey respondents desire a single online platform which works both via computers and mobile 

phones. The platform should contain all relevant information and be easy to navigate. Multiple 

channels and sources are viewed as irritating and confusing. An important matter was the 

transparency of content, fees and advice. It is believed that a single platform would increase the 

transparency for the users. One survey respondent wrote that transparency and a single platform 

is the most important issue to improve in order to enable further engagement. This type of 

opinion is also shared by Millennials in the UK (Schewe et al., 2013). Additionally, the interview 

respondents concurred with the importance of these issues. However, the interviews indicate that 

the pension companies do not have a clear strategy on how to make this into reality. A pre-study 

respondent share this opinion and mention that the pension industry has a history of changing 

rather slowly. The benefits of a single platform for the whole pension industry are certainly many 

for the customers. There could, however, be challenges in making this into reality. It would 

require extensive collaboration between competitors in the private sector and with the state 

institutions, something which could arguably be seen as a complex arrangement.  

The interview respondents had a common opinion that talking more concrete about pension 

money can possibly improve consumer’s perception and engagement with pension planning. 

They believed that the complex language, different sources of pension information and lack of 

transparency make pension into a fuzzy subject. A proposition was to talk about pension money 

in the same way as we talk about work salary since pension money is merely future salaries. 

While it may be hard to understand technical vocabulary like premiums and pension benefits, the 

grand majority can relate to money. One survey respondent suggested a similar proposition and 

five other survey respondents suggested to, illustrate pension content based on real-life choices 

and the effect of these choices. This indicates that the concrete proposition might be right on 

track. One interview respondent explained that the improvement of pension content has 

challenges from laws and regulations. The respondent points out the law and regulation forces 

pension companies to turn over all available information, whether the customers find it relevant 

or not. The intention is to protect the customer from being exploited; however, the respondent 

thinks it can make more harm than good, due to the large amount of information. This insight 

highlights an important area. How much can the pension industry simplify the content without 

breaking laws and regulations? Is it even possible to improve the pension content to the level that 

the Millennials require?  

6.3 Channels 
The survey indicates that there is no consensus about where a person should turn to for pension 

information and advice. Half of the survey respondents knew where to turn to for assistance, 

while the other half did not. Of those survey respondents that do know where to turn for 

assistance, the majority would turn to a bank or a pension company, followed by an employer. 

These results do not match Shaw and Waite (2015), who argues that Millennials experience low 

confidence with financial service providers. This underlines that the Millennials attitude around 

the world can differ regarding their trust. The Swedish Millennials are believed to have a high 



 

47 

 

confidence in financial service providers since Sweden was not as affected by the financial crisis 

2007-2008 as Millennials in the UK. A hypothesis is that this conclusion provides the Swedish 

pension industry with a better condition to help Swedish millennials than the UK pension 

industry has with helping the UK Millennials. 

An analysis of the survey result shows that those Millennials that were currently studying prefer 

to learn about pension from the university. Similarly, those Millennials that were currently 

working prefer to learn from the employer. Notably, the employer was overall the most sought 

after source for providing pension education. An assumption is that the respondents perceive the 

university and employers as trustworthy and competent parties. However, the analysis might also 

show that Millennials trust parties within their social sphere. The fact that the employer was 

selected as the top source for learning is not unlikely, since the pensions have a strongly 

connection to the working life.  

   

When it comes to the overall trust and confidence for actors within financial services, the 

literature (Shaw & Waite, 2015; Foster, 2012) propose that Millennials think financial service 

providers are biased, since they give advice for investments that make money only for 

themselves. Two survey respondents agree with this proposal. However, as mentioned before, a 

high proportion of the survey respondent would still turn to pension companies for advice. It 

appears that the survey respondents trust in the pension companies’ expertise. Barkley (2011) and 

Goldman Sachs (2015) argue that Millennials use peers for advice in their decision-making 

process, in a larger extent than previous generations. Additionally, Bounie et al. (2008) shows 

evidence that community and online reviews can be as effective advice as expert advice. The 

survey indicates that Swedish Millennials have the highest confidence with their family and close 

ones when they need guidance in investment related issues. These channels of information and 

advice may seem conflicting at a glance, but this does not need to be the case. Even if expertise is 

regarded to be an important factor, Millennials are critical thinkers, and will weigh the 

alternatives by comparison. Pronounced expertise is arguably not enough, since their trust is built 

upon proven competency and met expectations. The relational aspect is therefore a factor likely 

to weight over in their decision-making process, provided they have had a positive experience.  

 

A conclusion is that Millennials trusts many different sources for advice. An interesting 

discussion is why the Millennials have confidence for so many different actors and sources. One 

assumption is that these sources are simply providing good and trustworthy advice for the 

Millennials purpose, so the Millennials are right to trust them. Another assumption is that the 

Millennials own low knowledge in regards to pension issues; make them believe that other actors 

and sources probably have a higher degree of knowledge than themselves.  A fear is that some 

Millennials might be gullible, which can lead to other actors taking advantage of their gullibility 

for their own advantage. 

 

  The interview respondent at Company B highlights the difficulties in breaking through the noise 

in the marketing space. Moreover, the interview respondent at Company A points out that 

traditional marketing such as TV commercials have previously had little success with engaging 

Swedish people in pension planning.  The respondent points out the need for a new way to reach 

people. Kotler et al. (2005) and The New York Times (2007) write that a common problem for 

companies these days is to reach their customer and prospective customer with their message. 

Adroit Digital (2014) shows results that millennials have become experts at ignoring commercial 

messages, they ignore up to 90% of all messages every day. This indicates that the pension 
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industry must change the strategy and channels they currently use to reach and connect better 

with Millennials.  

 

Interview respondents at Company B and E expresses that the industry has started to explore 

other ways to reach and connect with their customers. The interview respondents point out the 

increasing need to meet Millennials where they are, and not try to force Millennials to the 

pension industry’s court.  Their thoughts are in line with Reisenwitz and Iyer (2009), who 

explains that Millennials are not brand loyal so a company cannot expect Millennials to come to 

companies market space and stay there, without consistently providing a reason for them to stay 

(Pulizzi, 2015). Pulizzi (2015) advocates the engaging marketing strategy, content marketing, 

which focuses on creating and distributing valuable, relevant, and consistent content to attract and 

retain a clearly-defined audience. This content is often delivered in an entertaining and 

educational way, which according to the Millennials respondents is desired. The focus on 

valuable content and building relationship creates trust between the parties. Interview 

respondents at Company A and C pointed out that building a relationship with the customer is 

truly important for the future and that. Today very little communication goes directly between the 

pension companies and the customers.  This indicates that a content marketing approach could be 

successful for the Millennial cohort.  

 

Another marketing tool that arguably is found successful for Millennials is celebrity endorsement 

(Buksa & Mitsis, 2011; Bush et al., 2004 and Dix et al., 2010).  These scholars argue that the 

right celebrity can successfully promote both ideas and product to Millennials since Millennials 

show traits of listening to people they can relate to or respect. Interview respondent at Company 

E mentioned that this marketing tool has been used with great success for them. They used 

famous bloggers to talk about their cause. This method is also supported in the marketing 

literature targeting Millennials. One possibility for why this is a successful method is because 

bloggers are often perceived to have integrity and the reader value the blog author's opinion. 

They arguably strong influencers and opinion builders among the Millennial generation.   

6.4 Motivation 
As discussed earlier, the survey results support that there is fuzziness about what to expect when 

retiring, how to set up an appropriate goal and how to reach it. Few have goals for their pension 

and those who have often plan to engage later in life. Apart from the unrealistic scenario that all 

Millennials would have the economical possibilities to catch up with lost pension capital 

accumulations, the absence of a comprehensible and feasible pension target diminishes the 

motivation to engage in this plan, as suggested in the literature (Locke & Latham, 1990). McCrea 

et al. (2008) argue that having a specific picture in mind will encourage activities and a positive 

effect on the probability to think on concrete actions. While this may be a correct observation, 

Millennials may also according to Pettigrew et al. (2007), associate this stage in life with a non-

desirable lifestyle and mortality. This view may influence Millennials to underestimate the needs 

and ambitions they will have in the future and create negative attitudes towards saving to this life 

stage. Many of the survey respondents had the tactic to split large and dull tasks into subtasks. 

This may be an approach to consider when setting goals in regard to people's pensions. A 

recurring update of the ideal goal every five years is not an unimaginable approach. Another 

rhetorical approach to pension could be to focus less on the needs of the future and instead 

describe pension planning and saving as an integral part of an independent, successful and well-

balanced lifestyle as young adults. This would be easier to picture and relate to. More empirical 

studies are however needed to confirm if this could be a successful approach. 
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The survey results show that almost half (44.1%) of the respondents did not know if their pension 

capital has any impact on society. Lindell and Decker (2011) argue that Millennials are prone to 

support and engage in causes which they believe in and are more likely to show interest in 

companies that support these causes. Another motivating factor could arguably be to get feedback 

on how one’s pension capital is used in order to support the causes currently at heart. Provision of 

information on how the capital is put to work and their impact on society could be done to a 

greater extent than it is done today, and possibly be a successful strategy from a content 

marketing perspective. Whether people actually get motivated by this type of information in 

respect to pensions was not investigated in the survey, and therefore more empirical research is 

needed in this area to determine the relevance of this strategy as a motivational factor. However, 

interview respondents at Company A and Company C pointed out the importance of building 

stronger customer relationships, whereby this exchange of information could create an interesting 

point of interaction. 

 

According to literature, feedback is an important motivating factor for goal commitment.  Survey 

results support that people would feel motivated by feedback about their progress. As discussed 

previously, Millennials would benefit from a better use of digital tools where they can track 

progress and get feedback on what they can do to stay on course with their plan. Interview 

respondents at Company B and Company A explicitly argued for the importance to start saving 

early in life because of the interest compounding effect. To be able to communicate this message 

through pedagogical tools, could be a great way to help Millennials realize the impact of early 

saving provisions, and be completely in line with their expectations on a good service. The 

Millennial survey results support this case. 

 

Millennials have according to Shaw and Wait (2015); Envisage (2015) a strong sense of 

independence and desire to be more in charge over their own money (Schewe et al., 2013). Evry 

(2016) argues that Millennials typically trust their own decision-making capabilities best after 

having the chance to gather all information from available sources. The survey results indicate 

that this may be an accurate observation since respondents most frequently (39.3%) answered 

that they trust themselves the most, when they were asked about who would manage their 

pension capital best in the long run. The survey respondents still had a fairly high trust in banks 

and pension companies (29%) but the result may indicate something about the sense of 

independence the Swedish Millennials have. The high proportion of graduates in the sample may 

have contributed to a higher degree of self-assurance and sense of independence regarding their 

economic situation. 

 

According to the literature, Millennials wants freedom in their decision-making process, but are 

still cautious and require some assurance before taking important decisions. This assurance is 

often created through knowledge sharing and peer recommendations raised through the online 

community or social network. As both the survey results and literature suggests, Gen Y do listen 

to and respect expertise. A difference could, however, be that they put other links when picturing 

an expert. The expert is often someone who has proven skills within a subject, someone they 

admire or can relate to. This is an interpretation of the survey results which showed that 

respondents trust their families most (62.8%) for investment advice and professional advisors less 

(58.6%). 
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6.5 Discussion of the methods used 
The candidates for the interviews were selected with help from the partner company Tieto since 

they have a large knowledge and network of connections in the industry. Their knowledge and 

connections were used to locate the most suitable interview candidates since the researcher had 

no own connection in the pension industry. Without the assistance of Tieto, the selected 

respondents could have been different individuals, which presumably would have given slightly 

different data. Whether or not the data from other interviewees would have been better or worse 

is impossible to know. 

 

The partner of this research paper Tieto was at the time of the interviews a service supplier to 

most of the pension companies in the study. Therefore, this could have an impact on the validity 

of the answers received during interviews with the pension industry, since the respondents were 

aware of the collaboration between the researchers and Tieto. However, it was explained that the 

research was of academic focus and that the thesis would be available to everyone, not only for 

the benefit of Tieto. Additionally, merely one representative from each pension company was 

interviewed, except for one pension-company, who had two representatives. This means that even 

though the respondents represent their organization, the results from the interview must be 

viewed as personal opinions of the respondent rather than an opinion shared by the whole 

organization. Since the aim was to make a qualitative study, which is not necessarily 

generalizable, this should not be regarded as an issue. 

 

The age representation in the survey was satisfactory since all ages were represented. However, 

some ages were more represented than others. This is a matter that needs to be noted when 

reviewing the results and the conclusions. Regarding the gender representation and spread, 

almost as many male and female respondents answered the survey. This was also a goal that the 

authors set out before the study began. Looking at the education level of the survey respondents, 

the majority had or were currently obtaining a university education. According to Lusardi and 

Mitchell (2009), education can improve financial literacy; it is therefore assumed that the 

registered results in the survey can show a slightly higher level of financial literacy than the 

average Swedish Millennials would obtain.  

 

As mention in the literature review on Millennials, there are authors that argue that the millennial 

cohort is not coherent all over the world. However, this research project found more similarities 

than dissimilarities between different countries and has therefore used the literature as if 

Millennials is coherent all over the world. Another reason for this choice was the lack of 

literature on Swedish Millennials in this focus area. Those identified dissimilarities that were 

found in the literature are noted in the chapter 4.1 Millennials. Since it is argued that 

dissimilarities can occur, room must be reserved for minor mistakes in the conclusions. 
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7 Conclusions, Implications and Future Research  
This chapter will present the conclusions that can be drawn from this study, and answer the 

research questions presented in the introduction. It will also present suggested implications for 

industry, as well as suggestions for further research.  

7.1 Answering the research question   
The purpose of this Master Thesis was to identify critical factors which can strengthen the 

interest and engagement to pension planning among Swedish Millennials. The research has been 

taken forward by an aim to answer the main research question. The study was operationalized by 

conducting interviews with industry representatives, as well as an online survey with Swedish 

Millennials. To make the research process more transparent regarding the antecedents of the 

problem, and help the authors organize their work in a more systematic way, two sub-questions 

were defined. Those are interrelated with each other and are together critical to answer the main 

question. Answers are presented below.      

Sub-RQ1: Which are the common attitudes towards pension planning among Millennials?   
 

● Millennials are aware that they are responsibility for their own pension. This is however 

not enough to bring commitment, since they prioritize other things. 
 

● Millennials will not consider an offer that does not live up to their expectations. 
  

● Millennials recognize that there is a need to engage in pension planning but they have a 

hard time motivating to themselves why, and to which extent. There is a goal abstraction 

related to pension planning. 
 

● Millennials believe they will have a better economic situation in the future and will, 

therefore, postpone any private pension saving, until they can afford to balance savings 

with “the possibility to maximize life”. Until then, they will “maximize life”  
    

● The content about pensions is too complex to understand and compare. This needs to be 

communicated in a more pedagogical way. They would welcome more and better 

information tools regarding pensions  
 

● Millennials are positive towards learning about pensions and understanding what is 

required of them.  
 

● Millennials typically trust their own decision-making capabilities best after having the 

chance to compare information from different sources. They want independence with 

informational support 
 

● The low confidence for financial service providers on the international scene is not shared 

by the Swedish Millennials. They were likely not as affected by the financial crisis as 

Millennials in the USA and the UK. Consequently, the survey indicates that Swedish 

Millennials still have a high confidence in Swedish financial service providers. 

 

Sub-RQ2: How are attitudes affecting Millennials behaviour in regards to pension planning?  

 

● The goal abstraction connected to pensions have a negative impact on pension planning 

and savings in general 
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● The positive expectations on their own future, contributes to a postponing behaviour in 

regards to pension planning. 
 

● Millennials opinion that the content is too complex creates a barrier to engage. The dull 

aspect of the task also creates an impeding factor. 
 

● The Millennials does not put in an extra effort to involve themselves in a service that does 

not live up to their expectations, hence their possibilities to engage to pension planning is 

limited. 
 

● Millennials positive view on their economic future could trick them into believing they 

will be able to catch up with poor planning later in life. Incomprehension of the “time 

value of money” (compounding effect), will thus have a negative impact on their 

willingness to start engaging early  

 

A suggested answer could finally be given to the main research question through the finding 

made during this research process: 

 

RQ: Which factors could increase commitment to pension planning among Millennials? 

 

It is found that Millennials attitudes towards pension have a negative effect on their behaviour in 

regards to savings and pension planning. In order to change some of these attitudes, the 

Millennials need to understand the relevance of early engagement. This is done by talking more 

concretely about the needs, suggesting tangible goals, concrete actions and visualising the impact 

of their achievements. By improving the pension content in a way that is educational, 

informative, interactive and personalized, Millennials could feel more confident taking an active 

position in regards to their pension. Since Millennials trust is based on proven competence and 

peer review, the pension industry needs to become more customer oriented and offer services in 

accordance with their expectations on transparency, flexibility and responsiveness. Millennials 

can additionally be motivated through personalized feedback in regards to their contributions, 

visualisation of expected capital growth and receiving rewards when reaching goals. Therefore 

the following factors have been identified as factors for greater pension planning engagement 

among Swedish Millennials:      

 

● Relevance: Millennials need to understand why and how pension planning and savings 

are relevant at this early stage in life. By communicating more concretely about goals, 

expectations and required strategies the message becomes less abstract and easier to 

assimilate. It is also important to understand how their capital contributes to their future 

and the causes they support.    
 

● Content: The pension information content needs to improve from a pedagogical 

perspective, by offering better education, transparency, and a higher degree of 

personalization. Great content has an inherent attraction power. Improvements could also 

be done from a rhetorical perspective by talking about pension as deferred salary which 

has been earned by the individual.   
 

● Channels: The content needs to be communicated through trusted channels of 

information. Millennials trust recommendations from people they know or feel they can 

relate to. This trust is based on proven competency and met expectations. Apart from the 

online community, current relationships with employers and universities could also be 
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suitable channels of information about pension planning since they are a part of the social 

sphere. 
 

● Motivation: The impact of their efforts needs to be visual and concrete. After defining a 

tangible goal they need to get information and feedback about how they are doing in 

relation to their plan, but also what their current provisions will be worth by the time they 

will retire. Having a shorter perspective on pension capital by splitting the main goal into 

milestones could give the impression of a more tangible target. It is also important to 

reward achievement. 

 

7.2 Implications 
Industrial implications 

Prior to the study; low engagement and low awareness in pension activities among the Swedish 

Millennials had been noticed, which indicates that there is a need for a deeper industrial research. 

The study therefore, included both an empirical study with the pension industry and a sample of 

the Swedish Millennial cohort.  To influence Swedish Millennials to become more committed to 

pension planning is a large and complex issue. It can be approached from different perspectives. 

The research and results from the study can be used both by professionals and institutions in the 

pension industry to gain a better understanding of Millennials. With a better understanding, they 

can develop the industry to better meet their young customers’ expectations. The research 

presents factors that are of most importance for a better pension planning among Swedish 

Millennials. The four identified factors give the pension industry the possibility to focus their 

limited resources on solving confirmed problem areas.  

 

Not only actors in the pension industry can benefit from this research. The government, 

regulators, institutions and associations may also find this useful in order to understand what role 

they have in the current pension situation. One issue that is discussed in the research is the need 

to increase financial literacy and awareness. The solution does not solely lie in the hands of one 

actor, but in the collaboration of the entire society. Furthermore, the findings in this research can 

introduce them to how they can possibly collaborate with the pension actors to create a positive 

impact.  

Research implications 

While there is existing literature on the subjects of pension planning, saving behaviour and 

generational theory, there is a lack in the body of knowledge concerning Swedish Millennials and 

the Swedish pension industry.  The existing literature is mainly focused on Millennials in other 

countries and as the literature show Millennials can be different concerning some aspect around 

the world.  Since the pension industries and cultures vary around the world, an international study 

is not completely generalizable for the Swedish situation. Additionally, many of the most 

applicable studies found in the literature regarding this subject were not academic research but 

company white papers, which can be viewed as potentially biased research. This research 

contributes to the existing body of knowledge by providing further empirical research on young 

Swedes’ perception and attitudes towards pension planning. Furthermore, it identifies critical 

factors that need to be improved in the pension industry in order to strengthen the interest and 

engagement to pension planning among Swedish Millennials. 
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Sustainability implications 

Sustainability can be viewed from the three aspects of the economy, society and environment, 

also known as the triple bottom line. This chapter discusses how the results and conclusion from 

the research can affect the sustainability of the society. 

 

The pension system in Sweden has a very important role in the society. It makes up part of the 

foundation for the current and future Swedish economy and the social living standard. 

Contributions to the National public pension and the occupational pension by the current 

workforce enable the current seniors to enjoy their retirement age. Without a steady flow of 

money to the pension funds, the funds will eventually drain. This means that if the coming 

generations do not contribute to the system as they are intended; the system will eventually stop 

working. A malfunctioning pension system could result in that seniors with strained economic 

resources get a tougher living situation, the governmental medical cost could increase due to 

overworked seniors, additional seniors could become homeless or seniors might become 

dependent on relatives and friends. All these scenarios either become a strain on the government 

or citizens of the state. The study aims to address the risk before it becomes a problem like the 

ones previously mentioned. The contribution of the study shows how a generation that will 

become more important in the future should be managed from an individual and industrial 

perspective to reduce the risk of an unhealthy future. The study shows how the Millennial 

generation thinks and acts regarding their pension situation as well as what would make them 

more engaged in pension related activities. The hope is that the contribution of the study has a 

positive effect on ensuring a sustainable situation for them, for the future welfare of citizens, for 

the society and for the economy as a whole. 

 

Furthermore, money that citizens pay into pension funds has a large role in the development of 

industries, businesses, infrastructure, the society, education and health care etcetera. The large 

amounts of money that are kept in pension funds are invested in these areas to enable growth. 

This means that a reduced flow of resources to pension funds can result in fewer investments in 

development projects, which in turn can result in slower growth for the whole economy. The 

implications would be seen throughout the whole society. Large companies might get fewer 

investments for projects that could generate capital and employ citizens. These ‘lost’ projects 

could have increased tax incomes for the state and put people into work. When citizens work they 

pay taxes and contribute to the economy and society, while non-working citizens are generally 

more a strain on the economy and the society. 

 

The study can also impact the environmental perspective. If the Millennials becomes more 

confident in managing their own pension parts they can choose to invest their money in holdings 

(stocks, funds, companies, projects, buildings, items etcetera) that have a positive impact on the 

environment. However, if the Millennials stay unaware and un-engaged in their pension situation 

they leave the responsibility to other parties to choose for them. These other parties might not be 

as dedicated to acting for a better tomorrow. The literature in the study indicates that Millennials 

are more committed to sustainability than previous generations, which speak for a positive effect 

on the environment. Additionally, if the Millennials become more aware of how pension funds 

invest their money through the suggested transparent applications, the Millennials might put 

pressure on pension companies, government, and other companies to only invest in a sustainable 

manner. The conclusion that Millennials want transparency might force companies to become 

more sustainable since they no longer are able to “hide” their unsustainable businesses. 
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7.3 Future research 
The focus area of Swedish Millennials and the pension industry in Sweden is a very large area, 

which can be researched further. The limited industry interviews and survey with Millennials 

give an indication of the real situation, but not the whole truth. In order to increase the 

generalizability of the study, a survey with a larger sample would make it possible to extend the 

results to the millennial cohort.  

 

This research focuses on explaining the millennial generation's characteristics and traits, and less 

on explaining the differences between different generations. It would be interesting to see how 

the results from a similar study on for instance Generation X or Z would differ from this research. 

If similar results were found in a Generation X or Z study, the results would possibly provide an 

even larger argumentation for improving some of the identified improvement areas in this study. 

The study observed the issue complex pension information. The Swedish Pension Agency has the 

role of educating and informing the Swedish population. However, since there are so many actors 

in the Swedish pension industry, the population finds the combine information flow too complex. 

The authors suggest a future study of who the best provider of pension information is and how an 

unambiguous content distribution should work.  

 

Additionally, is it possible to simplify the pension content to the level that Millennials desire, 

without breaking laws or regulations? The current laws and regulations ensure that the customer 

receives all available information and increases transparency; however, the large amount of 

content can increase the complexity of the information. 
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Appendix  

Appendix - Pre-study questions 
 

Customer Experience 

How do the pension companies resonate about and work with customer experience? 

How can digital solutions enhance the customer experience for the end customer? 

What do insurance companies today to enhance the customer experience? 

Do the pension companies feel responsible for informing about pensions? 

How pension companies work with building trust and loyalty with their customers? 

 

Young adults 

How do young adults act and think about pensions? 

How do pension companies work to understand the target audience of young adults? 

Do they have a customized strategy towards young adults? 

Have you experienced that young adults demand different offers than older people? 

 

Digitiizing 

How active do you feel that the pension companies with digitalizing? 

How far have they come in digitalizing process? 

Do the pension companies collect and analyse data of end users activities? 

 

Changes and Trends 

Do you see any major changes in the insurance industry?  

Or more specifically in the pension industry? 

Do you see any major trends in insurance and pension industry? 

Are there any other industries that much better at customer experience that we can learn from? 

Or any businesses/companies? 

Have you noticed any change in how the young adults’ customers want to receive information, 

advice and solutions? 

 

Other 

What do you think is important or interesting to examine regarding young adult and pension 

savings? 
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Appendix - Pre-study results 
 

One of the important question needed to be raised when trying to develop financial services for 

Millennials, is according to Respondent A, how these customers like to consume other types of 

products. Respondent A argues that many people in this age-span are concerned with 

comparability and would like to know which products their peers consume. They want to make 

good and informed decisions, but at the same time not putting too much effort on researching the 

alternatives.  

 

Another attribute which is typical for the Millennials and different from how their parents think, 

is according to Respondent A, that they are less concerned with owning capital goods such as for 

example their own car. They are instead positive towards sharing, as long as they have access to 

a car when they really need it, which gives them the possibility to consume a good only when 

they need it.   

 

Respondent A also argues that a high degree of personalization is important. In order to create 

this experience, the pension industry needs to develop products where customer data can be 

obtained and used in a way that enhances the experience. Respondent E stresses the same by 

taking a ‘smartphone’ as an example. He argued that one could tell a lot about a people’s 

preferences by looking on how they have ordered their apps (applications) on their phone. 

Similarly, the pension industry could benefit from using the information available in a smarter 

manner that could business value.   

 

Respondent C argues that it is highly important for pension companies to create a closer 

relationship with their customer, but also define which values and emotions they want to deliver 

at the moment of interaction.  

 

Respondent C believes the pension companies have an important role when it comes to 

informing people about the current trends on the pension market and clarify common 

misperceptions among the population. Many people are still unaware of their role and the 

importance of a proactive approach to pension planning. Sadly, the ones ignoring this are too 

often the ones needing it the most. 

 

A current challenge according to Respondent C is to find a way to give customers better advice, 

whereby digital solutions could be a possibility. Pension companies have generally gone a short 

way into doing something in the digital sphere, but to succeed they need to create something 

interesting and give customers a good reason for interaction on a regular basis.  

 

Another challenge according to Respondent B is to influence young people to make decisions 

and take actions for something happening maybe 40 years forward in time: 

 

“How do we make the pension industry relevant for young people today?” 

 

Respondent B argues that another problem area is the language which the pension industry uses 

in their communication with customers. The industry uses an old terminology which is difficult 

to grasp for the majority, while it is still difficult to understand the implications of all possible 

choices one have the possibility to make. It is about finding the right channels of communication, 

according to Respondent C. Respondent D stresses the same thing by talking about the 

importance of having a more frequent interaction with their customers, so that they can be 

reminded of their pension. It is not enough to just have contact now and then through a mailing. 
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Respondent E additionally argues that the industry has to become much more transparent on the 

economic situation and possibilities awaiting those who have not saved and made a plan for their 

pension. He argues that this could be an important wake-up call for many to begin taking this 

issue seriously.  
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Appendix - Interview questions 
 

About the interviewee 

 -Please tell us about yourself and your role at ….?   

 

The pension industry and the awareness for the industry 

 

 How do you see your company’s role, when it comes to informing Millennials about 

pensions? 

 How do you perceive the other actors role, when it comes to inform Millennials about 

pensions? 

 Which actors have a certain role in the industry, and which role do these actors have? 

 What do the Millennials want to the enlightened about? 

 Do you feel that today's young adults have less understanding of pension issues than 

previous generations? If so, how is it different?  

 What do you think Millennials disinterests are based on? 

 How do you think the pension industry should reach out and create greater awareness of 

these issues? 

 Is the problem with information, the content or the way the content is presented? 

 What are the biggest challenges that you experience in your industry? 

 Does Millennials understand the consequence of not being aware and active in the 

pension planning? 

 

The development in the industry 

 

 How does the pension industry view the developments in the pension sector? 

 How do you think the pension sector will develop in the next 5-10 years when it comes to 

satisfying new customer needs? 

 What forces will be crucial to drive this development you talk about? 

 

Customers    

   

 What are the pension companies doing to adapt and enhance the customer experience? 

 Do you have a specific strategy for reaching and attracting Millennials? 

 What are the Touch-points you press to attract and engage Millennials? 

 What can be done to get Millennials to react and take a more active role earlier in their 

life regarding pensions? 

 

Behaviour 

 

 How well do the pension companies understand their Millennials customers? 

 What behaviour do you see in Millennials and the way they use financial services today? 

 What must be done to meet this behaviour? 

 What do you think are the driving forces among the Millennials that are active in their 

pension planning? 

 If you talk in general, do you feel that the risk is an important factor for Millennials when 

they make their investment? 

 Do they want to manage risk or have automatic default solutions? 
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 Do Millennials want to be able to make lots of decision or have a simpler approach? 

 How do Millennials look upon their financial future? What are their expectations? 

   

Channels 

 

 Which channels do you use to get to know and understand your younger customers? 

 Do you have a deliberate strategy to strengthen the trust and loyalty among Millennials? 

 What do you think Millennials appreciate most with a pension advisor? 

 Do you use any kind of data collection from your customer's activities? 

 Are you good at using the collected data to create better solution and offers? 
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Appendix - Questions asked during the survey with Millennials 
 

What year were you born? 

(Choose between years 1980-2000) 

Gender? 

Female,  

Male 

Other€$ 

Highest education level (completed or on-going)? 

Elementary school 

High school 

University 

PhD (postgraduate) 

Other higher level of education 

What is your occupation? 

Employed 

Student 

Self-employed 

Unemployed 

Student + employed 

If you work, do you receive occupational pension from your current employer? 

Yes 

No 

Don’t know 

 I don’t work 

Do you save privately for you pension? 

Yes 

No 

Don’t know 

When do you think a person should become engaged with one's pension? 

 In your 20s 

 In your 30s 

 In your 40s 

 In your 50s 

 In your 60s   

Have you decided on a goal for you pension? 
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Yes 

No 

 

If Yes, How will you achieve your goal? 

: _______________________________________________________ 

Mark the activities that you have performed in the past year 

You can mark more than one alternative 

 Opened and read the orange letter 

 Spoken with a pension advisor 

 Discussed my pension with family or friends 

 Discussed my pension with my employer or colleagues 

 Decided how my pension capital should be managed 

 Looked up pension information on the internet 

 I haven’t done any activities regarding my pension 

 

How aware are you with your pension situation? 

 

Low awareness  High awarness 

 

I can influence the society through how I invest my 

pension capital? 

I agree 

I do not agree 

I don’t know 

Who is responsible to the largest extent for your future pension? 

 The Swedish pension Agency ( Pensionsmyndigheten)  

 Myself 

 The government 

 Your employer 

 Your pension company 

Are you engaged in your pension investments? 

Yes 

No 

Why are you not more engaged in your pension? 

1 2 3 4 

    

 Do not 
agree at all 

Hardly 
agree 

Agree Agree 
alot 

I’m insecure what I should do     
It’s hard to understand the pension information     
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Which information is important to you, when you want to make a good decision about your 

pension? 

 

How do you perceive the language in pension information? 

 

Hard to understand Easy to understand 

 

 

How do you think that pension information could be presented in a better way? 

: _______________________________________________________ 

 

Through which source/sources would you like to learn more about pensions? 

You can mark more than one alternative 

 

 Through my employer 

 Entertainment, games 

 The government  

 Advisors at banks or pension companies  

 School/university 

 Media (Newspapers, TV) 

 Family and friends 

 Social media, blogs 

 

Do you know where to turn in order to get information or advise about your pension? 

Yes 

I’m insecure where I can find help     
The topic of pensions never come up in my 
everyday life     

I thing I will receive an ”OK” pension when I retire 
even if I do not engage in my pension     

It’s too far into the future, I prioritize other things 
now     

 Not 
important 

Little 
import
ance  

Pretty 
import

ant 

Import
ant 

Information about how other individuals invest 
their retirement money     

Advise from advisors     
Stock exchange information     
Information about Investment risks     
Trends and forecasts about the future     

1 2 3 4 
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No 

 

If Yes, where would you turn? 

: _______________________________________________________ 

 

How do you motivate yourself to perform a dull task? 

: _______________________________________________________ 

 

What could make pension savings easier or more interesting? 

: _______________________________________________________ 

 

I would become a more active pension saver if…. 

 

 

Who do you trust the most when you do pension investment? 

You can mark more than one alternative 

 Family 

 Media (Newspapers, TV) 

 Advisors at banks or pension companies  

 Social media, blogs 

 My employer 

 Friends 

 Colleagues  

 

Who do you think would manage your pension capital most successful in the long run? 

 

 Your bank or pension company 

 A company such as Facebook or Google 

 Yourself through managing your own stocks and funds. 

 The government 

 Disagree Agree  
I could clearly see how my choices affect the society 
(sustainability, environment, ethics)   

There were more clearly goals with my pension   
Someone helped me to get started   
I was told that I might not receive the pension, I though I 
would   

Easier saving tool existed that showed how much I should 
save   

I got better feedback on how my pension investments are 
progressing    
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 I have no idea 

 

How do you think we will save for our pensions in the future? 

: _______________________________________________________ 

 

 

 

 


